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DRY    GOODS     REVIEW 


Golfer 


Steamship 


Playing  Carck  will 

Increase  Your  Small  wares  Sales 


Sports  Series 


Most   people   who    are   in    your   store 
from  day  to  day  use  Playing  Cards. 


SPORTS 

Mak 

e  it   easy  for  them  to  buy  from 

OWL 
GOLFER 

you 

by   a   prominent    display   of   our 

PRINCESS 

med 

ium-priced  cards. 

COLONIAL  BRIDGE 

We 

have   bsen    manufacturing   these 

Consolith  Series 

card 

s  in  Canada  for  the  trade  for  over 

GOOD  LUCK 

30  years. 

ST.  LAWRENCE 

STEAMSHIP 

OAK   LEAF 

MAGICIENNE 

ROYAL  BRIDGE 

On    request,   we    will  tsend    you 

Patience  Cards 

our  latest  show  card,  which  will 
assist   vou   in   vour   displays. 

(ONSOLI  DATED 

^■"'Lithographing  and  Manufacturing  Co  Lttl. 

Montreal,  Canada. 

* 
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DC 


Carpets,  Oilcloths  ,Linoleums  and  Draperies 


for  Spring  1922 


We  have  on  hand  now  in  such  goods,  the 
largest  and  most  complete  range  it  has  ever  been 
our  privilege  to  offer  to  the  trade. 

Our  showing  comprises  the  very  newest  de- 
signs and  colorings  and  we  make  it  a  point  to 
see  that  our  values  are  not  bettered  anywhere. 

You  may  see  samples  with  our  representative, 
or  a  letter  will  bring  them  by  return,  or  a  visit 
to  our  warehouse  would  pay  you  well" 


John  M.  Garland,  Son 
&  Co.,  Ltd. 

Ottawa  -  Canada 

Wholesale  Dry  Goods 


DC 


DCZ 


DC3C 


DC 


zWrs 
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VDRRS 

CARLISLE  England 
DAWEL    /Scotland 


Production! 

GENERAL  FURNISHING-  FA. ..  _ 

Including 

5UND0UR  TAPESTRIED 
SUNDOUR  CHENILLES 
3UND0UR  REPS 
SUNDOUR  MADRAS 
SUNDOUR  CASEMENT 
SUNDOUR  RUGS 

Guaranteed  absolutely  fast  to&un  cmclhtos/j. 


The  Colour  element  in  these  \vbrld-Knovm  E\brics 
is  indestructible,  and  the  finished  product -from 
coal  tar  anthracene  to  colour  and  from  raw  material 
to  finished  fabric  -  is  our  own  throughout . 


DRY     GOODS     REVIEW 


TO  THE  TRADE 


JANUARY  1922 
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A  Bulletin 
of  Values 
For  You  in — 

STAPLES 
LINENS 
DRESS  GOODS 
HOSIERY 
GLOVES 
UNDERWEAR 
MEN'S  FURNISHINGS 
SMALLWARES 
HOUSE  FURNISHINGS 
READY-TO-WEAR 
GOODS 

Our  travellers  are  now 
on  the  road  with  a  full 
range  of  samples.  We 
solicit  through  them  your 
esteemed  orders. 

Letter  orders  filled 
daily  with  prompt  des- 
patch. 

We  shall  be  pleased  to 
have  you  visit  our  ware- 
house when  in  the  city. 


JOHN  MACDONALD  &  CO.,  LIMITED 

TORONTO 
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Something  New 

in 

Ladies'  Hosiery 

We  have  added  two  new  numbers  to  our 

line — 
Number  500 

Double  fabric  silk  hose  for  winter 
wear,  combining  the  comfort  of 
cotton,  the  warmth  of  wool,  and 
the  auty  of  glove  silk.  Patents 
penct  • 

Number  350 

A  beau  in  ul  novelty  in  silk  and  wool 
two-tone  effects;  clocked. 

The  Finest  Trc  ly  "Winsome  Maid" 

Allen  Silk  Mils  Limited 

43  Davies  Ave.  Toronto 


A.  B.  C.  is  a  Hose  Guarantee 

Make  the  New  Year  profitable  in  your  Hosiery 
Department  by  handling  the  universal  favorite — 

A.  B.C.  HOSIERY 

For  Men,  Women  and  Children 

These  lines  give  satisfaction : 


For  Children- 
Beautiful   pure  thread   silk,   1 

and  1  rib. 
Silk  and  wool,  1  and   1   rib. 
Cashmere  in  heather  mixture, 

three-quarter     length     sock 

with  roll  top. 
Cashmere,    plain    weaves    and 

new  shades   in  heather. 

All  seamless,  with  reinforced  heels  and  toes 


For  Men  and  Women — 

Silk  and  wool  mixtures,  many 
combinations  of  colors. 

Cashmere — plain  weaves  and 
new  shades  in  heather. 


Allen  Bros.  Co.,  Limited 

883  Dundas  St.  E.  Toronto 
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Profit  by  the  Teachings 

of  The  Successful  Stores 


"INTER  -  PLACE  -  ABLE 
UNITS"  ■permit  the  gradual 
evolution  of  a  turfy  modern 
store  interior  at  a  small  in- 
itial cost,  and  are  described 
and  illustrated  in  a  special 
catalog  for  Dry  Goods  and 
Men's  Furnishing  stoi-es, 
which  is  yours  for  the  asking. 


—by  applying  the  proven  principles  of 
their  success  to  your  own  business. 

A  careful  study  of  the  more  successful  Dry  Goods 
stores  will  reveal  many  important  factors  of  the 
utmost  value  in  the  successful  managing  of  your 

own  business. 

Outstanding-  among  these  many  business  "principles 
of  success"  is  the  absolute  necessity  of  an  attractive, 
expertly  planned,  adequately  equipped  store  interior— 
an  interior  equipment  that  utilizes  every  foot  of  floor 
space,  that  affords  unlimited  display,  and  from  every 
angle  is  an  irresistible  invitation  to  buy  and  "call 
again." 

Knowledge,  painstakingly  accumulated  in  planning  and 
equipping  many  successful  Dry  Goods  stores,  awaits 
your  command  in  the  Kent-McClain  organization  — 
whether  it  is  but  a  single  show-case  you  require  or 
special  plans  and  equipment  for  an  entirely  new, 
outstanding   store. 


(TbRwroSffowCASFCo)    Ulfflted 


J  83  Car  law  Ave. 


Off  Queen  St.  E. 


"  Inter-Place-Able  "   Units. 


D R  Y     GO  O D S    K E V I E  W 


WAYAGAMACK 


PURE 


KRAFT 


Owing  to  the  progressive  policy  of  the  Tianufacturers 

Wayagamack  Pure  Kr^ft  Papers 

Glazed  and  Unglazed 

have  in  the  short  space  of  eight  years  earned  a 

World-wide  Reputation 

'VrOU  protect  yourself  only  if  you  demand  an  article 
•*-  that  has  always  given  satisfaction. 

There  are,  of  course,  many  imitations,  therefore  when 
ordering  wrapping  paper,  paper  bags  and  paper  con- 
tainers of  all  descriptions 

Insist  on  being  supplied  with 

Wayagamack  Pure  Kraft 

which  means 

Strength  and  Security 

It  is  stocked  by  and  can  be  obtained  from  all  the  prin- 
cipal paper  wholesalers  from  Halifax  to  Vancouver. 
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WAYAGAMACK 


PURE 


KRAFT 


A  Few  of  the  Uses  to  which 

Wayagamack  Pure  Kraft 

may  be  put 


As  a  Wrapping  Paper  for:- 


PROVISIONS 
MEATS 
BREAD 
FRUIT 
FLOWERS 
FANCY   GOODS 
STATIONERY 
DRY  GOODS  OF  ALL 
DESCRIPTIONS 


DRUGS 

SMALLWARES 
COTTON  PIECE 

GOODS 
WOOLENS 
SILKS 
CLOTHING 
FURS 
JEWELRY 
EXPORT  BALES 


BOTTLED  GOODS 

GLASS 

MACHINERY 

LAUNDERED    AR- 
TICLES 

UPHOLSTERY 

HARDWARE  OF  ALL 
DESCRIPTIONS 

BEDSTEADS 


CARPETS 

FURNITURE 

CYCLE  TIRES 

MOTOR  TIRES 

BICYCLES 

PLUMBING  SUP- 
PLIES 

ELECTRICAL   SUP- 
PLIES 


Bags  Manufactured  from 


Wayagamack  Pure  Kraft 


TEA 
COFFEE 


are  invaluable  as  containers  for:- 

SUGAR  NOTIONS 

FRUITS  CEMENT 

NAILS  and  GENERAL    HARDWARE 


LIME 
FERTILIZERS 


As  Covers  for:- 
AUTOMOBILES        CASKETS         PIANOS         FURNITURE 


PHONOGRAPH   RECORDS 


Backing  for  Picture  Frames 

Linings  for  Barrels 

Linings  for  Sugar  and  Salt  Sacks 


Also  used  largely  for:- 

Linings  for  Railway  Cars 
Linings  for  Packing  Cases 
Envelopes 


Moth  Proof  Bags 
Laundry  Bags 
Newspaper  Wrappers 


Insist  on  being  supplied  with 

Wayagamack  Pure  Kraft 

which  means 

Strength  and  Security 


>w*vO 
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SHOWING  BETTER   VALUES,  BIG  ASSORTMENT 

1922 

\Ve    Are    Specialists 

Mona  Lisa  Veils — 

All  shades.     From  $18.00  per  £ross  up. 
Buy  in  quantities.     Stock  limited. 
You  will  sell  more  at  the  new  price. 

VEILINGS,   FANCY   VEILS,  LACES 

Stoffels  Organdy  and  Dotted  Swiss — 

The  daddy  of  them  all. 

72  newest  shades — twice  as  many  as  shown  by 
any  other  manufacturer,  and  each  one  correct 
■Colors  must  be  seen  to  be  appreciated. 

Dynamo  Maline- 
All  shades.     Reduced  prices. 

Buy  From  Headquarters 

Our  salesmen  are  the  only  ones  showing  complete  ran&e. 
A  card  will  insure  you  seeing  these  &oods. 

vvrite    Us  Immediately 

CANADA   VEILING    CO.,   LIMITED 

84-86  Wellington  Street  West,  Toronto 


5  5 

s  s 


*  IA Ayr    V 
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STOFFEL  &  CO. 

The  Largest  Manufacturers  of  Cotton  Fabrics   in 

SWITZERLAND 


TRANSPARENT  ORGANDIES 

Batistes  Nainsooks  Jaconas  Fancies 

Fine  Muslins       Voiles  Crepes  Dotted  Swisses 

"IT  IS  STOFFEL'S" 

—  the  finest  praise  that  can  be  bestowed  upon  an  Organdie 

STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON  &  TAYLOR 

77   York  Street  -  Toronto 

SOLE  AGENTS  FOR  CANADA 


PROFITS 

In 
GIRDLES  -    BELTS  -    BEADS 

SWISS  ORGANDY 

DOT   MUSLINS 

VEILS     -     VEILING 

"CANADIAN  BE  A  UTY" 

Double  or  Single  Mesh 

REAL    HAIR      NETS 


SWISS  BABY  DRESSY 
MADEIRA  CEN  ['RES 
JEC1  S     - 

MILITARY   BRAIDS     -    TASSELS 
Mail  Orders  Promptly  Attended  To 


The 


H.  G.  Tod  Company 

78  Bay  Street,    Toronto 


I 


ALL  OUR  ENERGY 

Is  concentrated  on  the  supply- 
ing of  distinctive 

VEILS 
VEILINGS 
BEADS 
NECKLETS 

as  well  as 
LACES  and  BLUE  BIRD 
HAIR  NETS 

Travellers  are  now  on  the  road 
with  new  Spring  Samples.  Be 
sure  to  see  our  line. 

THE  ADAMS-BARRETT  CO. 

324   Empire  Building 

64  Wellington  St.  West 

TORONTO 
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True  Irish  Linen 

Ask  for  the  Linen 
Hallmark! 

You  are  entitled  to  a  guar, 
antee  when  you  pay  for 
True  Irish  Linen  made  of 
pure  flax  yarn. 


Not  only  you 
customers  too. 


but  your 


The  Irish  Linen  Society 
adopted  the  use  of  the 
Linen  Hallmark  for  this 
very  purpose. 

Any  member  of  the  Linen 
Society  may  use  the  Seal 
on  pure  flax  goods — in 
addition  to  private  brands 
or  trade  marks. 


DRY    GOODS    REVIEW 
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True  IrishLinen 


You  can  feature,  display 
and  advertise  the  use  of 
the  Seal  to  your  customers 
without  any  suggestion  of 
pushing  one  manufactur- 
er's individual  brand. 

The  Hallmark  is  as  imper- 
sonal— and  in  its  relation 
as  valuable — as  the  Do- 
minion  government's 
imprint  which  makes 
legal  tender  out  of  other- 
wise meaningless  bits  of 
metal. 

Tell  the  next  linen  sales- 
man who  calls  on  you 
that  you  want  the  Linen 
Hallmark  on  all  pure  flax 
goods. 


^e IRISH  LINEN  SOCIETY 


BELFAST      IRELAND 


-** 


American  Office, 5231j  West  39th  Street 
New  York  City 
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Buy  What  You  Can  Sell  Quickly 


T^detallic  Laces 
7\ew  Designs 
New   Prices 


Handkerchiefs 
J\ew  designs    will 
he    ready    shortly. 


J\ew  friends  are  made  for  your  store  by  offering  Better  Value  than  your  Competitor*. 

You  will  be  interested  in  the  lines  being  shown  in  our  new  department 
which  is  now  in  an  outstanding  position  to  give  you  excellent  service  in  all  the 
latest  European  novelties  in :  Radium,  Metal  and  Chantilly  Laces,  Sequin 
and  Bead  trimmings,  Fancy  Voiles,  Dotted  Swiss  Muslins,  plain  Organdies 
and  Swiss  Neckwear. 


H.  P.  Ritchie  fe?  Company 

Manufacturers — Metallic  Laces — Handkerchiefs — 


DRY    GOODS    REVIEW 
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"Buy  From  the  Maker" 

^1  ■'               9ti       JIT         lSHk 

intern           Jfc"x 

yvrite  or    vvire 
for 

^^^iL        #4jP^"~       M:                             H 

"Merre  Maid" 
the  dress  that 

our  Salesman 

^^ 

is  different. 

Now 

^,^fl               <*| 

For  children 

1/      ■ 

two  to  six. 

Er  1 

1^4*? 

"  W  hen  Customers 


back 


again 


There  is  something  in  the  Ritchie  Silk  Range  that  keeps  the  trade  coming 
throughout  the  year. — Camisoles — Env  elopes  —  Night  Gowns  —  Negligees  — 
Step-ins — Bloomers — Underskirts. 


B 


rassieres 


The  number  of  Ritchie  customers  who    have  repeated  their  order  is  one  evi- 
dence of  the  splendid  quality  and  value  offered. 

The  Ritchie  policy  of  seeing  that  you  are  satisfied  still  and  always  will  hold 
good. 

38-42  Clifford  Street,  Toronto 

— Embroideries — Silk  Lingerie  and  Children  s  Dresses 
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The  Trade  Mark  "OH  Bleach" 
is  stamped  on  every  article 
■except  Table  Damasks,  which 
have  the  above  mark  woven 
in    four    corners. 


A  special  interest  is  being  shown  in 
"Old  Bleach"  embroidery  linen 
throughout  the  Dominion. 
Make  a  store  display  of  "Old  Bleach" 
merchandise.  It  will  attract  many  po- 
tential customers,  and  help  to  build  a 
bigger  turnover  in  your  Linen  Depart- 
ment. 


Thf 


,99 


R,S<  Trad.  Mark 

23-25  East    96™  Street        New    York 

J.R  LAMONT      MANAGER   Q         G 

[CANADIAN  REPRESENTATIVE 

22  West  Wellington  Street,  Toronto,  Ont. 


r\ 
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9fe  G/ovQ?  and  IHoSlQW  7/oU6V  <gf  Qanctda 


Gloves,  Hosiery  &  Underwear 


For  Fall  1922 

\j /OUCS*  ^k  gloves  will  not  be  any  lower  in  price  as  the  season  advances.  A 
glance  at  the  chart  shown  on  an  editorial  page  of  this  issue  illustrates 
the  trend  of  prices  in  raw  silk.  As  raw  silk  purchases  will  only  cover 
production  for  a  very  limited  time  the  wise  merchant  will  see  the 
necessity  of  placing  his  requirements  early.  Silk  lingerie  is  similarly 
affected. 

MM  OSICm y •  Increases  on  raw  material  made  necessary  a  stiffening  of  prices 
on  all  lines  of  hosiery  on  December  1  st.  Cashmere  hose  increased 
2  to  1 0  per  cent.  Silk  1 0  to  15  per  cent.   With  the  tendency  to- 
ward improved  conditions   any   retrograde   movement  is   unlikely. 
Furthermore,  there  is  a  marked   scarcity   of   cashmere   yarns   and 
heather  combinations  bid  fair  to  be  just  as  popular  for  next  fall. 

\J  TXCLQlXJuQClV I  Though  perhaps  not  as  marked  as  in  hosiery  there   is  a 

noticeable  increase  in  underwear  prices.    However,  next 
fall  will  come  with  very  small  stocks  carried  over  because 
of  the  light  placing  done  this  past  season. 

Therefore,  an  intelligent  observation  of  conditions  indicates  the  advisability 
of  placing  requirements  at  the  first  opportunity. 

'  Representatives  will  shortly  be  on  their  territories  for  Fall  1 922  placing. 

Richard  L.  Baker  &  Co.,  Limited 

TORONTO 


MILL   SELLING   AGENTS: 


S.  LENNARD  &  SONS,  LTD.       AVOX  HOSIERY,  LTD.       ST.  CATHARINES  SILK  MILLS,  LTD. 

GRIFFIN  GLOVES,  LTD.  VENUS  SILK  HOSIERY  MILLS,  LTD. 

LONDON  HOSIERY  MILLS,  LTD. 
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The  Success  of 


'ue&tO, 


Silk   Gloves 


ACHIEVED  in  the  short  period  of  seven  years  has  been  more  than  gratifying. 
We  believe  it  has  been  due  to  two  things  primarily;  first:  the  strict  adherence 
to  a  standard  of  quality  that  permitted  of  no  compromise  on  even  the  smallest 
detail.  Second:  a  recognized  leadership  in  style  and  novelty  of  design. 

Success  has  been  the  lot  of  merchants  who  depended  on  Queen  Quality  for 
their  glove  department. 

Make  sure   of   pour  share  for  Fall    1922. 


iiniiiiiimmii urn 


'ueetO, 


Glove  Silk  Lingerie 

IS  MADE  OF  the  same  fabric  as  Queen  Quality  gloves.  Thus  its  extraordin- 
ary lasting  qualities. 

This  beautiful  silk  fabric  lends  itself  to  many  beautiful  designs  whose  appeal 
to  women  on  the  score  of  daintiness  is  only  equalled  by  their  practicability  in 
milady's  toilette.  The  utmost  comfort  in  wear  with  the  quality  of  allowing  the 
gown  to  fall  in  perfect  lines  is  an  added  attraction  it  is  well  to  feature. 

SPRING   1922  SORTING 
FALL  1922  PLACING 

lines  are  in  the  hands  of  our  representatives  who  will  be  on  their  way  shortly. 

ST.  CATHARINES  SILK-MILLS 

Limited 
ST.  CATHARINES 
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Griffin  Glove 


means 


\jhatno$u 


CHAMO  Suede  means  fabric  gloves  of  attractive  original  design 
in  a  wide  variety  of  shades  and  contrasting  effects,  perfect  fit, 
long  wear,  washability,  economy. 

This  all  means  business  with  a  capital  B  for  the  glove  department 
that  is  well  supplied  with  Griffin  Chamo  Suede  for  Fall  1922. 

We  are  showing  new  designs  and  effects  that  are  in  themselves  a 
reason  for  seeing  the  full  range  at  the  first  opportunity  and  securing 
your  requirements. 


H^V 


LIMITED 


TORONTO 


Sole  SoUtna  Agents 

Richard  LBaker^Ga 


LIMITED 


84  Wellington  StWest 
Toronto 
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PURE  SILK 

HOSIERY 


Venus 
Clocked  Hosiery 

THOUGH  it  made  its  bow  late  this  fall,  it  met 
with  such  a  reception  that  production  in  this 
line  as  well  as  regular  Venus  hose  in  plain  and 
ribbed  tops  was  soon  sold  up.  Venus  reputation  grows 
constantly,  and  as  production  must  necessarily  reach 
its  limit  at  some  stage,  it  is  a  case  of  the  early  bird 
gets  delivery. 


Venus  Silk   Hosiery    Mills 

Limited 

TORONTO        -         ONTARIO 


[ONDONKNIT 

Hose 


for  Fall  1922 

T  NCLUDES  a  beautiful  assortment  of  the  fancy  lovatt's  and  heathers  for 

men  and  women,  and  hosiery  of  quality  in  such  variety  of  cotton,  lisle,  silk 

lisle,  cashmere,  fibre  silk,  for  all  the  family  that  a  London  Hose  Department 

will  be  a  complete  department. 

Samples  for  Fall  1 922  are  with  our  representatives  now.  They  are  on  the  way. 


fmn.iur 


NDONTASS 


Made  in 
Canada 


London   Hosiery    Mills 


London 
Ontario 
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The  Mark  of  Fine  Merchandise 


With  Spring  and  Sum- 
mer comes  the  renewed 
demand  for 


V> 


(Keg-d) 


"Viyella 

J  (Reg1 

"Aza" 

(Reg'd) 

"Clydella" 

•^  (Rea'd) 


Unshrinkable  Flannels 


for  use  in  the  ever-popular 
wash-blouse,  sport-skirt, 
etc.  Our  Spring  1922 
price  list  shows  further 
reductions  and  is  avail- 
able on  request,  together 
with  samples. 


Stock  in  Toronto 


WM.  HOLLINS  &  CO.,  LTD 

(OF  ENGLAND) 

62  Front  Street  W.,    Toronto 


Wm.  Hollins  &  Co.,  Inc.,  45  E.  17th  Street,  New  York 


"Canadian  Made" 
COTTON  BATTING 

The     higher     grades     of 
snow-white    Cotton    Bat- 
ting are  being  demanded 
by  retail  customers. 

VICTORY 

Small  Size  Batts 

POLAR  BEAR 

Comforter  Size  Batts 
are  superior  to  the  finest 
imported  Batts  and  the 
price  to  the  merchant  is 
especially  attractive  in 
comparison. 

Your  wholesaler  will  sup- 
ply you  with  these  lines, 
also  the  following 

NORTH  STAR  , 

CRESCENT 

PEARL 


Small  Style 
Batting 


K.  P. 


Comforter 
Style  Battins 


THE    DOMINION 
WADDING  CO., 

LIMITED 
MONTREAL 
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Helpful  Hints  For  the  Silk  Salesman 

Origin  of  Silk  Goes  Back  to  China — Broad  Silks  Woven  in  Europe 
in  Fourteenth  Century — Reached  England  in  Sixteenth  Century — 
British  Silks  Become  Rival  of  Continental  Productions — Arti- 
ficial Silk  and  Its  Various  Uses — Where  it  is  Manufactured 


TO  THE  successful  salesman  of  silks 
knowledge  of  the  origin,  texture  and 
quality  of  the  materials,  is  one  of  the 
essentials  of  successful  salesmanship.  In 
this  article,  these  points  are  constructively 
dealt  with. 

The  origin  of  silk  seems  in  all  ages  to  have 
been  associated  with  China.  Some  authori- 
ties even  tell  us  that  the  name  "China"  has 
been  derived  from  the  Chinese  name  for 
silk,  'Ssu.'  From  China  it  was  brought  west- 
ward through  Persia  and  India  and  the  Med- 
iterranean, in  the  earliest  times. 

Broad  silks  were  not  woven  in  Europe 
much  before  the  fourteenth  century.  It  is 
possible  that  the  religious  institutions  gave 
some  attention  to  this  branch  of  weaving — 
for  it  was  these  orders  which  introduced 
many  of  the  trades  as  well  as  the  arts — 
but  silk  weaving  was  not  established  on  a 
commercial  basis  until  about  1455.  The  in- 
dustry was  introduced  into  the  British  Isles 
by  the  Dutch  and  Flemish  immigrants,  who 
fled  from  the  rule  of  Charles  V.  and  Alva 
in  the  sixteenth  century.  Settling  in  London, 
Norwich,  Manchester  and  Ipswich,  they 
improved  upon  all  the  methods  of  textile 
weaving  which  were  used  in  England.  In 
the  southern  provinces  of  France,  the  silk 
industry  had  reached ,  at  this  time,  even  great- 
er perfection.  The  French,  with  their  apti- 
tude for  learning  quickly,  had  made  silks 
which  rivalled  the  work  of  the  Italians 
who  taught  them  the  trade.  When  the 
French  Huguenots,  who  were  for  the  most 
part  the  inhabitants  of  the  southern  provinc- 
es, emigrated  to  England,  in  the  early  seven- 
teenth century  they  were  received  in  that 
country  with  open  arms.  The  direct  result 
of  their  coming  was  that  the  silks  of  Britain 
now  rival  the  productions  of  the  continent. 
The  raw  silk  imported  into  Britain  during 
1920  totalled  over  £35,000,000.  Hand- 
weaving  has  given  place  almost  universally  in 
England,  as  in  other  countries,  to  machine 
work,  but  there  are  authorities  who  believe 
that  the  old  method  was,  in  many  ways, 
superior. 

Artificial    Silk 

Artificial  silk  is  the  most  recent  addition 
to  the  world's  important  textile  fibres. 
Although  it  has  only  been  used  commercially 
in  America  for  about  ten  or  twelve  years,  it 
is  now  a  staple  article  among  commercial 
fabrics.  Artificial  silk  was,  at  one  time,  any 
product  made  to  resemble  natural  silk; 
it  is  a  term  now  applied  only  to  the  cellulose 
silk.  This  artificial  silk  is  cellulose  almost 
in  a  pure  state  and  is  obtained  by  dissolving 
vegetable  fibres,  of  which  cellulose  in  the 
chief  constituent.  The  solution  is  forced 
through  minute  apertures  into  a  fixing  bath 
which  coagulates  the  cellulose  and  removes 
all  other  matter.  As  the  solution  dissolves 
from  each  tiny  hole  and  solidifies,  a  contin- 
uous filament  is  formed  which  can  be  reeled 


and  combined  with  other  filaments  to  form 
a  thread.  There  are  several  processes  used 
in  making  this  cellulose  material,  which  dif- 
fer only  in  the  fixing  material  used  and  in 
raw  materials.  Some  use  cotton  as  a  base 
and  others  wood-pulp  in  making  the  cellu- 
lose. 

Artificial  silk  is  so  unlike  natural  silk, 
both  chemically  and  in  physical  appearance, 
that  there  has  not  been  direct  competition, 
so  far  between  the  two.  The  high  lustre  of 
artificial  silk,  which  is  generally  superior  to 
the  natural  product,  and  its  lower  price, 
have  enabled  it  to  fill  a  unique  place  between 
mercerized  cotton  and  natural  silk.  It  has 
of  course,  much  less  elasticity  than  the  nat- 
ural product  but  it  is  from  10  to  20  per  cent 
heavier.  Natural  silk  is  practically  unalter- 
ed by  contact  with  water,  while  artificial 
silk  swells  rapidly  and  loses  about  60  per 
cent  of  its  strength,  unless  handled  with 
great  care.  This  weakness  is,  however, 
overcome  by  many  manufacturers  by  com- 
bining the  artificial  fibres  with  other  raw 
materials  which  can  stand  wetting.  It  is 
still  impossible  to  guarantee  perfect  results 
in  dyeing  artificial  silk. 

Present    Uses    of    Artificial    Silk 

AT  ONE  time,  this  fabric  was  restricted 
to  braids,  millinery  and  dress  trimmings 
because  it  was  inflammable  and  perishable 
in  water.  Both  of  these  defects  have  been  so 
improved  upon,  that  it  is  now  used  for  hos- 
iery, sweaters  and  in  fact  all  kinds  of  knit- 
ted goods.  It  is  woven  with  natural  silk, 
cotton  or  other  fibre,  into  dress  goods, 
such  as  satins  and  fancy  silks  and  into 
shirtings  and  tapestries.  Plushes,  carpets 
and  imitation  furs  are  now  being  made  of 
artificial  silk  and  many  kinds  of  fringes, 
tassels  and  novelties.  It  is  even  valuable 
in  the  manufacture  of  gas  mantles,  elastics, 
shoe  laces  and  other  articles  of  minor  im- 
portance. Powder  bags  and  gas  masks  were 
sometimes  constructed  during  the  war  with 
a  combination  of  this  and  other  materials. 

So  far,  artificial  silk  has  supplemented 
rather  than  competed  with  natural  silk. 
The  present  condition  of  the  silk  market, 
however,  offers  the  possibility  of  severe 
competition  between  artificial  silk  and  the 
lower  grades  of  natural  silk.  The  field  of 
mercerized  cotton  is  also  being  encroached 
upon  by  artificial  silk.  The  latter  has  not 
the  wearing  qualities  but  it  has  the  silky 
appearance  which  favors  its  substitution. 

Great  Possibilities  for  the  Process  Used 

Since  labor  rather  than  raw  material  is 
the  principal  item  in  making  artificial  silk, 
manufacturers  believe  that  in  the  future, 
when  these  costs  have  been  reduced  to 
a  minimum  by  means  of  more  perfected 
machines,   other  materials  may   be  made. 


By  increasing  the  size  of  theapertur  throughe 
which  the  cellulose  solution  is  forced,  arti- 
ficial hair  may  be  produced.  Artificial 
straw,  leather,  ribbons,  and  cloth  are  things 
to  be  expected  of  the  process. 

The  chief  countries  in  the  world  engaged 
in  the  production  of  natural  silk  are  France, 
Belgium,  Germany  and  Switzerland.  Italy, 
England  and  the  UnitedJStates  have  now 
begun  its  manufacture  in  real  earnest. 
Even  Japan,  the  home  of  natural  silk,|is 
undertaking  artificial  silk  on  a  small  scale. 
The  present  big  demand  for  this  material 
is  for  hosiery,  particularly  in  the  United 
States  and  Canada. 


Canadian  Buyers 

To  Attend  Fair 


Plans   For   British   Industries   Fair   Are 

Progressing   Well — Facilities 

For  Overseas  Men 

That  many  Canadian  buyers  will 
visit  the  eighth  annual  British  Indus- 
tries Fair,  to  be  held  in  London  and 
Birmingham  from  27th  February  to 
10th  March,  was  the  statement  made 
in  an  interview  by  the  British  Trade 
Commissioner  in  this  district.  Buyers 
believe  that  the  market  is  more  stable 
and  that  a  renewal  of  their  overseas 
purchasing  visits  is  due.  This  Fair  is 
Britain's  annual  display  of  her  manu- 
factures and  industries  and  the  trade 
buyers'  opportunity  of  selecting  good* 
for  the  ensuing  season's  trade. 

A  very  large  number  of  industries 
will  ibe  represented  at  the  Fair  and  a 
descriptive  pamphlet  containing  a  list 
of  such  will  be  mailed  to  intending- 
visitors,  tog-ether  with  a  compliment- 
ary admission  card,  on  application  to 
the  British  Trade  Commissioners  in 
Canada.  Their  addresses  are: — 248  St. 
James  Street,  Montreal;  260  Confed- 
eration Life  Building,  Toronto;  and  610- 
Electrical  Railway  Chambers,  Winnipeg. 

The  function  of  the  British  Indus- 
tries Fair  is  to  bring  buyers  and  sell- 
ers together  and  to  facilitate  business 
between  them.  Goods  can  be  inspect- 
ed, prices  compared  and  definite  order* 
placed  at  the  Fair. 

The  promotion  of  a  successful  trade 
fair  cannot  be  achieved  by  good  organ- 
ization alone.  Of  greater  importance 
are  quality  and  price  of  the  goods 
shown.  In  both  London  and  Birming- 
ham the  management  of  the  Fair  has 
itlhe  advi|ce  of  Oommittees  which  in- 
clude the  names  of  (prominent  !>usi- 
(Continued  on  page  27) 
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The  Cotton  Trade  in  1921 

Sir  Charles  W.  Macara  Summarizes  Conditions  in 
1921 — Believes  That  World  Supply  Adequate  For 
1922  And  Price  Tendency  Will  Be  Upwards — 
Cost  of  Production  Will  Remain  Higher  Than  In 
Pre-war  Days — Difficulties  To  Be  Faced 


SIR  CHARLES  W.  Macara  is  a  noted 
world  authority  on  cotton,  and  as  this 
material  is  basic  to  many  of  the 
lines  handled  by  dry  goods  and  men's 
wear  dealers  his  summary  of  the  condi- 
tions affecting  the  cotton  industry  dur- 
ing 1921,  together  with  a  forecast  of 
conditions  in  1922  is  well  worth  consider- 
ing.    He   says: — 

The  year  for  cotton  has  been  one  of 
the  worst  we  have  ever  known.  In  ad- 
dition to  a  strike,  we  have  experienced 
a  long  spell  of  short  time,  due  partly  to 
the  extremely  high  prices  to  which  cot- 
ton goods  soared,  causing  an  unprece- 
dented reduction  in  consumption.  It  has 
always  to  be  borne  in  mind  that  cotton 
fabrics  are  the  clothing  of  the  poorest 
people  all  over  the  world,  and  conse- 
quently the  great  rise  in  prices  affected 
the  people  who  could  least  afford  to 
buy  cotton   goods. 

Then,  when  trade  might  have  begun 
to  prevail,  we  had  a  campaign  of 
"slump,"  which  started  in  America  at 
the  latter  end  of  1920,  and  destroyed 
confidence  all  over  the  world.  People 
were  given  the  idea  that  great  reduc- 
tions in  the  prices  of  goods  were  bound 
to  follow  immediately  upon  reports  of 
cheaper  cotton,  whereas,  had  they  but 
known  it,  there  could  be  no  substantial 
fall  owing  to  the  high  costs  of  produc- 
tion and  the  fact  that  much  time  must 
elapse  before  the  raw  material  becomes 
the  finished  article.  In  the  case  of  the 
finer  goods,  the  processes  often  extend 
over  a  period  of  twelve  months  or  more. 
These  stupid  slump  reports,  therefore, 
were  responsible  for  leading  the  trad- 
ing community  and  the  consumer  to 
cease  buying,  and  many  of  those  in  the 
trade,  equally  misled,  declined  to  take 
up  goods  that  had  been  ordered  from 
the  manufacturers  and  merchants.  The 
result  has  been  chaos,  and  many  noted 
firms,  which  from  the  nature  of  their 
business  are  obliged  to  carry  large 
stocks  and  have  heavy  commitments, 
have   incurred    serious   losses. 

For  some  time  to  come,  we  are  not 
likely  to  be  in  any  special  difficulty  with 
respect  to  the  over-production  of  ma- 
chinery; what  is  troubling  the  cotton 
spinner  and  manufacturer  just  now  is  the 
instability  of  the  prices  of  the  raw  ma- 
terial and  the  uncertainty  there  is  as 
to  the  growing  of  cotton  later  on.  Ow- 
ing to  bad  trade  and  the  reduction  in  the 
output  of  our  mills  during  the  past  twelve 
months,  we  have  no  anxiety  as  to  the 
cotton  available  at  present,  despite  the 
feverish  operations  that  have  followed 
the    issue    of    the    disappointing    report 


'.-n  the  American  cotton  crop  issued  by 
the  Washington   Bureau   of  Agriculture 
at  the  beginning  of  September.     There 
can  be  no  immediate   cause  for  worry, 
seeing  that  the   cotton   in  hand  and   in 
view  is   equal   to   the    amount  available 
in  the  super-year  of  1914-15.     Then  the 
amount   of  the   American  crop   was   of- 
ficially reported  to  be  15,100,000  bales, 
but  I  have  reason  to  believe  the  figure 
to  have  been  in  reality  round  about  17,- 
500,000  bales.     My' views  are  corroborat- 
ed  by  the  great  carry-over  we  have  at 
present.     The  Bureau  now  reports  that 
the  crop  for  the  present  season,  owing 
to    the   restriction   of     acreage     of  the 
planters,    will    be    7,037,000    bales    only, 
but    even    so,    taking    these    figures    as 
reliable    (and    I   have    found   that  these 
American  cotton  figures  should  always 
be  taken  cum  grano  salis),  there  would, 
with  the  second  carry-over  of  9,194,000 
bales  from  last  season,  be  no  less  than 
16,231,000  bales  disposable.  Even  should 
a  portion  of  this  be  unsuitable  for  the 
spinner,   we  are   likely   to  have   enough 
and  to  spare  of  cotton  for  the  next  12 
months,  seeing  that  for  the   last   three 
years  the  total  world's   consumption  of 
American    cotton    has    averaged    but    a 
little  over  11,000,000  bales  a  year. 
Trade  in  the  Future 
The  disturbing  factor  is  as  to  the  at- 
titude of  the  planter  with  regard  to  the 
next  and  subsequent  seasons,  seeing  that 
he  has  been  so  scared  by  our  near-sight- 
ed policy  of  allowing  cotton  to  fall  below 
the  cost   of    production.     I   have   shown 
over   and    over   again,   both   before    and 
during   the   war,   how    suicidal    it    must 
be  for  the  manufacturer  to  get  his  cot- 
ton   at   a    price    which    would    not    pay 
the  grower  to  produce,  and  how  in  the 
end  it  would  result  in  cotton  not  being 
in  sufficient  quantity  to  meet  the  world's 
demand   for  cotton  fabrics.     To   obviate 
this,   I    have   counselled    the    storing    of 
cotton  in  years  when,  owing  to  one  cir- 
cumstance  or  another,   we   have   had    a 
big    surplus,   but    my   advice    has    been 
disregarded.     This    season   what   I    pro- 
phesied   has   happened,   planters   having 
allowed  nearly  half  their  cotton  acreage 
to  go  out  of  cultivation.     Our  big  carry- 
over  is    our    salvation    at    the    moment, 
but  what  is   to  happen   if  we  only   get 
half  a  crop  next  year  and  the  year  af- 
ter  that?     It  will   he   n   errim  lesson  to 
not   only   Lancashire   but  to   the   whole 
world.     The  costs  in  the  plantations,  as 
everywhere   else,  have  been  enormously 
increased  of  late  years,  and  the  grow- 
ers   must   either  be  compensated  or  go 
out   of   business. 


Four  facts,  therefore,  emerge  with 
clearness.  One  is  that  cotton  in  future 
is  bound  to  be  dearer  than  in  the  past; 
another,  that  the  cost  of  the  production 
of  cloth  will  remain  much  higher  than 
in  pre-war  days;  thirdly,  that  the  world 
will  have  to  make  up  its  mind  to  pay  a 
higher  figure  than  formerly  for  all  ar- 
ticles of  cotton  manufacture,  seeing  that, 
with  all  the  "writing  down,"  goods  in 
stock  and  in  process  of  manufacture 
are  still  double  what  they  were  before 
the  war;  and,  fourthly,  that  as  England 
and  America,  the  two  principal  factors 
in  the  cotton  industry,  have  reduced  their 
working  hours  to  48  per  week,  and  there 
is  a  possibility  of  other  cotton  countries 
falling  into  line,  we  shall  have  to  face 
a  permanent  reduction  in  output  of  ai 
least    15    to    20    per   cent. 

What  we  in  the  cotton  trade  in  Lanca- 
shire fear  more  than  foreign  rivalry 
is  that,  when  the  long  overdue  revival 
does  come,  we  shall  have  a  repetition 
of  the  conditions  of  the  first  few  months 
of  1920,  when,  owing  to  the  wild  state 
of  the  markets,  it  was  not  a  question  of 
price,  but  a  question  of  delivery.  This 
would  be  disastrous  for  everybody,  and 
would  prevent  the  trade  from  settling 
down  to  a  long,  steady  period  of  work. 
I  must  say,  however,  that,  unless  the 
standard  of  clothing  in  the  world  is  to 
be  reduced  very  materially,  I  cannot  see 
how,  when  the  demand  starts,  it  is  to 
be  supplied  adequately  with  the  present 
reduced  hours  in  the  mills  and  a  con- 
siderable proportion  of  the  cotton  ma- 
chinery on  the  continent  of  Europe  still 
out  of  working  order. 


CANADIAN    BUYERS    TO 

ATTEND  FAIR 

(Continued  from  Page  26) 
ness  men  Who  devote  much  time  and 
thought  to  the  arrangement  of  the 
Fair,  thus  insuring  a  display  of  goods 
complete,  alike  from  the  point  of  view 
of  diversity  and  excellence. 

The  progressive  man  of  business, 
whether  buyer  or  seller,  has  recognized 
in  the  trade  fair  an  essential  element 
in  the  machinery  of  modern  commerce. 
It  is  at  the  British  Industries  Fair 
that  new  ideas  in  manufacture  are 
found  displayed  alongside  well-known 
staples. 

The  Fair  provides  a  great  stimulus 
to  competition.  With  many  manufac- 
turers in  an  industry  exhibiting  their 
products  side  by  side,  rivalry  is  keen, 
and  the  buyer  pro! it  *  accordingly. 

Every  possible  facility  is  at  the 
disposal  of  Canadian  buyers  who  visit 
the  Fair  which  will  be  found  to  be 
the  finest  display  of  quality  goods  in 
the  world. 

Novelty  metal  girdles  show  great  promise 
for  sprine.  They  are  replacing  those  of 
self  material  especially  on  the  dark  col- 
ored suits  and  gowns. 
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"Where  to  buy  British  Goods" 

A  directory  of  some  of  the  lines  made  by  British  firms  advertising  in  this  issue. 


ALBUMS 

Marcus    Riches,    London. 

BEDSPREADS 

John    Watson,    Manchester,    "Linwear 
Brand." 

BLANKETS  (WOOL) 

Priestley  Brothers,  Halifax. 

BLIND  FITTINGS 

James  Carr  &  Sons,  Ltd.,  Manchester. 

BLOUSE    FABRICS    (COTTON) 

The  Hollins  Mill  Co.,  Ltd.,  Manchester. 
BRASS  PINS 

Kirby  Beard  &  Co.,  Ltd.,  Birmingham. 
BUCKRAMS 

Robert  Morton  &  Sons,  Glasgow. 
CALICOES  (WHITE  &  GREY) 

Wilson,  Knowles  &  Co.,  Manchester. 
CABINETS 

Kirby,  Beard  &  Co.,  Ltd.,  Birmingham. 
CAP  CLOTHS 

Joseph  Hoyle  &  Son,  Ltd.,  Longwood, 

Yorks. 
CASEMENT  CLOTHS 

The  Hollins  Mill  Co.,  Ltd.,  Manchest- 
er 

Jauffred  &  Gariel,  "Lion  Crest  Brand" 
Manchester. 

John  King  &  Son,  Glasgow. 

Wilson,    Knowles    &    Co.,    Manchester. 
CASEMENT  NETS 

C.  &  J.  Robertson,  Glasgow. 
COATS    (KNITTED)   MEN'S   &   BOY'S 

Peter  Scott  &  Co.,  Ltd.,  Hawick. 
CLOTHWORKERS 

Jennens'  Welch  &   Co.,  Ltd.,  Hudders- 

field. 
COATS 

Studd  &  Millington,  Ltd.,  London. 
COLLAR  VELVETS 
J.  &  J.  M.  Worral,  Ltd.,  Manchester. 
COTTONS 

Horrockses,  Crewdson  Co.,  Ltd.,  Man- 
chester. 
CORDUROYS 

Browne,  Jackson  &  Co.,  Manchester. 

COSTUME  CLOTHS 

Joseph  Hoyle  &  Son,  Ltd.,  Longwood, 

Yorks. 
COTTON  GOODS  (PRINTED) 

Pawsons  &  Leafs,  Ltd.,  London. 
CRETONNES 

Jauffred   &   Gariel,   Manchester. 

"Lion  Crest  Brand." 
CURTAINS    (CASEMENT) 

John   Watson,  Manchester. 
CURTAINS    (LACE) 

0.  Balthasar  &  Co.,  London. 

W.  G.  Emmett  &  Co.,  Nottingham. 

Dobsons  &  M.  Browne  &  Co.  Ltd.,  Not- 
tingham. 

C.  &  J.  Robertson,  Glasgow. 

Wilson  &   Co.,  Glasgow. 


CUSHION  CASES 

John  Watson,   Manchester. 

DIAPHALENE 

Horrockses,    Crewdson    &     Co.,    Ltd., 
Manchester. 

DRESS   FABRICS    (COTTON) 

The  Hollins  Mill  Co.  Ltd.,  Manchester. 

DRESS    GOODS 

Pawsons  &  Leafs,  Ltd.,  London. 
DRESS  LININGS 

The  Hollins  Mill  Co.  Ltd.,  Manchester. 
DRILLS  (WHITE  &  DYED) 

Wilson,  Knowles  &  Co.,  Manchester. 

DUCHESS  SETS  (LINEN  &  LACE) 

0.  Balthasar  &  Co.,  London. 

DUCKS  &  PIQUES 

Wilson,  Knowles  &  Co.,  Manchester. 

DUSTERS  &  POLISHING  CLOTHS 

John  Watson,  Manchester. 

ENGLISH  OVERCOATS 

Studd  &  Millington,  Ltd.,  London. 
EXAMINERS 

Jennens,  We'ch  &  Co.,  Ltd.,  Hudders- 

field. 
FANCY  LEATHER  GOODS 

Marcus  Riches,  London. 
FLANNELETTES 

Wilson,  Knowles  &  Co.,  Manchestei-. 

Horrockses,    Crewdson     &    Co.,    Ltd., 
Manchester. 
FLANNELETTES   (COTTON) 

The  Hollins  Mill  Co.,  Ltd.,  Manchest- 
er. 
FOOTWEAR  (INFANTS) 

Infants'  Footwear  Ltd.,  London. 

FRINGE 

James  Carr  &  Sons,  Ltd.,  Manchester. 

FRINGE  NETS  (SILK) 

The  Byard    Manufacturing    Co.,    Ltd., 
Nottingham. 

FURNISHING  FABRICS 

Joseph  Hoyle  &  Son,  Ltd.,  Longwood, 

Yorks. 

John  Watson,  Manchester. 

GALATEAS 

Wilson,  Knowles  &  Co.,  Manchester. 
GOLF  COATS 

Wm.  Gibson  &  Co.,  Ltd.,  Nottingham. 
HABERDASHERY 

F.  Newton  &  Co.,  London. 
HAIR  NETS  (SILK) 

The  Byard  Manufacturing     Co.,     Ltd., 

Nottingham. 
HAIR  PINS  (VARIOUS) 

The   Byard  Manufacturing  Co.,     Ltd., 

Nottingham. 


HALF  HOSE  (PLAIN  &  EMBROIDER- 
ED) 

Wm.  Gibson  &  Son,  Ltd.,  Nottingham. 

HALF  HOSE   (SEAMLESS  &  FASH- 
IONED) 

Wm.  Gibson  &  Son,  Ltd.,  Nottingham. 

HALF  HOSE  (STRIPED  &  FANCY) 

Wm.  Gibson  &  Son,  Ltd.,  Nottingham. 
HANDKERCHIEFS 

Pawsons  &  Leafs,  Ltd.,  London. 
HAIRPIN  BOXES 

Kirby,  Beard  &  Co.,  Ltd.,  Birmingham. 
HAIRPINS 

Kirby,  Beard  &  Co.,  Ltd.,  Birmingham. 
HOSE  (PLAIN  &  EMBROIDERED) 

Wm.  Gibson  &  Son,  Ltd.,  Nottingham. 

HOSE  (SEAMLESS  &  FASHIONED) 

Wm.  Gibson  &  Son,  Ltd.,  Nottingham. 

HOSIERY    (LADIES') 

Peter  Scott  &  Co.,  Ltd.,  Hawick. 

HOSIERY  (MENS) 

Peter  Scott  &  Co.  Ltd.,  Hawick. 
ITALIANS   (COTTON) 

The  Hollins  Mill  Co.,  Ltd.  Manchester. 

KNITTED   COATS  &  JUMPERS 
(LADIES') 

Peter   Scott  &   Co.   Ltd.,  Hawick. 

KNITTED      COATS    AND      JUMPERS 
(Children's) 

Peter  Scott  &  Co.,  Ltd.,  Hawick. 
LACES      (ALL      KINDS    OF      HAND 
MADE) 

0.  Balthasar  &  Co.,  London. 
LACES  &  EMBROIDERY 

Pawsons  &  Leafs,  Ltd.,  London. 
LAUNDRY  CLOTHS 

Riggs  Bros.  Ltd.,  Manchester. 
LAWNS   (PERSIAN) 

Robert  Morton  &  Sons,  Glasgow. 

LAWNS    (VICTORIA) 

Robert  Morton  &   Sons,  Glasgow. 
LININGS  (DRESS  &  TAILORS) 

Wilson,  Knowles  &  Co.,  Manchester. 
LONGCLOTHS 

Riggs  Bros.,  Ltd.,  Manchester. 
Horrockes,    Crewdson      &   Co..      Man- 
chester. 

MADAPOLAMS 

Riggs  Bros.,  Ltd.,  Manchester. 
MILLINERY 

Pawsons  &  Leafs,  Ltd.,  London. 
MOTOR  CAR  LININGS 

Joseph  Hovle  &  Son,  Ltd.,  Longwood. 

Yorks, 
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MUSLINS   (BOOK) 

Wilson  &  Co.,  Glasgow. 

MUSLINS    (FANCY) 

Robert  Morton  &  Sons,  Glasgow. 
MUSLINS    (HARNESS) 

Robert  Morton  &  Sons,  Glasgow. 
MUSLINS    (MADRAS) 

Robert  Morton  &  Sons,  Glasgow. 

C.   &   J.  Robertson,    Glasgow. 

Wilson  &  Co.,  Glasgow. 
MUSLINS     (MILLINERY) 

Robert  Morton  &   Sons,  Glasgow. 
MUSLINS  (ROBE) 

Robert  Morton   &  Sons,  Glasgow. 
Wilson  &  Co.,  Glasgow. 
NAINSOOKS 

The  Hoi  ins  Mill  Co.  Ltd.,  Manchester. 
Robert  Morton  &  Sons,  Glasgow. 
Horrockses,     Crewdson  &     Co.,    Man- 
chester. 
NECKTIES  OR  NECKWEAR 

Gillett  &  Ewer,  London. 
NEEDLE  CASES 

Kirby,  Beard  &  Co.,  Ltd.,  Birmingham. 
NEEDLES 

Kirby,  Beard  &  Co.,  Ltd.,  Birmingham. 
NETS     (ARTIFICIAL     SILK     &     ALL 
SILK,  PLAIN  &  SPOTTED) 
The  Byard     Manufacturing    Co.,    Ltd., 
Nottingham. 
NETS  (COTTON)  PLAIN  &  SPOTTED 
The  Byard  Manufacturing     Co.,     Ltd., 
Nottingham. 
NETS   (FANCY) 

Dobsons  &  M.  Browne  &  Co.  Ltd.,  Not- 
tingham. 
W.  G.  Emmett  &  Co.,  Nottingham. 
C.  &  J.  Robertson,  Glasgow. 
NETS  (LACE) 

Wilson  &  Co.,  Glasgow. 
NETS   (  MOSQUITO) 
Dobsons  &  M.  Browne  &  Co.,  Ltd.,  Not- 
tingham. 
OVERCOATINGS 

Joseph  Hoyle  &  Son,  Ltd.,  Longwood, 
Yorks. 
OVERCOATS 

Studd  &  Millington,  Ltd.,  London. 

PACKERS 

Jennens   We'ch   &   Co.,  L*:d.,  Hudders- 
field. 

PILLOW  COTTONS 

Horrockses,  Crewdson  &  Co.,  Ltd.,  Man- 
chester. 

PILLOW  CASES 

Thos.  Potter  &  Son,  Manchester. 
John    Watson,   Manchester   "Linwear" 
Brand. 

PLATED  PINS 

Kirby,  Beard  &  Co.,  Ltd.,  Birmingham. 
PRINTS 

Wilson,  Knowles  &  Co.,  Manchester. 

PYJAMA    FABRICS    (COTTON) 

Wi'son,  Knowles  &  Co.,  Manchester. 

QUILTS  (DOWN) 

John  Watson,  Manchester,  "Eagledown 
Brand." 

RIBBON  CLOTHS 

Wilson,   Knowles    &    Co.,    Manchester. 
RIBBONS 

Pawsons  &  Leafs,  Ltd.,  London. 
SYFETY  PINS 

Kirby,  Beard  &  Co.,  Ltd.,  Birmingham. 


SAXONIES 

Joseph  Hoyle  &   Son,  Ltd.,  Longwood, 
Yorks. 

SCARF     MANUFACTURERS      (SILK) 
GENTS 

Gille  t  &  Ewer,  London. 

SCARVES    (LADIES) 

Peter  Scott  &  Co.,  Ltd.,  Hawick. 
Scott  Bros.  &  Co.,  Hawick. 

SCARVES    (MEN) 

Peter  Scott  &  Co.,  Ltd.,  Hawick. 

SERGES 

Anderson  &  Thomson,  Aberdeen. 

SHEETING— SCOTCH  COTTON 
(PLAIN  &  TWILLED) 

John  King  &  Son,  Glasgow. 

SHEETINGS  (WHITE  &  GRAY) 

Wilson,  Knowles  &  Co.,  Manchester. 

SHEETS   AND   SHEETING 

The  Hollins  Mill  Co.  Ltd.,  Manchester. 
Riggs  Bros.,  Ltd.,  Manchester. 
Horrockses,     Crewdson  &     Co.,     Man- 
chester. 
SHEETS  &  SHEETINGS  (BLEACHED) 
Thos.  Potter  &  Son,  Manchester. 

SHIRTINGS    (COTTON) 

The  Hollins  Mill  Co.  Ltd.,  Manchester. 
SHIRTINGS  (FANCY) 

Horrockses,     Crewdson  &     Co.,     Man- 
chester. 

SHRINKERS 

Jennens   We'ch   &   Co.,  Ltd.,   Huddeis- 
field. 

SILKS 

Pawsons   &   Leafs,  Ltd.,  London. 

SMALLWARES 

James  Carr  &   Sons  Ltd.,  Manchester. 
F.  Newton  &  Co.,  London. 

SPORTS  COATS 

Studd  &   Millington,  Ltd.,  London. 
STEEL  PINS 

Kirby,  Beard  &  Co.,  Ltd.,  Birmingham. 
SUITINGS 

Joseph  Hoyle  &   Son,  Ltd.,  Longwood, 

Yorks. 
SWEATERS  (KNITTED)  MEN'S 
AND  BOYS 

Peter  Scott  &  Co.  Ltd.,  Hawick. 
TAILOR  LININGS   (COTTON) 

The  Hollins  Mill  Co.  Ltd.,  Manchester. 
TAILORS  TRIMMINGS 

Anderson  &  Thomson,  Aberdeen. 
TAPES 

James  Carr  &  Son.  Ltd.,  Manchester. 

Geo.  H.  Wheatcroft  &  Co.,  Wirksworth. 
TEACLOTHS  (LINEN  &  LACE) 

O.  Balthasar  &  Co.,  London. 
THREADS    (LINEN) 

The  Island  Spinning  Co..  Lisburn, 
Ireland. 
TIE  &  SCARF  MANUFACTURERS 

Gillett  &  Ewer,  London. 
TIES 

Gillett  &   Ewer,  London. 
TOWELS  &  TOWELLINGS 

Thoa  Potter  &  Son,  Manchester. 
UNDER  WEAR    (LADIES)    KNITTED 

Peter  Scott  &  Co.,  Ltd.,  Hawick 
UNDERWEAR  (LADIES  &  CHILDS) 

Wm.  Gibson  &  Son.  Nottingham. 
UNDERWEAR  (MEDIUM  &  FINE) 

Wm.  Gibson  &  Son,  Nottingham. 


UNDERWEAR     (MENS)     COTTON  & 
LISLE 

Wm.  Gibson  &  Son,  Nottingham. 
UNDERWEAR    (MEN'S)    KNITTED 

Peter  Scott  &  Co.,  Ltd.,  Hawick. 
UNDERWEAR    (CHILDREN'S)    KNIT- 
TED 

Peter  Scott  &  Co.,  Ltd.,  Hawick. 
UNDERWEAR     (MEN'S)     PLATED  & 
ALL  WOOL 

Wm.  Gibson  &  Son,  Nottingham. 
UPHOLSTERY  WEB  &  TRIMMING 

James  Carr  &  Sons  Ltd.,  Manchester. 

VEILINGS    (SILK)— BY    YARD     AND 
COMPLETE 

The  Byard  Manufacturing     Co.,     Ltd., 
Nottingham. 
VEILS  (VARIOUS) 

The  Byard  Manufacturing     Co.,     Ltd., 
Nottingham. 

VELOUR  CLOTH 

J.  &  J.  M.  Worrall,  Ltd.,  Manchester. 
VELOURS 

Joseph    Hoyle      &      Sons,      Longwood, 

Yorks. 
VELVETS 

Browne,  Jackson  &  Co.,  Manchester. 

Pawsons  &   Leafs,  Ltd.,  London. 

J.  &  J.  M.  Worrall,  Ltd.,  Manchester. 
VITRAGES 

W.  G.  Emmett  &  Co.,  Nottingham. 
VOILES 

Wilson  &  Co.,  Glasgow. 
WATERPROOF  COATS 

Studd  &  Mi  lington,  Ltd.,  London. 
WATERPROOFERS 

Jennens   Welch  &  Co.,  Ltd.,  Hudders- 

field. 
WATERPROOFING  FABRICS 

Riggs  Bros.  Ltd.,  Manchester. 
WEBBING 

James  Can-  &  Sons.  Ltd.,  Manchester. 
WINDOW  AND  BED  DECORATIONS 
(LACE) 

Dobsons  &  M.  Browne  &  Co.  Ltd.,  Not- 
tingham. 

WINDOW    HOLLANDS     (SCOTCH) 

John  King  &  Son,  Glasgow. 

WINDOW  SHADE  CLOTH 

John  King  &  Son,  Glasgow. 
WOOLLEN   MANUFACTURERS 

Joseph  Hoyle  &  Son,  Ltd.    Longwood, 
Yorks. 

WOOLLENS 

Anderson  &  Thomson,  Aberdeen. 

WORK  BOXES 

Kirby,  Beard  &  Co.,  Ltd.,  Birmingham. 
WRITING  CASES 

Marcus    Riches,    London. 

YARN  SPINNERS 

J.  &  W.  Bastard,  Leicester. 

YARNS   (BOTANY) 

J.  &  W.  Bastard,  Leicester. 

YARNS   (KNITTING) 

J.   &   W.   Bastard,  Leicester. 

YARNS    (WORSTED) 

J.  &  W.  Bastard,  Leicester. 

J.  Carmichael  &  Co.,  Leicester. 

ZEPHYRS 

Wilson,  Knowles  &  Co.,  Manchester. 
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AGENTS  IN  CANADA 


A  LIST  OF  NAMES  AND  ADDRESSES   OF  AGENTS  AND   REPRESENTATIVES   IN  CANADA 
FOR  BRITISH  HOUSES  ADVERTISING  IN  THIS  ISSUE  : 


O.  BALTHASAR  &  CO.,  LONDON 

W.  H.  Steley,  22  W.  Wellington  St.,  Toronto. 

J.  &  W.  BASTARD,  LEICESTER 

The  J.  &  W.  Bastard  (Boston)   Co.,  184  Sumner  St., 
Boston,  Mass. 

BROWNE,  JACKSON  &  CO.,  MANCHESTER 

S.  M.  Hansher,  35  Wells  Hill  Ave.,  Toronto. 

THE  BYARD   MANUFACTURING  CO.,   LTD.,  NOT- 
TINGHAM 
Ontario  and  Quebec 

J.   L.  &  A.  Iddon,  505  Carlaw  Bldg.,  28  Wellington 
St.  W.,  Toronto,  and  30  St.  John  St.,  Montreal. 
Manitoba  and  Saskatchewan 

Cleat  &  Co.,  708  Builders'  Exchange,  Winnipeg. 
British  Columbia  and  Alberta 

McMaster  &  Co.,  Ltd.,  301-321  Cordova  St.  W.,  Van- 
couver, B.C. 

JAMES  CARR  &  SONS,  LTD.,  MANCHESTER 

D.  F.  Moore,  Manchester  Bldg.,  Toronto. 

H.  E.  Walker,  601  Mercantile  Bldg.,  Vancouver. 

DOBSONS  &  M.  BROWNE  &  CO.,  LTD.,  NOTTING- 
HAM 

Mr.  Alf.  J.  Burrows,  travels  Canada. 
W.  G.  EMMETT  &  CO.,  NOTTINGHAM 

J.  Dudgeon  &  Co.,  809  Unity  Bldg.,  Montreal. 

W.  GIBSON  &  SON,  LTD.,  NOTTINGHAM 

Allan  &  Macpherson,  31-33  Melinda  St.,  Toronto. 

THE   HOLLINS   MILL   CO.,   LTD.,   MANCHESTER 

C.  W.  Dunning,  Empire  Bldg.,  Toronto. 

WM.  HOLLINS  CO.,  LTD.,  LONDON 

Canadian  Branch  Office,  62  Front  St.  W.,  Toronto. 

HORROCKSES,  CREWDSON  &  CO.,  MANCHESTER 
AND  LONDON 

John  E.  Ritchie,  591  St.  Catherine  St.  W.,  Montreal. 
JOSEPH  HOYLE  &  SON,  LTD.,  LONGWOOD,  YORKS 

Archer  Robertson,  327  Board  of  Trade  Bldg.,  Mont- 
real. 

G.  S.  McConnell,  1,754  Barclay  St.,  Vancouver,  B.C. 
ISLAND  SPINNING  CO.,  LTD.,  LISBURN,  IRELAND 

Walter   Williams    &    Co.,    Ltd.,   Montreal,    508    Read 


Bldg.;  Toronto,  20  Wellington  St.  W.;  Quebec,  533 
St.  Valier  St.;  Vancouver,  217  Crown  Bldg. 

JAUFFRED  &  GARIEL,  MANCHESTER 

G.  H.  Napier,  417  Coristine  Bldg.,  Montreal. 
A.  Wilson,  91  Albert  St.,  Winnipeg. 

JOHN. KING  &  SON,  GLASGOW 

Campbell  Smibert  &  Co.,  329  Craig  St.  W.,  Montreal. 
Campbell  Smibert  &  Co.,  76  Bay  St.,  Toronto. 

KIRBY,  BEARD  &  CO.,  LTD.,  BIRMINGHAM 

Mclntyre,  Son  &  Co.,  Ltd.,  Victoria  Square,  Montreal. 

THOS.  POTTER  &  SON,  MANCHESTER 

H.  Ward  Dibb  &  Co.,  505  New  Birks  Bldg.,  Montreal. 
H.  Ward  Dibb  &  Co.,  30  Wellington  St.  W.,  Toronto. 

RIGGS  BROS.,  LTD.,  MANCHESTER 

E.  W.  Dean  &  Son,  32  Seymour  St.,  Vancouver. 
Mcintosh,    Banfield    &    McClelland,   25    Toronto    St., 
Toronto. 

C.  &  J.  ROBERTSON,  GLASGOW 

Edgar  Fenton,  718  Empire  Bldg.,  Toronto. 

James  B.  Jamieson,  108  Wellington  St.  W.,  Toronto. 

PETER  SCOTT  &  CO.,  LTD.,  HAWICK 

C.  &  A.  G.  Clark,  35  Wellington  St.  W.,  Toronto. 

R.  C.  Poyser,  41  King's  Hall  Bldg.,  St.  Catherine  St. 

W.,  Montreal. 
Halley  &  Mackay  Co.,  Hammon  Bldg.,  Winnipeg. 

STUDD  &  MILLINGTON,  LTD.,  LONDON 
Vancouver  to  Winnipeg 

E.  W.  Dean  &  Son,  325  Howe  St.,  Vnacouver. 

Toronto  to  St.  Johns 
John  F.  Snarr,  64  Wellington  St.  W.,  Toronto. 

JOHN   WATSON,  MANCHESTER 

R.  H.  Ball  &  Co.,  716  Empire  Bldg.,  Toronto. 
J.  F.  Hughes,  30  St.  John  St.,  Montreal. 

GEORGE  H.  WHEATCROFT  &  CO.,  WIRKSWORTH 

Walter  Williams  &  Co.,  Ltd.,  Montreal,  508  Read 
Bldg.;  Toronto,  20  Wellington  St.  W.;  Quebec,  533 
St.  Valier  St.;  Vancouver,  217  Crown  Bldg. 

WILSON,  KNOWLES  &  CO.,  MANCHESTER 

G.  B.  Oliver,  116  Mail  Bldg.,  106  Bay  St.,  Toronto. 


The  Byard  Manufacturing  Co.  Ltd. 

Telegrams:     "Halo,"  Nottingham.     Code:     A.B.C.  6th  Edition  5  letter. 


Manufacturers     of 


LADIES'  SILK  HAIR  NETS  and  FRINGE  NETS.     SILK  VEILINGS  in  ALL  VARIETIES. 
WATERPROOF  SILK  and  COTTON  WIG  NETS. 
SILK  and  COTTON  PLAIN  NETS.  SILK  ILLUSION  and  BRUSSELS  NETS. 

SPOTTED  and  STRIPED  NETS.  MOSQUITO  and  BRETONNE  NETS 


SAMPLES  AND  PRICES   ON  APPLICATION 


WHOLESALE  AND  EXPORT  ONLY 


CASTLE  BOULEVARD,  NOTTINGHAM 

See  Directory  of  "British  Agents  in   Canada"  for  Our  Representatives 
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The  Fine  Scotch  Underwear 
with  the  Fine  Scotch  Finish 


ii  t  ■  A00  much  of  a  good  thing" 
can  never  apply  to  the 
Pesco  productions.  The 
lady,  for  instance,  who  has  become 
familiar  with  the  quality  and  com- 
fort of  Pesco  Underwear  will  in 
all  probability  insist  on  buying 
Pesco  Hose. 

Pesco  Hose  offers  the  same  delight- 
ful wear  to  women,  and  the  same 
advantages  of  ready  sale  to  deal- 
ers, as  Pesco  Underwear  itself. 
Theirs  also  is  the  quality  appeal. 
Sheer  merit  in  making,  shaping, 
seaming,  splicing  and  finish  is  evi- 
dent in  every  number  in  the  range. 

Pesco  Hose  are  obtainable  in  pure 
wool  and  silk  and  wool,  and  in  all 
colours  and  mixtures.  For  dress  and 
sports  wear  there  is  nothing  like 
them.  Nor  is  there  anything  in 
Hosiery  that  will  so  easily  satisfy 
or  so  surely  hold  a  client. 

Sole  Makers  : 

PETER  SCOTT  &  CO.,  LTD. 

Hiwick,   Scotland 

London  (England):   Carey  House,  Carey  Lane,  E.C  2 

Agents   in   Canada : 
Messrs.   C.   &   A.   G.   Clark,   35   Wellington   St.   West, 
Toronto.      Mr.    R.    C.    Poyser,    418    King's   Hall    Build- 
ing;,   St.   Catherine   St.   W.,   Montreal,    Messrs.   Hanley 

&   Mackay   Co.,   Hammond   Building,  Winnipeg. 

Showcards,   Window  Tickets   and    Literature   Supplied 

Enquiries    invited. 


Obtainable  in  Pure  Wool  and  Silk 
and   wool   textures — 

For  Ladies  —  Combinations,  Vests, 
Spencers,  Bodices.  Drawers,  Knick- 
ers, Nightdresses.  Kib  Vests,  etc.. 
etc. 

For  Children  —  Combinations,  Night- 
dresses, Sleeping  Suits,  Shirts. 
Trousers,    Knickers,    etc.,    etc. 

For  Infants  —  Binders,  Wraps,  KUt- 
lets,   Gowns,   etc. 

For    Gentlemen    —    Shirts,    Trousers, 
Combinations,  etc.,  etc. 
Also 

Pesco  Hose  and  Half  Hose  in  Black, 
Colours  and  Mixtures,    and 

Pesco   Sports  Coats,    Jumpers,    Under- 

vests.  Sweater  Coats,  Scarfs  and  Caps 

in  the  latest  styles  and  colour  effects. 

Guaranteed    Unshrinkable 
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KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WINDOW  SHADE  JOBBERS 

Made   by 

JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 


Robert  Morton  &  Sons 

MUSLIN     MANUFACTURERS 

34  Albion  Street,   Glasgow 

-    SPECIALTIES    - 

Buckrams  -  Sparteries  -  Marlys 

MILLINERY  MUSLINS  IN  BLACK, 
WHITE  AND  COLORS 

Also 
PALE  BOOKS,  NAINSOOKS, 
LAWNS,  INDIAN  LINENS, 
PERSIAN  LAWNS,  CHECK 
CRINOLINES,  MADRAS  AND 
HARNESS     MUSLINS,     ETC. 


Cables:  Morton,  Glasgow 


Code:  Marconi 


Whitewear 

At  the  First  Sign  of  Spring 

At  the  first  sign  of  Spring,  there  will  be  a  big 
demand  for  India  Long  Cloths,  Nainsooks, 
Cambrics,  Diaphalene,  and  other  fine  cottons 
for  which  HORROCKSES  are  famous  the 
world  over. 

There  is  no  advantage  in  holding  your  orders, 
as  all  placed  NOW  will  receive  the  benefit  of 
any  reductions  in  price  before  shipment  from 
Manchester. 

JOHN  E.  RITCHIE 

CANADIAN   AGENT. 

591     St.     Catherine     Street     West,     Montreal. 
Branches   in   Toronto   and   Vancouver. 

UNITED    STATES    AGENTS: 
Wri(?ht  &   Graham  Co..   110  Franklin  St..   New  York  City 

HORROCKSES,  CREWDSON  &  CO., 
LIMITED 

Cotton  Spinners  and  Manufacturers. 
MANCHESTER.    England. 
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Mark 


— the  distinguishing  symbol  of  the  Bradford 
Dyers'  Association — lifts  a  product  out  of 
the  purely  competitive  class  and  makes  it  a 
standardized  staple  for 


This  Season — Next  Season — Always 


Fabrics  with  the  best  dye  and  finish — 
Fabrics  of  greater  beauty,  finer  texture  and 
longer  life — these  are  some  of  the  business 
recommendations  back  of  the  world- 
known  symbol — 


^f 


THE 


Bradford  Dyers'  Association: 

master     bhxdford     loi^on 


UP 


,  6  OXrORO  ST 
S^  PETERS  59. 


Dept.  43 
39    WELL  5' 


128  O  129 
CnLAPJIDE.t:C2 


(ccmucjrr) 
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HON  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
Casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex. 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 


Established  over  *a  Cenlury-and-a-halj 

Mp 

M       WM.  GIBSON  &  SON 

LIMITED 

Hosiery  and  Underwear  Manufacturers 


Head  Office  and  Warehouse  : 
THURLAND  STREET.  NOTTINGHAM,  ENG. 

Telegraphic  Address  :  "Wigibson.  Nottingham" 


Factories: — 

Lincoln  Street,  Nottingham.  Cromford    Street, 
Nottingham.     Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands  : 
ACTION,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 

Allan  &  Macpherson,    31-33  Melinda  St.,  Toronto 


Cables: 

TOWELLINGS,  MANCHESTER 

A.B.C.  5th  EDITION 

THOS.  POTTER  &  SON 

LATE  ELI  LEES  &  CO.,  LTD. 

MANUFACTURERS  OF 

WHITE,  GREY,  FANCY  TURKISH  AND 
HONEYCOMB 

TOWELS 

BATH     BLANKETS,     TERRY    CLOTHS, 

ROLLERINGS 

BLEACHED  TWILL  AND  PLAIN 

Sheets   and   Sheetings 
31,  MAJOR  STREET,  MANCHESTER 


AGENTS 


H.  WARD  DIBB  &  CO. 


MONTREAL  OFFICE 
SOS  NEW  BIRKS  BLDG. 

HARLING  &  EAST 


CARLAW  BUILDINGS 
JO  WELLINGTON  ST.  W. 

TORONTO 


Telegrams: 
'Wardibb,  Toronto. 


Telephone: 
"Adelaide  1802' 
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The  British  Government 

(Department  of  Overseas  Trade) 

Announces  that  the  eighth  annual 

British  Industries  Fair 

Will  be  held  at 

London  and  Birmingham 

From 

27th  February  to  10th  March,  1922 

All  Canadian  buyers  are  cordially 
invited  to  attend. 

A  particularly  fine  and  comprehen- 
sive range  of 

Fancy  Goods,  Toys,  Perfumery, 
Carpets  and  Linoleum 

will  be  shown  in  addition  to  many 
other  lines  of  manufactured  goods. 

Goods  can  be  examined,  values 
compared  and  contracts  concluded 
at  the  Fair  with  the  minimum  of 
trouble  and  the  greatest  saving  of 
time. 


Full  information  and  complimentary 
admission  cards  are  obtainable  from : 

H.  M.  Senior  Trade  Commissioner 

248,  St.  James  Street,  Montreal. 

H.   M.  Trade  Commissioner 

260,  Confederation  Life  Building,  Toronto. 

H.   M.   Trade   Commissioner 

610,  Electric  Railway  Chambers,  Winnipeg. 


■;-JF                                         *"■ 

VELVET 

Our  many  Canadian  friends 
are  invited  to  write  for  sam- 
ples and  prices  of  our  velvets. 

We  can  promise  prompt  at- 
tention to  all  Canadian  en- 
quiries as  we  give  our  export 
department  special  consider- 
ation. 

Our  well  known  "Elysian' 
Velvet  is,  of  course,  a  name 
that  guarantees  quality  and 
satisfaction. 

BROWNE,  JACKSON  &  CO. 

121,  Princess  Street 

MANCHESTER,  ENG. 

Telegraphic    Address: 

Intense             -           Manchester 

Agent  for  Canada: 

S.  M.  HANSHER 

35  Wells  Hill  Ave. 

TORONTO 
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Codes.-AB.C.  5T.?  Marconi  Bentleys 


EaceWindow 
Decorations  by 

DOBSONSand 
MBR0WNE&6I? 

(The  Amalgamated  Firm^ 

Wholesalers  and 
Importers  onlv 

.    •  Factories^-" 

Meadows  MilLNoitirtfliam 
Anglo-Scoiian  Mills 

■  Beeston  ■ 

Victoria  MiIlsJ)raycoit, 

Burn'Road  Mills, 

"  Darvcl^.B." 

■Head  Offices:- 
Station  Street 
Nottinghamjing. 


So* 


$*"*£ 


I 


IT'S  NOT  worth  while 
paying  good  money  for 
good  cloth  unless  you  en- 
sure that  it  is  properly 
shrunk.  Weave  and  weight 
are  readily  tested  and  the 
maker's  name  may  not  mat- 
ter. It's  the  shrinker  who 
handles  it  last,  and  you  need 
his  guarantee. 

The  best  of  all  guarantees 
of  perfect  shrinking  is  the 
stamp  of 

JENNENS  WELCH  &  CO.,  Ltd. 

London,       Huddersfield,       [Bradford 


— the  world's  premier  firm  of  cloth 
workers,  shrinkers,  finishers,  etc., 
who  are  also  the  proprietors  of  the 
renowned  JENKWEL  Waterproof 
Rubberless  Finish,  applied  to 
tweeds,  serges,  coverts,  fancy 
worsted  costume  cloths,    etc. 


JENNENS  WELCH   &  CO.,   LTD. 

SpringwoodpWorks,     Huddersfield 


INFANTS  FOOTWEAR  Limited 
LONDON,  ENGLAND 

Soft  Sole  Shoes 
in  Kid,  Silk, 
Poplin,  Wool, 
etc.,  and  Hard 
Sole  Shoes, 

Children's  Woolly-Wear,  Bonnets, 

Gaiters,  Mitts,  etc 

CANADIAN     BRANCH 

GREENE-SWIFT     BUILDING 

LONDON,      ONTARIO. 


0.  BALTHASAR  &  CO. 

11  Milk  Street  Bldg.,  Cheapside 
London,  E.  C.  2. 

(Established  In  1860) 

Specialists  in,  and  direct  importers  of  all  make? 
of— Lace  Curtains,  Hand  Made  Lace  Goods- 
Including  French  and  Italian  Linen  and  Lace 
Tea   Cloths,    Duchess   Sets,  Bedspreads,    Etc. 

Represented  By 

W.  H.  Steley 

22  West  Wellington  St.,  Toronto 
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Tickets  of  admission  can  be 
obtained  from  the  office  of 
this  paper. 


1 


ROVAL  * 
AGRICULTURAL 
HALLLONDON 

CLOTHING  £rW001l£N  TRADf  S 

^CLOTHING  &  WOOLLEN  TRADES 

MAR.  28-AP.  7 

DRAPERY  &  TEXTILE  TRADES 

APR.  24-MAY  5 


ORGANISERS  :- 

INTERNATIONAL    TRADE  EXHIBITIONS  l™ 
BROAD  STREET  HOUSE,  MEW  BROAD  5TREETu>«don«. 


cables:  promenade  AVE. lomdois 

ESTABLISHED       I89<^ 
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Autograph  Albums 

MANUFACTURED  BY 

Marcus  Riches 

(10  Years  Factory  Manager  of  T.  W.  Alderman  &  Co.) 

Fancy  Leather  Goods  Manufacturer 
168  ST.  JOHN  STREET,  CLERKENWELL,  LONDON,  E.C. 


WHOLESALE   and    EXPORT  ONLY 


Illustrated  Booklet  sent  on  application. 


Please  mention  paper. 


ANDERSON  &  THOMSON 

103  UNION  STREET        -     -        ABERDEEN 

Cables  :     "Woollens  Aberdeen" 

WHOLESALE  WOOLLEN  MERCHANTS 

SPECIALIZE  IN 

SCOTCH,  ENGLISH  and  IRISH  SUITINGS  IN  CHEVIOT,  SAXONY   and  WORSTED, 
HOMESPUNS,  SERGES,  COATINGS  and  LADIES'  COSTUME  CLOTHS 

London  Office  :    59  Gresham  Street,  E.  C.  2.  Established  1773. 


r-fc±± 
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Regisfered   No  262  005 
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"FOUNTAIN    BRAND" 

Pure  Irish  Linen  Threads 

Manufactured  by 

ISLAND  SPINNING  CO., 


Lisb 


urn 


Ireland 


for  manufacturers  of  Clothing,  Boots  and  Shoes, 
etc. 

The  combination  of  strength,  smoothness,  dura- 
bility and  reasonable  prices  is  found  in  "Fountain 
Brand"  Thread. 

Qualities  for  every  purpose   kept  in  stock. 
Ask  for  samples  and  prices. 

Walter  Williams  &  Co.  Ltd. 

MONTREAL        TORONTO         QUEBEC 

508  Read  Building     20  Wellington  St.  W.      533  St.  Valier  St. 

VANCOUVER,  217  Crown  Building 


The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cost. 

FIRST  IN  THE  FIELD  AND  STILL  LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP.  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS. 
THE    INSTEP   AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF  HOSE 
FOR    HARD   WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  Houses. 

^iriiiiiiiimiiiiiiiiiTriiiitmimiiiTrnFiiiinntimimiiiiTi' 
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MATERIALS 

THAT    ARE    WORTHY 

OF    THE    FINEST    AND 

MOST     EXCLUSIVE    TAILORING 


from    one    of 
ENGLAND'S 

best 
representative 
organisations . 


EVER Y  PROCESS  FROM  RA  W  WOOL  TO  THE 
FINISHED  MATERIALIS CARRIED  OUT  IN  OUR 
OWN  MILLS 


MATERIAL  plays  as  large  a 
part  in  the  production  of  a 
"selling"  suit  as  the  "cut"— 
— nothing  so  conduces  to  a 
shabby  appearance  as  second- 
rate  fabrics. 

The  TWEEDS  produced  by 
Joseph  Hoyle  &  Son,  Ltd.,  are 
made  under  ideal  conditions  by 
highly  skilled  labour.  Every 
care  is  employed  in  the  selec- 
tion of  the  right  grade  of  wool 
and  scrupulous  attention  paid  to 
the  weaving  and  finishing. 

The  dyes  are  fast  to  wash  and  to 
sun,  and  the  material  as  a  whole 
may  be  entirely  relied  upon  to 
give  sterling  service  under  the 
most  strenuous  conditions. 


OUR  SPECIALITIES 
FOR  GENTLEMEN 
INCLUDE 

SUITINGS 

TROUSERINGS 
OVERCOATINGS 
SPORTS  TWEEDS 
GAP  CLOTHS. 

FOB  LADIES- 
DRESS  MATERIALS 
MANTLE  CLOTHS. 


WHOLESALE  &   EXPORT   ONLY. 


JOSEPH  HOYLE  &  SON  L 


ID. 


WOOLLEN     MANUFACTURERS    FOR    ALL     MARKETS. 

Prospect  Mills,  LONGWOOD,  YORKSHIRE,  Eng. 


7 '<  lephonc  : 
OS    MILNSBRIDGE    (2    lines> 

•HOYLE,    LONGWOOD  YORKS. 


A.I..    A. DC.    DENTI.EY 
ANT)   MARCONI    COPES. 


London  Office : 
6-7   ADDLE    STREET. 
Telephone : 
P.   O.    CENTRAL  377 
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SPECIALISTS  IN 


MEN'S    SILK 

N  E C  K  WE AR 


The  Oldest  Tie  House  in  Wood  Street. 

Exclusive    West     End     Designs 

All  Ties  specially  cut  and  made  up  for  each  order,  special 
attention  being  given  to  customer's  own  ideas. 

We  are  showing  at  the  Clothing  and  Outfitting  Exhibition 
at  the  Agricultural  Hall,  March  28 — April  7th,  and  shall  be 
pleased  to  see  you  at  our  stand  No.  239  at  the  corner  of  the 
gallery.    Look  for  the  Black  and  White  stand. 

If  you  cannot  visit  the  Exhibition  our  full  range  can  always  be 
seen  at 


GILLETT  &  EWER 

26  WOOD  STREET        -:-        LONDON,  E.C.  2,  ENG. 

Telephone,  City   8336 
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Rigg's  Motto:  Quality  at  a  Consistent  Price 


it 


SHEETS 

and  SHEETINGS 

-the  standard  product  of  the  British 

Market—99 

Steadily  maintain  that  irreproachable  quality  which 
has  rriade  them  famous  and  appreciated  throughout 
the  world. 

The  reputation  of  the  makers  is  a  guarantee  of  the 
worth  of  Rigg's  Sheets. 

Made  only  of  specially  selected  pure  cotton.  Contain 
no  filling  matter  whatever. 

RIGG'S  SHEETS  give  most  wear  with  the  highest 
degree  of  comfort.     They  neither  shrink  nor  roughen. 


Look  for  the  name  "Rigg's  Sheets"  on  the  selvedge.     Accept   no    substitutes. 


Canadian  Agents: 

From  Vancouver  to  Winnipeg:  E.  W.  Dean  &  Son,  82 
Seymour  Street,  Vancouver,  B.C. 

East  of  Winnipeg:   Mcintosh,  Banfield  &  McClelland. 
25  Toronto  Street,  Toronto. 


Sole  Manufacturers: 

Rigg  Brothers,  Limited 

Cotton  Spinners  and  Manufacturers 

since  1836. 

6    Mo8ley  St.,   Manchester,    Eng. 

Cables:  Rigg  Brothers,   Manchester 


q 
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A  B.C    5"<s6:"£"f  WESTERN  UNION  (5  LETTER), 
BENTLY,     MARCONI    INTERNATIONAL- 


AMERICAN     AGENTS 

j£W.BASTARD(BOSTON)Cc 

184    SUMMER    ST 
BOSTON.  U.S.A. 


ft.. 


TELEGRAPHIC  ADDRESS"YARNS" LEICESTER..  TELEPHONE  2470-1 


ill 
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Offering  Well-Known  Goods 
Makes  Selling  Easier  and  Trade  Steadier 


KIRBY,  BEARD  &  CO.,  Limited, 


BIRMINGHAM 
ENGLAND 


Is  an  old  name,  one  that  is  known  and  inspires  confidence  because   every  product  is 
made  with  a  view  to  strengthen  the  reputation  won  through  200  years  of  dependable 

manufacturing. 


-^ 


MR.  WM.  TOVEY, 

a  partner  and  traveller  in  the  house  of  Kirby,  Beard  &  Co.,  who  died  October,  1823. 

Brass  Pins,  Steel  Pins  and  Plated  Pins,  Hair    Pins,    Hairpin    Boxes,    Cabinets,    Safety 
Pins,  Needles,  Needle  Cases  and  Work  Boxes. 

CANADIAN  AGENTS  AND  REPRESENTATIVES: 

Mclntyre  Son  &  Co.,  Limited 

Victoria  Square  -  -  Montreal 
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Coats  for 
Appearance  and  Service 


Cut  and  made  by  experts  our  productions  stand 
for  all  that  is  best  in  style,  quality  and  durability. 
The  man  who  demands  the  best  should  lose  no 
time  in  getting  acquainted  with  us. 


MAKERS  OF    J  I  GOOD  CLOTHES 


51, CONDUIT  STREET.BOND  STREET,  W. 
67- 69, CHANCERY  LANE, LONDON, W.C. 

CANADIAN   AGENTS: 
Toronto  to  St.  Johns — 

J.   F.    Snarr,   64   Wellington   Street   West, 
Toronto. 

Vancouver  to   Winnipeg — 

E.  W.  Dean  &  Son,  325  Howe  Street, 
Vancouver. 


.ftN 


Y^k 


[SPEEDWELL); 


SUPER 

INDIA 

SHR  UNK 

TAPE 


For  Service  &  Satisfaction 

Manufactured  by 

George  H.  Wheatcroft  &  Co. 

Wirksworth,  Eng. 


TELEGRAMS: 
WAKEFUL 
GLASGOW 


CODE: 
A.B.C. 
5TH  EDITION 


Like  other  goods  of  Eng- 
lish manufacture,  Super 
India  Shrunk  Tape  is 
unequalled  for  strength 
and  durability.  Also,  it 
does  not  shrink  and  will 
not   stretch. 

All  W'rlrVis  snd  pr'V"«  in 
other  qualities  of  Speed- 
well Tapes. 


THE  STAC. 


Walter  Williams  &  Co.  Ltd. 

Montreal  Toronto  Quebec 

508  Read  Bldg.       20  Wellington  St.  W.        533  St.  Valier  St. 

Vancouver,  217  Crown  Bldg. 


WILSON  &  CO. 

48  ALBION  STREET 

GLASGOW 

Manufacturers 

Ecru  and  Colored  Madras  Muslins, 
Coin  Spots  and  Figured  Harness 
Book  Muslins         Robe  Muslins 

Voiles 

Anglo-Swiss  and  Broche  Muslins, 

"Wilsco"  Lawns,  "Zelette" 

LACE  CURTAINS 

LACE  NETS 


DRY    GOODS    REVIEW 


47 


Calicoes,  Flannels,  Blankets 
Linens  and  Towels 
Scotch  and  Soft  Furnishing 
Curtains  and  Curtain  Nets 
Dress  Goods 
Printed  Cottons 
Flannelettes   (Dyed  and 

Printed) 
Mantles  and  Costumes 


DEPARTMENTS— 

Dress  Skirts 
Laces  and  Embroideries 
Handkerchiefs    and     Neck- 
wear 
Ribbons 

Silks  and  Velvets 
Flowers  and   Feathers 
Trimmed  Millinery 
Straws  and  Semi-Trimmed 


Gloves 

Hosiery  and  Woven  Under- 
wear 

Furs  and  Umbrellas 

Haberdashery 

Buttons  and  Trimmings 

Blouses 

Sports  Coats 

Ladies'  and  Children's  Out- 
fitting 


Every  attention  is   given   to   all   enquiries,   and   a   cordial 
welcome  is  extended  to  those  buyers  visiting  the  Old  Country 


Cable 

Address : 

PAWSON, 

LONDON 


PAWS0NS&  LEAFS.  LT? 

9,  St.  Pauls  Churchyard,  LONDON,  E.C.4 


Ttlejrjmi:     "PAWSON,  CENT,     LONDON.' 


'Prion.:    828    CITY    (t  ltn«3) 


A.B.C. 
4th  and  5th 

Edition 
and  W.U.T. 
Codes  used 
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JOHN  WATSON 

EAGLE  DOWN  QUILT  WORKS 
C-on-M  Manchester       -       England 

Manufacturers  of 

REAL  DOWN  AND   KAPOK 
COMFORTERS 

Embroidered  and  lace  insertion 

BED  SPREADS,  CUSHION 

COVERS,  AND  CASEMENT 

CURTAINS 

Eagle  Chamoisette  Dusters  and 

Polishers 

Sole  proprietor  of  "  LINWEAR" 

(Reg.)  a  high  class  cotton  cloth  with 

the  wear  and  appearance  of 

LINEN 


CANADIAN  REPRESENTATIVES 


Messrs.  R.  H.  Ball  &  Co. 

716  Empire  Buildings 
64  Wellington  Street  West 
Toronto,  Ontario 


mmmmmmm 


C.  &  J.  ROBERTSON 

87  McAlpine  Street 
GLASGOW 


Cables: 

"COUSIN, 

GLASGOW 


Code: 
A. B.C. 

5th  &  6th  Editions 


Manufacturers  of  Lace  Curtains  and  Piece 
Goods,  Casement  Nets,  Ecru  and  Coloured 
Madras  Muslins,  Delhi  Muslins,  Fast  Stitch 
Lace  Nets,  Fast  Colour   Madras  Muslins. 

Represented  by: 


Central    Canada : 

Edgar      Fenton,       718,       Empire 

Buildings    64,    Wellington  Street. 

W..     Toronto. 


Western    Canada    and    New- 
foundland : 

James    B.    Jamieson,    108,     Wel- 
lington    Street,     W.,    Toronto. 


W.  G.  EMMETT  &  CO. 

BEESTON  NOTTINGHAM 


Manufacturers  of 

Lace  Curtains 
Fancy  Nets 

\  it  rages 

Brise  Bise  Blinds 


Agents: 


Messrs.  J.  Dudgeon  &  Company 


809  Unity  Building, 


MONTREAL 


TEXTILE  SMALLWARES 

JAMES  CARR  &  SONS,  LIMITED 
CLARENCE  MILLS 

CLARENCE  STREET.  CHESTER  ROAD 

MANCHESTER 

Manufacturers  of  all  classes  of  Webs, 
Cords  and  Bindings,  in  cotton,  wor- 
sted and  linen;  Curtain  Webs,  Edg- 
ings, Layon  Borders,  Blind  Cords, 
Carpet  Binding,  Cotton  Banding,  etc. 

Original  Patentees  of 
CARR'S  WOVEN  LADDER  TAPE. 

WHOLESALE  ONLY. 

Agent  for  Canada: 

Mr.  D.  F.  Moore 

Manchester  Building,         Melinda  Street 

TORONTO 
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WILSON,  KNOWLES  &  CO. 

48  GEORGE  STREET,  MANCHESTER,  ENG. 

Also  at : 


GLASGOW 


BELFAST 


HOME  TRADE 
and  SHIPPING 
MERCHANTS 


AGENT  FOR  CANADA 


G.  B.  OLIVER 

116  Mail  Buildings,  106  Bay  St., 

TORONTO 


Cablegrams  :- 
BEAT     MANCHESTER' 


'      '  *''    P 


SPECIALITIES 
Dress  Linings,  Satins,  Plain  &  Printed.     White  &  Grey  Calicos  &  Sheetings. 


Tent  Ducks,  Drills,  Ripple  Cloths. 

Plain  &  Frilled  Pillow  Cases. 

Woven  Striped  Ducks. 

Tussores. 

Dungarees. 

Fancy  Vestings. 

Colonial  Suitings. 

Woven  Satin  Drills. 

White  and  Dyed  Crossovers. 

Plain  and  Hemstitched  Sheets. 


White  &  Dyed  Drills. 

Flannelettes. 

Casement  Cloths. 

Prints. 

Zephyrs. 

Galateas. 

Ducks  &  Piques. 

Ribbon  Cloths. 

Ginghams,  etc. 


Tailors'  Linings 

Dyed  &  Printed  Twills,  Jeanettes,  Satins,    Cambrics,    Single    &    Double   Warp 

Pocketings. 
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Prepare  fully  for  Spring  Trade — by 
visiting  our  warehouse  at  Montreal. 

There  are  good  reasons  why  it  will  pay  you. 

THE  W.  R.  BROCK  COMPANY 

LIMITED 

WHOLESALE  DRY  GOODS 

MONTREAL 
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Hard  Work,  Close  Economy,  Sound  Judgment ; 
These  Three  Lead  Back  to  Normal  Conditions 

Credit  Conditions  During  1921  and  Outlook  for  1922— Not  so 

Many  Failures  as  Anticipated — Reasons  for  Failures  Due  to  Lack 

of   Proper   Store    Systems    and    Careless    Stock-taking — Stocks 

Should  be  Written  Down  During  Inventory 

Written    especially    for   Dry    Goods    Review    by    A.    S.    Crighton,    Secretary    Canadian    Credit    Men's 

Association,   Limited,   Toronto. 


17*9^  those  engaged  in  merchandis- 
IH  ing,  the  year  just  ended  has  been 
A  perhaps  the  most  difficult  ever  ex- 
perienced in  the  history  of  Canada  and 
that  so  few,  comparatively  speaking, 
have  failed  to  weather  the  storm  is  evi- 
dence of  the  ability  and  sound  business 
judgment  exercised  by  the  great  ma- 
jority of  our  retail  merchants. 

During  the  prosperous  years  of  the 
War  and  subsequently  until  the  middle 
of  1920,  money  flowed  freely.  High 
wages  were  paid  for  all  classes  of  la- 
bour and  the  public  spent  as  freely  as 
they  earned.  Manufacturer,  wholesaler 
and  retailer  prospered.  Gradually, 
however,  business  began  to  slow  up. 
Shelves,  emptied  during  the  War,  be- 
came stocked  to  repletion  with  merchan- 
dise bought  at  the  peak.  Buying  at  the 
peak  means  selling  at  the  peak  and'  in 
spite  of  the  general  slowing  up  in  busi- 
ness, signs  of  unemployment  and  a 
tightening  of  money,  high  prices  were 
still    maintained. 

Then  came  the  buyers'  strike.  Out- 
most exclusive  citizens  talked  of  wear- 
ing overalls — not  that  they  ever  did, 
but  they  talked  about  it.  The  public, 
however,  began  to  think  they  were  be- 
ing robbed.  Of  all  successful  strikes 
the  buyers'  strike  was  probably  the  most 
successful.  Prices  not  only  fell — they 
tumbled,  rolled  and  bumped  each  other 
like  a  regular  avalanche  all  the  way 
down  the  hill. 

Has  the  bottom  been  reached?  In 
the  opinion  of  the  writer,  speaking  gen- 
erally, it  has.  Some  lines  wi  1  go  still 
lower,  others  will  stiffen  again,  but  for 
normal  requirements  the  retailer  is 
safe  in  buying  freely.  Price  fluctuations 
are  inevitable,  but  this  is  a  condition 
we  have  to  face  when  business  is  norm- 
al. 

The  Future  Bright 

What  has  the  future  in  store?  For 
Canada — peace,  prosperity  and  plenty. 
Anyone   who    has   travelled     the    length 


THE  ANNUAL 

SPRING  NUMBER 

In  placing  the  Annual  Spring 
Number  of  Dry  Goods  Review  in 
the  hands  of  our  readers  we  wish 
to  direct  special  attention  to  the 
Neiv  Goods  Section  which  follows 
the  General  Section  of  six  pages. 
This  is  an  editorial  section,  not  an 
advertising  section  of  the  issue.  It 
is  something  that  has  never  before 
been  attempted  on  such  a  scale  in 
any  Canadian  Trade  Neivspaper, 
and  we  have  spared  no  effort  to 
make  it  as  attractive  and,  at  the 
same  time,  as  useful  as  it  could 
possibly  be  made.  In  illustrating 
these  new  articles  of  merchandise, 
collected  from  many  Canadian 
manufacturers,  we  are  showing 
many  of  the  latest  things  to  he- 
found  in  the  market,  and  we  are 
showing  them  in  such  a  way  that 
credit  will  be  done  to  the  enter- 
prize  of  the  manufacturer  and 
some  good  selling  points  placed  in 
the  hands  of  the  Canadian  retailer. 

This  is  only  a  part  of  the  feast 
of  this  January  issue.  The  very 
latest  information  on  style  and 
business  development  in  the  var- 
ious departments  covered  by  Dry 
Goods  Review  has  been  gathered 
and  presented  in.  such  a  way  that. 
our  readers  may  have  a  corrtvre- 
hensive  grasp  of  the  whole  situa- 
tion as  it  has  unfolded  itself  thus 
far  along  the  road  to  what  we  hope 
may  lead  to  a  satisfactory  Spring 
business  for  the  trade. 


and  breadth  of  our  great  Dominion  and 
has  watched  its  development  for  t 
past  twenty  years  is  a  pessimist  indeed 
who  cannot  see  prosperity  in  s'ght.  Out- 
natural  resources  are  boundless  and 
their   development   is   as   yet   only   com- 


mencing. With  a  return  of  confidence, 
capital  will  loosen  up  and  work  will  be 
provided  for  all.  This  does  not  mean, 
however,  that  the  average  merchant  is 
ever  again  going  to  enjoy  such  business 
and  profits  as  were  his  during  the 
fictitious  prosperity  of  the  War  period 
and  it  is  altogether  likely  that  for  some 
time  to  come  quiet  business  is  likely  to 
prevail.  To  meet  this  condition,  it  is 
going  to  be  necessary  to  get  right  down 
to  hard  pan  in  the  matter  cf  reduction 
of  everhead  expense  o  the  lowest  pos- 
sible  minimum. 

Causes  of  Failure 

The  granting-  of  indiscriminate  credit- 
by  many  retail  merchants  is  the  cause, 
in  some  cases,  of  absolute  failure  and  in 
many  cases,  of  a  failure  to  reach  that 
measure  of  success  which  they  would 
otherwise  attain.  Under  existing  con- 
ditions the  wise  merchant  is  he  who  ex- 
ercises a  firm  hand  in  the  collection  of 
his  accounts  and  the  greatest  discrimin- 
ation in  the  granting  of  credit  to  his 
customers. 

In  the  writer's  experience  as  admin- 
istrator of  businesses  in  financial  diffi- 
culties, it  has  been  found  frequently 
that  these  difficulties  might  have  been 
avoided  had  a  proper  (merchandising  sys- 
tem been  in  effect.  In  numerous  instances 
it  has  been  found  that  stock  is  allowed  to 
accumulate  until  it  becomes  out-of-date 
and  almost  unsalable  and,  in  some  cases, 
it  seems  to  have  been  the  policy  to  push 
to  one  side  good  salable  merchandise  in 
order  to  make  room  for  new  incoming 
stock.  The  writer  has  in  mind  two  in- 
stances in  particular  of  serious  financial 
difficulties,  resulting  almost  in  bank- 
ruptcy, brought  about  by  no  other  cause. 
In  both  these  cases  inventories,  taken  at 
replacement  value  in  the  summer  of 
1921,  showed  more  stock  on  hand  than 
the  actual  volume  of  sales  for  the  year 
1920. 

(Continual  on     age   113) 
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The  Hudson  Bay  Company  of  Calgary 

One  of  the  Early  Trading  Posts  of  the  West — Advertising  Through 
the  "Movies"— How  They  Entertain  the  Children— Methods  of 
Introducing  New  Fashions — Treatment  of  the  Staff  and  Hospi- 
tality to  Competitors— The  Winter  Golf  Course 

MERCHANDISING  in  the  west, 
as  everyone  knows  who  has  read 
Canadian  history  is  so  inextric- 
ahly  interwoven  with  that  good  old  pion- 
eer company  The  Hudson  Bay,  that  its 
activities  are  really  part  and  parcel 
with  the  story  of  the  growth  of  the 
frozen  North  from  an  unexplored  waste 
of  land  to  what  has  become,  a  wonder- 
ful land  of  enterprise,  trade  and  manu- 
facture 

When  one  enters  any  one  of  the  pala- 
tial Hudson  Bay  stores  from  Winnipeg 
on  through  all  growing  western  cities 
and  realizes  that  this  company  began  its 
activities  with  a  few  trading  posts 
among  the  Indians,  even  the  march  of 
years  is  hardly  sufficient  to  justify  its 
enormous    development. 

And  with  it  all  the  pioneer  trading- 
posts  of  the  far  north  are  still  in  exist- 
ence, and  sturdy  little  steamers  that  p.y 
their  way  over  the  swift  running  cur- 
rents of  the  northern  rivers  in  the  open 
season,  are  still  loaded  with  packs  of 
glistening-  furs  to  be  made  into  beau- 
teous garments  for  the  fair  shoppers  who 
frequent    the    tempting    shops. 

"Movies"  For  Advertising 

One  had  a  chance  to  see  these  far 
north  trading  posts,  the  rushing  streams, 
the  glorious  mountain  and  lake  scen- 
ery, the  Indians  on  snow  shoes,  and  pad- 
dling their  canoes,  the  Hudson  Bay 
steamer  with  a  full  load  on,  in  a  series 
of  films  which  the  company  has  spec- 
ially taken  last  year,  and  of  a  truth 
it  was  an  educaton  to  even  a  near-east- 
ener.  What  the  steamer  means  to  the 
isolated  Indians  as  it  draws  in  laden 
with  the  things  they  need,  flour,  rice, 
wearing  apparel,  is  evident  by  the  vio- 
lent demonstrations  of  joy  with  which 
they  greet  it,  and  of  the  eagerness — and 
yet  shrewdness— with  which  they  barter 
their  precious  pelts.  A  great  deal  of 
diplomacy  is  still  necessary  on  the  part 
of  the  far-north  factors  in  dealing  with 
these  brown  bro  hers.  They  are  chil- 
dren, and  while  a  great  deal  has  been 
done  for  their  instruction  there  is  still 
a  virgin  field,  for  the  endeavors  of  the 
factor  and  his  great  ally  the  missionary. 

Th?  Calgary  Store 

Taking  the  Hudson  Bay  store  in  Cal- 
gary as  one  typical  of  its  sister  stores, 
a  few  words  about  its  development  may 
not  be  out  of  place  at  this  anniversary 
season.  A  glance  at  >he  first  little 
store  where  from  1884  to  1891  The  Bay 
did  its  pioneer  bus;mss  in  Calgary  takes 
the  Old  Timer  'way  back  to  the  days 
when  the  buffab  and  bear  were  not  un- 
known,  and    Indian    visiters    more     fre- 


The  Hudson  Bay  store  at  Calgary,  1884—1891.  This  is  a  long  way  from 
the  magnificent  six-storey  building  which  they  occupy  at  the  present  time, 
but  somehow  it  is  an  apt  illustration  of  how  the  history  of  this  company  is 
interwoven  with  the  history  of  the  development  of  Canada. 


quent  than  welcome.  Even  in  those 
days  the  Bay  had  treasures  to  offer 
though,  for  behold  the  exceeding  fancy 
baby  buggy,  the  wonderful  sulky  cart, 
the  rocking  horses  and  sleighs  display- 
ed. This  surely  must  have  been  a 
Christmas  display  to  judge  from  the  toy 
window  which  brings  one  with  a  bound 
to  the  Hudson  Bay  Christmas  demon- 
strations  of   to-day  in  Calgary. 

Theatre  for   Chl'dren 

This  year  was  a  particularly  festive 
occasion  for  the  little  people.  Thousands 
of  them  were  entertained  by  Old  Santa 
himself  in  the  spacious  tea  rooms  at  the 
Bay,  and  not  only  that  but  there  were 
four  special  matinees  put  on  at  the  Cap- 
itol Theatre  when  the  children  were  ad- 
mitted by  ticket — procured  free  pre- 
viously by  a  grown-up  member  of  the 
family — and  Santa  made  them  happy 
not  only  by  a  real  speech,  a  little  chat 
with  many  of  them  and  a  gift  of  some 
s  >rt  or  o  her,  to  say  nothing  of  the 
film  thrown  in  for  the  benefit  of  the 
youngsters.  Yes,  quite  a  change  since 
1881,  though  perhaps  the  little  ones 
were  just  as  happy  then  with  the  sim- 
pler delights.  So  widely  were  the  Santy 
Clans  Hudson  Bay  Christmas  parties 
for  the  children  in  favor  this  season  that 


to  the  regret  of  the  management  they 
had  to  ask  that  no  more  names  be  sent 
in  for  invitations  quite  early  in  Decem- 
ber. It  was  simply  impossible — large 
as  the  space  is — to  handle  all  the  child- 
ren, and  the  management  made  a  point 
of  allowing  no  larger  number  to  gather 
at  one  time  than  could  be  properly 
handled  and  seated — in  real  grown-up 
fashion — at  the  "really"  party,  so  some 
of  the  little  people  are  looking  forward 
to  Old  Santa's  visit  to  the  Bay  next 
Christmas,  and  they  will  be  sure  to  get 
in  an  application  for  an  invitation  bright 
and   early   next   time. 

Introducing    Fashions 

Christmas  festivities  though  of  course 
are  only  an  iota  of  the  planning  demand- 
ed by  the  management  of  a  huge  es- 
tablishment such  as  the  Calgary  Hud- 
son Bay  store.  Opening  time  for  in- 
stance is  alays  planned  for  months 
ahead,  and  the  fall  fashion  display  of 
the  Bay  for  1921  was  one  thaf  will  not 
soon  be  forgotten  by  the  shopping  pub- 
lic. This  season  the  fashions  were  shown 
from  the  stage  of  the  Capitol  theatre, 
a  special  "gang-way"  being  built  out 
over  the  orchestra  pit  in  order  that  the 
mannikins  might  display  all  the  beauty 
(Contined    on    page    61) 
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The  Markets  At  a  Glance 

Keen  Merchandisers  Look  For  Possible  Improvement  the  Last 
Half  of  the  Year  With  the  First  Half  as  Good  as  Year  Ago — Start 
Out  on  Better  Basis — Advances  Recorded  in  Some  Lines — Ad- 
vance Showings  of  Millinery,  Ready  To  Wear  and  Accessories 

Get  Good  Business 


««  ^  ONSCIOUS  OPTIMISM"  is  the  expression  that 
I  -  one  keen  merchandiser  used  to  Dry  Goods 
^-*  Review  in  trying  to  get  a  long-distance  view  of 
trade  during  1922.  The  expression  might  mean  a  num- 
ber of  things,  perhaps:  but  this  man  intended  it  to 
mean  that  everyone,  has  a  right  to  be  an  optimist  in 
Canada  but  that  there  are  times  when  one  should  be 
very  conscious  of  one's  optimism,  to  the  point  where 
many  things  must  be  taken  into  consideration  before 
it  can  be  labelled1  "sane  optimism."  This  man's  op- 
timism looks  to  us  like  sane  optimism  because  he  re- 
gards the  rising  value  of  the  pound  sterling  and  the 
Canadian  dollar,  the  effort  being  made  to  establish 
European  credits,  even  ihe  settlement  of  the  Irish  ques- 
tion, as  hopeful  signs  which  must  have  their  effect  upon 
the  commercial  situation.  On  the  other  hand,  he  is 
not  unmindful  of  the  unemployment  situation  in  this 
country,  of  the  low  prices  obtaining  for  farm  produce, 
of  the  number  of  small  holders  of  Victory  Bonds  who 
are  throwing  them  on  the  market,  indicating  their  de- 
pleted pocket  book->.  And  his  conclusion  is  that,  with 
a  good'  crop  assured  and  these  hopeful  signs  pointing  to 
a  betterment  of  world  conditions,  the  last  half  of  the 
year  will  see  a  marked  improvement  in  the  trade. 

Starts  Out  Well 

Other  than  this,  trade  starts  out  with  the  beginning 
of  the  year  as  well  as  it  did  a  year  ago  with  more 
healthy  conditions  back  of  it.  Stocks  are  cleaned  up 
and  the  same  necessity  for  forced  sales  with  little  or  no 
profit  does  not  obtain.  It  may  be  a  year  when  les* 
merchandise  is  actually  sold,  but  with  more  profit  at 
the  end  of  it.  Some  of  the  houses  have  had  their 
travellers  out  for  a  week  since  the  turn  of  the  year  and 
the  indications  are  that  the  retailer  will  continue  to 
buy  what  he  sees  he  has  a  market  for,  There  will  he 
no  speculating — that  would  be  dangerous.  But  there 
is  one  other  danger  hardly  less  destructive  of  a  man's 
business,  that  is,  failing  to  have  the  actual  requirements 
of  the  trade.  There  is  no  occasion  to  lose  sales ;  mer- 
chandise is  to  be  had,  and  a  starved  stock  may  mean 
a  shattered  business.  Live  merchandising  men  will  be 
into  the  market  frequently,  aiming  at  quick  turnovers 
and  not  too  large  margins  of  profit.  These  are  the  men 
who  will  watch  the  curtain  fall  on  1922  with  a  degree 
of  satisfaction. 

Woollen    Dress   Goods 

Wholesale  houses  state  that  they  have,  up  to  this 
time,  booked  more  Spring  business  than  they  did  a 
year  ago.  They  think  that  it  will  be  a  good  piece  goods 
season  and  that  tihe  habit  manv  young  women  have 
got  into  of  making  their  own  dresses  will  be  a  factor 
in  the  year's  trade  to  their  benefit.  Plain  materials 
have  gone  fairly  well  but  the  more  pronounced  demand 
has  been  for  novelties  in  checks  and  stripes  and  with 
fairly  bright  colors.  One  specialty  boos?  i*  finding 
it  hard  to  supply  the  demand  for  novelties  of  this  kind 
and  they  state  that  staple  lines,  up  to  now,  are  moving 
very  slo'wlv.     Conditions  in  the  market,  generally,  arc 


becoming  much  more  stable  and  there  is  a  feeling  that 
if  there  are  no  more  avalanches  of  distress  merchan- 
dise, prices  may  l>e  considered  to  have  reached  a  stable 
basis.  There  will  probably  be  fluctuations,  though 
not  of  a  disastrous  character. 

Silks 

The  demand  of  hosiery  manufacturers  for  raw  >ilk 
has  been  so  great  that  it  has  made  piece  goods  so  high 
that  jobbers  are  staying  out  of  the  market  except  for 
their  barest  necessities.  For  instance,  a  12  m.  pongee 
that  has  sold  in  Toronto  wholesale  houses  as  low  as  50 
cents  a  yard  is  now  $1.00  in  Japan.  The  advance  in 
the  last  six  months  has  been  almost  100  per  cent  on 
many  lines  of  Japanese  silks.  On  other  lines  there  has 
been  an  advance  of  about  one-third  within  the  la^t  few 
months,  that  is,  on  European  silks. 

Travellers  that  have  been  out  since  the  first  of  the 
year  are  booking  some  very  good  business  and  they  all 
say  that  silk  stocks  are  low  on  the  retail  shelves.  They 
state,  however,  that  buying  is  conservative,  generally. 
While  reports  from  the  West  are  to  the  effect  that  little 
buying  is  being  done  in  the  three  prairie  provinces  gome 
good  orders  have  been   received   in  silks. 

Linoleums,   Oilcloths,    Draperies 

►Since  the  first  of  the  year  there  have  been  some 
downward  revisions  in  table  oils  and  in  importd  lines 
of  linoleums  and  inlaids.  The  0-4  table  oil  that  was 
formerly  $6.32  is  now  $5.52  and  all  other  widths  show 
the  same  proportionate  decrease  in  price.  _  The  drop  in 
the  prices  of  imported  linoleums  and  inlaids  is  20, 
221/2  and:  25  per  cent,  audi  it  is  the  first  drop  that  has 
taken  place  since  the  peak  days  immediately  after  the 
war.  These  drops  have  been  long  in  coming  but  they 
represent  a  substantial  reduction. 

Many  of  the  drapery  houses  have  been  getting  some 
nice  orders  from  large  hotels  that  are  refurnishing  from 
cellar  to  garret  in  carpets,  curtains,  draperies,  etc.  Some 
new  styles  in  curtain  draping  is  also  responsible  for 
some  good  sales  in  curtain  materials.  Prospective  mar- 
riages and  building  programs  are  always  of  interest  to 
the  carpet  and  furnishing  men  and  there  is  a  feeling 
amongst  them  that  this  year  will  be  a  better  one  than 
last  becatise  building  will  be  cheaper  than  it  was  during 
1920. 

Some  wholesalers  have  been  disappointed  in  deliv- 
eries of  English  lines  of  cretonnes  and  flowered  sateens. 
Merchandise  that  was  to  have  been  delivered  by  the 
first  of  December  has  not  even  been  heard  of  by  the 
middle  of  January  and  there  is  no  word  of  explanation 
regarding  them. 

Millinery 

Toronto  houses  are  delayed  in  getting  their  travellers 
on  the  road  with  Spring  millinery  and  only  a  few  of 
them — special  men — have  sone  out  at  this  time  of 
writing.  Some  very  good  orders  have  come  in  from  the 
West.  Wholesale  bouse-;  state  that  the  trade  are 
(Continued   on   Page   113). 
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A   CLEAN    SHEET 

Nineteen  hundred  and  twenty-two,  for  the  great  bulk 
of  the  trade,  starts  out  with  a  clean  sheet.  '  Nineteen 
hundred  and  twenty-one  will  go  down  in  history  as  the 
clean-up  year.  January,  a  year  ago,  was  fraught  with 
many  apprehensions.  Stocks  were  heavy,  much  of 
them  high-priced,  and  there  was  a  noticeable  indispos- 
ition on  the  part,  of  the  general  public  to  buy.  Goods 
moved  slowly  from  the  -helves  of  the  retailer  to  the 
consumer.  The  man  who  had  a  long  distance  view  of 
the  situation  knew  that  prices  had  to  come  down  a  good 
deal  and  that  meant  heavy  losses  all  along  the  line  '  To 
stimulate  consumer  buying  on  a  falling  market  has 
been  the  constant  problem  confronting  the  dealer  dur- 
ing the  past  year.  Those  who  took  their  losses  during 
the  first  months  of  the  dlecline  in  prices — and  these  were 
the  heaviest  losses — were  in  good  shape  to  take  advan- 
tage of  distress  merchandise  and  turn  it  over  at  a  slight 
profit  to  themselves.  Such  merchants  have  come 
through  the  year  successfully,  lakinn  heavy  losses  of 
course,  hut  making  a  sufficient  profit  to.  in  some  cases. 
more  than  off-set  them. 

The  in-coming  year  begins  under  favorable  auspices. 
Stocks  are  clean.  Trade  will  sharply  reflect  consumer 
demand,  for  the  retailer  is  still  committed  to  the  policy 
of  buying  from  hand  to  mouth.  It  k  therefore,  advis- 
able that  the  retailer  stndv  his  held  carefully,  that  he 
work  it  systematically,  thai  lie  seek  out  new  merchan- 
dising plans  that  will  attract  new  friends  to  his  store, 
as  well  as  retaining  the  old  ones.  It  will  he  a  merchan- 
dising year  in  a  nvw  sense.  The  old  stocks  have  gone. 
But  if  ''school  is  to  keep."  profit  must  be  made  and  this 
must  be  made  on  the  turnover  of  new  merchandise.  Tt 
should  he  a  lively  year.  In  one  of  his  la-test  reports 
Raibson  said  the  next  \'rw  years  would  gee  merchandis- 
ing plans  in  operation  thai  were  never  before  even 
thought  of  as  being  possible.  Nineteen  hundred  and 
twenty-two  may  sec  the  first  of  them. 


Competition   and   Fixtures 

A  certain  Canadian  fixture  manufacturer  known  to 
us  has  just  closed  the  most  successful  year  in  his  history. 
His  business  in  comparison  with  1020  shows  an  in- 
crease of  thousands  of  dollars.  At  first  glance  it  might 
seem  that  Canadian  merchants,  during  a  business  de- 
pression, would  be  unlikely  to  spend  much  money  in 
fixtures.  That  is  not  the  case,  so  it  develops,  and  it  is 
worth  while  glancing  for  a  moment  at  the  reason  for 
it  not  being  the  case. 

This  manufacturer  believes  that  the  reason  for  his 
increase  in  business  is  to  be  found  in  the  relationship 
between  competition  and  fixtures.  In  other  word?, 
keen  competition  has  forced  merchants  to  adopt  every 
conceivable  method  of  legitimate  merchandising.  First 
impressions  are  gained  through  the  eye.  and  they  are 
very  lasting.  It  is  safe  assumption  that  the  most  at- 
tractive store  in  any  locality  has  a  distinct  advantage 
over  its  competitors.  Many  merchants  are  coming  into 
a  deeper  realization  of  this  fact  and  axe  making  their 
stores  more  attractive.  It  is  part  of  the  expanding 
idea  of  better  service  to  the  consumer,  for  up-to-date 
fixtures  not  only  mean  better  service  but  a  much  more 
attractive  store. 

Many  of  the  people  who  drift  to  the  larger  cities  to 
do  their  buying  are  attracted  by  the  up-to-dateness  of 
city  stores,  by  their  very  attractiveness  to  the  eye. 
This  asset  to  successful  merchandising  can  be  brought 
rigid  to  the  door  of  every  consumer.  It  would-  seem 
that  the  year  just  (dosed  made  many  old  fashioned 
-tore-  into  up-to-date  ones.      It  was  money  well  spent. 

Economy  of  Operation 

The  National  Bank  of  Commerce  of  New  York  in 
its  forecast  of  business  conditions  of  the  year  1922  says 
that  "profits  will  depend  more  on  economy  of  operation 
than  on  expansion  of  volume."  Their  statement  goes 
on  to  advise  that  with  the  many  favorable  factor-  now 
operating,  business  men  should  not  fear  to  make  plans 
for  the  new  year,  but  they  should  plan  with  care  and 
conservatism  and  with  constant   effort  toward  reduction 

of  costs." 

That  is  good  advice.  At  the  same  time,  the  mean- 
ing of  economy  should  be  well  understood.  Cutting 
out  advertising,  slashing  salaries  and  the  like  are  cer- 
tainly means  of  saving  money — but  they  may  not  1»- 
economy.  They  may  mean  suicide  in  a  business  way. 
li  seems  to  us  that  the  safest  way  to  economize  on  oper- 
ation is  to  decrease  the  percentage  of  operating  costs  by 
increasing  the  volume  of  business.  Thai,  at  least, 
should  be  an  ideal  to  keep  ever  before  the  mind  during 
1922.  We  do  not  urge  that  the  knife  should  not  he 
applied  to  operating  costs.  But  it  should  not  le  used 
to  the  point  of  rendering  less  efficient  every  arm  of  the 
store  service.  The  year  1922  will  certainly  not  be  a 
year  when  less  efficient  methods  will  stand  the  merch- 
ant in  good  stead.  Competition  will  be  extremely  keen 
both  locally  and  from  mail  order  houses.  A  perfect 
organization  will  be  a  greater  factor  in  successful 
merchandising  during  L922  than  it  has  been  for  some 
years.  To  cut  down  operating  costs  to  a  point  bevond 
which  the  best  possible  service  can  be  rendered  wool  I 
not  be  economy. 
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THE   HUDSON    BAY   CO. 

(Continued   from   page   58) 

of  their  costumes  to  full  advantage. 
With  the  colored  lights  playing  over 
the  beautiful  tints  of  ihe  gowns  and 
wraps,  the  graceful  figures  of  some  of 
the  best  suited  Bay  employees  to  the 
occasion,  the  soft  music,  even  the  most 
hard-hear. ed  husband  wished  it  were  in 
his  power  to  make  his  wife  happy  with 
some  of  the  delightful  women's  wear 
shown.  Good  advertisers?  Indeed  yes, 
the  Hudson  Bay  Co.  are  that  every  time. 
With  the  six  marvellous  floors  of  the 
store  towering  one  above  the  other,  with 
everything  from  notions  to  the  most 
beautiful  of  house  furnishings  occupying 
its  proper  place,  with  the  Elizabethan 
dining  room — a  triumph  of  artistic  ar- 
rangements— in  constant  demand  for  all 
kinds  of  entertainments  as  well  as  the 
regular  luncheon  patrons,  with  the  enor- 
mous auto  delivery,  with  the  open  air 
playgrounds  and  roof  garden  above  the 
sixth  floor,  with  the  splendidly  arranged 
rest  rooms,  and  beautiful  display  par- 
lors, this  store  is  most  certainly  an  as- 
set to  a  growing  city  and  what  is  true 
of  the  Calgary  sLore  holds  good  with 
little  variation  through  the  entire  chain, 
the  new  Vic  oria,  B.  C.  establishment 
being  the  latest  to  open. 

Co-ope  ation  With  Employees 

And  one  of  the  features  which  claim 
the  respect  of  the  general  public  to- 
wards this  company  is  he  markedly 
humanitarian  manner  in  which  they 
treat  their  employees.  Co-operation 
marks  the  workings  of  the  store,  each 
department  manager  being  keenly  in- 
terested in  the  employees  under  his  par- 
ticular superision,  and  every  arrange- 
ment possib'e  being  made  to  give  the 
men  and  girls  a  chance  to  attain  their 
best  in  working-  for  the  company.  The 
Calgary  Athletic  H.  B.  association  is 
one  of  the  -mest  remarkably  successful 
that  has  been  inaugurated;  fullv  90f;v 
of  the  staff  took  out  active  membership 
in  this  club,  and  the  Company  saw  to 
it  that  a  club  house  was  erected,  a  golf 
course  marked  out,  tennis,  basket  ball, 
and  all  the  other  out  door  sports  provid- 
ed for.  The  Club  House  is  within  easy 
distance  of  the  citv  by  street  car,  but  far 
enough  out  to  make  the  girls  and  men 
forget  they  ever  saw  the  inside  of  a 
store.  It  is  beautifully  situated  on  the 
Elbow  River  with  the  rolling  foothills 
within  sight,  and  many  happy  weekly 
Wednesday  half-holidays  did  the  club 
members  spend  there  to  say  nothing  of 
the  long  summer  evenings.  The  club, 
too,  got  on  to  a  self-supporting  basis 
after  the  Comoany  had  set  it  going, 
showing-  that  the  staff  really  armreciat- 
ed  it  and  were  making  it  their  own. 
In  the  winter  there  are  skating  parties, 
driving  parties  and  what  not,  and  the 
club  house  with  its  gramaphones,  and 
ever  hot  coffee  a  Mecca  to  the  holiday 
makers. 

Welfare    Association 

Not  content  with  a  "For-Fun"  or- 
ganization though,  a  week  before  Christ- 


mas of  1921  the  first  annual  banquet 
of  the  Hudson  Bay  Welfare  association 
took  place,  and  as  one  was  privileged 
to  look  around  among  the  500  bright 
faces  of  this  "store  family,"  to  listen  to 
the  splendid  Christmas  message  given 
by  the  newly  installed  manager,  Fletch- 
er Sparling,  one  could  not  but  think  that 
these  boys  and  girls  and  men  and 
women  were  being  given  every  chance 
to  make  good  in  whatever  department 
they  had  chosen  to  cast  their  activi- 
ties. The  Welfare  association  is  one 
with  a  big  "W,'-  and  means  not 
only  co-operation  among  the  employees  in 
he. ping  one  another,  but  also  means  co- 
operation  on  the  part  of  the  company 
should  misforutne  or  illness  take  a  hard 
toll  from  one  of  their  number.  Just  as 
a  mark  that  there  was  nothing  in  the 
world  small  about  the  new  Welfare  lea- 
gue, Mr.  Sparling  had  asked  to  be  pres- 
ent three  former  managers  of  the  store, 
one  of  whom  was  P.  J.  Parker  of  Park- 
er's Limited,  the  big  store  just  across 
the  way  from  the  Bay,  opened  by  Mr. 
Parker  after  he  left  the  Bay,  and  its 
strongest  present  opposition  in  the  city. 
Mr.  Parker  was  given  a  real  ovation 
from  his  old  friends,  and  must  have  left 
ihe  entertainment  feeling  that  this 
good-will  business  was  more  than  on  the 
surface  when  it  was  extended  to  him — a 
first    rate    rival — so    heartily. 

Yes,  the  Hudson  Bay  stores  mean 
much;  to  the  west.  The  puiblic  does 
not  forget  the  rough  and  tough  pioneer- 
ing days,  and  many  of  the  employees 
ran  trace  back  fathers  and  grandfathers 
in  the  sei'vice  of  the  company.  Court- 
eous attention,  quick  refunds,  certain 
exchange  of  goods  if  requested  always 
marks  the  dealing  of  the  Bay,  and  as 
an  influence  for  the  bettering  of  the 
merchandizing  community,  these  stores 
can  be  relied  upon  to  jet  a  high 
standard  for  their  less  extensive  com- 
petitors. The  personnel  of  the  manage- 
ment has  always  meant  much  to  the 
business  life  of  Calgary.  In  Board  of 
Trade  matters,  in  Public  Welfare,  and 
organized  charity,  the  men  at  the  head 
of  the  Bav  affairs  have  ever  been  ready 
to  lend  a  good  right  hand. 
H.  B.  Golf  Course 

The  latest  thing  in  Calgary  to-dav  in 
he  line  of  sport  is  the  Hudson  Bay 
Indoor  Golf  course.  This  has  been  ar- 
ranged in  a  corner  of  one  of  the  spacious 
floors  wh°re  there  is  lots  of  sunlight 
with  an  object  of  giving  relaxation  to 
golf  attaches  who  aie  derived  of  their 
favorite  pastime  in  fhe  winter  months. 
The  course  is  canvass  enclosed,  there  be- 
ing room  for  three  "courses"  and  a 
green.  Demarkation  lines  are  painted 
on  the  forward  canvass  to  give  the  dis- 
tance and  accuracy,  thus  making  it  pos- 
sible for  the  plavers  'o  have  as  close  a 
game  as  though  in  the  open.  Putting', 
driving  and  mashie  work  either  a'one  or 
in  tweso  res  or  foursomes  is  the  order  of 
the  day,  with  an  instructor  in  attendance 
for  "hose  who  need  him.  The  fee  is 
moderate,  and  many  of  the  business  men 
have  taken  advantage  of  this  unique  in- 
ovation. 


Convention  to 
be  a  Big  Affair 

Amalgamated     Convention    And   Textile 

Show  Promises  Big  Influx  Of 

Business  Men 

PREPARATIONS  are  well  advanced 
for  the  Amalgamated  Convention 
of  Ontario  retailers  to  be  held  in 
Toronto  during  week  of  February  13- 
17  in  conjunction  with  the  Textile  Pro- 
ducts Exhibition.  The  different  branch- 
es of  the  retail  trade — Dry  Goods, 
Merchants,  Clothiers  and  Furnishers, 
Furriers  and  Hatters,  Merchant  Tailors 
— are  organizing  their  conventions,  ar- 
ranging for  speakers  and  for  the  dis- 
cussion of  topics  of  practical  and  cur- 
rent interest  to  the  men  of  the  trade. 
The  dry  goods  convention  will  be  held 
on  Monday,  February  13th;  Clothing 
and  Furnishing  men  will  hold  their  con- 
vention on  Tuesday  and)  Wednesday, 
February  14th  and  15th;  while  the  Mer- 
chant Tailors  will  meet  on  Thursday, 
February  16th.  Furriers  and  Hatters 
hold  their  convention  on  Friday. 

Object  of  Exhibition 

The  purpose  of  the  forthcoming  ex- 
hibition primarily  is  to  demonstrate  and 
emphasize  the  quality  and  attractive- 
ness of  Made-in-Canada  textile  products 
to  the  retailer  so  that  he,  in  turn,  may 
be  ini  a  stronger  position  to  emphasize 
to  the  customer  the  national  character 
of  the  textile  trades. 

Eighty-one  booths  on  the  mezzanine 
floor  of  the  King-  Edward  Hotel  have 
been  arranged  for  this  exhibit  and  at 
this  time  of  going  to  press  more  than 
fifty  per  cent,  of  them  have  been  en- 
gaged by, Canadian  manufacturers  from 
many  centres  of  the  Dominion.  Within 
twenty-four  hours  of  the  launching  of 
the  plan,  the  Hawthorne  Mills,  Ltd.  of 
Carleton  Place  had  engaged  their  booth 
and  in  quick  succession  the  Forsyth 
Shirt  Co.,  Ltd.  of  Kitchener  and  the 
Deacon  Shirt  Co.,  Ltd.  of  Belleville  had 
followed  suit.  Not  only  fabrics  but 
garments  as  well  will  be  shown,  of  all 
kinds  in  which  fabrics  are  shown.  There 
will  also  be  ranges  of  overalls,  oiled 
garments,  raincoats,  silk  goods,  hats 
and  caps,  fabric  gloves,  neckware,  sus- 
penders, cottons  and  woolens.  Although 
it  will  touch  but  lightly  upon  the  wide 
field  of  women's  wear,  caterers  to  the 
costuming  requirements  of  the  sex  are 
far  from  being  disinterested  in  its  suc- 
cess. There  are  reasons  on  this  occasion 
for  the  general  restriction  of  displays 
to  men's  wear  although  cloths  and  other 
women's  suit  materials  will  naturally 
figure .  in  the  showings  of  representa- 
tive woolen  manufacturers,  knitting 
mills  and  smalware  producers. 

Entertainment 

Not  the  least  pleasant  feature  of  the 
Amalgamated     convention    will     be    the 
(Continued   on    page   63) 
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Retiring  R.  M.A.  President  is  Honored 

B.  W.  Ziemann,  President  of  the  Ontario  Branch  of  the  Retail 
Merchants'  Association,  is  Recipient  of  a  Presentation  on  His  Re- 
tirement at  the  Closing  Session  of  the  Annual   Convention — 

The  New  Officers 


TORONTO,  Jan.  13.— Following  the 
visit  of  the  deputation  of  the  exec- 
utive of  the  Ontario  Retail  Mer- 
chants1' Association  to  the  office  of  the 
Hon.  H.  C.  Nixon,  provincial  secretary, 
at  the  parliament  buildings  on  Wednes- 
day morning,  the  convention  of  the 
association  was  called  together  in  the 
auditorium  of  the  Prince  George  Hotel. 
President  B.  W.  Ziemann  was  in  the 
chair.  Reference  was  made  in  last  week's 
issue  to  the  hearing  before  the  Provin- 
cial Secretary  and  the  various  questions 
there  brought  up,  were  dealt  with. 

One  of  the  Best  Years 

Opening  the  first  regu'ar  session  on 
Wednesday  afternoon,  Mr.  Ziemann  stat- 
ed that  1921  had  been  one  of  the  best 
years  in  the  organization  despite  the 
fact  that  it  had  been  a  hard  year  for 
many  retailers.  He  referred  to  the  news- 
paper statements  alleging  that  the  re- 
tailers were  responsible  for  holding  up 
prices,  stating  that  the  buyers'  strike  did 
not  bring  down  prices,  but  on  the  other 
hand  brought  about  a  disorganization  of 
business,  and  that  as  a  result  retailers 
could  not  sell  goods  and  so  could  not 
give  business  to  wholesalers.  In  turn  the 
manufacturer  was  forced  to  curtail  with 
the  resu't  that  unemployment  resulted  in 
a  large  measure. 

"No  one  body  can  act  alone  in  the 
commercial  world,"  said  Mr.  Ziemann, 
"and  what  affects  one  affects  every 
branch,  and  the  worker,  who  is  the  ulti- 


ONTARIO   R.M.A.  OFFICERS 
FOR   1922 

The  following  officers  were 
elected  by  the  Ontario  R.M.A.  for 
the  ensuing  year:  president,  W.  J. 
McCully,  Stratford;  first  vice- 
president,  Wilfred  Hodgins,  Lon- 
don; second  vice-president,  T.  A. 
Sharp,  Midland;  third  vice-presi- 
dent, R.  A.  Stephens,  Ottawa; 
treasurer,  D.  W.  Clark;  secretary, 
W.  C.  Miller.  Officers  to  the  Do- 
minion executive  council,  Henry 
Watters  and  R.  A.  Stephens,  Ot- 
tawa; representatives  on  the  Na- 
tional Exhibition  Board,  D.  W. 
Clark  and  T.  Bartram,  Toronto; 
and   auditor,  W.   S.  Ball,   Toronto. 


B.  W.  ZIEMANN 

Of  Preston,  who   has   retired  from   the 
presidency  of  the  Ontario  R.  M.  A. 


mate  consumer,  is  going  to  feel  it  just 
the  same  as  the  retailer,  wholesaler  and 
manufacturer.  The  people  by  this  time 
have  come  to  the  conclusion  that  the  re- 
tailer is  not  responsible  for  high  prices 
and  the  retai'er  cannot  break  away  by 
himself  from  the  situation.  I  venture  to 
say  that  there  is  not  a  retailer  who  is 
not  taking  his  loss  day  after  day  and  not 
saying*  anything  about  it.  We  have  had 
high  priced  goods  on  our  shelves  and  the 
only  way  to  take  advantage  of  lower 
prices  has  been  to  clear  out  the  old  goods 
at  any  price  and  stock  up  on  the  new. 
This  process  has  been  general  through- 
out the  country  and  retailers  are  not  in 
league  to  keep  up  prices.  There  are  so 
many  retailers,  and  all  anxious  to  do 
business,  that  this  competition  regu- 
lates prices  to  a  'arge  extent.  I  believe 
we  have  reached  the  turning  point  in  the 
road.  I  believe  from  now  on  we  will  find 
the  people  throughout  the  country  are 
gaining  confidence.  We  find  that  factor- 
ies are  beginning  to  operate  more  steadi- 
ly than   in  the  past  year." 

Increased  Membership 

Secretary  Miller's  report  showed  a 
total  of  3.D95  members,  a  net  increase  of 
685  for  the  past  year.  He  briefly  review- 
ed legislative  matters  taken  up  during 
the  year  including  the  eight  hour  day, 
transient  traders,  motor  vehicles,  amend- 
ments to  minimum  wage  law,  female 
help,  damage  to  stores  from  riots,  trade 
section  meetings,  auto  dealers'  delega- 
tion to  Ottawa  concerning  the  tax  on 
automobiles,  etc.  In  regard  to  this  latter 
matter  he  stated  that  the  manufacturers 
had  agreed  to  absorb  50%  of  the  tax 
which  was  demanded  by  the  Government 
from  dealers  on  cars  in  stock  at  time  of 
application,  but  the  adjustment  had  not 
been  satisfactory  and  a  full  refund  of 
the  amount  was  asked.  Concerning  the 
minimum    wage   regulations    Mr.    Miller 


pointed  out  that  in  most  cases  the  wages 
paid  by  retailers  are  higher  than  the 
minimum  wage  suggested. 

His  report  showed  that  five  new  trade 
sections  had  been  organized  in  Toronto 
in  the  year.  Assessment  matters  were 
also  being  taken  up  and  it  was  stated 
that  in  future  more  care  would  be  ex- 
ercised in  assessing  retai'ers'  properties. 
The  help  which  the  association  had  been 
to  merchants  in  connection  with  the  In- 
come Tax  was  also  dealt  with,  it  being 
pointed  out  that  whereas  some  mer- 
chants had  been  penalized  $50  for  laxity 
in  making  returns,  representations  had 
been  made  and  this  fine  reduced  to  $10  in 
most  cases. 

The  report  of  the  Treasurer,  D.  C. 
Clark,  showed  a  very  substantial  balance 
on    hand. 

Henry  Watters,  Dominion  treasurer, 
speaking  for  E.  M.  Trowern,  Dominion 
secretary,  pointed  out  that  it  was  the 
plan  to  appoint  provincial  advisory  com- 
mittees to  bring  pressure  on  the  Domin- 
ion Government  in  connection  with 
national  problems.  He  stated  that  an 
assistant  secretary  had  been  appointed 
on  the  Dominion  Board  for  the  purpose 
of  keeping  in  close  touch  with  various 
Government  departments. 

Govt.    Should    Pay    Inspection    Fees 

Referring  to  the  fees  charged  for  the 
inspection  of  weights  and  measures,  he 

(Continued   on   page   93) 


W.  J.  McCULLY 
Of  Strut  ford,  Ont.,  who  is  the  new  presi- 
dent  of    the    Ontario    Retail    Merchants' 
Association. 
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December  Business  was  Satisfactory 

Dry  Goods  Merchants,  For  The  Most  Part,  Did  Same  Volume  of 
Business  With  Slightly  Decreased  Cash  Returns — Some  Cases 
Better  Than  A  Year  Ago— Stocks  Are  Well  Cleaned  Up— The 
Coming  Year  to  be  Careful  One  With  Chances  Favoring  Better- 
ment If  Crops  Good 


THAT  is,  in  brief,  the  verdict  of 
dry  goods  merchants  throughout  the 
country  on  Christmas  trade.  To  many, 
it  was  better  than  they  had  expected  in 
comparison  with  what  they  had  done  in 
1920.  During  the  year  there  had  been 
more  unemployment,  there  was  evident 
a  greater  disposition  on  the  part  of 
people  who  had  money  to  conserve  it 
and  prices  have  fallen  during  the  twelve 
months  of  1921  to  a  much  greater  ex- 
tent than  in  the  corresponding  months 
of  1920.  The  value  of  merchandise  had 
dropped  about  thirty-three  per  cent  on 
the  average;  it  was  necessary,  therefore, 
to  increase  the  sales  by  iabout  that  much 
to  come  out  with  a  balance  sheet  that 
showed  the  same  cash  returns  as  in  De- 
cember of  1920.  There  would  not  have 
been  very  bitter  complaints  if  the  Christ- 
mas business  had  shown  a  considerable 
falling  off. 

Volume  About  the  Same 

By  means  of  a  questionnaire  and  by 
personal  contact  with  merchants  in  a 
number  of  the  leading  centres  of  this 
province,  Dry  Goods  Review  has  gath- 
ered information  which  shows  that  the 
volume  of  mercandise  sold  during  the 
month  of  December  was  equal  to  that 
sold  during  the  same  month  of  1920. 
In  a  few  cases,  it  was  even  greater. 
More  customers  were  waited  on,  except 
in  a  few  isolated  centres  where  local 
■conditions — such  as  Niagara  Falls,  for 
instance — had  greatly  decreased  the 
purchasing  power  of  the  consumer,  if 
not  actually  decreased  the  number  of 
■consumers.  Some  reports  were  to  the 
vffect  that  customers  sought  smaller  ar- 
ticles of  merchandise  than  they  did  a 
year  ago  and  the  heavier,  lines  suf- 
fered thereby,  though  there  are  one  or 
two  centres  where  grim  winter  is  a 
force  to  be  reckoned  with,  where  furs 
sold  better  than  a  year  ago,  presumably 
because  the  prices  were  down. 

Some   Cases    Better 

There  are  a  few  cases  where  business 
in  both  volume  of  merchanise  and  cash 
receipts  were  better  than  a  year  ago. 
One  large  department  store  in  Hamil- 
ton known  to  us  increased  its  sales  over 
75  per  cent  during  the  last  week  before 
Christmas  in  comparison  with  the  same 
week  a  year  ago.  Another  store  re- 
ports their  volume  of  merchandise 
greater  but  their  cash  returns  16  per 
cent.  less.  These  stores  did  some  very 
active  advertising  during  the  month  and 
pulled  hard  for  business.  Still  another 
store  in  reporting  an  increase  of  19 ^ 
per  cent,  in  volume  and  8%  per  cent,  in- 


crease in  cash  receipts  stated  that  they 
spent  less  on  newspaper  advertising  but 
devoted  more  attention  to  better  win- 
dow and  interior  dislay.  A  large  store 
in  eastern  Ontario  reports  the  volume 
of  business  greater  but  the  cash  returns 
exactly  the  same  as  a  year  ago;  while 
another  one  states  that  their  cash  re- 
turns were  within  five  dollars  of  those 
of  December  1920.  A  leading  firm  in 
Northern  Ontario  stated  that  their  vol- 
ume of  business  was  about  the  same  as 
a  year  ago  and  that  the  demand  was 
more  for  necessities  than  a  year  ago, 
while  their  cash  returns  were  about 
three-quarters  of  what  they  were  in 
1920. 

Some  Feel  the  Pinch 

Some  of  the  stores  throughout  the 
country  have  felt  the  pinch  of  the  year 
and  report  the  volume  of  sales  as  less, 
as  well  as  the  cash  returns.  One  mer- 
chant reports  the  volume  90  per  cent,  of 
that  of  a  year  ago  and  the  cash  receipts 
75  per  cent,  of  those  of  December  1920. 
Still  another  says  volume  was  80  per 
cent,  and  cash  receipts  60  per  cent,  of 
a  year  ago.  A  merchant  from  northern 
Ontario  says  he  served  25  per  cent,  few- 
er customers  and  his  cash  returns  were 
50  per  cent,  below  those  of  a  year  ago. 
A  number  of  other  reports  are  to  the 
effect  that  the  volume  of  business  was 
about  the  same  with  the  cash  returns 
lower  by  from  5  to  25  per  cent. 

Stocks  are  Clean 

There  is  almost  a  unanimity  of  opinion 
from  all  parts  of  the  country  as  to  the 
condition  of  the  stocks  in  the  retail 
stores.  They  have  been  well  cleaned  up 
and  merchants  state  that  their 
stocks  are  in  the  best  shape  they 
have  been  in  for  some  time — some  say 
for  years.  In  the  departments  handling 
the  smaller  articles  on  which  there  is  al- 
ways a  big  Christmas  rush,  and  this 
Christmas  a  particular  one,  stocks  are 
in  many  cases,  nearly  wiped  out.  Al- 
ready merchants  have  had  to  go  into  the 
markets  to  replenish  their  depleted 
stocks.  The  heavier  departments  did  not 
fare  so  well,  but  with  the  sales  that 
have  been  run  and  the  extra  efforts  put 
forth  to  dispose  of  surplus  stocks,  they 
are   pretty  well  cleaned  up. 

These  reports  confirm  articles  that 
have  appeared  in  Dry  Goods  Review  be- 
fore to  the  effect  that  the  merchants  be- 
gan the  year  1922  with  their  stocks  in 
good  condition.  This  view  has  been  sub- 
stantiated by  the  Financial  Post  which 
sent    a    questionnaire    to    over   400    bank 


managers  throughout  the  country  and 
received  answers  to  the  effect  that  many 
merchants'  stocks  were  actually  below 
their  requirements. 

A   Careful  Year   Ahead 

In  conversation  with  many  merchants 
with  regard  to  the  year  upon  which  we 
have  just  entered,  the  opinion  is  gather- 
ed that  care  will  be  exercised  through- 
out; it  will  be  a  "Watch  your  step"  year 
in  which  the  consumer  demand  will  be 
carefully  noted  and  reflected  in  the  buy- 
ing policy  of  many  keen  merchandising 
men.  One  merchandising  manager  stat- 
ed to  Dry  Goods  Review  that  before  any- 
buying  was  done,  the  fullest  and  complet- 
est  knowledge  would  be  at  his  disposal 
with  regard  to  stock  on  hand  in  quan- 
tities, sizes  and  styles,  so  that  no  over- 
buying would  result.  On  the  other  hand, 
he  does  not  expect  to  lose  sales  because 
of  fear  of  buying.  Requirements  will  be 
placed  without  fear,  knowing  that  the 
store  with  the  depleted  stock  has  little 
chance  of  retaining  its  customers.  Deal- 
ers are  optimistic,  though  not  foolishly 
so.  They  look  for  the  gradual  return  of 
normal  times.  When  the  extent  and 
value  of  the  next  western  crop  is  known 
and  if  it  is  favorable  they  expect  better 
times  to  set  in.  Where  local  conditions 
are  such  that  employment  will  be  p.enti- 
ful  on  account  of  public  works  or  build- 
ing of  private  homes,  merchants  feel  that 
they  will  do  good  business.  On  the 
whole,  as  good  a  year  as  1921  is  look- 
ed for  with  the  chances  largely  in  favor 
cf  a  better  one. 


CONVENTION  TO  BE  A  BIG  AFFAIR 

(Continued  from  page  61) 

entertainment  for  the  visiting  delegates. 
It  is  hoped  that  between  1,500  and 
2,000  business  men  from  all  sections  of 
the  Province  will  be  in  attendance  dur- 
ing a  part  or  a  whole  of  the  week. 
Arrangements  are  being  made  for  their 
entertainment  in  such  a  way  that  it 
cannot  he  said  that  time  hangs  dully 
on  their  hands  when  the  arduous 
duties  of  the  day  are  over.  Banquets 
and  theatre  parties  will  be  the  order 
of  the  day. 


John  Christie,  advertising  and  sales 
manager  for  the  firm  of  Hodgson,  Sum- 
ner, Montreal,  has1  left  on  an  extended 
trip  through  the  western  states  for  the 
purpose  of  studying  conditions  there 
and  visiting  the  leading  firms  of  Chicago. 
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Open  Golf  School  in  Their  Store 

New  Departure  by  Blumenthal  Sons  of  Montreal  by  Which  They 
Expect  to  Draw  Trade  From  Enthusiastic  Golfers — Initial  Outlay 
of  the  Firm  Very  Small — The  Plan  Described — Getting  Women's 
*  Trade  as  Well. 


ANEW  and  profitable  departure  in 
store  features  has  recently  been 
inaugurated  by  the  Montreal  firm 
of  Blumenthal  Sons,  Limited,  which 
promises  to  become  one  of  the  most  suc- 
cessful they  have  yet  tried.  The  idea  in 
question  is  the  installation  of  a  large 
and  very  complete  golf  school  in  the  la  e- 
ment  of  the  store,  which  occupies  an 
area  of  more  than  6000  square  feet  of 
floor  space,  and  which  is  unique  in  that 
it  is  the  only  golf  school  conducted  in  a 
retail  clothing  establishment. 

Explaining  the  idea  to  a  staff  member 
of  Men's  Wear  Review,  a  member  of  the 
firm  spoke  of  the  intens ;  enthusiasm 
which  is  manifested  by  beginners  at  the 
game  and  the  real  need  that  exists  for 
a  good  indoor  course  on  which  they  may 
keep  in  practice  throughout  the  winter 
months.  It  has  long  been  a  custom  in 
leading  departmental  stores  to  feature 
such  indoor  courses,  and  in  New  York 
every  representative  store  such  as  Wana- 
maker's,  McCreery's  and  Gimbels  and 
also,  the  sporting  goods  stores  and  lead- 
ing hotels  feature  miniature  links  on 
which  beginners  and  more  advanced 
players  may  keep  in  trim  for  the  real 
season.  Montreal  stores  have  featured 
these  indoor  courses  with  such  mccess 
that  the  idea  has  come  to  be  looked  upon 
as  a  logical  department  wherever  space 
is  available.  Wherever  the  game  of  golf 
is  played  there  is  an  opportunity  to  open 
an  indoor  golf  school  and  the  value  of 
this  school  as  a  drawing  card  to  the 
clothier  is  not  to  be  overlooked  in  any 
locality,  no  matter  how  small. 

In  each  of  the  indoor  golf  schools 
conducted  by  Montreal  stores,  the  state- 
ment was  made  that  the  demand  for  ex- 
pert instruction  is  becoming  increasingly 
popular  and  the  engagement  books  of 
the  professionals  under  whose  supervi- 
sion the  courses  are  operated,  show  not 
a  single  idle  moment  from  early  morning 
to  closing  time. 

Value  To  Retailer 

The  particular  valu°  to  th«  clothier 
in  one  of  these  indoor  courses  lies  in  the 
fact  that  they  cost  little  to  construct, 
they  do  not  necessarilv  require  a  large 
area  of  floor  space,  they  bring  people 
into  the  store  who  may  have  never 
entered  it  before  and  they  stim^.ate  the 
sale  of  sports  clothes  and  furnishings. 
In  the  case  of  the  Smart  Set  Golf  Course 
erected  in  the  Blumenthal  store,  so  nam- 
ed by  the  way,  in  honour  of  the  range 
of  clothing  featured  &?  the  store's  lead- 
ing line,  there  are  three  compartments 
fcr  practising  driving,  nearly  a  dozen 
putting  greens,  as  well  as  bunkers  and 
other  aids  to  pleasurable  exercise.  In 
addition  a  workshon  is  maintained 
wherein  all  types  of  clubs  are  made  and 


Some  months  ago,  Men's  Wear 
Review  urged  Canadian  retailers 
to  get  after  the  golfers'  business. 
The  game  of  golf  is  becoming  ever 
and  ever  more  popular  and  cater- 
ing to  the  needs  of  the  well-dress- 
ed golfer  is  opening  up  a  new  av- 
enue of  profits  for  a  number  of 
the  most  aggressive  men's  wear 
dealers  throughout  the  country. 
The  accompanying  article  dealing 
with  a  new  idea  just  put  into  op- 
eration in  the  Blumenthal  store  in 
Montreal  is  one  that  might  well 
command  the  earnest  attention  of 
many  retailers  who  are  ynerelian- 
dising  in  a  centre  that  is  becoming 
more  and  more  popular  as  a  golf 
centre. 


fitted  to  the  heads  by  an  expert  m  this 
work,  and  these  are  also  for  sale. 
Points  To  Remember  in  Layout 
The  main  essential  to  success,  plenty 
of  light,  has  been  provided  for  in  the 
Blumenthal  store  course  and  innumer- 
able overhead  globes  shed  direct  light 
on  each  section  of  the  floor.  The  ser- 
vices of  professional  are,  of  course,  also 
essential  and  two  are  thus  employed 
on  the  Smart  Set  Course,  both  of  whom 
are  well  known  to  Montrealers  at  large 
on  account  of  their  association  with  two 
cf  the  most  fashionable  golf  courses  in 
Quebec.  The  arrangement  made  with 
the  professionals  is  usually  on  the  basis 
that  the  store  furnishes  the  space  and 
equipment  which  in  the  case  of  the  Blu- 
menthal course  cost  about  $100  only, 
and  the  instructors  make  a  charge  of  $15 
for  lessons.  There  is  a  membership  fee  of 
$5  for  the  season  as  well.  These  fees 
pay  the  instructors  while  the  advertis- 
ing and  the  nrestige  resulting  from  the 
presence  of  the  school  in  the  store  pays 
the  latter  equally.  New  goods  peculiarly 
suitable  for  sports  purposes  are  promin- 
ently displayed  on  the  course  and  special 
displays  of  other  goods  are  arranged 
along  the  corridor  leading  to  the  course 
which  likewise  exercise  not  a  little  at- 
traction uoon  the  players.  That  the  idea 
of  the  indoor  coui'se  is  very  profitable 
is  made  clear  by  th?  fact'  that  all  estab- 
lishments in  which  it  is  conducted  find 
it  worth  while  to  feature  the  indoor 
course  year  after  year  with  ever  increas- 
ing popularity. 

How  The  Course  Is  Planned 

Although  the  Blumenthal  course  is 
located  in  their  spacious  basement,  the 
usual  plan  in  force  in  most  stores  is  to 
use  an  upper  floor,  or  the  roof,  or  any- 
where that  good  lighting  is  available. 
The  apparatus  consists  mainly  of  a 
framework  of  wood  about  18  x  20  and 


this  is  enclosed  by  wire  netting  or  heavy 
canvas,  a  bull's-eye  is  put  up  at  the  far 
end  of  each  practice  course,  and  the  be- 
ginner drives  off  from  a  mat  at  the 
opposite  end.  The  balls  strike  the  bull's- 
eye  and  after  dropping  to  the  floor  roll 
back  to  the  player  by  means  of  a  slightly 
inclined  floor  designed  for  this  purpose. 
Here  is  undoubtedly  a  cue  for  the  re- 
tailer who  carries  any  type  of  sports 
wear.  If  there  is  a  golf  club  in  the  vicin- 
ity of  his  town,  there  is  a  valuable  oppor- 
tunity for  him  to  open  a  practice  course 
this  winter  at  little  cost  for  equipment 
and  with  only  a  moderate  demand  for 
space.  By  this  means  he  can  stimulate 
the  sale  of  golf  suits,  sweaters  and 
hosiery  as  well  as  the  street  clothing 
or  formal  clothes  that  many  men  seem 
to  prefer  in  Canada  for  general  wear. 
The  presence  of  such  a  golf  course  in  the 
town  invests  it  with  a  decidedly  metro- 
politan atmosphere  and  gradually,  the 
name  of  the  store  observed  on  such 
things  as  smart  neckwear,  shirts  or  top 
coats,  will  come  to  be  associated  with 
that  subtle  something  vaguely  associat- 
ed with  correctness  in  people's  minds. 
Blumenthal  Sons  are  planning  to  arrange 
special  displays  of  new  goods  all  round 
the  course  to  serve  both  as  a  decorative 
feature  as  well  as  a  means  of  promot- 
ing the  sale  of  sports  goods.  The  major- 
ity of  golfers,  it  is  stated,  are  constant- 
ly complaining  of  the  dearth  of  suitable 
supplies  in  regular  stores.  The  small 
town  retailer  therefore  has  an  excellent 
opportunity  provided  he  can  obtain  the 
requisite  space  to  win  to  his  store  all 
the  golf  enthusiasts  in  his  community. 

Getting  Women's  Trade  in  Addition 

The  main  object  is  to  have  the  en- 
trance through  the  store  and  to  play 
up  the  character  of  the  store  itself  along 
with  the  sport.  There  is  no  reason  why 
women  should  not  become  as  numerous 
as  men  players,  especially  as  they  have 
more  time  to  devote  to  the  game,  and  a 
ladies'  dressing  room  will  prove  an  ap- 
preciated asset  if  possible.  The  women 
who  natronize  the  indoor  golf  school 
will  in  all  probability  do  as  much  pur- 
chasing as  they  Dossibly  can  in  the  store, 
in  order  to  save  time.  If  the  store  carries 
chauffeurs'  supplies  an  invaluable  oppor- 
tunity presents  itself  to  display  uniforms 
and  accessories  in  a  prominent  corner 
of  the  golf  course. 

The  Union  Clothing  store  is  the  name 
of  a  new  business  recently  opened  ;it 
267   St.   Paul   street,   St.   Catharines. 


R.  H.  &  J.  Dowler  conducted  a  "Pros- 
perity Drive"  sale  in  their  four  stores 
during  the  latter  part  of  November. 
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Novel  Contest  of  Regina  Trading  Co. 

Gave  Away  Over  100  Tons  of  Coal  Free — Managing  Director 
Says  It  Resulted  In  Large  Increase  of  Sales  At  Nominal  Cost — 
Three  Tons  Given  Away  Each  Day — Store  Decorations  In  Har- 
mony— Rules  of  the  Competition  and  Reasons  For  Holding  it. 


RULES  OF  THE  COMPETITION 

1.  Each  voucher  will  ba  dat'id, 
and  must  be  presented  to  the  Frea 
Coal  Office  on,  or  before,  that 
date.  Vouchers  must  not  be  accum- 
ulated. 

2.  Each  voucher  when  presented 
will  be  stamped  with  the  time  it 
was  received.  FIRST  three  vouch- 
ers presented  giving  nearest  cor- 
rect estimates  will  win. 

3.  A  voucher  is  given  with  each 
full  dollar  you  spend.  Use  transfer 
cards  to  get  advantage  of  the  odd 
amounts  of  your  purchases. 

4.  Employees  of  The  Regina 
Trading  Company  are  debarred 
from  the  competition. 

5.  Should  you  not  require  coal 
you  will  be  given  instead  a  paid- 
up  transfer  shopping  card  to  the 
value  of  the  coal,  $13.50. 

6.  The  vouchers  you  receive  on 
Saturday,  the  first  day,  must  be 
turned  in  to  the  Free  Coal  Office 
not  later  than  Monday  at  6  o'clock. 
The  vouchers  you  receive  on  Mon- 
day must  be  turned  in  by  Tuesday 
at  6  o'clock,  and  so  on,  during  the 
competition. 

7.  You  will  estimate  on  Satur- 
day's voucher  the  number  of  words 
that  will  appear  in  Wednesday 
morning's  advertisement.  On  Mon- 
day's vouchers  you  will  estimate 
the  number  of  words  appearing  in 
our  Thursday  advertisement,  and 
so  on. 

8.  Each  figure  in  the  advertise- 
ments is  to  be  count?d  as  a  word 
(dollar  and  cent  figures,  as  well 
as  punctuation  marks,  such  as 
dashes,  rules,  etc.,  are  not  count- 
ed). 

9.  Write  your  name  and  address 
plainly  on  each  voucher. 

10.  The  correct  estimate  and  the 
winners  of  each  day  will  be  pub- 
lished in  The  Evening  Post.  The 
announcement  of  the  first  winners 
will  appear  in  Wednesday's  Even- 
ing Post. 

11.  The  words  of  the  advertise- 
ments will  be  counted  by  the  Ad- 
vertising Department  of  The  Lead- 
er Publishing  Company,  and  re- 
checked  by  The  Regina  Trading- 
Company. 

12.  No  one  person  will  be  allow- 
ed to  receive  more  than  5  tons  of 
coal  during  the  entire  competition. 

13.  The  coal  supplied  is  being 
purchased  from  Whitmore  Bros. — 
Gait  Lump  Coal,  valued  at  $13.50 
a  ton. 

14.  Remember  it  costs  you  ab- 
solutely nothing  to  estimate  in 
this  competition 


A  MERCHANDISING  plan  that 
flourishes  on  the  spirit  of  compe- 
tition in  contests  has  been  tried 
out  very  successfully  by  the  Regina 
Trading  Co.  Ltd.,  of  Regina,  Saskat- 
chewan. It  was  associated  with  some- 
thing that  is  a  very  great  necessity  in 
the  western  part  of  Canada — coal.  Three 
tons  of  this  precious  substance  were 
given  away  each  day  to  three  people 
who  came  nearest  to  guessing  the  exact 
number  of  words  appearing  in  their 
daily  advertisements.  We  need  not  go 
into  a  more  elaborate  explanation  of  the 
plan  than  is  given  elsewhere  on  this 
page  in  which  the  whole  plan  is  outlin- 
ed and  the  rules  of  the  competition  giv- 
en in  full.  One  or  two  things  might  b 
pointed  out,  however.  The  fact  that 
each  customer  had  to  spend  a  dollar  be- 
fore receiving  a  permit  to  vote  would 
have  the  tendency,  no  doubt,  to  turn 
such  purchases  to  the  Regina  Trading 
Co.  when  there  was  an  off-chance  th^ 
a  free  ton  of  coal  would  be  forthcoming 
if  the  lucky  guess  were  made.  In  the 
second  place,  it  directed  the  attention 
of  the  reader  to  the  advertisements  ap- 
pearing daily  over  the  name  of  the  Re- 
gina Trading  Co.  That,  of  itself,  was 
a  good  idea  and  would,  doubtless,  bring 
custom  to  the  store  aside  altogether 
from  the  possibility  of  being  a  good 
guesser. 

How    it  Succeeded 

A.  F.  Little,  secretary-treasurer  and 
managing  director  of  the  firm,  in  writ- 
ing to  Men's  Wear  Review  regarding 
the  plan  and  how  it  worked  out  said:  "It 
has  proven  to  be  a  splendid  merchandis- 
ing scheme  and  gave  us  a  large  increase 
of  sales  at  a  very  nominal  cost.  There 
being  three  winners  each  day  receiving 
a  ton  of  coal  each,  you  can  readily  un- 
derstand the  vast  number  of  boosters 
there  were  as  the  competition  progress- 
ed; neighbors  conveyed  the  good  news 
to  neighbors,  and  it  was  a  current  topic 
of   conversation. 

"Huge  blocks  of  coal  were  placed 
throughout  the  various  departments, 
and  in  our  display  window  with  the  in- 
scription, 'Free  Coal'  written  thereon  in 
white  letters.  A  free  coal  office  was 
built  on  the  main  floor  where  vouch- 
ers were  received." 

Many    Contests    Running 

During  the  month  of  December  there 
have  been  many  contests  in  progress 
over  the  country  and  there  are  those 
who  believe  it  will  be  one  of  the  factors 
of  a  successful  business  year  during 
1922.     This   plan   is   worth   studying. 


100  TONS  OF  COAL  ABSOLUTE- 
LY  FREE.  WHY.  YOU  ASK: 

It  is  a  fact  that  every  progress- 
ive firm  spends  thousands  of  dol- 
lars each  year  to  bring  customers 
to  their  place  of  business.  In  1921 
we  are  spending  approximately 
$30,000  a  year  in  advertising — 
commencing  October  1st,  and  con- 
tinuing during  the  month,  or  un- 
til further  notice,  we  have  decided 
to  adopt  a  new  plan — a  plan  where- 
by our  customers  reap  the  bene- 
fit. Our  aim  is  to  give  away  100 
tons  of  coal,  which  will  be  deliver- 
ed to  your  doors,  should  the  win- 
ners live  in  the  city. 

Each  day,  commencing  October 
1st,  we  will  give  away  3  tons  of 
coal — one  ton  to  each  of  three  cus- 
tomers who  buy  merchandise  at  cur 
store  on  that  day.  To  determine 
who  shall  win  this  coal  each  day 
we  have  arranged  this  unique 
plan: 

We  are  going  to  use  on  the  back 
page  of  each  issue  of  The  Morning 
Leader,  a  space  17  inches  square — - 
a  different  copy  will  appear  each 
day — that  is,  new  lines  of  merchan- 
dise will  appear  each  day,  or  a 
new  layout  of  copy.  Each  day's 
advertisement  will  be  as  nearly  as 
possible  an  average  advertisement, 
without  cuts,  such  as  appears  in 
the  press.  The  main  headlines  of 
each  advertisement  will  be  in  large 
type;  the  headlines  of  each  separ- 
ate line  of  merchandise  will  be  in 
display  and  medium  type.  Our 
usual  name  plates  will  appear  on 
the  bottom  of  each  advertisement. 
There  will  be  no  cuts  of  garments, 
or  merchandise  used  in  the  display. 
The  prices  of  lines  advertised  will 
be  in  heavy  type  figures  in  most 
instances.  The  balance  of  the  body 
of  the  advertisement  will  appear 
in  usual  news  type.  This  adver- 
tisement is  a  typical  example  of 
the  advertisements  that  will  ap- 
pear. 

Commencing  October  1st,  and 
continuing  until  further  notice,  we 
will  give  to  each  customer  a  blank 
voucher  for  each  dollar  he  or  she 
spends  in  the  store.  On  each  vouch- 
er the  customer  may  estimate  the 
number  of  words  appearing  in  our 
advertisement  in  the  issue  of  The 
Leader  three  days  hence. 

The  first  three  correct  estimates 
or  nearest  correct  estimates,  will 
entitle  the  owners  of  same  to  one 
ton  of  Gait  Lump  Coal  free. 
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The   aeroplane   used   by   the   E.    Plante   Clothing   Company   in   their   scheme   to 
attract  custom  by  giving  air-drives  with  purchases  of  merchandise  at  their  store.* 


Aeroplane  as  a  Business-Getter 

Ernest  Plante  Clothing  Co.  of  Montreal  Successfully  Work  Out 
Novel  Plan — A  Free  Ride  in  the  Air  With  a  Twenty-five  Cent  Pur- 
chase— Getting  New  Customers  and  Holding  Them — Will  Enlarge 
Upon  the  Idea — Makes  a  Good  Net  Profit  During  the  Time 

Scheme  is  in  Operation 

WHAT  is  believed  to  be  one  of 
the  most  original  "stunts"  used 
in  the  men's  wear  field  was  that 
used  by  the  Ernest  Plante  Clothing  Co., 
161  Craig  St.  West,  Montreal,  P.  Q. 
This  idea  is  taking  purchasers  of  goods 
in  his  store  for  a  spin  in  an  aeroplane. 
At  first  the  offer  was  made  that  all 
purchasers  of  fifty  dollars  or  more  at 
one  time  would  be  given  a  ten  minute 
trip  in  the  plane  out  afterwards  that 
arrangement  was  made  thar  all  pur- 
chasers of  twenty-five  cents  or  more 
would  be  entitled  to  a  trip.  At  first, 
one  might  think  that  this  was  a  foolish 
move  as  many  would  come  in  and  make 
any  kind  of  a  small  purchase  and  then 
ask  to  be  given  a  ride,  but  such  was  not 
the  case.  While  there  were  a  few  who 
asked  to  be  taken  up  who  had  bought 
only  a  small  amount  of  gods,  the 
majority  of  the  sales  of  would-be  joy 
riders  averaged  at  least  two  dollars. 

The  idea  of  taking  up  anyone  who 
made  a  purchase  was  that  if  once  they 
started  coming-  to  the  store  they  would 
continue  and  it  was  this  attractive  offer 
that  spread  the  news  around  and  gave 
the  stoi-e  such  wide  advertising.  With 
very  few  exceptions,  customers  who 
started  to  come  to  the  store  while  the 
"stunt"  was  on  and  took  advantage  of 
the  ride  have  continued  to  buy  there. 
During  the  interview  with  Men's  Wear 
Review,  Mr.  Plante  told  of  four  chaps 
who  had  been  among  the  curious  and 
wishing  to  have  a  ride  had  made  pur- 
chases, which  totalled,  did  not  exceed 
five  dollars  and  yet  all  had  their  ride. 
Since  their  experience  all  have  returned 
and  are  now  regular  customers  and  up 
to  the  time  of  the  interview  had  spent 
over  fifty  dollars  between  them  in  fur- 
nishings.' "This,"  said  Mr.  Plante,  "is 
where  the  idea  pays  the  returns." 

The  avei^age  cost  of  each  trip  was 
twenty  cents  and  while  this  was  not 
always  covered  by  the  profit  on  the  sale 
it  was  a  wonderful  advertisement.  To 
further  stimulate  interest,  Mr.  Plante 
offered  to  all  purchasers  of  fifty  dol- 
lars or  more  to  give  them  some  stunt 
flying  and  to  wind  up  the  trip  by  cir- 
cling under  the  Victoria  Bridge,  which 
spans  the  St.  Lawrence  River,  the  bridge 
being  a  mile  and  a  half  long  and  hav- 
ing abutments  every  few  hundred  feet. 
There  were  only  eight  during  the 
whole  season  who  would  chance  this 
trip.  This  offer  was  only  made  after 
it  had  been  decided  to  give  the  rides 
to  the  smaller  purchasers  also. 
A  Good  Net  Profit 
The    plane    used    was    Canadian   built 


and  cost  two  thousand  dollars  at  the 
point  of  building.  Beside  the  pilot  it  has 
seating  capacity  for  two  passengers.  As 
a  result  of  the  use  of  this  plane  the  total 
sales  in  the  Plante  st  re  exceeded 
seventy-five  thousand  dollars  for  the 
time  it  was  in  use.  After  all  costs  had 
been  figured  and  twenty  per  cent,  al- 
lowed for  the  deterioration  of  the  mach- 
ine, there  was  a  net  profit  of  three 
thousand  eight  hundred  dollars.  This 
result  was  very  pleasing  to   Mr.   Plante. 

While  Mr.  Plante  does  not  personally 
take  his  customers  for  their  rides,  he  is 
nevertheless,  a  capable  pilot  himself. 
He  first  took  up  flying  himself  in 
the  city  with  a  friend  who  had  a  plane 
and  when  he  bought  his  own  machine  he 
drove  it  from  Toronto  to  Montreal,  him- 
self, after  having  been  up  in  the  air  five 
hours  previous  to  his  star-ting  on  the 
trip.  When  the  season  closed,  Mr. 
Plante  had  four  machines  in  operation, 
these  being  used  for  commercial  work 
throughout  the  city  and  province.  As 
his  first  lieutentant,  Mr.  Plante  has,  in 
the  person  of  J.  A.  Mondor.  one  of  the 
cleverest  pilots  that  served  with  the 
Canadian  Air  Force  in  France. 

To  Expand  Scheme 

It  is  Mr.  Plante's  intention,  next  year 
to  put  a  ten  passenger  flying  boat  in 
this  service  and  offer  the  free  trips  to 
the  customers  of  the  store  as  this  year. 
This,  in  his  opinion,  will  mean  bigger 
business  thon  ever  for  the  store. 

Mr.  Plante  succeeded  his  father  in 
the  business  at  his  death,  two  years  ago. 
"I  am  a   great  believer  in  these  'stunt' 


ideas,"  said  Mr.  Plante.  "for  they  will 
cause  people  to  look  at  your  store  when 
ordinary  methods  fail."  One  of  the 
best  advertising  methods  used  was  to 
drop  pamphlets  down  occasionally  from 
the  plane  over  the  business  section  of 
the  city.  There  was  no  advertisement 
of  this  event  carried  in  the  daily  news- 
papers, although  our  representative 
failed  to  learn  the  reason,  but  each 
month  there  was  a  full  page  used  in 
an  aero  paper  which  is  circulated  among 
the  Canadian  pilots.  Aside  from  this, 
Mr.  Plante  relied  entirely  on  his  window- 
advertising  which  played  up  the  scheme 
to  a  very  large  extent.  The  store  is 
located  about  twenty-five  feet  from  one 
of  the  busiest  comers  in  the  city  and 
there  are  people  changing  cars  here  at 
all  hours  of  the   day. 


TO  MANUFACTURE  WEBBED  GOODS 

Canadian  dealers  will  shortly  be  offered 
the  product  of  a  new  manufacturing  organi- 
zation, though  not  a  new  firm.  E.  &  S. 
Currie,  Ltd.,  of  Toronto,  have  installed  the 
very  latest  machinery  for  the  manufacture 
of  suspenders,  garters  and  arm  bands  and  are 
bringing  into  being  an  organization  that 
promises  to  be  energetic  in  the  prosecution  of 
this  new  arm  of  their  organization.  The 
trade  will  soon  be  offered  their  new  product 
as  models  are  now  well  under  way  and  ready 
f  or  showing. 

Currie's  have  let  a  contract  for  webbing 
for  their  new  factory  which  is  being  made  to 
their  special  order.  Special  attention  is 
being  devoted  to  trimmings,  which  will 
match,  and  to  the  metals  used,  which  will  be 
guaranteed  rust  proof.  The  standard 
length  of  their  suspenders  will  be  38  inches. 
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Ho  2. 


Paris  Haberdashery  In 
Montreal 

Figure  1  illustrate*  a  smart  new 
shirt  imported  from  Paris  featur- 
ing the  new  ivide  tucks  and  French 
double  cuff*.  This  shirt  is  shown 
in  hotli  plain  white  pique  or  in  per- 
cale with  a  striped  front,  and.  is  a 
popular  style  with  well  dressed  men 
of  Paris. 

Figure  2  shows  some  novelty 
braces  made  of  tie  silk  with  fasten- 
ing tabs  of  knitted  silk.  A  single 
piece  of  elastic  at  the  back  provides 
sufficient  stretch  and  comfort. 
These  come  in  a  variety  of  colors, 
mostly  gay,  as  befits  Parisian  ori- 
gin. 

Figure  3  is  a  new  pyja/ma  de- 
veloped in  either  silk  or  linen, 
striped  in  blue,  fastened  with  white 
hand-made  frogs.  The  monogram- 
med  pocket  is  a  novel  touch. 

Figure  U  represents  some  start- 
ling but  extremely  artistic  novelty 
handkerchiefs,  featuring  border 
((nd  ring  designs  in  a  multitude  of 
colors  intermingled. 

Figure  5  typifies  the  style  of  un- 
derwear affected  by  men  of  France 
to  accompany  shirts  of  the  same 
material,  carrying  out  the  "set" 
idea.  Pyjamas  may  also  be  ob- 
tained in  the  same  patterns.  The 
waisted  effect  is  particularly 
strong  at  present  in  Paris. 

Figure  G  depicts  two  of  the  new- 
est ideas  in  silk  handkerchiefs  for 
men.  The  various  colors  used  are 
blended  softly  together  until  blues 
greens,  orange  and  reds  are  scarce- 
ly distinguishable  in  a  faint  blur, 
like  Dresden  china.  The  creators 
name  this  novelty  the  "lava"  de- 
sign. 

All  novelties  sketched  by  our  ar- 
tist at  the  Exhibit  of  French  Pro- 
ducts by  courtesy  of  M.  Chassagne 
of  Montreal,  who  represents  the 
nuikers,  J.  Hay  em  et  Cie,  of  Farm, 
France. 
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Find  It  Necessary  To  "Keep  On  Our  Toes" 

So  Say   Scott  &   Foster  Of   Smiths  Falls 


Large  Part  of  Their  Business  Is  With  the  Railway  Men — Do  Not 

Find  That  Sensational    Methods   Have    Much  Effect  With  This 

Class  of  Trade — Conservative  Methods  Preferred 


T 


HERE  is  only  one  worth  whiie 
location  for  the  men's  wear 
shop  in  a  small  town  and  that 
is  close  to  the  post  office  and  the  mov- 
ies. If  located  conveniently  to  both 
places  the  retailer  gets  the  benefit  of  a 
steady  stream  of  pedestrians  at  all 
hours  of  the  day  and  evening,  and  many 
of  these  will  be  glad  of  the  opportunity 
to  study  a  good  display  of  new  merchan- 
dise if  they  have  a  few  minutes  to  put 
in  before  the  mail  arrives  or  the  sec- 
ond show  commences."  Such  is  the 
opinion  of  H.  G.  Scott,  of  the  firm  of 
Scott  &  Foster  of  Smiths  Falls,  Ont., 
expressed  during  an  interview  with  a 
member  of  the  staff  of  Dry  Goods  Re- 
view. 

Caters  to  Railway  Men 

In  a  town  such  as  Smiths  Falls  which 
is  a  prominent  railway  centre  through 
which  pass  daily  transcontinental  lines 
in  four  directions,  there  is  naturally  a 
large  population  of  railway  men  who 
require  a  considerable  amount  of  mer- 
chandise suited  to  their  individual  needs, 
both  for  work  and  leisure  requirements. 
How  t»  cater  most  satisfactorily  to  this 
important  class  of  customers  is  the 
question  which  Scott  &  Foster  have  set 
themselves  to  answer  in  a  practical 
manner. 

Keeping  Up  Turnover 

"We  are  finding  business  good,"  ex- 
plained Mr.  Scott,  "but  we  must  keep 
on  our  toes  constantly  to  give  the  best 
service  demanded.  This  place  is  known 
as  a  'mail-order  terminal'  which  means 
that  it  is  a  distributing  point  for  the 
many  thousands  of  catalogues  which 
come  through  for  this  section  of  the 
country,  and  consequently,  we  have  our 
strongest  competitor  right  in  the 
freight  cars  which  unload  their  contents 
into  our  local  post  office.  As  may  be 
imagined  the  advent  of  the  catalog 
is  the  signal  for  local  merchants  to 
speed  up  their  efforts  to  offer  exception- 
al prices,  ,and  that  we  have  not  yet  gone 
behind  in  turnover  is  proof  of  the  fact 
that  our  efforts  are  not  in  vain.  Our 
most  successful  plan  of  combating  the 
probem  is  merely  to  supply  the  self- 
same merchandise  at  a  few  cents  less 
and  lay  the  goods  before  the  customer 
as  proof.  The  catalogue  pictures  al- 
ways look  so  inviting  and  attractive,  yet 
the  merchandise  never  seems  to  come  up 
to   expectations   somehow." 

"Railway  men  are  good  spenders." 
continued  Mr.  Scott,  "and  they  want 
the  best,  whether  it  is  for  work  or  for 
play.  They  also  appreciate  truthful  ad- 
vertising in  any  form  and  are  quick  to 
criticise  any  attempt  at  misrepresenta- 
tion.    They    are    not    like    the    farmers 


who  want  more  value  than  ever  for  their 
dollar  but  ask  merely  for  a  square  deal, 
that  is  to  say,  the  best  kind  of  goods 
procurable  and  they  make  no  kick  about 
the  price  but  prefer  to  look  over  things 
themselves.  We  have  found  the  best  way 
of  selling  working  gloves,  for  example, 
is  to  keep  a  full  range  of  the  wanted 
kinds  in  a  small  fixture  right  beside  the 
front  dooor,  where  a  man  can  see  at  a 
glance  the  kind  he  wants,  can  try  them 
on  himself  and  has  o^y  to  bring  them 
over  to  be  wrapped  and  change  given  if 
necessary.  There  is  scar?e'y  a  day  that 
this  convenient  little  salesman  does  not 
dispose  of  several  pairs  of  gloves  and 
the  idea  of  'help  yourself  is  probably 
the  reason." 

"We  have  found  that  sensational 
stunts  carry  no  weight  with  this  class 
of  custom,"  continued  Mr.  Scott,  "and 
for  this  reason  we  do  not  feature  sales 
of  any  sort,  any  clearances  that  may  be 
desired  being  effected  by  sharp  price 
cutting  in  the  ordinary  way." 

Ties  and  Jewellery  Accessible 
Appearance  counts  for  much  in  the 
store  also,  and  a  cheery  bright  atmos- 
phere fairly  radiates  from  it.  The  walls 
are  calsomined  a  soft  green  with  a  con- 
ventional border  stencilled  in  black. 
Table  displays  of  bright  scarlet  sweat- 
ers here  and  there  picked  out  in  yellow 
or  white  provide  a  note  of  striking  con- 
trast as  well.  All  the  merchandise  is 
under  glass  with  the  exception  of  neck- 
wear and  jewellery  articles,  which  are 
displayed  upon  the  usual  racks  easily 
accessible  to  the  customer  who  desires 
to  try  the  effect  of  several  different 
kinds.  The  partners  believe  that  ties 
should  be  close  to  the  hands  of  custom- 
ers not  to  be  admired  at  a  distance,  and 
they  also  feel  that  such  small  articles 
as  studs,  cuff  links  or  collar  pins  are 
twice  as  interesting  when  they  can  be 
picked  up  and  examined  closely  than 
they  are  when  viewed  through  glass. 
These  are  goods  which  appeal  to  a  man's 
sense  of  vanity  if  you  will,  and  are  not 
so  much  necessities  as  impulse  mer- 
chandise, bought  without  previous 
thought  being  given  to  the  need  for  the 
article.  When  a  shirt  is  being  sold, 
how  easy  it  is  to  slip  one  of  the  new 
monogrammed  cuff  buttons  into  the  but- 
tonhole and  let  the  customer  judge  of 
the  effect.  Few  men  can  resist  an  ad- 
ditional purchase  presented  in  this  way, 
be  they  railway  men  or  business  men. 
There  is  no  need  to  say  much  in  intro- 
ducing goods  in  this  manner,  for  the 
mere  act  of  showing  the  combination 
of  the  studs  with  the  shirt  or  a  tie-clip 
with  a  cravat,  or  a  silk  muffler  inside  an 
overcoat    should   be    sufficient.      In   fact 


there  is  no  class  of  merchandise  which 
cannot  be  effectively  supplemented  with 
some  little  extra,  and  it  is  the  total  cost 
of  these  little  extras  which  help  to  roll 
up  a  goodly  amount  in  '.ollars  and  cent? 
in  the  course  of  the  year. 

The  Friendly  Spirit 

Friendliness  wins  customers  in  a  rail- 
way town,  too,  explained  Mr.  Scott,  be- 
cause most  of  the  men  like  to  be  called 
by  their  first  names  and  dislike  the  term 
"Mister"  as  savoring  of  "high-browness." 
Even  though  customer  and  store-keeper 
may  not  be  friends  of  life-long  stand- 
ing, they  are  usually  "Tom"  or  "Jack" 
to  one  another  before  very  long.  Court- 
esy to  customers  is  insisted  on  as  one 
of  the  primary  principles  of  merchandis- 
ing in  the  Scott  &  Foster  store  and  al- 
though familiarity  is  encouraged,  there 
is  not  the  slightest  fear  that  its  at- 
tendent  failing  of  lack  of  respect  may 
become  noticeable  in  the  relations  be- 
tween customers  and  sales  staff. 

Conservative  Methods  Preferred 

As  an  example  of  the  rare  efforts 
made  by  Scott  &  Foster  to  employ  meth- 
ods savoring  of  the  unusual  was  cited  an 
instance  when  they  gave  away  fountain 
pens  with  boys'  suits.  The  pens  were 
exceptionally  good,  yet  no  greater  busi- 
ness was  done  than  would  have  been  or- 
dinarily the  case  and  ever  since  the 
firm  has  found  it  unnecessary  to  stim- 
ulate their  particular  class  of  trade  by 
such  means.  "The  wives  of  railway  men 
are  thrifty  and  capable  buyers  but  are 
among  the  best  customers  any  store 
can  wish  for,"  said  Mr.  Scott.  "They 
want  smart,  good  quality  merchandise 
whether  it  is  for  son,  father  or  brother, 
and  they  are  willing  to  pay  for  it  with- 
out quibbling  over  prices." 


In  the  fiscal  year  1921,  wool  export  ship- 
ments from  Canada  totalled  in  value  $2,168,- 
256,  and  in  1920,  $5,472,236.  In  1921,  7,- 
128,065  pounds  went  to  the  United  ftates, 
130,169  to  the  United  Kingdom,  and  29,689 
to  Newfoundland.  In  the  year  previous 
8,859,682  pounds  were  exported  to  the  Un- 
ited States,  195.081  to  the  United  Kingdom, 
and  29,964  to  Newfoundland.  Canada  has, 
however,  always  been  the  principal  market 
and  consumer  of  her  own  wool  products  and 
still  remains  so.  It  is  worthy  of  note  that 
up  to  the  Middle  of  October,  sales  cf  the 
Canadian  Co-operative  Wool  Growers  to  the 
Canadian  trade  exceeded  the  total  sales  of 
last  season  by  some  500,000  pounds. 


W.  H.   Cole  has   opened     up   a   men's 
wear  store  at  Bowmanville,  Ontario. 
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"JforeMorb" 


HERE  is  something  par- 
ticularly pleasurable  in 
the  sensation  of  awaiting  a 
surprise,  of  anticipating  new 
and  delightful  things.  The 
world,  in  its  industrial  sense, 
revolves  by  seasons,  and  in 
the  particular  industries 
which  cater  to  the  adorn- 
ment of  the  Canadian  wo- 
man there  are  but  two  which 
signify,  the  openings  of 
which  are  awaited  much  as 
an  expectant  audience 
awaits  the  rise  of  the  curtain  upon  a  new  play. 

And  so  each  year  there  are  but  two  acts  in  the 
drama  of  fashion,  the  Spring  and  Fall  seasons — 
Spring  eternally  youthful,  evanescent  and  joyous; 
Autumn  bedecked  in  scarlet  and  gold,  the  pomp 
of  maturity.  In  Spring  the  desire  to  be  free  of 
Winter's  restrictions  leads  us  inevitably  to  fling 
aside  cumbersome  wraps  and  furs  and  to  don  col- 
ors such  as  Nature  herself  puts  on  in  early  May. 
The  new  season  is  now  slowly  revealing  herself 
to  us  accompanied  by  an  entire  concourse  of 
charming  possibilities  in  the  matter  of  dress  and 
its  accessories. 

And  as  if  in  realization  of  the  fact  that  so 
many  perplexing  problems  have  been  happily 
solved,  while  others  are  on  the  high  road  to  solu- 
tion, the  guiding  minds  of  industry  have  evolved 
products  which  express  the  universal  longing  to 
be  free  from  the  "Winter  of  our  discontent."  Can- 
ada's workrooms  once  more  are  busy  and  from 
them  are  pouring  forth  such  captivating  novelties 
— dainty,  original,  artistic,  in  honour  of  this  return 
of  Spring. 

But  though  certain  rules  of  fashion  may  be 
decreed,  it  must  be  remembered  that  the  last  word 
is  seldom  if  ever  pronounced,  despite  all  the  boasts 
heralded  as  the  "dernier  cri  de  Paris,"  so  that 
throughout  everv  month  of  the  twelve,  many 
?mall  additional  style  points,  subtle  variations 
upon  color  effects  or  lines  are  worked  out  by 
versatile  brains  and  fingers.  And  these  are  de- 
veloped gradually  as  Spring  gives  way  to  Sum- 
mer, towards  the  one  end  of  achieving  individual 
distinction  and  even  perfection. 

Then  too,  there  are  innumerable  delights  to 
contemplate  in  the  matter  of  accessories  both  for 
the  costume  and  the  home — all  those  little  but 
vastly  important  trifles  which  have  such  tremen- 
dous value  in  the  achievement  that  becomes  fin- 
ally, the  perfect  whole.  It  does  not  pay  to  lose 
sight  of  a  single  delightful  change,  for,  after  all, 
the  perfect  garden  is  that  one  in  which  the  beauty 
is  constantly  renewed,  in  which,  by  the  time  the 
tulips  and  lilacs  are  beginning  to  fade  and  lose 
their  fragrance,  the  rosy  shoots  of  peonies  are 
well    out    of   the    ground ;    in    which,    when    the 


peonies  have  in  turn  ceased 
to  bloom,  the  golden  rod  is 
almost  out.  Thus,  there  are 
always  flowers  to  pick,  dif- 
ferent ones  from  month  to 
month.  So  the  discovery  of 
each  new  and  delightful 
change  adds  the  happiest 
zest  to  the  inspiriting  busi- 
ness of  accenting  feminine 
individuality  for  each  is  a 
foil  to  set  off  the  nuances  of 
personality. 

To  those  who  follow  the 
intriguing  flux  of  the  every  varying  mode,  DRY 
GOODS  REVIEW  offers  in  the  following  pages 
a  selection  of  representative  models  of  many  and 
diverse  kinds,  which  have  been  chosen  here  and 
there  as  typical  of  the  best  that  Canadian  makers 
have  devised  for  Spring  1922.  It  is  no  mere  idle 
phrase  that  is  used  throughout  the  country  in  ref- 
erence to  the  approaching  season.  All  retailers 
will  have  to  make  very  special  efforts  to  mer- 
chandise goods  during  the  Spring  months,  bear- 
ing in  mind  the  fact  that  there  is  still  a  marked 
tendency  on  the  part  of  consumers  to  buy  with 
care  and  discrimination  with  a  keen  eye  on  price 
tickets.  Retailers  of  dry  goods  and  kindred  lines 
however,  have  one  powerful  aid,  namely,  the  dic- 
tates of  Dame  Fashion.  Style  is  the  one  quality 
which  can  create  sales  and  which  enhances  the 
value  of  the  merchandise  in  the  eyes  of  the  con- 
sumer. 

How  to  buy  style  goods  so  as  to  have  what  his 
public  will  accept,  is  the  special  aim  of  the  suc- 
cessful merchant.  To  do  this,  he  must  have  an  in- 
timate knowledge  of  fashions  as  well  as  of  styles. 
It  should  be  remembered  that  fashions  are  created 
in  Paris  and  are  variously  adapted  and  modified 
on  this  continent  developing  into  "styles"  as  we 
know  them.  The  merchandise  illustrated  in  the 
Art  Section  which  follows,  has  been  selected  be- 
cause it  is  the  kind  of  merchandise  created  by 
Canadians  for  Canadian  women  and  their  homes, 
interpreting  the  mode  in  all  its  various  branches, 
whether  in  ready-to-wear,  millinery,  gloves,  un- 
derwear or  house  furnishings,  and  most  of  all,  be- 
cause it  is  the  kind  of  merchandise  that  retailers 
throughout  this  country  will  want  to  buy  and  sell. 
It  is  essential  that  the  merchant  should  study  the 
trend  of  the  new  fashion  and  its  style  variations 
that  he  may  go  ahead  with  confidence  during  the 
months  of  spring. 

Complete  summaries  of  the  mode  in  its  different 
lines  will  be  found  in  the  various  sections  of  this 
issue,  and  a  close  study  of  the  facts  thus  presented 
will  demonstrate  that  all  are  admirably  exempli- 
fied in  the  numerous  illustrations  which  embellish 
this  annual  Spring  number. 
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Biot  Again 

HpHIS  Toronto  girl  is  wearing  a 
-*■  toque  of  black  cellophane  straw 
with  a  mount  of  orange  biot  feath- 
ers. It  is  a  particularly  chic  hat 
for  a  young  model.  ■ — SHOWN  By 
The  Dominion  Ostrich  Feather 
Company,  Limited,  Toronto. 


Checkers 

are  the  latest  fashion  note  whether 
on  gloves,  hose  or  hats.  Here  an 
unusual  treatment  of  narrow  tubu- 
lar silk  is  woven  to  show  checks 
of  navy  blue  and  grey  on  a  In- 
coming upturned  brim.  The  hat  is 
developed  in  taffeta  with  a  soft 
crown. — Hat  Shown  by  Courtesy 
of  Debenham's  (Canada)  Ltd.,  of 
Montreal. 
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Peacock  Blue 

was  the  delightful  Spring  color  em- 
ployed to  develop  this  smart  hat  of 
tuhular  braid  and  Givs  de  Lon- 
dres  silk.  The  upturned  brim  is 
shaped  in  the  new  batwing  outline 
pierced  with  a  metal  arrow.  The 
crown  is  softly  draped.  This  par- 
ticular type  of  hat  is  almost  uni- 
versally becoming  to  youthful  faces 
and  is  designed  for  wearing  at  a'l 
informal  affairs. — Hat  BY  Cour- 
tesy of  Farrell  Belisle  and  Com- 
pany of  Montreal. 


'TPHIS  unusual  little  model  of 
-*■  black  slipper  satin  is  designed, 
in  petal-shaped  tabs  which  arc  /e/1 
supple  to  conform  to  the  decree 
for  softness  of  outline.  A  double 
chain  of  jet  bugles  dangles  non- 
chalantly over  the  right  car  t> 
prove  that  beads  are  quite  correct 
in  any  position. — Hat  by  Courtesy 
of  Debenham's  (Canada)  Ltd.. 
Montreal. 
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A  French  Creation 

By  Basselin-Villetard.  This  tri- 
corne  is  of  allover  haircloth  and 
the  feathers  so  charmingly  arrang- 
ed are  biot.  It  is  all  black  and  one 
of  those  models  which  are  becoming 
to  almost  every  face.  —  Shown  by 
D.  McCall  Company,  Limited, 
Toronto. 
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Paris  Sponsors  the  J'eil 

and  when  it  is  draped  over  a  close- 
fitting  hat  of  navy  cellophane 
stratv  with  an  applique  of  velvet 
roses,  one's  appearance  is  beyond 
reproach.  The  embroidery  on  the 
veil  is  especially  effective. — Hat 
and  Veil  by  Farrell,  Belisle  Co., 
of  Montreal. 
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Approved  by  Parisiennes 

HpHE  extreme  simplicity  of  cut 
■*-  and  the  unusual  embroidery 
about  the  classic  square  neck  and 
elbow  sleeves,  make  this  chemise 
de  nuit  distinctive  and  charming. 
The  little  cap  which  accompanies 
it  is  developed  in  a  combination  of 
sheer  net,  filet  and  Valenciennes 
laces  with  little  iving-like  exten- 
sions that  are  stiffened  to  stand 
out  from  the  wearer's  profile.  The 
edge  is  encircled  with  satin  ribbon 
to  match  one's  negligee.  —  Gown 
and  Cap  from  J.  Hayem  and  Cie 
of  Paris,  France.  —  Shown  by 
Courtesy  of  M.  Chassagne,  of 
Montreal. 


Pyjamas  Are  The  Thing 

T^VERY  woman  going  South  this 
-L/  year  has  at  least  one  set  of 
pyjamas  in  her  wardrobe  trunk. 
They  are  seen  in  every  style  and 
in  all  colors. 

This  one  is  of  a  wonderful  color — 
a  blue  which  is  midway  between  a 
spray  and  a  Venice  blue.  Baby 
Irish  insertion  is  combined  with 
hand-embroidered  net.  The  frilly 
edging  of  the  crepe  itself  makes 
it  one  of  the  most  alluring  gar- 
ments of  the  year.  —  Shown  by 
Ladies'  Wear  Limited,  Toronto. 
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A  Novelty  Negligee 

'T^HE  Canadian  trade  is  looking 
-*■  now-a-days  for  novelties  such 
us  are  seen  in  Paris  or  Neiv  York. 
This  garment  of  crepe  de  chine  is 
closed  at  the  bottom.  It  slips  over 
the  head  with  an  opening  for  the 
feet  at  the  sides.  Domes  fasten  the 
openings  securely,  makina  this 
negligee  a  delightful  coverall.  It  is 
made  in  all  the  pastel  shades. — 
Shown  by  the  Lingerie  Company 
of  Canada,  Toronto. 


Lingerie  of  Gossamer 

is  here  portrayed  for  the  Spring 
ivardrobe.  The  seated  model  is 
wearing  one  of  the  neivest  slio-on 
tailored  corset  covers  of  pale  flesh 
crepe  de  chine,  made  with  a  doubl? 
yoke  and  filet  medallion,  insert.  The 
step-in  draivers  are  also  of  crepe 
de  chine  with  an  elastic  ivaist, 
edged  irith  fine  ecru  net  lace.  The 
straight  combination  worn  by  the 
other  model  is  of  crepe  de  chine 
trimmed  with  fine  ecru  lace,  while 
the  waist  is  slightly  gathered  by  a 
pastel-tinted  ribbon  tie.  Both  the 
combination  and  the  cover  feature 
the  new  neck  lines  shoivn  for  next 
season. — Lingerie  from  the  Kas- 
sab  Kimona  Company  of  Mon- 
treal. 
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They  Go  In  Sets 

'"PHIS  year  most  manufacturers 
-*■  of  fine  lingerie  arc  making 
complete  sets  instead  of  separate 
garments.  These  knickers  and 
chemise  in  pink  crepe  de  chine.  The 
points  are  put  into  the  seams  by 
hand. — Shown  by  Ladies'  Wear, 
Limited,  Toronto. 


With  Summer  Frocks 

this  underskirt  of  white  wash-satin 
should  be  very  desirable.  The  con- 
trasting border  may  be  of  black, 
pink,  red,  blue,  mauve,  yellow  or 
grey.  The  double  hemstitching  and 
the  scalloped  edge  are  two  very  at- 
tractive features  of  this  petticoat. 
— Shown  by  H.  P.  Ritchie  Com- 
pany, Limited,  Toronto. 
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The  Indispensable  Sweater 

serves  a  two-fold  purpose  when  it  is  worn  with  a  smart 
skirt  of  knitted  wool  in  a  smart  contrasting  shade.  This 
simple  but  practical  costume  is  entirely  knitted  and  com- 
bines a  tuxedo  coat  of  black  with  a  skirt  of  white  pin- 
striped in  black.  The  business  woman  as  well  as  the  f 'or- 
dinate visitor  to  mountains  or  seaside  will  find  a  knitted 
costume  an  invaluable  possession. — Costume  by  Courtesy 
of  Knitters  Limited  op  Montreal. 
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Her  Sunday  Dress 

Above — This  charming  little  frock  is  desigyied  for  smaV 
tots  from  two  to  four  gears  of  age.  It  is  of  fine  white 
over  underslip  of  silk.  The  latter  may  be  blue,  white,  pink 
or  yellow.  Valenciennes  lace  and  insertion  along  with 
two-toned  ribbon  to  blend  with  the  color  of  the  slip, 
make    it    a    simple    but    effective    little    garment    for    best 

occasions. — Shown" by  H.  P.  Ritchie  Company,  Limited. 
Toronto. 


"Palillon" 

Left — This  unusual  little  suit  is  named  the  Butterfly  Capi 
Coat  by  reason  of  its  wing-like  sleeve  effect.  Although  it 
is  nothing  but  a  short  cape,  yet.  by  reason  of  its  unique 
design,  it  passes  muster  as  a  box  coat.  Underneath  is 
worn  a  simple  sleeveless  frock  of  Poiret  twill,  the  entin 
costume  being  of  navy  blue  with  b'aek  horn  buttons  and 
silk  tassels.  The  lining  is  of  gaily  patterned  Radium  silk. — 
Costume  by  Lazare  &  Novek  of  Montreal. 
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"Fore" 

in  immaculate  white  velours  knickers  ar.d  smart  coat  of 
emerald  green,  the  sports  woman  is  well  equipped  for  the 
links.  The  same  natty  outfit  is  appropriate  for  riding  or 
any  outdoor  sport.  The  knickers  are  finished  with  a  deep 
cuff  at  the  knee  which  is  covered  by  the  woollen  hose. — 
Costume  by  Courtesy  ok  Greenberg,  Smith  Company, 
Montreal. 


The  severity  of  a  sports  suit  often  requires  the  softening 
influence  of  a  hand-made  blouse  of  white  voile,  hand- 
drawn  and  with  the  collar  and  cuffs  edged  with  real  filet 
lace.  Fashion  insists  that  the  blouse  be  tailored  and 
hand-made  if  possible  for  the  coming  summer. — Blouse 
from  the  American  Waist  and  Dress  Company,  Mon- 
treal. I    i 


Sweet  Sixteen 

She  will  look  enchanting  in  this  ultra  new  frock  or  navy 
a/nd  tan  creponge  fabric  with  its  novel  cowl  collar.  The 
sliaht  flare  of  the  cuffs  and  the  lowered  waist  line  are 
typical  of  Spring  fashion  dictates. — FROCK  TROM  THE  M. 
Gardner  Comfany  of  Montreal. 
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"Miss  Springtime" 

T)  IGHT — One  of  the  smartest  furs  on  the  choker 
*^-<yrder  is  the  stone  marten.  This  girl  is  wearing  a 
two-skin  marten.,  light  and  dark  shades  of  which  are 
particularly  effective  with  a  Spring  costume.  — 
Shown  by  the  W.  N.  Ward  Company,  Toronto. 


Cape-Dress  For  the  Very  Young  Lady 

\  BOVE — New  York  is  showing  many  models  for 
■^  *  the  little  girl  and  the  one  who  has  jtist  reached 
her  teens,  like  those  for  the  older  woman.  While 
this  one  is  after  the  style  of  grown-ups,  it  is  very 
youthful.  It  is  of  navy  taffeta  with  hand-embroidery 
in  a  contrasting  shade.  Though  designed  originally 
for  street  wear,  many  buyers  intend  to  feature  it 
for  afternoons  during  the  next  two  months. — Shown 
by  Dresses  Limited,  Toronto. 


Snail  Shells  Are  Decreed  by  Paris! 

"n\IFFICULT  to  believe  that  the  delicate  and  pearl- 
*-^  like  shell  clusters  so  effectively  used  on  this 
smart  Spring  hat  of  brown  cellophane  and  cire 
satin  really  belong  to  the  humble  snail,  but  such  is 
indeed  the  case.  The  superb  neckpiece  is  of  European 
Fitch  in  double  strand  effect  which  can  be  worn  in 
many  different  ways  and  is  ideal  as  the  summer 
fur  "par  excellence." — Hat  Shown  by  Courtesy  op 
the  Exclusive  Hat  Company  of  Montreal,  and 
the  Neckpiece  by  Courtesy  op  Boulter  Waugh 
Company  op  Montreal. 


Drjj  Goods  Review 


NEW    GOODS     SECTION 


79 


The  Finishing  Touch 

io  the  Spring  costume  is  added  when  a  pair  of  French  kid 
skin  gauntlets  neatly  strapped  at  the  wrist  are  worn.  The 
fit  and  finish  of  the  new  French  kid  gloves  is  a  marked  fea- 
ture of  this  season.  Together  with  gloves  the  woman  of 
fashion  must  possess  a  new  bag  and  nothing  more  attractive 
and  appropriate  can  be  selected  than  this  new  model  of  black 
moire  silk,  lined  in  beige  corded  silk.  The  shape  is  altogether 
new,  combining  a  soft  effect  with  a  snap  purse  in  the  centre 
A  slender  cord  provides  the  correct  note  by  which  the  bari 
is  suspended  from  the  arm. — Gloves  from  the  Alexandre 
Glove  Company  of  Paris — Bag  from  the  Federated  Lea- 
ther Company  of  Montreal. 


When  April  Showers  Come 

Madame  may  select  one  of  these  new  umbrellas  with 
which  to  ward  off  the  unwelcome  drop;*.  The  three 
models  with  convenient  attachments  for  carrying  will 
commend  themselves  to  up-to-date  women,  there  being 
a  model  for  every  occasion,  formal  or  informal.  A 
striking  example  of  a  ivell  designed  umbrella  for  men 
is  shown  in  the  handle  of  curved  design,  fitted  with  a 
simple  gold  band  for  engraving. — -UMBRELLAS  BY  COUR- 
TESY of  the  Eclipse  Umbrella  Company  of  Mon- 
treal. 


The  Elusive  Handkerchief 

will  ever  be  at  its  j)ossessor's  beck  and  call  when  it  is 
dropped  into  such  an  intriguing  little  bag  as  this  one, 
which  matches  exactly  its  owner's  smart  little  hat. 
Developed  in  black  Canton  creoc  end  decorated  with 
ribbon  roses,  bag  and  hat  are  easily  detected  as  dating 
from  Spring  1922. — Hat  and  Bag  FROM  Farrell,  Bel- 
isle  Company,  Montreal. 
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A  Canadian  Idea 

To  answer  the  demand  for  silk  hose  no  matter 
how  cold  the  weather  and  to  give  a  certain  amount 
of  warmth,  this  stocking  has  been  made  double.  The 
inner  one  is  of  cotton  and  the  outer  silk.  They  are 
attached  only  at  the  seam  at  back  and  along  the 
foot.  The  cotton  gives  an  added  histre  tj  the  silk. 
The  greatly  reinforced  toe  and  heel  is  another  fea- 
ture.— Made  by  the  Allen  Silk  Mills,  Toronto. — 
Patent  Applied  For. 


For  Indoors  or  Outdoors 

This  simply  designed  knitted  coat  will  be  equally 
suitable.  Developed  in  an  effective  mixture  of  silk 
ayid  ivool  in  shot  effect,  its  shaggy  colloyr  and  cuffs 
impart  a  charmingly  youthful  appearance.  The 
length  is  another  smart  point  about  it  and  the  color 
is  a  soft  dull  blue  through  which  a  fleck  of  whiU 
is    just    perceptible. — FROM    THE    FAINER    KNITTING 

Company  of  Montreal. 
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For  the  Bride's 
Apartment 

Here  are  two  new 
kinds  of  curtains  char- 
acterized by  simplicity 
and  good  taste.  The 
right  hand  one  is  of 
mercerized  marquisette, 
hemstitched  and  trim- 
med with  insertion  and 
dado  of  fine  filet  late 
in  rose  and  butterfly 
design,  finished  with 
real  linen  lace  edging. 
The  curtain  at  the  left 
illustrates  a  unique  and 
novel  method  of  apply- 
ing border  trimmin  /.- 
by  a  "zig-zag"  much  inc. 
The  entire  trimming  of 
this  model  is  real  liru  n 
lace  so  that  it  is  one 
of  the  most  practical 
and  durable  curtain* 
made. — Both  Designs 
ORiGiNATEr  &•  Shown 
by  Courtesy  of  Daly 
&  Morin  Company  of 
Montreal. 
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THESE  three  bags  were  chosen  as  representative  of  some  of  the  Spring  designs  in  handbag  lore.  The  one  on 
the  left  is  the  newest  type  of  swagger,  made  in  beaver  calf  with  safety  overlapping  frame  and  flap.       The 
centre  one  is  a  beauty  bag  in  fancy  hippo  leather  and  the  bag  on  the  right  is  of  velvet  crocodile  leather,  featur- 
ing a  new  sliding  mirror. — Shown  by  Western  Leather    Goods  Company,  Limited,  Toronto. 


HERE  are  six  striking  new  examples  of  gloves  for  next  winter  illustrating  new  dress  and  sports  effects.  The 
first  pair  shown  are  one  pearl  dome  pique  kid  with  the  new  premier  points,  shown  in  staple  shades.  The 
fringed  wool  gauntlets  are  in  angora  wool  with  a  wide  ribbed  cuff.  The  third  pair  are  of  mocha  with  elastic 
wrist  and  heavy  trimming  of  real  fur  and  a  wool  lining.  A  new  strap  wristed  gauntlet  is  shown  next,  also  trim- 
med with  fur  and  made  in  sable  and  slate  mocha.  The  fifth  pair  are  of  washable  kid  in  pale  pastel  shades  for  dress 
occasions,  finished  with  fine  black  stitching.  Last  of  all  is  shown  a  striking  novelty  in  heavy  pure  wool  gauntlets 
for  winter  sports  featuring  a  checked  cuff  in  several  colo  rs.  The  gloves  shown  feature  yellow  upon  white. — Gloves 
Shown  by  Courtesy  op  Dent,  Allcroft  and  Company  of  Montreal. 
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Miladi's 

Boudoir 

Cushions,  hangings: 
and  artistic  bed  cov- 
erings are  to  a  room 
what  gloves,  hat  and 
neckwear  are  to  a 
costume.  It  is  the 
final  touch  achieved 
by  the  use  of  the 
right  accessories 
that  imparts  a  smart 
appearance  both  to 
madame  herself  and 
to  her  boudoir.  So, 
these  superb  cush- 
ions, covered  in 
brocades,  rich  silks 
and  damasks  as  well 
as  the  magnificent 
down  puff  depicted 
in  the  centre,  also  of 
French  damask  with 
a  panel  figured  in  a 
shadow  effect,  will 
provide  that  exclus- 
ive note  to  Madame 's 
room,  bespeak'ng  ut- 
ter comfort  iv  con- 
junction with  all 
that  is  artistic  and 
novel.  —  Cushions 
and  Puff  from" 
Greenshields,  Ltd.. 
Montreal. 


For  the  Homebuilder 

Black  warp  colored  Scotch 
madras,  in  closely  woven  tex- 
ture resembling  the  weave  of 
an  expensive  tapestry.  This 
beautiful  design  can  be  pur- 
chased in  royal  blue,  old  gold, 
mulberry,  sage  green  and 
light  gold  grounds  with  con- 
trasting color  combinations. 
Shown  by  Alexander  Jam- 
ieson  and  Co.,  Toronto. 


Dry  Goods  Revit  w 
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Hand  Blocked  Print  made  in 
France  especially  for  Ca  adian 
trade,  in  three  different  designs, 
among  which  such  brilliant  effects 
as  mustard,  cream,  blue  and  black 
are  employed  as  grounds  with  vari- 
colored foliage  and  bird  designs 
used  as  contrasts.  The  remarkable 
feature  about  these  superb  drap- 
eries is  their  price  which  is 
less  than  one  dollar  a,  yard  for  30 
inch  widths,  a  matter  of  33  per 
rent  lcs  than  the  price  °f  regular 
block  prints. — Shown  Exclusively 
by  Daly  and  Morin  Company  of 
Montreal. 


The  Art  of  Making 

Windows  Beautiful 

can  be  easily  learned  when  such 
beautiful  reproductions  of  Euro- 
pean panellings  are  obtainable.  The 
curtain  on  the  right  is  of  fine  mar- 
quisette, inset  with  filet  crochet  in- 
sertion and  motifs,  each  section  be- 
ing ten  inches  wide  but  vat  ying  in 
depth  up  to  2V2  yards  long.  The 
curtain  on  the  left  is  a  striking 
sectional  voile  panel  of  real  linen 
lace  treated  with  filet  and  Point 
Venice  motif fs.  Each  section  is 
11%  inches  wide.  For  the  stately 
reception  hall  or  the  period  draw- 
ing room  could  anything  more  ef- 
fective be  devised. — Created  and 
Shown  by  Courtesy  of  Daly  & 
Morin  Company  of  Montreal. 
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\  TERY  clever  shades  are  now  made 
*  for  the  ivory  lamps  which  pleased 
the  trade  so  well  last  Fall.  This  shade 
of  dark  blue  georgette  over  gold  satin 
is  modelled  on  the  lines  of  the  night- 
lamps  which  are  so  popular. — SHOWN 
By  French  Ivory  Products  Limited. 
Toronto. 


A  Canadian  Truck 

n^IIIS    truck  is  just  like  one  for  grown-ups-.    The  pedis 
-*-     are  well  made  and  carcfidly  put  together.  It  is  paint- 
ed in  blue  and  red. — Shown  by  the  Coleman  Fare  Box 
Company.  Limited,  Toronto. 


NEARLY  all  of  the  ivory  articles  made  for  this  Spring  are  distinctively  novel — they  must  be  in  order  to  attract  business 
to  a  line  which  has  had  a  run  for  so  long.  The  tlower-bas; ct  and  the  tray  illustrated  here  are  of  ivory  woven  to  resemble 
wicker.    The  two  powder  holders  attached  to  the  tray  are  alco  novelties.    The  man's  collar  box  is  a  new  departure  in  the 
manufacture  of  ivory. — Shown  by  Carl  Austin  and  Company,  Toronto. 
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Interesting     117    A    T^    A.    C*  C*  ^"\       /***  f\  T*  TP  ^\  TWT  O      in  the 


Display  of 


WABASSO  COTTONS 


Offices  of 


Alphonse  Racine  Limited 
Montreal 


WABASSO 
Trade  Mark  Reg'd 


/^\NE  of  the  finest  displays  of  Wabasso 
Cottons  ever  made  in  Canada  was 
in  the  General  Offices  of  this  progressive 
wholesale  house,  who,  as  large  distributors 
of  Wabasso  Cottons,  adopted  this  new  and 
enterprising  method  of  prominently  display- 
ing this  line. 


The  Wabasso  Cotton  Company 


Limited 


Three  Rivers,  P.Q. 
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HAILEYBURY, 

ONT. 

Matabanick 


SUDBURY, 

ONT. 

Balmoral 

LONDON, 

ONT. 

145    Carling    Si 


{3HERBROOKE, 
QUE. 

50  Wellington  St 


44  Years  Established 


Alphonse  Racine  Limited 

Montreal 
Growing  With  Canada 

RETAINING  our  many  old  customers, 
OBTAINING  many  new  customers, 
MAINTAINING  the  confidence  of  both  old  and  new 
by  Service  for  Satisfaction. 

Do  You  Know  Our  Personnel? 

during  1922  we  purpose 

Describing  The  14  Different  Departments 

and 

Introducing  to  You  the  Manager  of  Each  Department 


DEPT.  A — Staple  Cottons — Domes- 
tic and  Imported,  Whites  and 
Greys,  Sheetings,  Pillow  Casings, 
Shirtings,  Apron  Cloths,  Tickings, 
Batting,  etc.,  etc. 

DEPT.  Ax  —  Flannelettes — Cotton 
Yarns,  Pound  Goods,  and  special 
jobs  of  all  kinds  in  cotton  piece 
goods. 

Location — Just  inside  the  main 
entrance  turn  to  your  right,  three 
Separate  Departments  in  one  Big 
Department. 


JAMES  MITCHELL 

Manager  Depts.  "A"  and  "Ax* 


TORONTO, 

ONT. 

72   Bay   Stree. 

HAMILTON 

ONT. 

Lister      Chrabrs. 


SYDNEY, 

C.  B. 

269  Charlotte  St. 

HALIFAX. 

N.  S. 
119  Roy  Bldg. 


Manufacturers  and  Wholesale  Distributors  of  Dry  Goods 

60-98  St.  Paul  St.  West,  Montrea 

FACTORIES:-Beaubien  St.  Montreal, 
St.  Denis,  Que.,  St.  Hyacinthe,  Que. 
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SALE  RESULTS 

are  absolutely  certain 
with  — 


(DO  A    AAA    A  A  McLean  and  Garland, 

«pZU,UUU.UU  Winnipeg,  Man. 

(SHC  A  AAA  AA  Belleveau  Peace  Co., 

«PUU,UUU.UU  Winnipeg,  Man. 

$15,000.00  Calgary,  Alberta. 

$15,000.00  "^"'S  o*. 

(t?£C    AAA   AA  MaxBeauvais 

«PU0,UUU.UU  Montreal,  Quebec. 


The  T.  K.  Kelly  Sales  System 


Minneapolis 


U.  S.  A. 


Minn. 
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New  homespun  patterns  which  are  meeting  with  approval  in   New  York. 

They  co-me  in  a  wide  range  of  colors  and  combinations  of  colors.  Shown 

by  Hawthorne  Mills,  Carleton  Place,  Ont. 


Many  New  Crepy  Weaves  in  Silks 

Montreal  Houses  Show  New  Materials  For  More  Elaborate  Gowns 

For  the  Trousseaux — High  Colors  in  Georgette — French  Sports 

Wear  Silks  Among  the  Spring  Offerings — Silk  Jersey  in  56  Inch 

Width— A  New  Synthetic  Silk 

THE  crepy  weaves  in  silk  are  to  be 
the  leaders  next  Spring  and  Sum- 
mer, if  present  indications  are  to 
be  relied  upon,  according  to  Montreal 
silk  importers.  But  this  must  not  be 
taken  to  mean  that  there  will  be  no 
change  to  speak  of  in  the  existing  de- 
mand in  which  crepe  weaves  take  a 
prominent  part.  Instead,  it  is  thought 
that  Cantons  of  the  regulation  type  will 
take  second  place  in  preference  to  crepe 
satins,  crepe  morrocain,  crepe  radio  and 
"onde  faconne,"  which  last  resembles  a 
brocaded  crepe  and  is  very  sumptuous 
and  unusual.  These  fabrics  are  of  course 
destined  for  more  elaborate  gowns  and 
will  undoubtedly  be  included  in  all  the 
smart  trousseaux  of  1922,  but  at  the 
same  time,  it  is  interesting  to  note  that 
crepe  de  chines  are  coming  back  better 
than  ever,  particularly  in  high  shades, 
and  the  demand  even  at  this  early  date 
augurs  well  for  the  success  of  a  color- 
ful season  to  supersede  the  prolonged 
session  of  all  black  to  which  devotees 
of  fashion  have  remained  so  long  faith- 
ful. 

Orders  received  toy  leading  wholesalers 
this  month  for  crepe  weaves  are  far 
greater  in  volume  than  for  any  other 
class  of  silk,  and  crepe  de  chine  ranks 
with  taffeta  in  popularity  with  the 
average  trade  to  such  an  extent  that  it 
would  appear  as  though  all  lingerie, 
waists  and  frocks  for  Spring  are  to  be 
made  of  this  material  if  the  supply  is 
to  be  absorbed.  The  high  colors  will 
have  the  preference  in  georgette  too, 
as  well  as  in  crepe  de  chine,  and  the 
former  fabric  will  come  out  of  its  semi- 
obscurity  for  the  purpose  of  forming 
effective  trimmings  to  the  more  sombre 
note  of  the  gowns  and  blouses  them- 
selves. "Georgette  is  the  only  satis- 
factory answer  to  the  universal  demand 
for  something  cool  and  serviceable  for 
hot  weather  wear,"  remarked  a  silk 
importer  to  Dry  Goods  Review,  "and 
whether  it  is  decreed  by  fashion  or  not, 
it  simply  cannot  be  improved  upon  for 
supplying  a  dressy  garment  requiring 
a  minimum  of  trouble  in  keeping  it 
fresh." 

Crepes  For  Sports  Wear 

Fancy  crepe  weaves  for  sports  wear 
are  now  offered  for  Summer  selling,  and 
these  are  featured  in  heavier  weaves 
than  in  other  years.  An  important 
shipment  of  French  sports  si'ks  is  due 
to  arrive  in  Montreal  shortly,  in  which 
many  stunning  checked  effects  will  be 
offered.  Krepe-Knit  or  Chinchilla-Knit, 
as  it  is  more  commonly  known  in  Can- 
ada, is  assured  of  a  wide  popularity  for 
all   manner  of   frocks  on   account   of   its 


extremely  practical  nature  and  dura- 
bility. It  could  not  have  been  expected 
that  tricolette  should  survive  another 
season  of  supreme  leadership,  and  hap- 
pily Chinchilla-Knit  cloth  comes  just  in 
time  to  form  a  satisfac  orv  subs  itute. 
The  colors  in  which  it  is  offered  are  all 
leading  shades  in  the  Textile  Color 
Association's  list  and  include  bobolink, 
verdigris,  (which  is  the  new  name  for 
jade)  fuchsia,  peacock,  hollyhock,  prun- 
ella, bon-fire,  wall-flower  and  rubellite. 
Tile  blue  is  said  t  >  be  the  most  popular 
shade  for  next  summer  While  the  three 
candy  shades,  especially  "fudge"  and 
"taffy"  brown  will  be  close  seconds. 

Taffetas  will  be  in  demand  in  the 
usual  shades,  especially  in  navy,  black 
and  nigger  brown,  while  for  novelty 
purposes  and  for  the  quaint  old-fash- 
ioned style  of  frocks,  the  new  sprigged 
taffetas  in  "Raye"  effect  are  considered 
very  promising.  The  latter  ran?e  are 
generally  in  white  grounds  striped  in 
black  with  gay  little  nosegays  liberally 
besprinkled  over  the  striping. 

Silk  Jerseys  Now  56  Inches  Wide 

Silk  jersey  is  again  shown  in  white, 
navy  and  black  only,  in  a  56  inch  width, 
which  is  decidedly  satisfactory  for  mak- 
ing sports  skirts,  etc.  This  new  jersey 
has  a  ribbed  back  and  is  of  British  man- 
ufacture, greatly  superior  to  any  ether 
line  yet  receved  here. 

More  Artificial  Silk 

There  will  be  a  greater  amount  of  ar- 
tificial silk  than  usual  offered  to  the 
trade  and  these  fabrics  are  always  sure 


of  a  warm  welcome  on  account  of  their 
striking  appearance.  Radium-glo,  the 
latest  development  in  British  made  ar- 
tificial silks,  features  a  shot  effect 
which  enhances  still  more  the  natural 
glossy  surface  of  the  material.  Speaking 
to  an  authority  on  silk  fabrics,  a  staff 
member  of  Dry  Goods  Review  was  in- 
formed that  these  artificial  silks  are  no 
longer  a  thing  of  the  future;  they  have 
arrived.  "The  worst  thing  about  arti- 
ficial silk,"  said  this  man,  "is  its  name. 
It  should  be  called  constructed  or  syn- 
thetic fibre.  There  is  more  artificial 
silk  than  natural  silk  being  produced  to- 
day, and  in  ten  years  from  now  I  think 
there  will  be  25  times  as  much  arti- 
ficial silk  as  natural  silk  produced.  Take 
the  knitting  trades  alone,  they  consume 
a  great  volume  c  f  this  fibre,  for  about 
90  per  cent,  of  the  knitted  silk  sweaters 
we  see  to-day  a  e  of  artificial  silk." 

An  Interesting  Novelty 

There  is  a  new  synthetic  silk  on  the 
market  which  has  recently  been  brought 
out  by  a  leading  Scotch  firm.  It  is 
claimed  for  this  knitted  fabric  that,  un- 
like artificial  silk,  it  is  made,  not  from 
wood  fibre,  but  from  a  wool  base;  that 
it  is  practically  as  warm  as  wool,  and 
that  it  will  wash  like  linen  without  any 
shrinkage,  retaining  its  silk  like  gloss- 
iness, after  washing  and  ironing.  The 
shades  are  guaranteed  sunfast  and  wash- 
able. This  new  material  comes  in  a 
number  of  different  weights,  construc- 
tions and  patterns  suitable  for  under 
Continued  on  page  113 
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Domestic  Fabrics  For  Spring 

Mills  Are  Well  Sold  Up  on  Spring  Materials— Knitted  Tweed  Will 

Be  Very  Popular — Many  New  Colors  Are  Introduced — Price  Will 

Be  Drawing  Card — Homespuns  Again  Strong 


TWO  DOMESTIC  made  fabrics  will 
be  an  outstanding  feature  of  the 
dress  goods  trade  in  1922,  accord- 
ing to  a  prominent  Ontario  manufactur- 
er interviewed  this  month  by  a  staff 
member  of  Dry  Goods  Review.  "We  are 
completely  sold  up  on  homespuns  and 
jersey  cloths  for  next  spring  and  are 
receiving  enquiries  from  New  York  re- 
garding both  fabrics.  Many  of  our  new 
designs  for  next  season  are  regarded  as 
too  extreme  for  the  trade  on  this  side 
of  the  border  but  the  New  York  makers 
are  eager  for  them.  In  this  line-up  of 
knitted  fabrics  we  expect  knitted  tweed 
to  be  the  most  popular  in  all  its  differ- 
ent shades,  showing  a  Donegal  fleck  just 
like  the  regulation  imported  material. 
But  this  knitted  tweed  wnl  wear  infinite- 
ly better,  will  never  sag  or  stretch  or 
wear  smooth  and  will  be  ideal  for  busi- 
ness women  and  sports  wear  by  anyone." 

Price 

The  price  of  these  new  fabrics  is  an- 
other great  point  in  their  favor.  As 
the  process  of  manufacture  is  infinitely 
cheaper  than  in  woven  goods,  it  follows 
that  the  knitted  fabric  will  be  the  choice 
of  the  majority  of  women  who  desire  a 
smart  garment  at  a  minimum  of  cost, 
furthermore,  since  it  combines  more 
warmth  with  less  weight,  it  is  the  ideal 
cold  weather  fabric  as  well. 

These  knitted  fabrics  which  are  selling 
for  immediate  requirements  have  the  fa- 
culty of  tailoring  to  perfection  and  keep- 
ing in  shape  with  little  or  no  pressing. 
So  steadily  is  the  demand  for  knitted 
cloths  in  all  weights  increasing  that  this 
manufacturer  predicts  that  they  will  be 
in  universal  demand  within  a  few  years, 
to  the  exclusion  of  alll  other  materials 
for  utility  wear. 

Knitted  fabrics     are  manufactured     in 


weights  varying  from  seven  to  thirty 
ounces  ajid  are  suitable  for  every  type 
of  outer  garment  from  the  afternoon 
frock  to  the  heaviest  wrap.  The  new 
jumper  blouses  are  being  developed  in 
knitted  fabrics  also  this  season,  and  in 
consequence  the  same  materials  are  be- 
ing called  for  to  make  up  separate  skirts. 
An  enormous  range  of  mixtures  is 
shown  in  these  fabrics,  reproducing  prac- 
tically every  known  style  of  tweed  fin- 
ish in  a  manner  scarcely  distinguishable 
from  the  original. 

Home  Spuns  Again  to  the  Fore 

Next  to  knitted  fabrics  in  popularity 
rank  the  new  homespuns  shown  in  both 
plain  and  colors  and  innumerable  dainty 
stripes  and  plaids.  Very  pretty  effects 
are  achieved  in  dark  grounds  upon  which 
double  over-checks  are  imposed  in  a 
bright  contrast,  such  as  combinations  of 
rose,  brown,  blue  and  grey  on  grey 
grounds.  Opinion  is  divided  as  to 
whether  the  bold  stripings  or  the  plain 
soft  colors  will  be  most  fashionable  next 
summer  for  skirts,  dresses  and  suits, 
but  possibly  the  prediction  that  Cana- 
dian women  will  continue  to  adopt  the 
quieter,  inconspicuous  solid  shades  while 
Americans  will  prefer  the  stripes  and 
checks,  will  hold  good. 

Two  New  Blues 

The  line-up  of  solid  colors  in  these 
light  weight  home  spuns  includes  the 
following;  mauve,  tangerine,  rose,  sand, 
slag,  gunmetal  myrtle  green,  Westmin- 
ster purple,  and  two  new  blues  known  as 
Byng  and  Madeleine,  of  which  the  form- 
er is  a  duplication  of  the  widely  known 
Harding  blue,  rechristened  in  honor  of 
Canada's  leading  lady.  The  latter  is  a 
soft  greenish-blue  tone,  somewhat  like 
the    color   known    as    Myng    or    Chinese 


blue,  last  year.     The  two  latter  shades 
are  promised  a  wide  vogue  for  1922. 

Duvetyns  in  New  Colors 

Duvetyns  are  still  being  called  for 
both  for  immediate  and  future  require- 
ments and  will  continue  to  lead  for  dres- 
sy suits,  wraps  and  frocks.  Out  of  thir- 
teen shades  offered  by  a  leading  Can- 
adian manufacturer  whose  products  are 
widely  known  throughout  America,  nine 
are  variations  upon  the  neutral  tints, 
ranging  from  the  lightest  tones  down  to 
the  darkest  brown.  The  new  shades  are 
named  Goblin,  clay,  beaverpelt,  olive, 
drab,  pilgrim,  bamboo,  rabbit,  madura, 
and  mocha  and  in  this  order  they  de- 
scribe very  accurately  the  scale  of  tones 
from  light  to  dark. 

The  remaining  four  new  colors  are  all 
blue,  two  of  which  are  quite  vivid  and 
two  rather  sombre.  The  bright  tones 
are  called  Byng  and  mallard,  while  the 
darker  ones  are  known  as  corsair  and 
admiral,  the  last  being  a  rich  navy. 

A  leading  Montreal  wholesaler  in 
speaking  of  the  trend  of  dress  fabrics 
for  the  coming  season  ventured  the  opin- 
ion that  the  sports  development  will  re- 
main uppermost  and  that  colors  will  be 
strong  and  conspicuous.  He  believes 
this  to  be  true  of  both  knitted  fabrics 
and  homespuns,  but  predicts  that  white 
will  also  be  in  greater  demand  than  for 
some  time. 

Another  importer  speaks  of  a  vogue 
for  mannish  saxonies  for  costume  cloths, 
with  and  without  colored  checks  and 
stripes  for  spring  and  states  that  worst- 
eds are  being  bought  sparingly  although 
garberdines  still  continue  to  command 
considerable  interest  with  many  buyers. 
Ordinary  cheviot  tweeds  are  out  of  fa- 
vor for  spring  suits  owing  to  the  mark- 
ed demand  for  jerseys. 


"LINGETTE" 

Because  of  its  possibilities  for  lingerie  purposes,  this  is  the  name  given  to  the 
cloth  illustrated  here.  It  is  made  in  three  patterns — a  wide  stripe,  a  plain 
ground  and  a  narrow  stripe.  The  lustre  is  permanent  even  after  washing  and 
the  goods  are  36  inches  wide.  There  are  twelve  shades  in  the  color  range. 
— Shown  by  Fred.  Buttkrfield  &  Company,  Inc.,  New  York. 


OPENING    DIRECT   SELLING 
BRANCHES 

Hawthorn  Mills,  Car'eton  Place,  Ont., 
are  opening  up  direct  territorial  selling 
branches  all  over  Canada  instead  of 
agencies  as  formerly.  When  at  all 
possible,  there  will  be  showrooms  in 
connection,  where  the  trade  can  see 
model  garments  made  of  the  fabrics 
which  the  mill  sells.  In  this  way,  mer- 
chants will  be  able  to  obtain  a  better 
idea  of  the  styles  into  which  the  Haw- 
thorn Mills  materials  may  be  made. 

F.  W.  Miller  is  in  charge  of  these 
various  branches  and  H.  R.  Henderson 
is  manager  of  the  Ontario  district  sales 
branch,  which  has  just  been  opened  in 
the    McKinnon  Bldg,  Toronto. 
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Swiss  Silk  Goods  in  Canada 

Silks  Constitute  Great  Bulk  of  Her  Export  Trade  to  Canada — 

Prices  Steadily  Increased  From  1913  to  1920 — Prices  Dropped 

21.2  Per  Cent.  During  First  Six  Months  of  1921  as  Compared 

With  Corresponding  Months  of  1920 


AS  SWISS  SILKS  are  an  important'  factor  to  Canadian 
trade,  it  will  be  of  interest  to  the  readers  of  Dry  Goods 
Review  to  study  the  following'  article  on  the  question  of 
Swiss  silks  in  Canada.  This  article  was  written  for  Dry  Goods 
Review  by  the  Swiss  Consul  General,  Carl  P.  Huebseher,  of 
Montreal. 

It  would  mean  carrying  coal  to  Newcastle  should  I  attempt 
to  give  Canadian  importers  of  the  dry  goods  branch,  informa- 
tion about  their  silk  trade  with  Switzerland,  as  a  great 
number  of  them  have  been  in  continual  touch  with  the  Swiss 
manufacturers  since  some  thirty  years. 

The  main  bulk  of  Swiss  export  to  Canada  has  indeed  al- 
ways consisted  of  silk  goods,  as  the  following  figures  from 
Swiss   statistics   will   show:    (Swiss   Frs.   5.19  =  $1.00). 


Swiss  Silk  Goods  Exported 
to  Canada 
(Ribbons  and  Silk  in  pieces  only) 


Total  Swiss  Exports 
to  Canada 


1910 
1911 
1912 
1913 
1919 
1920 


9,97 
7,69 
15,19 
16,63 
20,38 
62,92 


million 
million 
million 
million 
million 
million 


Swiss  Frs. 

Swiss  Frs. 

Swiss  Frs. 

Swiss  Frs. 

Swiss  Frs. 

Swiss  Frs. 


21,83  million 

24,48  million 

31,77  million 

30,96  million 

30,45  million 

90,19  million 


Swiss  Frs. 
Swiss  Frs. 
Swiss  Frs. 
Swiss  Frs. 
Swiss  Frs. 
Swiss  Frs. 


It  appears  from  a  comparison  of  the  above  figures  with  the 
quantities  of  the  silk  goods  exported  to  Canada  that  the 
prices  have  steadily  increased  from  1913  to  1920,  and  it  i3 
interesting  to  see,  for  instance,  that  the  3059  quintaux  of 
silks  (1  quintal  =  100  kgs;  1  kg.  =  2.2  lbs.)  exported  to 
Canada  in  1913  had  a  value  of  about  13  million  francs,  while 
the  only  slightly  greater  quantity  of  the  same  goods  exported 
in  1920,  namely,  3440  quintaux,  had  a  value  of  more  than 
50  million  francs.  This  explains  the  considerable  increase  of 
the  Swiss  exports  to  Canada. 

The  year  1920  began,  as  far  as  the  silk  trade  between  Swit- 
zerland and  Canada  is  concerned,  with  sudd  n  price  ad- 
justments and  it  needed  great  effort  on  both  sides  to  come 


to  understandings.  Losses,  which  were  frequent,  caused  a 
number  of  smaller  Canadian  silk  importers  to  stop  pay- 
ments. However,  readjustments  took  place;  Canadian  buyers 
were  seen  in  Zurich  and  Basle  as  before,  and  if  the  trade  is 
slow  it  is  partly  because  the  labor  conditions  in  Switzerland 
as  in  other  European  countries,  did  not  permit  such  wage  re- 
ductions as  had  been  adopted  in  Canada. 

So  far  the  statistics  for  the  first  half  year  1921,  only,  are 
available.  They  give,  however,  very  interesting  information 
regarding  the  silk  trade  if  they  are  compared  with  the  data 
for  the  first  half  year  1920.  Thus,  were  exported  from  Swit- 
zerland to  Canada: 

First  %  Year  1920       First  %  Year  1921 
Quantity  in  Value     Quantity  in  Value 
quintaux     Francs     quintaux     Francs 

Silk    in    pieces     2,239     31,766,697     1,130     12,613,000 

Silk  ribbons    345       6,446,317        105       1,972,000 


Total    2,584     38,213,014     1,235     14,585,000 

This  shows  that  the  exports  from  Switzerland  to  Canada 
have  greatly  decreased. 

We  also  find  that  the  value  of  one  quintal  of  silk  in  pieces 
was: 

For  the  first  half  year  1920—14,187  Franks,  while 
For  the  first  half  year  1921—11,162  Francs  only. 

Or,  in  other  words,  the  prices  of  silk  in  pieces  imported 
from  Switzerland  into  Canada  have  dropped  21.2'7<:. 

A  similar  calculation  for  the  prices  of  silk  ribbons  gives 
the  astonishing  result  that  the  price  of  one  quintal  for  the 
first  half  year,  1920,  was  18,733  Francs,  and  for  the  first 
half  year,  1921,  was  18,780  Francs,  i.e.,  the  prices  of  silk 
ribbons  imported  from  Switzerland  into  Canada  have  not 
undergone    any    change    since    1920. 

CARL  P.  HUEBSCHER,  L.L.D., 
Swiss  Consul  General. 


Fine  wool  tweed  cloths  in  the  six  patterns  illustrated  her .  There  are  twenty-one  color  combinations  in  each  pattern 
and  these  are  warranted  fast.     Shown  by  Kenwood  Mills,  Limited,  Arnprior,  Ont. 
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Revival  of  Dressmaking  in  Spring  and  Summer 
Promises  a  Record-breaking  Wash-goods  Season 

Montreal  Houses  Say  Demand  is  For  Vivid  Colors  in  Tub  Fabrics 

— Organdy  Likely  to  Take  the  Lead — Many  New  Designs  in 

Voiles — Printed  Batiste   is   Strong  in   New   York — Demand  for 

Ginghams  Likely  to  Create  Shortage 


WASH  fabrics  are  occupying  a 
very  large  space  in  the  wholesale 
houses  this  month  and  buyers 
state  that  business  is  decidedly  good  in 
this  line  with  orders  coming  in  as  fast 
as  others  are  shipped  out.  Both  staple 
and  fancy  lines  are  attracting  wide- 
spread attention  as  it  is  predicted  that 
the  Spring  and  Summer  of  1922  are 
going  to  witness  one  of  the  biggest  re- 
vivals of  dressmaking  that  has  been 
experienced  in  many  years.  Department 
stores  are  planning  to  inaugurate  home 
sewing  campaigns  just  as  soon  as  the 
usual  sales  and  Winter  rush  is  done, 
and  it  will  not  be  their  fault  if  every 
woman  dees  not  make  up  her  mind  to 
purchase  a  few  yards  of  gayly  checked 
gingham  or  dotted  Swiss  and  contrive 
for  herself  a  dainty  Summer  dress. 

According  to  a  leading  Montreal 
wholesale  firm  the  greatest  demand  is 
for  vivid  colors  in  tub  fabrics,  and  they 
enumerate  the  wanted  shades  in  this  se- 
quence: cinnamon,  shrimp,  maise,  French 
pink,  tomato,  helio,  seafoam  green  and 
all  white.  The  last  named,  however,  will 
rank  possibly  among  the  most  popular 
tone  in  all  classes  of  fabrics  and  several 
buyers  have  commented  on  the  fact  that 
it  looks  like  a  "white  Summer." 
Organdy    Retains    Its    Prestige 

The  queen  of  fabrics  is  undoubtedly 
organdy,  especially  in  the  Swiss  perman- 
ent finish  which  is  now  obtainable  at 
prices  greatly  reduced  from  last  year's 
quotations.  The  hand  embroidered  or- 
gandies are  particularly  lovely,  since 
they  feature  a  very  varied  assortment 
of  dots,  both  small  and  large,  as  well 
as  dainty  little  figures,  and  these  may 
be  obtained  in  contrasting  colors  or  in 
white  on  different  shades  including  all 
those  above  mentioned.  It  is  impossible 
to  obtain  the  same  effect  in  finish  in 
American  made  organdys  and  the  Swiss 
are  still  supreme  in  the  manufacture 
of  this  lovely  Summer  fabric,  which  is 
unequalled  for  all  purposes. 

Dotted  Swiss  will  show  a  decidedly 
increised  range  of  patterns  and  ons 
Montreal  wholesale  house  is  showing 
no  fewer  than  nine  different  sizes 
of  dotted  effects,  not  only  in  the  usual 
white  dot  but  also  in  black  and 
colors  woven  on  grounds  of  contrasting 
tone.  A  big  demand  is  anticipated  for 
the  flocked  dot  tub  fabric  of  either  mus- 
lin or  voile  which  imitates  the  woven 
dot  so  closely  that  it  can  scarcely  be  de- 
tected even  by  close  examination.  Navy 
blue  muslins  are  especially  smart  when 
flecked  in  white  pin  dots  and  should  go 
far  in   supplying  the   perennial   demand 


SAMPLES  OF  UNUSUAL  SPRING 
FABRICS 

Fancy  Raye  or  striped  chiffon  taffe- 
tas shown  for  Spring  and  Summer 
by  Mark  Fisher  Sons  and  Co.,  of 
Montreal.  This  silk  has  a  black  stripe 
with  which  is  combined  a  formal 
nosegay  motif  in.  a  variety  of  colors, 
chiefly  rose  and  blue.  This  novel  silk 
will  be  largely  used  for  frocks,  mil- 
linery and  fancy  work  on  account  of 
its  suitability  for  reproducing  the 
modes  of  olden  time  ivhich  are  being 
so  widely  revived. 


for   hot   weather   fabrics   that    will    not 
soil  too  quickly,  at  a  low  price. 

New  Designs  In  1922  Voiles 

Voiles  show  a  complete  transforma- 
tion in  the  matter  of  desilgns.  The  vogue 
for  floral  patterns  seems  to  have  dimin- 
ished in  a  rather  remarkable  manner 
and  instead  are  to  be  found  small  neat 
geometrical  figures,  plaid  effects  closely 
resembling  ginghaims  and  the  ever  dainty 
flocked  designs  which  this  year  imitate 
chenille  or  wool,  so  fluffy  and  raised! 
is  the  pattern.  Group  designs  appear  to 
lead  in  popularity  and  small  clusters  of 
dots  are  grouped  in  squares,  ovals  and 
large  all-over  patterns,  to  resemble 
beading  and  stitchery  in  white  and 
colors.  The  gingham  patterns  are  the 
newest  and  smartest  of  the  collection, 
particu^rly  those  in  lattice  checks  and 
over-checks  with  a  ratine  finish. 

Crepette  and  ginghamette  are  two 
very  new  wash  fabrics  for  lingerie  and 
sheer  frocks  especially  designed  for 
children's  wear,  which  come  in  pastel 
shades  and  white  and  feature  shadowy 
checks  in  self  color.  Cross  barred  mus- 
lin is  another  leader  in  this  class  of 
materials  and  shows  a  novel  treatment 
of  Swiss  embroidery  in  blue,  pink  or 
black. 

New  York  Demands  Batiste 

Printed  batistes  are  predicted  tj  be 
slated  for  one  of  the  biggest  seasons  in 
years,  as  New  York  has  set  its  seal 
of  approval  upon  the  dotted  and  checked 
designs  as  especially  appropriate  for 
Summer  1922.  Having  a  crisp  organdy 
finish  and  coming  in  bright  colors,  these 
batistes  will  make  delightful  little  frocks 
for  almost  any  occasion.  One  line  of 
Joffre  blue,  checked  in  white,  has  a  dot 
in  the  centre  of  each  check,  providing  a 
most  unusual  effect  when  seen  at  a 
distance. 

There  is  a  good  demand  for  sprigged 
dimities  in  pastel  shades  for  the  making 
of  kiddies'  party  dresses,  and  for  neg- 
ligees and  lingerie.  The  new  rose  bud 
patterns  developed  in  palest  yellow, 
shell  pink  and  baby  blue  are  exquisite 
and  quite  irrestible  to  feminine  eyes. 

The  fad  for  sleeveless  fr  cks  is  said 
to  be  by  no  means  dead  yet  and  the 
coming  Spring  materials  are  providing 
ample  scope  to  feature  new  ways  of 
developing  these  useful  and  smart  little 
costumes.  Ramie  cloth  and  beach  cloth 
will  be  used  in  this  way,  while  ratine  is 
back  on  the  market  in  unusual  and 
arresting    color    effects.      Bright    colors 

Con  inued  on  page  112 
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There  is  no  doubt  that  tweeds  are  showing  splendid  promise  for  Spring  and  Summer.  Suits,  skirts,  dresses  and  sporting 
togs  will  be  either  homespun  or  tweed.  Both  stripes  and  checks  are  good  though  there  will  probably  be  more  of  the  latter.  The 
striped  pattern  illustrated  here  is  in  blue  and  white,  the  check    on  the  lower  left  is  fawn  and  navy  arui  the  one  on  the  loner 

right  is  black  and  white. — Shown  BY  DAVID  W.  ROSS,  TORONTO. 
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RETIRING  R.  M.  A. 

Continued  from  page  62 
expressed  the  opinion  that  this  should  be 
borne  by  the  government  as  such  inspec- 
tion was  in  the  interests  of  the  peop'e. 
Postage  rates  on  mail  order  catalogues 
was  also  taken  up  and  it  was  suggested 
that  the  government  investigate  the  sub- 
ject to  ascertain  the  cost  to  the  country 
of  this  service  which  enabled  the  distri- 
bution of  merchandise  under  such  cir- 
cumstances as  gave  little  opportunity 
for  competition  by  retailers.  In  giving 
an  argument  for  branch  associations,  Mr. 
Watter ,  stated  that  the  Eastern  Ontario 
and  Ottawa  District  Ass'n  had  increas- 
ed its  membership  to  442  this  year  and 
had  a  surplus  of  $927  on  hand. 

Thursday's  Session 

The  feature  of  the  convention  on 
Thursday  was  the  presentation  to  the 
retiring  president,  B.  W.  Ziemann, 
Preston.  D.  R.  Clark,  treasurer  of  the 
Ontario  association  and  an  active  work- 
er in  the  Toronto  grocers'  section,  in 
making  the  presentation  of  a  handsome 
club  bag,  referred  to  the  great  interest 
that  Mr.  Ziemann  had  taken  in  the  work 


of  the  association.  He  had  been  untiring 
always  in  his  activities  on  behalf  of  re- 
tailers. His  abilities  of  leadership,  and 
his  advice  had  always  been  at  the  service 
of  the  organization.  For  the  past 
twenty  years  he  had  given  a  great  deal 
of  his  time  to  the  work,  and  it  was 
pleasing  to  know  that  with  his  retire- 
ment from  the  office  of  president,  he 
was  not  ceasing  to  be  as  interested  in 
the  work.  It  was  fitting  that  his  services 
should  be  appreciated  in  some  tangible 
form  and  it  was  with  a  real  sense  of  ap- 
preciation of  what  Mr.  Ziemann  had 
done,  that  he  made  the  presentation. 

The  re  iring  president  in  expressing 
his  gratitude,  declared  that  he  had  al- 
ways tried  to  serve  the  best  interests  of 
the  retail  merchants  of  Ontario  and  the 
Dominion.  He  had  enjoyed  the  work,  and 
he  had  formed  friendships  that  would 
endure  as  long  as  he  lived.  He  had  al- 
ways had  the  co-operation  of  his  fellow 
officers,  and  while  at  times,  the  work 
represented  a  thankless  job,  'here  were 
compensating  features.  He  would  ever 
be  ready  to  serve,  even  though  not  as 
president,  the  interests  of  the  Retail- 
ers' Association. 


200  Eastern  Ontario  Retailers 

Meet  in  Convention  in  Kingston 

Large    Delegation    of    Merchants    Attend    From 
Ottawa — Retailers  Want  to   Confer  With   Manu- 
facturers in  Fixing  Resale  Price — Banquet  in  the 
Evening 


KINGSTON,  Jan.  17.— (Special)— 
With  upwards  of  two  hundred 
de  egates  in  attendance,  the 
fourth  annual  convention  of  the  Retail 
Merchants'  Association  of  Eastern  On- 
tario opened  in  the  Y.M.C.A.  hall  this 
afternoon  at  4  o'clock.  President  Henry 
Watters,  Ottawa,  presided.  The  Ot- 
tawa delegation  was  the  largest  from 
any  single  city,  a  party  of  forty  mer- 
chants coming  from  there.  Mr.  Wat- 
ters was  accompanied  by  the  officers 
and  executive,  including  R.  Craig, 
Brockville,  second  vice-president;  T. 
W.  Col, ins,  Ottawa,  treasurer;  Alexan- 
der Phillips,  Ottawa,  auditor;  J.  C. 
Campbe'l,  Ottawa,  secy.;  Mr.  Beale,  or- 
ganizer; E.  A.  Stephens,  president  and 
G.  G.  Crabtree  secy.,  of  the  Ottawa 
Branch.  B.  W.  Ziemann,  past  president, 
W.  C.  Miller,  provincial  secretary,  Tor- 
onto, Norman  S.  Jones,  Hamilton,  Clar- 
ence A.  J.  Mil.er,  Ottawa,  were  also  in 
attendance.  Addresses  of  welcome  were 
given  by  Mayor  S.  S.  Corbett  on  behalf 
of  the  city  of  Kingston,  and  W.  Y.  Mills 
on  behalf  of  the  Kingston  branch. 
President  Watters  replied  on  behalf  of 
the  officers  and  thanked  the  Mayor  and 
President  Mills  of  the  local  branch  for 
the  warmth  of  the  greeting  which  was 
fu.ly  reciprocated  by  all. 

Resolutions  Passed 

During  the  afternoon  session,  two  re- 
solutions were  passed.  One  resolution 
asked  the  Provincial  Legislature  to  pass 


an  act  giving  an  interpretation  to  define 
all  trade  sections.  The  other  resolution 
asked  that  the  Board  be  given  power  to 
confer  with  all  manufacturers  who  fix 
the  retail  seLing  prices  of  standard 
goods. 

Banquet  in  the  Evening 

Tonight's  banquet  tendered  the  dele- 
gates by  the  local  retail  merchants  was 
marked  by  an  eloquent  appeal  from 
Major-General  MacDonnell,  commandant 
of  the  Royal  Mi.itary  College,  for  a 
United  Canada.  Over  one  hundred 
business  men  sat  down  to  the  Banquet. 
W.  Y.  Mills,  president  of  the  local 
branch  of  the  Retail  Merchants'  Associa- 
tion, presided,  and  the  speakers  includ- 
ed Major-General  MacDonnell,  who  pro- 
posed the  toast  to  "Canada"  and  which 
was   responded  to  by  Brigadier-General 

A.  E.  Ross.  President  Watters  gave  an 
excel. ent  address  on  the  principles  of 
the  Retail  Merchants'  Association,  show- 
ing the  enormous  amount  of  work  ac- 
complished during  the  past  two  years. 
The  toast  to  the  visitors  was  proposed 
by  R.  J.   Rogers,   and   responded   to  by 

B.  W.  Ziemann,  W.  C.  Miller  and  Bry- 
and  White,  Ottawa,  and  Major  Corbett, 
Kingston.  The  business  session  will  be 
continued  on  Wednesday. 


SKIRTINGS  WILL  BE  STRONG 

A  Toronto  manufacturer  of  skirtings 
declares  that  these  will  be  as  strong  as 
ever  in  the  Spring,  with  this  deference — 
stripes  will  share  honors  with  checks. 
Instead  of  85  per  cent,  stripes  and  15 
per  cent  checks  as  it  was  last  Fall,  the 
proportion  will  be  fifty  or  sixty  per 
cent,  checks  and  the  remainder  stripes. 
Black  ami  white  will  be  worn  but  there 
are  rival  colors  in  the  field.  Fawns  and 
navys  in  combination  are  the  favorites. 
There  will  be  skirtings  with  fawn 
grounds  and  navy  stripes  or  checks, 
and  those  with  navy  grounds  and  fawn 
stripes  or  checks.  The  white,  in  the 
black  and  white  materials,  will  be  a 
little  more  prominent  than  the  black. 
High-colored    Homespuns 

Already,  women  planning  trips  to  the 
South,  are  causing  quite  a  flurry  in 
homespuns.  They  are  choosing  the 
very  brightest  shades  in  single  colors 
and  in  combination.  All  the  yellow,  rose 
and  blue  tones  are  in  tiemand.  One 
wholesale  house  at  least,  is  carrying  bags 
to  be  worn  with  suits  or  gowns  of  this 
material.  They  are  homespun,  too,  and 
are  sold  to  the  retailer,  lined  or  unlined, 
as  he  prefers.  Some  of  them  are  plain 
and  others  have  floral  or  conventional 
designs  after  the  fashion  of  those  made 
by  hand  last  season.  The  wholesale 
trade  is  already  finding  a  good  market 
in  homespuns  because  of  the  publicity 
it  gets  through  these  handbags. 

The  sport  and  Summer  suits  this 
season,  will  be  made  up  with  contrast- 
ing materials.  Sometimes  the  skirt  will 
be  plain  and  the  coat  striped  or  checked. 
Again  these  will  be  reversed.  The  more 
conservative  models  show  a  plain  color 
for  both  skirt  and  coat  with  collar  and 
cuffs  of  a  small  checked  pattern.  What- 
ever the  choice,  the  chief  note  will  be 
the  high  color.  In  fact,  Miss  Springtime 
will  walk  down  the  main  streets  of  our 
towns  in  a  glory  of  shades  resembling 
a  veritable  rainbow. 


From  Beer,  one  hears  predictions  of 
short  paletot  suits,  made  of  wool  crepe 
or  popeline  in  gray  and  in  beige. — From 
Women's  Wear,  N.  Y. 


SALESWOMEN  OF  WINNIPEG 
ORGANIZE 

Organization  of  a  Retail  Saleswomen's 
association,  claimed  to  be  the  first  venture 
of  its  kind  in  Canada  was  effected  at  a  meet- 
ing of  Winnipeg  saleswomen.  A  represent- 
ative number  of  women,  from  the  leading 
business  houses  in  that  city,  were  present, 
and  heartily  endorsed  the  objects  of  the 
association,  and  will  co-operate  to  the  fullest 
extent  with  the  men  in  their  educational 
work.  Arrangements  have  been  made  to 
have  J.  T.  Knox,  of  Cleveland,  Ohio,  de- 
liver a  course  of  short  lectures  in  salesman- 
ship and  business  efficiency  in  the  science 
theatre  of  Manitoba  university,  on  Jan.  31, 
and  Feb.  1  and  2. 

A  directorate  composed  of  the  following 
officers  was  elected:  Misses  A.  Parker, 
F.  O'Grady,  L.  Livingstone,  F.  Miles,  F. 
Smith,  of  the  Hudson 's  Bay  Company ;  Misses 
M.  Smith,  E.  Wright,  M.  C.  McElivee,  I. 
Nichols,  of  J.  Robinson  &  Co;  Miss  K.  Brad- 
shaw  and  Miss  E.  Garrick,  of  Holt  Renfrew; 
Mrs.  G.  Mcllveen  and  Miss  L.  Gunn,  of 
Hollingsworth  Limited. 
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DRESS    FABRICS 
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NOW  READY 

New  lines  for  the  new  season 

by 

SILKS  LIMITED 
RIBBONS  LIMITED 
NOVELTIES  LIMITED 
DRESS  FABRICS  LIMITED 


Your  mail  orders  given  prompt  attention.  Salesmen  are  now  on  the  road  with  our 
complete  lines.  Buyers  while  in  the  city  are  asked  to  call  and  see  our  splendid 
range  of  merchandise. 


MONTREAL 


TORONTO 


WINNIPEG 


y/w/W/W/z/W/^^^^ 


It's  Winter  by  the  calendar 
but  Spring  in  our  Showroom 


XlfE'VE  assembled  a  most  wonderful  array  of  Kimonas  and 
'  '  Lingerie  for  our  Spring  line — you  really  can't  appreciate 
just  how  fine  they  are  until  you  see  them. 
We've  spent  many  thoughtful  hours  on  the  matter  of  ma- 
terials, workmanship  and  attractiveness  and  what  will,  we 
are  sure,  interest  you  most — is  the  price. 


I 


Kimonas 

Breakfast    Gowns 
Combing    Jackets 
Chemise 
Night  Gowns 


Bloomers 
Underskirts 
Camisoles 
Boudoir  Cars 


The  Lingerie  Company 

Manufacturers 

80-82  Wellington  St.,  West 
Toronto 

See  us  while  in  Toronto  at  the  Textile  Exhibition 


Dry  Goods  Review 


DRESS    FABRICS 
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This  is  the  season  of  the  year  when 


WHITE  GOODS 


The  ultimate  choice  of 
the  PRUdent  housewife 


are  in  the  greatest  demand.  Housewives  are 
now  taking  stock  of  their  sheets  and  pillow 
cases,  towels,  counterpanes,  underwear  and 
other  materials  and  are  preparing  for  the 
annual  renewals. 

Take  an  inventory  now  of  your  needs — take 
a  census  of  the  white  goods  on  your  shelves. 
Then  lay  in  a  plentiful  supply  of  "  Prue 
Cottons  "  and  display  them  on  your  counters 
and  in  your  windows.  They  are  the  best — 
price  for  price,  and  therefore  the  cheapest — 
quality  for  quality. 


They   are   made   in   Canada   t> 3?   Canadians 

DOMINION  TEXTILE  COMPANY  LIMITED 


MONTREAL 


TORONTO 


WINNIPEG 
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Greenshields  Limited 

Woollen  Department 


We  wish  to  announce  to  the  trade  that  our  Spring  line  of 
Woollens  is  now  in  stock  for  your  inspection.  Our  range 
having  been  supplemented  by  the  stock  of  Messrs.  Gault 
Bros.,  Ltd.,  we  are  now  in  a  position  to  deliver  more  prompt- 
ly and  satisfactorily  than  we  have  been  for  some  time  past. 

The  range  consists  of  Fancy  and  Staple  Suitings  in  Wor- 
steds and  Tweeds  from  the  best  British  Manufacturers  also 
a  splendid  range  of  Serges  including  "Belwarps." 

We  also  carry  a  full  line  of  newest  fabrics  in  Ladies'  Coat- 
ings, Skirtings  and  Sport  Suitings, 

"If  you  can't  get  it  anywhere  else  you  can  get  it  here." 


GREENSHIELDS  LIMITED 

"The  Hub  of  the  Dry  Goods  Trade  in  Canada!' 

17  Victoria  Square  Montreal 


Sales  Rooms  from  the  Atlantic  to  the  Pacific 
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Dress  (Soods 

SPRING  1922. 


We  are  showing  a  large  range  of  exclusive  Novelty  designs  in  Cos- 
tume and  Skirt  Cloths  including  the  following: — 


COLORS  (All  Wool) 
SERGES 

TRICOTINES 
GABARDINES 

JASMINE  POIRET  TWILLS 
SATIN  DUCHESS 
BROAD  CLOTHS 


BLACKS 
CREPE  ROYAL 
SAN  TOY 

CASHMERES 


PERMETTE 
SILKWARP  HENRIETTA 
CREPE  DE  CHINE 


The  leading  shades  for  SPRING  are  SAND  —  ROSE  —  TAUPE  — 
ELEPHANT  —  REINDEER  —  KANGAROO  —  KING  FISHER  — 
PEKIN  —  TOBACCO  —  WINE  —  NAVY  and  BLACK. 


We  have  also  a  complete  stock  of  FRENCH  and  BRITISH  all 
wool  Dress  Goods  in  all  colors  in  the  following  lines — Coating 
and  Botany  Serge,  Poplins,  Ottomans,  Nun's  Veilings,  All  Wool 
Cashmeres,  Taffetas,  Wool  Crepes,  Tunis  Crepes,  Habit  Cloth, 
Tricotines,  Gabardines,  Striped  and  Plain  Armures,  Fancy  Skirt- 
ings, Checks  and  Stripes. 


GREENSHIELDS  LIMITED 

"The  Hub  of  the  Dry  Goods  Trade  in  Canada." 

17  Victoria  Square  Montreal 

Sales  Rooms  from  the  Atlantic  to  the  Pacific 
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With  a  Great 
1Q21  Record 

in  Back  of  us* 


Dry  Goods  Review 
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Novelties  Seen  in  Spring  Trimmings 

Mother  of  Pearl  Turns  Out  to  Be  Shell  of  Humble  Snail— Calci- 

mined  Ostrich — Paris  Novelties  to  be  Introduced  Later  in  Season 

•  — The   Place   for   the    Trimmings   Indefinite — Trade  Looks  for 

Good  Season 


THERE  is  a  decided  note  of  novel- 
ty about  the  mil.inery  trimmings 
which  are  being  exploited  by  Mon- 
treal designers  for  early  Spring  millin- 
ery. During  the  course  of  several  vi- 
sits to  the  different  show  rooms  Dry 
Goods  Review  was  impressed  with  the 
fact,  in  this  connection  at  least,  "that 
things  are  not  what  they  seem,"  to  quote 
the  well  known  poem.  One  suffers  a 
considerable  shock  to  discover  that  the 
delicately  tinted  bits  of  mother  of  pearl 
which  are  used  in  such  profusion  to 
form  clusters  of  flowers  or  studded  like 
beads  here  and  there,  are  nothing  more 
or  less  than  the  shell  of  the  humble 
snail,  but  such  we  are  assured  is  the 
case.  Snail  shells  therefore  may  be 
seen  upon  some  of  the  season's  smart- 
est hats  and  add  not  a  little  to  their 
distinction,  being  sponsored  by  no  less 
an  authority  than  Lanvin  of  Paris. 

But  designers  profess  to  believe  that 
there  never  was  such  a  spring  for  lav- 
ish use  of  flowers  and  fruit  as  the 
spring  of  1922,  and  bring  forth  num- 
berless charming  creations  which  are 
nothing  but  bouquets   ablaze  with  color. 

Next  to  Lowers  in  popularity  we  find 
fruits  calling  for  attention,  including 
grapes,  cherries,  gooseberries  and  cur- 
rants, cleverly  reproduced  in  either 
black  or  natural  colors  and  arranged 
in  the  most  realistic  clusters  imaginable. 
A  very  frequent  trimming  on  some  hats 
is  one  Large  blossom  in  a  flame  or  rose 
shade  with  which  is  placed  a  cluster  of 
one  of  these  fruits  in  black  or  dark 
blue. 

"Calcimined"   Ostrich   for    Spring 

Going  still  further  afield  in  the  search 
for  novelty  in  trimmings  we  find  the  de- 
signers using  all  sorts  of  feather  novel- 
ties which  are  scarcely  recognizable  in 
their  new  form.  Calcimined  ostrich  is 
well  spoken  of  and  is  nothing  more  or 
less  than  "whitewash"  applied  to  the 
quill  of  the  ostrich,  making  a  somewhat 
bizarre  effect  but  none  the  less  interest- 
ing. Many  designers  comment  particul- 
arly on  the  so  called  "plastered"  feath- 
ers which  mean  precisely  the  same 
thing.  Pasted  feathers  arranged  in  fiat 
effects  and  in  bright  colors  are  also 
good,  while  clipped  ostrich  pompoms  are 
frequently  used  with  glycerined  ostrich 
in  brim  trimmings.  Glycerined  ostrich 
will  be  somewhat  used  alone  but  only  in 
the  new  "twisted  tail"  arrangement  that 
gives  a  stiff  appearance  when  upright 
but  when  used  in  pairs  in  a  side  trim- 
ming gives  the  drooping  effect.  Curled 
quills  are  used  for  the  tailored  type  of 
hat  and  another  type  of  novelty  pom- 
pom appears  with  the  tips  of  the  feath- 
ers radiating  outwards  instead  of  being 


caught  together  in  the  centre  as  a  stem. 
The  tips  are  stripped  to  form  points. 
Lacquered  feathers  are  well  liked)  too, 
especially  in  the  red  shades. 

Beads  of  All  Sorts 

Closely  allied  to  the  vogue  for  tiny 
sheLs  as  hat  trimmings  will  be  found 
beads  of  all  sorts,  which  will  he  shown 
as  spring  advances.  Wooden  beads  in 
particular  are  lavishly  used  in  different 
sizes,  in  strings  and  entire  cabochons, 
or  singly  upon  brims  or  wherever  a 
place  can  be  found'  for  them.  There  are 
white  beads,  jet,  g'.ass  and  steel  varie- 
ties, long  and  fancy  shaped  beads,  etc. 
Among  the  colors  for  beads,  red  and 
crange  seem  to  be  most  favored. 

Ribbons  will  be  extensively  used,  eith- 
er pleated  into  smart  cocades  or  else 
tied  in  dashing  bows.  Double  faced  rib- 
bons and  corded  varieties  will  lead  in 
popularity.  The  treatment  of  very  nar- 
row ribbons  is  novel,  as  rosettes  or  flat 
flower  effects  are  usually  made  and 
sewn  on  the  hat  by  the  edge  only,  so 
that  the  ribbon  stands  out  free.  Wide 
satin  ribbons  are  cleverly  used  to  drape 
matrons'  turbans,  lending  a  more  grace- 
ful appearance  to  the  hat  than  could  be 
obtained  by  the  use  of  fabric  alone. 

What  Paris  is  Using 

As  the  season  advances  there  will  be 
introduced  some  of  the  novelties  which 
Paris  is  sponsoring  at  present,  such  as 
tinfoil  trimming  or  "etain,"  parrots  in 
bright  green  or  red,  "match  sticks" 
which  are  small  spikes  tipped  with  a 
bright  bead,  sealing  wax  flowers  and 
opalescent  motifs. 

Among  the  more  elaborate  models  no- 
ticed in  preparation  for  the  spring  open- 
ings which  will  occur  around  the  end 
of  February  was  a  hat  of  visca  all-over 
of  deep  brown  and  metallic  threads 
trimmed  with  silk  piping  and  a  ribbon 
card.  Another  was  of  checked  visca 
braid  made  very  soft  and  pliable  as 
though  made  of  fabric.  Hair  cloth  ap- 
pears quite  frequently  in  models  of  dif- 
ferent   colors,    such    as    one    noticed    of 


brown  designed  in  the  shape  of  a  small 
tunban  with  two  ribbon  loops  crossed 
on  the  top. 

No  Definite  Position  for  Trim 

None  of  the  designers  have  yet  agreed 
as  to  where  the  trimming  definite. y  be- 
longs on  the  spring  hat.  It  is  still  too 
early  to  predict  with  sureness,  but  as 
Paris  has  decreed  high  trimmings  and 
New  York  is  partial  to  dro'oping  ef- 
fects, it  may  be  safe  to  say  that  each 
type  of  hat  will  be  a  law  to  itself. 

There  is  an  ever  increasing  interest 
in  sports  hats,  especially  as  an  early 
season  item.  Braids  introducing  wooj 
and  straw,  all  wool  braids  and  com- 
binations of  silk  fabrics  and  braids  are 
most  prominent. 

A  great  deal  has  been  done  with  an- 
gora braid  and  angora  hair  braid  will 
undoubtedly  become  more  generally  pop- 
ular in  the  near  future  for  sports  hats. 
Trade  is  Confident  of  Successful  Season 

There  is  a  feeling  of  confidence  mani- 
fest throughout  the  millinery  trade,  con- 
fidence that  the  advancing  spring  sea- 
son will  find  business  conditions  as  close 
to  normal  as  they  have  desired  them, 
confidence  that  is  based  upon  the  first 
facts  obtainable  relative  to  the  spring 
demand.  While  this  feeling  has  by  no 
means  led  the  manufacturers  and  im- 
porters of  millinery  to  indulge  in  the 
reckless  expenditures  of  war  time  pros- 
perity, it  has  nevertheless  called  them  to 
work  harder  than  ever  in  their  prepara- 
tions for  the  advancing  season,  in  the 
sincere  be'ief  that  values  will  find  a 
ready  market.  Reluctance  on  the  part 
of  the  retailer  to  place  orders  in  the 
quantities  that  are  asked  by  over  an- 
xious salesmen  is  no  longer  character- 
ized in  the  wholesale  trade  as  a  "buyers' 
strike"  but  the  new  attitude  is  rather 
that  any  reluctance  in  ordering  is  a 
sign  that  the  customer  is  a  sane  and 
conservative  buyer  and  one  who  is  prob- 
ably in  a  better  financial  position  than 
others  who  place  more  generously. 

Sane  but  not  too  conservative  buying 
policies  are  admirable  assets  to  the  mil- 
linery buyer  this  season. 


STARTS  EDUCATIONAL  COURSE 

Manchester,  Robertson,  Allison,  Ltd.  of 
St.  John,  N.  B.  have  recently  inaugurated 
an  educational  course  for  all  its  employes 
which  will  cover  a  period  of  one  year  and  give 
a  more  thorough  knowledge  of  salesmanship. 
The  course  has  been  inaugurated  as  tending 
towards  better  service  for  the  customer  and 
greater  interest  and  appreciation  on  the  part 
of  the  employe.  In  its  initial  stages  it  has 
been  very  well  received  and  very  successful. 
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Fabric  Combinations  for  Easter 

Extreme  Diversity  of  Styles  Characterizes  Spring  Millinery — 

Shapes,  Fabrics  and  Colors  Give  Promise  of  Gradual  Changes — 

Horse  Hair  Lavishly  Used — Blocked  Shapes  Quiet 


The   year's   at  the  spring, 
The   spring's   at   the   morn, 
The  morning's  at  seven, 
The  hilltop's   dew-pearled; 
The   lark's  on  the  wing, 
The   snail's   on  the  thorn, 
God's   in  his  heaven, 
All's  right  with  the  world. 


Browning. 


WITH  the  dates  for  the  whole- 
sale millinery  openings  in  Mon- 
treal still  unsettled,  there  is 
little  really  definite  information  as  to 
what  will  he  worn  when  once  the 
Spring  season  opens.  However,  there 
is  plenty  of  news  to  be  gathered  in  the 
differe.it  workrooms  where  nimble  fin- 
gers are  now  busily  employed  in  mak- 
ing up  the  samples  for  the  Easter 
trade. 

Interviews  with  leading  millinery  de- 
signers bring  out  the  fact  that  hats  in 
fabric  combinations  or  fancy  braids  will 
predominate  this  season.  But  apart 
from  that  no  one  knows  what  will  be 
worn  because  there  is  something  new 
being  introduced  every  week  in  New 
York  and  the  consumer  is  adopting 
the  attitude  of  buying  simply  what 
she  likes,  not  what  is  shown  in  great 
quantity,  which  attitude  is  creating  a 
difficult  situation  for  'buyer  and  die- 
signer  alike.  The  average  woman  to- 
day walks  into  a  millinery  department 
and  'asks,  "What  haive  you  new  'to- 
day?" and  if  she  calls  a  week  later 
she  repeats  the  same  question.  It  is 
all  a  question  of  having  something  for 
everyone  and  not  too  much  of  anything. 

Individuality  therefore  may  be  taken 
as  the  keynote  of  the  Spring  season  as 
local  millinery  designers  see  it  and 
they  point  to  the  lack  of  uniformity  in 
styles  to  corroborate  this  fact.  How- 
ever, while  turbans  and  toques  will 
lead  as  always,  a  feeling  is  expressed 
that  shapes  will  be  a  trifle  more  un- 
usual, especially  regarding  the  direction 
and  angle  which  the  'brims  take.  At 
the  present  moment  the  demand  is  new 
for  "off  the  face"  shapes  but  the  new 
styles  coming  in  each  week  from  New 
York  show  cloche  and  poke  outlines 
fairly  frequently.  The  crowns  in  all 
cases  are  soft  and  supple,  with  either 
sectional  construction  or  a  coronet  effect. 
A  few  new  sihapes  are  entirely  briimless 
and  allow  a  good  opportunity  for  feat- 
uring flower  appliques  of  which  many 
little  hats  are  entirely  constructed. 

To  return  to  the  fabric  of  the  hat 
itself,  there  will  he  something  for  every 
taste    and   every   costume   from   present 


"CANNA" 

Is  the  new  color  which  is  used  effective- 
ly o7i  this  smart  black  satin  model  yith 
turned  up  brim,.  The  scrolls  of  ribbon 
are  an  unusual  trimming,  the  color  note 
beiyig  merely  suggested  by  the  inter- 
weaving of  Canna  hued  threads  with 
black.  The  crown  is  quite  soft.  Hat  from 
Debenham's   (Canada)  Ltd.,  Montrea'. 


indications.  Throughout  the  rest  of 
February  and  early  March  satin  hats 
will  of  course  hold  sway,  particularly 
in  the  heavy  cire  satins,  shoe  satins,  and 
baronet  eires  developed  in  black  and  the 
wood  shades.  Failles  are  also  employed 
to  a  considerable  extent.  With  the  ad- 
vent of  April,  and  Easter  which  falls 
upon  the  16th,  just  at  the  right  time 
to  introduce  mi'linery  of  a  real  Spring- 
like character,  the  novelty  braids  will 
be  seen  in  prolusion. 

The  great  demand  is  for  novelties  of 
all  sorts,  particularly  for  the  new  hair 
cloth  or  horse-hair  in  black  and  in  a 
bigh  glossy  finish.  Cellophane  allovers 
in  a  finely  woven  effect,  novelty  mix- 
tures of  wool  and  silk,  silk  metalasse, 
Gros  de  Londres,  allover  Visca  and  em- 
broidered Cantons  are  all  expected  to 
be  popular.  Then  there  are  two  new 
silk  fabrics  which  will  be  lavishly  used 
in  combination  with  fancy  braids.  These 
are  pebbled  satin  and  creponge.  The 
former  is  a  heavy  satin  with  a  pebbled 
surface  and  a  cire  finish,  and  the  latter 
is  a  knitted  silk  with  a  ratine  surface 
one  side  and  a  smooth  back.  Used  with 
these  new  allovers  will  be  found  visca 
and  straw  braids,  cellophane  satin 
braids  and  wool  mixtures.  Very  often 
the  crowns  are  made  of  the  braids  while 


the  brims  are  covered  in  the  fancy  all- 
over.  When  this  is  the  case  the  crowns 
are  frequently  cleverly  devised  to  imi- 
tate draped  effects  gathered  into  each 
side,  or  else  the  braids  are  interwoven 
in  such  a  way  as  to  combine  several 
tones  or  color  effects. 

Mohair  is  spoken  of  as  a  certainty 
for  early  summer  wear  and  it  is  exten- 
sively employed  now  to  veil  flower 
brims  on  small  hats  which  might  ap- 
pear too  summery  otheiwise.  The  trans- 
parent effects  are  more  truly  summer- 
like in  character  than  are  fabric  hats 
and  it  is  not  expected  that  they  will 
suffer  the  same  eclipse  which  overtook 
them  last   Summer. 

So  far  not  a  word  is  being  said 
about  blocked  shapes  although  the 
usual  number  of  sailor  hats  will  be 
featured  in  early  Spring.  Rough  straws 
will  predominate  with  smart  tailored 
bows,  but  for  the  most  part  designers 
are  maintaining  a  discreet  silence  upon 
the    subject  of   entirely  blocked   hats. 

The  colors  for  Spring  are  quite  charm- 
ing and  will  reflect  a  desire  to  get 
away  from  too  much  use  of  black  for 
a  few  months  at  least.  Brown  is  spoken 
of  in  the  lighter  wood  shades  on  ac- 
count of  the  number  of  costumes  in 
heather  mixtures  or  deer  shades  that 
are  being  worn;  periwinkle  blue  is  an- 
other very  lovely  shade  universally  be- 
coming to  blue-eyed  people,  whether 
fair  or  dark,  as  it  is  not  pronounced 
but  rather  faintly  toned  down  with  a 
touch  of  grey.  Canna,  pumpkin,  bonfire, 
beige  and  poppy  red  run  the  gauntlet  of 
wara  shades  and  it  is  said  that  there 
will  be  a  call  for  grey  later  on. 

Owing  to  the  lavish  use  of  flowers  to 
form  entire  brims  on  Spring  hats  the 
contrasting  fabric  used  in  the  costruc- 
tion  of  the  hat  proper  will  of  course  be 
subdued  in  tone  to  show  up  in  better 
effect.  Small  hat  flower  petals  are  like- 
wise used  singly  applied  in  overlapping 
effect  and  centred  by  beads,  to  form  a 
multicolored   brim  facing. 

In  the  general  enthusiasm  over  color- 
ful effects  in  millinery,  it  must  not  be 
forgotten  that  the  all  black  hat  has  a 
distinct  place  in  every  wardrobe  and 
not  only  for  matrons  but  for  the  young 
girl  as  well.  Among  the  latter  styles 
for  older  women  are  shown  exception- 
ally striking  models  of  black  hair 
cloth  in  a  high  draped  effect  in  com- 
bination with  Canton  crepe  and  trimmed 
with  fruit  in  shaded  effects.  Grapes 
will  be  frequently  seen  in  conjunction 
with  toques  of  haircloth  in  matrons' 
hats. 
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First  Showings  Bring  Business 

New  York  Behind  in  Deliveries  to  Canadian  Houses 

— Report  of  First  Showings  Encouraging — Three 

Favorites  in  Ready  To  Wear — Late  News  of  New 

York  Hat  Showings 


MILLINERY  buyers  are  very 
much  enthused  with  what  New 
York  had  shown  them  this  spring. 
They  say  that  their  customers  will  have 
to  buy  just  ais  vhey  had  to,  when  they 
saw  the  alluring  models  in  the  wholesale 
houses  of  the  metropolis.  The  difficulty 
will  be  in  getting  the  merchandise  over 
at  the  usual  time.  New  York  is  very 
much  behind  this  year  and,  although 
some  Toronto  buyers  have  had  their  or- 
ders in  for  two  or  three  weeks,  many  of 
the  samples  they  require  have  not  yet 
reached  here. 

Very  few  travelers  have  gone  out  but 
those  who  are  on  the  road,  are  sending 
in  very  good  reports.  One  sa.esman  who 
has  reached  Edmonton  with  thirty-five 
of  the  first  sample  hats,  has  sent  in  or- 
ders for  every  one  of  these  numbers. 
The  manager  of  one  house  says,  however, 
that  he  will  require  brisk  business  all 
this  season  to  counteract  the  losses  of 
the  slack  pre-Christmas  period. 

Three  Favorites  in  Ready-to-Wears 

One  Toronto  manufacturer  has  brought 
over  three  hats  which,  he  says  will  cover 
the  requirements  for  the  first  spring 
hats.  One  is  a  five-end  Milan  in  canna 
red,  the  straw  sti:ched  with  white 
thread.  This  is  done  to  give  the  two- 
toned  effect  which  is  being  carried  into 
all  the  smartest  designs  in  millinery. 
When  blue  or  black  s.raw  is  used,  the 
contrast  effected  with  the  white  thread 
is  even  better. 

The  second  mode!  has  a  crown  of  crepe 
de  chine  with  an  off-the-face  briim  of 
mohair  braid  arranged  to  give  the  tubu- 
lar effect  which  is  the  most  used  design 
in  trimming  this  year.  Mohair  lends  it- 
self best  to  this  shape  because  of  its 
wiry  nature  and  for  that  reason  it  is 
seen  on  almost  every  type  of  hat  shown. 

The  third  hat  is  a  combination  of  taf- 
feta and  cellophane  s  raw.  The  crown 
is  of  taffeta  and  the  whole  brim  of  ir- 
idescent black   celophane. 

That  staple  hats  in  ready-to-wear  are 
to  be  worn  very  considerably,  is  evident 
from  the  large  numbers  of  orders  com- 
ing for  all  the  sailor  and  turban  s  raws 
which  have  been  shown.  One  manufac- 
turer dec'ares  that  there  will  be  enough 
business  to  keep  his  house  working  all 
spring  without  stressing  the  novelty 
numbers  which  are  coming  out  every 
week. 

New  York  is  Talking  Horse-hair 

Next  fo  flowers,  the  American  whole- 
sale houses  are  stressing  horse-hair 
most  of  all.  This  resembles  the  old- 
fashioned  material  used  on  the  furniture 
of  a  generation  ago,  except  that  it  is 
very  fine.  No  doubt  much  of  the  popu- 
larity  which    horse-hair    is    enjoying,    is 


due  to  its  shiny  appearance,  because 
anything  which  is  iridescent  or  glazed 
wi  1  sell,  whether  it  is  straw,  satin  or 
silk. 

Designers  who  have  just  returned 
from  Paris,  say  that  in  tailored  models, 
Frenchwomen  prefer  plain  hats.  They 
choose  allover  chapeaux  of  cellophane, 
cired  materials  or  horsehair  and  they 
put  nothing  else  on  them.  In  New  York 
this  fad  is  considered  a  little  severe,  so 
milliners  are  placing  ornaments  on  most 
of  their  creations. 

Quite  in  keeping  with  the  vogue  for 
glistening  and  iridescent  materials,  is 
the  popularity  of  the  metal-edged  ribbon. 
Wonderful  little  ribbons  of  all  colors  and 
widths  have  edges  of  gold-colored 
metal,  which  stand  out  in  splendid  con- 
trast against  the  bright  cired  ha^s.  These 
ribbons  very  often  hang  on  the  left  side 
this  season. 

Irregular  brims  are  growing  in  favor 
as  the  season  advances,  particularly 
with  the  hats  which  have  no  trimming. 
The  yellows  are  probably  the  best  colors 
ju&t  now  but  the  next  few  weeks  will 
find  a  call  for  canna,  mahogany  or  terra, 
bonfire,  tile  blue,  and  perwinkle  blue. 
The  last  color  is  expected  to  outdo  al' 
the  other  blues  in  summer  millinery. 


Merchant's  Will 

Makes  Large  Gifts 

Late      Thomas      Ritchie      Makes      Many 

Generous  Bequests— $40,000 

To  Nurses'   Home 

The  late  Thomas  Ritchie,  of  Belh- 
ville,  left  an  estate  of  $126,547.64, 
among  the  principal  items  being:  life 
insurance,  $7,665.48;  stocks,  $39,000; 
bonds,  $21,268.12;  residential  property 
(Bridge  and  John  Streets,  Belleville), 
$10,000;  and  the  store  property  at  46 
and  47  west  side  of  Frcnt  Street,  valued 
at  $40,000.  The  bonds  included  $10,000 
in  Victory  b  nds,  $6,000  debenture 
bonds  of  Fort  William,  and  $5,000  of 
the  Canada  Bread  Co.  His  chief  stock 
holdings  included  50  preferred  shares 
of'  the  Ritchie  Co.  of  $500  each,  and 
10  preferred  shares  of  Canada  Cement 
Co.,  $900. 

To  Mary  Ritchie,  his  wife,  are  be- 
queathed the  household  goods  and  fur- 
niture. In  addition  she  is  given  the 
rent  of  the  store  building  and  the  in- 
come frcm  investment  of  the  life  in- 
surance. Forty  thousand  dollars  is 
bequeathed  to  the  Belleville  Women's 
Christian  Association,  according  to  the 
will  but  it  must  be  used  in  the  erection 


of  a  nurses'  home  in  connection  with 
the  hospital.  After  the  death  of  his 
wife  and  after  the  sale  of  the  store 
building  shall  have  been  made  by  the 
trustees,  the  will  directs  the  trustees 
to  pay  the  further  sum  of  $20,000  to 
the  Women's  Christian  Association  for 
extending    the    uses    of   the    hospital. 

Other    Extensive    Legacies 

The  $5,000  legacy  to  the  Children's 
Aid  is  in  trust,  to  be  invested  for  in- 
come purposes  in  assisting  in  the  pro- 
curing of  suitable  clothing  for  the 
wards  of  the  Children's  Aid  upon  their 
leaving  the  Shelter  to  go  to  foster 
homes.  A.  second  fiegacy  of  $10;000 
to  be  invested  by  the  Children's  Aid 
Society,  the  income  therefrom  to  be 
used  to  assist  in  the  work  of  the 
Society.  Other  bequests  include:  Albert 
College,  a  legacy  of  $5,000  and  $5,000 
more  after  the  death  of  Mrs.  Ritchie 
and  the  disposal  of  the  store  property; 
C.  M.  Reid  and  the  city  of  Belleville, 
$7,000  in  trust,  to  invest,  and  use  the 
income  from  such  investment  to  assist 
in  the  expense  of  instructors  for  small 
children  in  the  public  playgrounds  in 
East  and  West  Belleville,  the  same  as 
Mr.  Ritchie  had  d.ne  for  some  little 
time.  A  further  legacy  to  the  city  in 
this  connection  is  $5,000.  Miss  Jessie 
Hay,  nurse,  receives  $1,000;  Joseph 
Baker,  of  St.  Ola,  Ont.,  $500  and  fish- 
ing tackle,  boats,  guns,  etc.;  to  each — 
Frank  P.  Thompson,  James  Henry 
Bryant,  Hector  Poste,  James  Buchanan, 
Samuel  Maguire  and  Jane  Bishop  are 
left  two  common  shares  of  the  Ritchie 
Company  on  c  mpletion  of  three  years' 
further  association  with  the  Ritchie 
Company.  Fourteen  employees  of  the 
company  will  receive  a  legacy  of  $100 
each;  the:e  have  bean  employed  for  fcha 
year  prior  to  his  death.  The  residiue 
is  divisible  .'  mong  the  Women's  Chris- 
tian Association,  Albert  C  liege,  the 
Children's  Aid  Society,  the  city  of  Belle- 
ville, Murie',  Marjorie  and  Isabelle 
Gregg,  giandnieces  and  niece  of  Mrs. 
Ritchie,   and   Miss   Bessie    Stewart. 


A  SUGGESTION 
To  the  Editor  of  Dry  Goods  Review 
Dear  Sir: — 

At  this  season  of  the  year  when 
most  merchants  are  invoicing  their 
stocks,  we  find  many  articles  which 
are  unsalable,  because  they  are  out 
of  style  or  shop-worn.  They  are  only 
an  expense  to  keep  insured  and  they 
take  up  valuable  space. 

My  practice  is  to  sort  these  out 
and  send  them  to  the  Salvation 
Army  or  some  provident  association 
in  the  large  cities  where  they  can 
always  be  used  for  the  alleviation 
of  suffering  among  the  poor. 
Yours  very  truly, 
A.  L.  Potter 

Independence,   Kansas 
U.  S.  A. 
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Firm  Omits  Formal  Opening 

The  Arcade  of  Hamilton  Dispensed  With  Its  For- 
mal Opening  in  Millinery  And  Secured  Better 
Business — Getting  Rid  of  the  Idea  of  a  Selected 
List  of  Customers — The  Invitation — Tried  It  In 
Ready-To-Wear 


SPRING  and  fall  openings  are  two 
important  functions  in  the  life  of  the 
retail  store.  Great  preparations  at 
considerable  cost  are  gone  to  to  make 
this  a  successful  as  well  as  a  profitable 
event  in  these  two  important  seasons  of 
the  year.  The  store  puts  on  its  "best 
bib  and  tucker,"  so  to  speak,  as  an  in- 
ducement to  its  friends  to  see  the 
newest  creations  for  milady  in  the  mil- 
linery world.  Elaborate  displays  are 
staged  throughout  the  store,  both  interi- 
or and  exterior.  It  costs  a  lot  of  money. 
And  then  there  are  many  stores  that 
have  an  advance  show  for  a  selected 
list  of  patrons  who  might  be  expected  to 
make  early  selections  of  the  finest  and 
most  expensive  hats  of  the  whole  show. 
They  are  on  the  "inner  circle"  of  the 
store's  friends;  they  have  first  choice 
and  they  take  advantage  of  it,  no  doubt. 
But  what  of  those  who  are  not  on  the 
selected  list?  who  do  not  come  in  on 
the  first  show? 

The  Arcade,  Hamilton. 

These  are  questions  which  agitated  the 
minds  of  the  directors  of  The  Arcade, 
Hamilton,  Ontario.  So  they  decided  to 
try  out  a  season  without  a  formal  show- 
ing, though  they  had  no  intention  of  al- 
lowing it  to  be  thought  that  they  did  not 
have  the  best  they  could  get  in  millin- 
ery for  their  customers.  What  they 
wanted  to  get  rid  of,  if  they  could  with- 
out harm  to  the  store's  business,  was  a 
good  deal  of  expense  at  a  time  when  it 
became  necessary  to  cut  down  the  over- 
head, to  get  rid  of  the  idea  in  many  peo- 
ple's minds  that  they  had  a  favored  list 
of  customers  whose  requirements  were 
more  to  them  than  the  requirements  of 
other  people — and,  at  the  same  time,  ge 
their  usual  business  in  fall  hats,  per- 
haps increase  it. 

How  it  Was  Done 

According  to  J.  P.  Whelan,  Merchand- 
ise Manager  of  The  Arcade,  the  kind  of 
opening  they  had  in  the  fall  of  1921  was 
the  best  they  had  ever  had  in  that  city. 
They  did  not  call  it  an  opening,  for  they 
wanted  to  get  away  from  the  idea  of 
formalism  connected  with  the  usual 
spring  and  fall  displays.  They  sent  out 
a  letter  which  had  the  addresses  of  their 
French  and  English  offices  on  it  invit- 
ing attendance  at  their  millinery  de- 
partment. This  letter  was  sent  to  their 
FULL  MAILING  LIST,  not  a  selected 
list,  and  it  was  the  fullest  list  they 
could  get.  They  did  not  overlook  any 
one.     The  letter  follows: — 

Chapeau  Francais. 

If  you  would  be  always  distingue 
in  dress  without  being  ultra,  it  is 


rnot  necessary  to  consider  above  all 
.  things  the  style  of  one's  hat? 

And  are  there  to-day  a.iy  among 
les  elites  who  do  not  prefer  les 
chapeaux  francais  when  they  can 
be  procured  at  prices  which  are 
not  extravagants? 
And  Madame,  Mademoiselle,  what 
chapeaux  so  chic  as  those  of  Maria 
Guy,  Leotine,  Jenny,  Schwalbe, 
Francis,  Louison  or  Evelya  Varon? 

Truly,  wiih  one  of  these  creations 
you  may  possess  un  charme  fran- 
cais. 

Late  French  models  and  novel- 
ties are  now  ready  and  you  are 
cordially  invited  to  visit  our  show 
room  for  a  pre-opening  inspection 
of  this  the  largest  assortment  of 
Paris  and  New  York  hats  ever 
shown  in  Hamilton.  The  hats  will 
not  be  on  public  display.  You  will 
kindly  ask  to  be  shown  these  ex- 
clusive models. 

.     THE  ARCADE  LIMITED. 

Did  Same  With  Ready-to-Wear 

Mr.  Whelan  stated  to  Dry  Goods  Re- 
view that  the  plan  was  highly  success- 
ful and  that  they  had  done  'he  best 
business  in  their  millinery  department 
as  a  result  of  this  kind  of  an  effort 
that  they  had  ever  done.  He  felt  that 
it  had  accomplished  its  purpose  in  many 
respects  and  that  it  had  rid  their  friends 
of  any  impression  they  might  have  had 
that  there  was  a  selected  list  of  people 
who  had  the  first  chance  at  the  very 
best  creations  they  could  gather  from 
the  millinery  world  for  their  customers. 

The  same  plan  was  worked  out  in  con- 
nection with  heir  ready-to-wear  depart- 
ment and  with  the  same  satisfactory  re 
suits  to  them. 


OGILVY'S  CHRISTMAS  PARTY 

On  December  29  a  large  party  of  em- 
ployees of  the  Jas.  A.  Ogilvy's  Limited, 
of  Montreal,  and  their  friends  gathered 
on  the  furniture  floor  for  their  annual 
Christmas  party.  A  very  lively  evening 
was  planned  with  action  every  minute 
of  the  time.  First  of  all  there  was  a 
concert,  with  songs,  etc.,  drawn  from 
store  talent  and  interspersed  by  many 
of  the  favorite  community  songs  which 
were  sung  with  great  zest  by  the  gath- 
ering. A  well  put  on  play  by  members 
of  the  staff,  entitled,  "Professor  Love- 
bird's Matrimonial  Agency,"  was  one  of 
the  features  of  the  evening.  The  draw- 
ing for  presents  and  the  bean  guessing 
contest  were  very  popular.  Much  mer- 
riment was  introduced  during  the  dances 
with  paper  hatsi  and  balloons.  Light  re- 
freshments were  served  during  the  ev- 
ening. 


Optimistic  Note 

Is  Sounded 

J.  W.  Bundy   Reviews     Conditions     for 

Wholesale  Dry  Goods  Section  Board 

of  Trade 

Reviewing  conditions  in  the  Dry  Goods 
trade  during  the  year  1921,  J.  W.  Bundy 
of  Cockburn  &  Bundy  Ltd.,  of  Toronto, 
in  reporting  to  the  Wholesale  Dry  Goods 
section  of  the  Board  of  Trade  sounded  an 
optimistic  note  for  the  year  1922.  Two 
events  of  world  interest  were  cited  as 
indicators  that  better  times  were  in  store 
for  Canadian  business  men — the  Wash- 
ington conference  and  the  righting  of  the 
exchange  rate  between  Canada  and  the 
United  States.  Mr.  Bundy's  report  was 
as  follows: — 

"In  reviewing  generally  wholesale  dry 
goods  trade  for  the  past  year,  we  cannot 
get  away  from  the  fact  that,  owing  to 
world-wide  conditions,  it  has  been  a  year 
of  commercial  disturbance,  a  year  of 
unusual  anxiety  and  concern  on  the  part 
of  all  branches  of  the  trade. 

The  fact  that  throughout  Canada  over 
two  thousand  commercial  failures  have 
occurred  speaks  for  itself. 

The  unprecedented  drop  in  prices, 
fluctuations  of  exchange,  failure  of  crops 
in  the  west,  are  largely  responsible  for 
the  present  depression. 

The  Department  of  Finance  shows  a 
decrease  in  Customs  Revenue  amounting 
to  over  $55,000,000  for  nine  months  end- 
ing November  30th. 

For  the  final  months  of  the  year,  re- 
ports on  the  whole  show  expansion  and 
greater  activity  in  the  manufacturing  of 
textile  products;  cottons,  silk  and  rib- 
bons show  an  upward  tendency. 

The  Maritime  provinces  report  in- 
creases. 

In  Ontario,  as  in  Quebec,  there  were 
local  fluctuations  with  a  net  increase  in 
employment. 

At  Toronto,  employment  in  the  textile 
industries,  on  the  whole,  was  maintained 
at  the  September  level. 

Montreal  textile  factories  indicate 
greater  activity.  On  the  whole  the  fi- 
nancial outlook  looks  brighter  and  a  spir- 
it of  optimism  prevails.  Exchange  rates 
show  an  improvement  in  the  value  of 
the  pound  sterling. 

The  important  place  that  the  Wash- 
ington conference  on  the  limitation  of 
armaments  occupies  in  restoring  normal 
conditions  is  worthy  of  mention.  Lessen- 
ed expenditure  on  armaments,  lessened 
taxation,  and  a  general  agreement  be- 
tween the  powers  will  do  much  toward 
establishing  confidence  and  credit." 


At  a  formal  display  of  early  summer  hats 
to  be  made  in  New  York  shorty  one  manu- 
facturer is  planning  to  use  manneouins  of 
hand-painted  plaster  of  paris.  These  will 
be  miniatures  of  the  futuristic  type. 
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PARIS  DEGREES  RIOT 

Continued  from  page  100 
When  feather  trimmings  are  employ- 
ed outside  of  the  quills  spoken  of  above, 
they  usually  take  the  form  of  heavy 
drenched  ostrich  or  clipped  pompoms. 
Some  of  the  flat  high  colored  ostrich 
tips  are  also  seen. 

Little  in  All  Straw 

Nearly  all  the  French  hats  introduce 
fabrics  along  with  straw.  Only  in 
?traw  braids  do  the  Paris  designers 
work  with  straw  alone.  They  say  that 
the  soft  hats  appeal  to  women  more 
than   ever. 

For  sports  wear  there  is  the  hat  of 
masculine  lines  with  stiff  quills,  narrow 
ribbon  and  there  is  the  small  shape 
fitting  very  close  to  the  head.  Most  of 
the  sports  hats  are  worn  well  down 
over  the  eyes  and  are  made  supple  and 
without  ornament.  The  leading  colors 
are  used  in  this  type  as  well  as  in  the 
dress  hats.  In  fact  all  the  shades  men- 
tioned in  the  cable  despatches  arei  seen; 
cherry  red),  citron,  wood  tones,  bright 
blues  of  royal  cast  and  passot  shades 
are  among  the  mcst  prominent. 

Novelty   Trimmings 

There  has  been  a  sudden  demand 
for  the  new  feather  trimming  known 
as  biot  which  is  either  Chinese  goose 
or  duck  quills.  These  biot  feathers  are 
placed  usually  in  front.  They  droop 
from  the  top  of  an  allover  turban,  in  a 
veiry  effective  way.  There  is  a  scarcity 
of  these  in  the  market  at  present  which 
no  one  seeims  to  be  able  to  fill  with 
feathers  of  American  birds. 

In  London  there  is  vogue  for  tinting 
and  handpainting  in  headdress.  One 
designer  is  making  flowers  of  heavy 
silk,  painted  in  oils  by  a  special  process, 
which  renders  them  waterproof  and 
durable.  Wreaths  of  these  flowers 
painted  in  shades  of  pink,  green,  orange, 
lemon  and  blue  are  combined.  Painted 
cloth  and  gold  and  all  kinds  of  metal 
cloth   are  used  for  this   work. 

Both  Paris  and  London  are  favoring 
the  new  tricorne  shape.  Out  of  seven 
sample  hats  sent  over  by  as  many 
French  designers  five  were  on  the  tri- 
corne order.  Many  of  them  are  almost 
round  with  only  the  brim  edge  suggest- 
ing the  tricorne,  while  others  are  dis- 
tinctly pointed.  This  shape,  Toronto 
milliners  say,  is  particularly  good  when 
pendant  ornaments  or  loose  hanging 
ones  are  used  for  trimming. 


Early  Spring  Small  Shapes 

Toronto  Houses  Are  Expecting  Big  Season — Lead- 
ing Shades  Will  Be  Browns,  Purples,  Blacks  And 
Some  Bright  Shades — Many  Beautiful  Trimmings 
To  Be  Shown. 
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The  earliest  straw  hat  season  on  record 
has  opened  in  Los  Angeles.  Women  are 
buying  flower  trimmed  straws  originally  de- 
signed for  late  March  and  April.  This  may 
mean,  that,  although  the  hats  shown  in  the 
northern  states  and  in  Canada  are  usually 
combinations  of  straw  and  silk,  the  all-straw 
season  may  come  here  very  quickly — prob- 
ably by  the  middle  of  March. 


BUYERS  for  millinery  houses  are 
about  the  busiest  people  in  Toronto 
these  days.  Most  of  them  have 
returned  from  their  trips  to  New  York 
and  a  few  are  back  from  Paris.  They 
are  looking  for  the  biggest  spring  sea- 
son this  year  that  Toronto  has  ever 
known.  Fall  hats  came  in  so  early  that 
milliners  and  their  patrons  are  quite 
ready  for  spring  modes  and  even  in  the 
small  towns,  women  are  beginning  to 
ask  for  chapeaux  with  touches  of  straw. 
Wholesale  millinery  houses  say  that 
the  leading  shades  for  the  first  two 
months  this  year  will  be:  all  the  brown 
tones,  the  purples,  black  and  a  few  of  the 
bright  shades,  the  most  prominent  of 
which  will  be  silver,  gold  and  the  reds. 
With  the  March  winds  and  the  Easter 
suits,  will  come  several  grey  shades,  the 
blues,  and  black  and  white.  There  will 
be  a  note  of  color  on  all  the  hats  for 
late  spring.  May  and  June  will  bring 
in  the  bright  tones,  the  strongest  of 
which  will  be,  raspberry,  orange,  hya- 
cinth blue  and  Chinese  green.  The  all- 
black  and  the  all-white  will  be  worn  as 
well. 

Small  Shapes  for  a  While 

For  the  Canadian  trade,  the  small 
shapes  will  be  favorites  until  early  in 
April,  most  millinery  importers  believe. 
Draped  toques  and  turbans  which 
are  high  in  front  will  have  as  their  ri- 
vals the  pokes,  although  of  the  two,  the 
former  will  prevail.  One  manufacturer 
remarked  to  Dry  Goods  Review  that  the 
prevalence  of  the  off-the-face  hat  in  al- 
most all  styles  was  rather  remarkable, 
since  it  has  been  a  favorite  so  long. 
Soft-top  crowns  and  the  balloon  crowns 
will  be  good. 

Dress  occasions  will  see  the  cavalier 
hats  and  hats  with  slashed  brims.  June 
weddings  will  favor  Gainsborough  and 
Romney  hats  in  the  large  shapes. 

Trimmings  and  Materials  Varied 

There  is  a  difference  of  opinion  as  to 
what  the  leading  materials  will  be  but 
all  of  the  Toronto  wholesale  houses  are 
agreed  on  the  following:  visca  straw,  es- 
pecially the  all-over  visca,  is  being  shown 
for  immediate  business  and  it  is  a  safe 
venture  for  the  whole  season.  Every 
kind  of  satin  has  many  devotees.  The 
high-lustred  satin  in  both  the  baronette 
and  the  plain  material  is  perhaps  seen 
most  of  all.  Many  materials  are  being 
cered  this  season,  because  of  the  demand 
for  lustre.  Baronette  satin  responds 
very  readily  to  this  cering  process  and 
is  therefore  used  for  the  most  part  on 
the  first  models  which  have  come  in 
from  New  York.  Allover  jet  is  very 
good,  crown  and  brim  being  covered  with 
a  fabric  of  these  beads. 

Georgette    and    Canton    crepe   is    used 


m  combination  with  visca  or  faille.  Hair- 
cloth is  declared  by  one  wholesale  house 
to  be  One  of  the  best  materials  for  the 
whole   season. 

Beautiful  Trimmings  on  the  Market 

The  novelty  houses  are  making  up 
some  lovely  ornaments  to  attract  millin- 
ers this  spring.  It  promises  to  be  a  year 
when  almost  every  trimming  that  has 
been  worn  in  other  seasons,  will  make 
good.  Prices  too,  are  very  favorable  as 
millinery  accessory  firms  believe  that 
their  profit  will  come  mainly  from  turn- 
over in  the  next  five  weeks.  Ribbons  in 
all  widths  and  tones,  especially  the  wide 
grosgrains  and  failles  will  be  used.  Nov- 
elty wings  and  quills  are  expected  to 
return  to  the  status  they  had  several 
years  ago.  There  will  be  an  early  run 
on  flowers,  even  the  January  hats  show- 
ing some  lovely  crowns  of  flowers.  Both 
the  large  flowers  and  the  tiniest  ones  are 
seen. 

Later  on  in  the  season,  manufacturers 
expect  to  use  wheat,  ferns  and  mosses 
in  the  natural  tones.  Ornamental  veils 
are  shown  on  the  plain  models,  in  fact 
many  of  the  smartest  hats  depend  on 
their  veils   only  for  their  trimming. 

Dress  hats  will  have  chin  ribbons, 
chignon  loops  and  streamers  but  these 
will  not  come  in  until  later  on.  Some 
of  these  ribbons  will  .have  metal  edges. 
One  importer  believes'  that  glycerined 
ostrich  will  be  as  much  favored  as  it 
ever  was  while  the  coque  and  biot 
feathers  will  be  used  also. 


HODGSON  &  SUMNER  MARK  65TH 
ANNIVERSARY 

A  dinner  was  recently  given  at  the 
Montreal  Club  by  the  firm  of  Hodgson 
Sumner  &  Company  of  Montreal  which 
was  attended  by  the  travelers,  buyers, 
office  staff,  inside  salesmen  and  the 
board  of  directors,  numbering  some  80 
altogether.  The  event  partook  of  the  na- 
ture of  an  anniversary  celebration,  sig- 
nalizing the  firm's  65th  birthday.  Af- 
ter the  delicious  menu  had  been  enjoyed, 
toasts  were  drunk  to  the  King,  and  to 
the  various  departments  which  have  co- 
operated so  loyally  during  the  past  years 
to  build  up  the  present  business.  Mu- 
sical selections  were  given  during  the 
evening  ibv  Messrs.  W.  C.  Hodgson, 
James  Callander,  Elliott  Jones  and  J. 
L.  Desjardins. 


Buyers  predict  the"comeback"of  the  puit 
this  season  and  a  corresponding  revival  in 
the  blouse  business  will  come  as  well.  Blous- 
es are  being  given  a  prominent  place  in  sales 
throughout  the  country  and  wide  purchas- 
ing is  necessary  that  stocks  may  be  brought 
to  normal. 


J^dodel  Hats 


Newest  Fashions  Exclusive  Style 

Our  prosperity  rests  upon  your  ability 
to  sell  our  merchandise  and  to  sell  it  at 
a  profit.  Realizing  this  we  have  pro- 
vided an  adequate  stock  of  salable  and 
profitable  lines  for  the  SPRING  SEAS- 
ON. 

Newest  Merchandise  New   Prices 


GOULDING  y  SONS 


55  Wellington  St.  West,  Toronto 
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Jonn  St,  N.        236  Jackson  Bldg.  66  King  St. 
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The  new  "Fiskhats"  are  ready 


— We  take  distinct  pride  in 
inviting  you  to  inspect  them 
— also  our  large  open  stock  of 
Fisk  millinery. 

Beginning 
January  16th 

We  advise  an  early  selection  from 
these  exclusive  productions  of  our 
own  workrooms  and  from  the 
season's  choicest  importations. 

If  you  are  unable  to  visit  Chicago, 
you  will  find  a  complete  display 

At  New  York 
411  Fifth  Ave. 

D.  B.  FISK  &  CO. 

Creators  of  Correct  Millinery 
225  North  Wabash  Ave.,  Chicago 

41 1  Fifth  Avenue,  New  York 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND  EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932-938  Broadway  New  York  eCor.  22nd  St. 

Canadian  Showroom  and  Factory-: 

Bay  and  Wellington  Sts.,        -        Toronto,  Canada 


Spring  Styles  are  Ready 

Millinery  Frames 

Always  the  newest  in  stock 

From  Best  Makers  at  Best  Price" 


Milliners   everywhere 
making  up  Spring  stock 
have    an    ass^rtme^ 
frames   that   wil' 
liners  to  mak 
ning  of  h' 
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The  above  is  a  reproduction  of  the  Dynamo 

Booklet,  containing-  photos  of  latest  Parisian 

TJ^ts.  This  booklet  is  being-  sent  to  all  retail 

^ry    and    dry  goods   stores   throughout 

^ne  is  sold  only  through   mill- 
ds  houses. 

*ite  to 


OUTERDE 

Makers) 

lion  &  Co.  of  Lyons  (France)  for  the 
e  only  sell  to  the  Wholesalers. 


80  Wellington 

St.  West 

TORONTO 

Tel.  Adel.  4184 
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Now  as  Never  Before — 

You  Need  Sound 
Financial     Information 

THERE   never   was  a   time   when 
business  merchants  needed  sound, 
sane,  financial  knowledge  of  com- 
mercial happenings  on  which  to  base 
present  and  future  investments  as  they 
do  right  now. 

For  your  business  profits  are  not  real 
profits  until  you  have  them  safely  in- 
vested in  reliable  securities. 

Why  not  invest  profits  from  your 
shop  and  the  coupons  from  your  Vic- 
tory Bonds  in  genuine  securities,  news 
of  which  you  will  find  every  week  in 
THE  FINANCIAL  POST  Investors1 
Enquiry  Service,  a  feature  for  sub- 
scribers which  will  give  you  the  benefit 
of  investigators  in  all  the  big  financial 
centres?  This  service  is  just  as  if  you 
paid  a  man  $10,000  a  year  to  be  your 
own  personal  investigator  in  Toronto, 
Montreal,  Winnipeg — in  fact,  every 
city  in  the  Dominion. 

But  you  cannot  hire  the  services  of 
this  staff — you  get  them  free  with  a 
subscription  to  THE  FINANCIAL 
POST,  through  this  splendid  Investors' 
Enquiry  Service,  which  is  free  to  all 
readers. 

But  that  is  not  the  only  thing — this 
commercial  newspaper  gives  you  the 
financial,  industrial,  banking  news  of 
the  country  in  convenient  readable 
form — just  the  data  you  need  for  your 
business — just  the  facts  you  need  for 
your  investments — in  fact,  a  splendid 
partner  of  the  ambitious  merchant. 

When  8,425  merchants,  business 
executives,  bankers,  lawyers  find  in 
THE  FINANCIAL  POST  the  verv 
facts  which  will  help  them  in  their 
business,  will  you  not  find  a  weekly 
reading  of  its  pages  very  beneficial? 

THE   FINANCIAL   POST 

143-153  University  Ave.,  Toronto,  Ont. 
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THE  FINANCIAL  POST, 

143-153  University  Ave.,  Toronto. 
On   the   understanding   that   THE   FINAN- 
CIAL POST  contains  just  the  facts  I  need  for 
safe  investment  of  profit,  you  may  send  me  a 
recent  issue. 


Name  . . 
Address 


Look 

for  this 

Trade 

Mark 


On 
Yellow 
Boards 

Only 


Our  Spring 
Lines 

of  printed  foulards,  lining  sat- 
ins, printed  georgettes,  brocad- 
ed and  embroidered  silks. 

Our  Staple 
Lines 

which  you  will  find  in  stock. 
Grenadines,  satins,  crepe  de 
chine,  georgettes,  chiffons, 
ninons  and  brocaded  silks. 

We  are  carrying  in  stock  at  To- 
ronto the  latest  shades  worn  in 
Paris  and  New  York.  Our  display 
shows  the  trend  of  the  season. 
Don't  fail  to  see  it. 


Les  Successeurs  de 


ALBERT  GODDE,  BEDIN&CIE 


PARIS 
LONDON 


TARARE 


LYONS 
NEW  YORK 


EMPIRE  BUILDING  :    64  WELLINGTON  STREET  WEST 

Telephone  :  Adelaide  3062 

TORONTO 

E.  Desnoux,  Rep 

Western  Canada  Agent  :   Edwin  J.  Kirkbright,  205  Bower  Bldg. 

Vancouver,    B.C. 
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Our  National  Emblem-The  Beaver 

Relationship  of  This  Industrious   Animal   to   the  Fur  Trade  in 

Canada  Both  Past  and  Present — His  Habits  of  Life  and  Steps 

Being  Taken  to  Conserve  Him— Increased  Value  of  His  Pelt 


FURRIERS  state  that  beaver  skins 
are  enjoying  an  unprecedented  pop- 
ularity this  season  for  trimmings 
of  all  kinds,  as  well  as  for  the  entire 
coats,  and  the  rumour  that  the  avai.able 
supply  is  so  peculiarly  a  Canadian  pro- 
duct, emblematic  in  the  truest  sense  of 
the  word  of  our  national  industry  and 
resourcefulness,  and  constitutes  a  most 
admirable  symbol  to  characterize  our 
Dominion  upon  its  official  insignia.  Al- 
though there  are  plenty  of  fur  bearers 
infinitely  more  valuable  than  the  beaver, 
there  are  few  that  are  so  closely  bound 
up  in  the  history  of  a  nation,  nor  which 
have  played  so  great  a  part  in  creating 
wealth  for  their  exploiters.  In  the  old- 
en days,  beaver  skins  passed  as  currency 
and  every  province  can  show  records  in 
which  the  exchange  and  barter  of  these 
pelts  formed  the  principal  part. 

But  apart  from  its  commercial  value 
In  the  industrial  world  and  in  the  realm 
of  fashion  the  beaver  is  exceptionally  in- 
teresting to  students  of  natural  wild 
life.  It  is  possessed  of  such  remarkable 
intinct  and  constructive  ability  coupled 
with  energy  and  boundless  capacity  for 
industry  that  naturalists  have  made  it 
the    subject    of    considerab  e    study. 

Beavers  Disappear  from  our  Wilds 

The  Canadian  Pacific  Railway  recent- 
ly drew  the  attention  of  the  people  of 
Canada  to  the  fact  that  our  native 
beaver  are  rapidly  becoming  extinct  and 
it  issued  considerable  information  rela- 
tive to  feasibility  of  domesticatng  the 
beaver  or  rather  cultivating  the  animal 
in  its  wild  state  under  domestic  restraint. 
Just  about  a  year  ago  the  first  beaver 
ranch  in  eastern  Canada  was  successful- 
ly established  in  Prince  Edward  Island 
from  which  pelts  have  been  sold  at 
prices  approximating  $50  'apiece.  A 
close  season  for  trapping  wild  beaver 
has  been  proclaimed  in  Alberta  by  the 
provincial  government  in  order  to  pre- 
serve the  valuable  little  animals  from 
extinction,  and  satisfactory  results  have 
thus  early  been  obtained  to  this  end.  In 
Calgary,  many  colonies  of  beavers  took 
up  their  abode  in  one  of  the  most  beauti- 
ful public  parks  of  the  city,  which  quick- 
ly showed  evidence  of  the  activities  of 
this  active  animal.  They  became  a  dis- 
tinct pest  in  the  course  of  time,  and 
application  was  granted  to  trap  the  ani- 
mals and  thus  save  the  fine  trees  of 
the   park   from   utter   extinction. 

"Water   Squirrels" 

In  investigating  the  habits  and 
characteristics  of  Canadian  beaver,  one 
obtains  interesting  data  relative  to 
its  natural  haunts,  its  habits  and  peculi- 
arities. For  instance,  beavers  are  de- 
fined as  "big  water  squirrels."  They 
belong  to  the  order  of  gnawing  animals, 
and  are  equipped  with  a  pair  of  power- 


ful incisors  which  are  really  tools  with 
which  it  achieves  feats  of  construction 
and  destruction.  This  class  of  animal 
is  herbivorous  and  is  not  in  any  sense  a 
fighter  but  is  rather  instinctively  peace- 
ful. 

Beaveis  are  much  larger  animals  than 
are  commonly  supposed,  weighing  from 
35  to  60  pounds  and  measuring  two  or 
three  feet  in  length  exclusive  of  the  flat 
spade  shaped  tail  which  may  be  ten 
inches  or  more  in  length.  Its  hind  feet 
are  webbed  and  its  tai.  is  rather  scaly 
in  appearance,  being  devoid  of  fur.  The 
hind  feet  and  the  tail  enable  the  beaver 
to  swim  and  exist  in  water  as  easily  as 
on  land,  and  its  front  paws  are  almost 
human  in  their  manner  of  lifting  up 
sticks,  moving  logs,  etc.  The  fur,  of 
course  is  brown  but  it  varies  in  shading 
from  a  creamy  shade  to  a  deep  chocolate 
tone.  The  real  beaver  fur  that  is  used 
upon  coats  and  scarves  is  the  under  fur 
over  which  stiff  brown  "water  hairs" 
grow  that  protect  the  more  de.icate  pelt 
beneath. 

Their  Habits 

Beaveis  locate  their  habitats  in 
streams  along  which  biich  or  maple 
trees  grow,  for  the  bark  of  these  trees 
is  their  favourite  food,  and  when  once 
they  have  selected  their  future  home  the 
building  of  the  proverbial  dam  begins  at 
once.  The  reason  for  the  dam  lies  in 
the  fact  that  the  stream  must  be  made 
deep  enough  to  provide  the  beaver  with 
winter  quarters  that  are  unfrozen  at  the 
bottom.  So  the  beaver  commences  his 
dam  in  the  autumn  and  expends  infinite 
patience  in  gnawing  down  the  trees 
which  are  to  form  part  of  their  construc- 
tion. Their  method  of  felling  trees  is 
unique  and  effective.  They  gnaw  deep 
para. lei  grooves  around  the  trunk  of  the 
tree  with  their  sharp  front  teeth,  then 
they  tear  out  the  fragments  that  remain 
between  the  grooves,  repeating  this  pro- 
cess until  the  tree  falls  over  into  the 
stream.  Scientists  have  not  quite  de- 
cided whether  or  not  the  beaver  actually 
guides  the  direction  of  the  falling  tree 
by  his  gnawing  or  whether  trees  grow- 
ing by  the  waters  edge  do  not  incline 
natural.y  in  that  direction.  However  it 
is,  the  beaver  generally  manages  to 
strip  off  the  branches  and  gnaw  the 
tree  into  short  lengths  which  are  then 
towed  or  floated  out  to  the  middle  of 
the  stream  and  weighted  down  with 
stones  and  mud.  In  those  localities 
where  beavers  have  been  at  work  for 
years  there  are  few  trees  left  in  the  vi- 
cinity of  the  water's  edge  and  so  the  little 
animals  are  obliged  to  go  inland  for 
their  wood.  If  the  beaver  has  a  long 
distance  to  go  he  will  try  to  construct  a 
canal  along  which  he  can  float  his  logs 
to  save  the  exertion  of  hauling  them. 
Even  after  the  dam  is  finished,  the  beav- 


ers must  continually  repair  and  raise  it 
as  the  water  constantly  trickling  through 
quickly  breaks  it  down  if  not  closely 
watched. 

Where    Beavers    Live 

In  the  summer  months  beavers  live  on 
the  river  bank  in  burrows  but  in  winter 
they  move  inlo  what  is  called  a  "lodge." 
This  dwelling,  which  is  constructed  from 
branches,  stones  and  mud  contains  two 
sections  an  upper  and  lower  apartment. 
The  lower  one  has  two  entrances  into 
the  water  and  is  filled  with  the  food  sup- 
ply for  the  winter,  such  as  twigs  and 
boughs.  Above  are  the  actual  living 
quarters  of  the  animals,  raised  slightly 
above  the  surface  of  the  stream.  The 
walls  of  these  lodges  are  usually  three 
feet  thick  and  are  covered  with  sods 
just  before  the  water  freezes  over  by 
these   marvellous   little  animals. 

Only  one  family  of  beavers  occupies 
a  lodge  at  one  time,  comprising  the  par- 
ent beavers  and  the  young  varying  from 
two  to  five  cubs.  In  the  third  year  the 
older  cubs  are  sent  out  to  commence  a 
home  of  their  own,  but  when  the  colony 
gets  overcrowded  it  is  always  the  young- 
er beavers  who  seek  a  new  home  else- 
where. 

Necessity  for  Conservation 

It  is  high  time  that  beavers  were  con- 
served and  cultivated  in  Canada  before 
they  become  well  nigh  extinct.  Experts 
in  wild  life  asserted  that  unless  beaver 
farms  are  soon  established  beavers  will 
become  as  extinct  as  the  buffalo  within 
20  years.  Formerly  they  were  numerous 
all  over  this  continent,  but  in  the  Unit- 
ed States  they  are  practicahy  extermin- 
ated. The  finest  skins  come  from  Lab- 
rador, Nova  Scotia  and  Alberta. 

In  the  old  days  beaver  fur  was  exten- 
sively used  for  the  making  of  men's  silk 
hats,  but  today  it  figures  largely  in 
coats,  neckpieces,  muffs  and  trimmings 
for  women's  wear.  It  is  estimated  that 
altogether  some  80,000  skins  are  trapped 
in  North  America  and  about  1000  are 
imported  from  Asia. 

As  an  example  of  how  the  commercial 
value  of  the  beaver  skin  has  changed 
authority  is  given  for  the  statement  that 
fifty  years  ago  the  fur  sold  at  $1.  a 
pound  whereas  the  price  at  the  last 
auction  held  in  Montreal  was  ranged  be- 
tween $7.25  and  $35.  a  piece. 


The  question  of  the  affiliation  of  the 
International  Fur  Workers'  Union  with  the 
International  Fur  Workers'  Secretariat,  a 
world  federation  of  International  Fur 
Workers'  Unions,  was  discussed  at  Montreal 
and  the  Canadian  board  issued  instructions 
to  the  general  officers  to  investigate  and  re- 
port on  the  matter  at  the  next  meeting  of  the 
board,  which  takes  place  in  June. 
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Fresh  Shipments  of  Persian  Lamb 


Are  Reaching  Canada  in  Pre-War  Quantities — Foxes  in  All  Col- 
ors To  Be  Good  For  Spring,  Say  Toronto  Furriers — Stone  Mar- 
ten To  Be  A  Strong  Second — Belief  That  Forming  Of  New 
Canadian   Fur   Auction    Company   Is   Good    Thing   For   Fur 

Business. 
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HAT  WILL  women  wear  this 
spring?"  the  busy  fur  manu- 
facturer repeated  the  question 
asked  by  Dry  Goods  Review.  "You  tell 
me  when  spring  begins  this  year,  and  I 
will  answer  you.  Merchants  are  still 
ordering  their  winter  furs,  just  as 
though  it  were  October  or  early  Novem- 
ber. My  factory  has  worked  three  nights 
a  week  since  the  middle  of  September. 
The  retail  stores  will  sell  winter  wraps 
and  coats  until  late  in  February,  this 
year."       He   then  went  on  to  say  that 


the  last  few  weeks  have  brought  a  re- 
markable change  in  the  demand  for  fur 
coats.  Previous  to  that,  no  matter  how- 
great  the  demand  was  for  coon  or  musk- 
rat,  seal  was  wanted  most  of  all.  Now 
the  call  is  for  lamb.  Enquiries  and  sales 
for  this  fur  have'  totalled  nearly  as 
much  as  the  others  altogether.  "There 
is  no  doubt,"  he  states,  "that  this  is 
the  surest  indication  of  what  will  be 
worn  next  year.  We  manufacturers 
would  like  to  see  a  return  of  the  black 
Persian  lamb.     Almost  all  of  the  women 


who  will  ever  buy  a  fur  coat,  will  have 
one  by  the  end  of  the  season,  so  some- 
thing else  must  be  pushed  to  take  the 
place  of  seal.  Moreover,  the  scarcity  of 
the  muskrat  skins  makes  the  vogue  for 
the  Hudson  seal  a  real  hardship  for  the 
manufacturer.  Persian  lamb  is  now  be- 
ing shipped  over  to  this  country  as  it 
was  previous  to  the  war  and  there  is 
no  reason  that  it  should  not  be  used 
again." 

All  the  furriers  are  agreed  that  what- 
Continued  on  page  112 


A  window  on  Yonge  St.,  Toronto,  which  is  attracting  much  a  Mention  these  January  days.  The  actual  size  of  the   window 

is  only  10  x  4  but  the  screen  at  the  hack  and  sides  and  the  snow   on   the  floor  makes   it   look   like   a   large   forest.    The 

falling  snow  is  cotton  glued  to  the  window.  Display  by  the  Princess  Fin-  Co.,  Toronto. 
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ever  the  spring  will  favor  in  chokers 
and  scarves,  there  will  at  any  rate  be 
a  large  number  of  foxes.  These  will 
be  in  all  colors,  white,  brown,  Lucille, 
cinnamon  blue  and  cross  fox.  The  an- 
imal shape  will  prevail,  fur  being  as  a 
rule  on  both  sides.  Fox  just  had  its  be- 
ginning last  spring- — a  beginning  which 
augurs  well  for  one  of  the  best  seasons 
this  fur  has  ever  had,  for  the  first  few 
months  of  this  year  and  for  next  fall  as 
well. 

Stone  marten  is  second  to  fox  for  this 
season.  It  is  a  fur  which  never  be- 
comes strong  enough  to  outgrow  fem- 
inine interest  and  for  that  reason  is  one 
of  the  best  year-in  and  year-out  sellers. 
Two  Toronto  manufacturers  believe  that 
it  will  have  a  run  this  year. as  never  be- 
fore. Canadian  marten  will  not  be  far 
behind  in  the  race  for  second  place. 
Furriers  in  this  country,  say  that  it  is 
gratifying  to  see  our  women  learning 
to  appreciate  Canadian  furs.  Women  of 
other  countries  have  demanded  them  for 
years — in  fact  Canadian  furs  are  asked 
for  in  Europe  as  Russian  sable  is  bought 
here. 

Mink  and  grey  squirrel  has  by  no 
means  fallen  below  its  usual  standard 
of  demand.  These  will  be  worn  in  both 
chokers  and  scarves. 

A  Toronto  wholesale  furrier  informs 
Dry  Goods  Review  that  the  forming  of 
the  new  Canadian  company  to  promote 
fur  auction  sales  is  one  of  the  best  for- 
ward movements  that  has  taken  place 
in  years.  There  will  now  be  no  reason 
for  turning  over  the  huge  sums  that 
have  been  spent  heretofore  on  exchange 
when  buying  at  the  American  marts.  It 
will  also  mean  quicker  delivery  in  most 
cases.  Moreover,  it  seems  fitting  that 
Canada,  which  is  one  of  the  largest 
fur-bearing  countries  in  the  world, 
should  have  a  market  and  a  distributor 
for  its  products. 

After-Christmas  Sales  Emphasize  One 
Point 

Furriers  who  look  for  a  business  in 
winter  furs  after  the  New  Year  has  set 
in,  declare  that  it  is  always  better  to 
emphasize  values  at  such  a  time  of  year. 
The  style  end  of  it  is,  as  a  rule,  only 
incidental. 

Most  women  who  delay  buying  their 
furs  until  January,  do  so  because  they 
want  the  best  price  they  can  get.  These 
women  have  also  the  advantage  of  know- 
ing the  accepted  fur  and  style  of  the 
season.  Invariably,  retailers  declare, 
the  stress  is  laid  by  such  purchasers 
on  the  most  staple  and  practical  furs. 
There  is  a  growing  tendency  on  the  part 
of  the  consumer,  to  patronize  special- 
ty fur  shops  in  preference  to  fur  de- 
partments in  large  stores,  and  there  is 
a  preference  shown  this  year  for  stores 
of  high-standing  with  a  reputation  for 
value-giving  at  sale  events.  Drastic 
measures  were  taken  in  December  and 
are    being    continued    into    January    by 


many  stores,  in  a  determined  effort  to 
reduce   their  stocks. 

Taking  into  account  the  heavy  supply 
of  skins  which  have  come  into  the 
world's  fur  markets,  the  Canadian  Fur 
Auction  Sales  Co.,  in  a  report  on  the 
raw  fur  situation,  maint'ans  that  more 
serious  consideration  must  be  given  to 
the  working  out  of  the  law  of  supply 
and  demand.  The  present  indications 
show  that  the  Canadian  crop  will  be 
quite  extensive  and  as  far  as  prices 
are  governed  purely  from  a  basis  of 
supply  and  demand  retailers  should 
give  this  problem  serious  consideration 
just  now. 


Better  Prices 


REVIVAL  OF     DRESSMAKING 
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are  especially  wanted  in  these  heavier 
fabrics. 

Cotton  crepes  are  being  shown  in  a 
more  artistic  range  than  usual,  in 
which  the  sweet  pea  design  is  decidedly 
the  outstanding  effect  in  patterns.  The 
demand  for  American  made  crepes  is 
steadily  increasing  as  the  quality  has 
improved  so  greatly  and  is  to  be  de- 
sired in  preference  to  Japanese  or 
other  imported  varieties.  Lingerie  crepes 
are  also  shown  in  new  patterns  such  as 
birds,  butterflies  or  figures. 

A  warning  is  issued  that  if  sufficient 
ginghams  are  desired  to  last  throughout 
the  season,  orders  must  be  placed  at 
once.  The  demand  for  all  kinds  of  ging- 
ham is  enormous,  especially  in  the  check- 
ed pattern^,  so  that  every  available 
yard  will  probably  be  placed  by  the 
mills  before  long.  Two  toned  shep- 
herd's plaid  checks  and  four  toned  c,  im- 
posite  checks  are  very  big  just  at  pres- 
ent, but  there  is  also  a  constant  call  for 
qnarter  to  inch  sizes  and  larger  checks. 
British  ginghams  are  very  effective 
this  year  in  these  checked  effects,  but 
the  plaids  are  also  noticeable  on  account 
of  their  smaller,  neater  composition.  The 
dark  colors  are  probably  the  best  sellers 
so  far,  and  such  combinations  as  navy 
blue  and  white,  brown  and  white,  green 
and  white  and  red  and  white  will  be 
seen  later  on  for  street  and  hcuse  wear. 

New  Tub  Fabrics  from  Paris 

Although  Canadian  firms  do  not  as 
a  rule  go  in  heavily  for  imported  wash 
fabrics,  yet  those  that  do  are  always 
assured  of  the  appreciation  of  really  dis- 
criminating shoppers.  The  latest  fash- 
ion with  French  dressmakers  is  called 
"Organdina"  and  this  is  said  to  be  a 
fine  cotton  crepe  which  is  admirably 
adapted  for  the  making  of  wash  frocks. 
All  the  French  fabrics,  whether  of  cot- 
ton or  silk  are  featuring  the  "blistered" 
effect  this  season.  This  peculiar  finish 
is  known  as  the  "Bulla"  treatment  and 
is  not  woven  but  applied  to  the  finished 
goods.  All  the  French  wash  goods  in- 
cline to  rather  striking  Oriental  pat- 
terns, but  the  linen  and  the  crash  fab- 
rics are  simple  and  plain,  depending  upon 
cleveir  manipulation  to  bring  out  their 
latent  possibilities. 


By  February 

Canadian  Fur  Auction  Sa'.es  Co.,  Looks 

for  Improvement — Europe   Heavy 

Consumer 

Taking  cognizance  of  the  heavy  sup- 
ply of  skins  which  have  come  into  the 
world's  markets,  the  Canadian  Fur  Auc- 
tion Sales  Co.,  Ltd.,  in  a  report  on  the 
raw  fur  situation,  maintains  that  more 
serious  consideration  must  be  given  to 
the  working  of  the  law  of  supply  and 
demand. 

The  company,  however,  declares  that 
it  looks  for  an  improvement  in  market 
conditions  and  for  better  prices  than 
those  now  prevailing  before  its  mid- 
winter auc.ions  beginning  Feb.  13. 

Consignments  for  the  February  sale, 
it  is  ascertained,  are  now  being  solicited 
by  officials  of  the  Canadian  company,  in- 
cluding Frank  H.  Pingree,  the  new  gen- 
eral manager. 

It  is  reliably  reported  that  up  to  50 
per  cent  advance,  based  on  the  company's 
valuations,  has  been  offered  on  con- 
signments. 

The  company's  market  report  follows: 

"There  has  been  but  litt'e  change  in 
the  fur  market  during  the  past  few 
weeks. 

"At  the  opening  of  the  season,  buy- 
ers were  over-enthusiastic  and  paid 
some  exceptionally  high  prices,  but  the 
increasing  volume  of  merchandise  that 
came  on  the  markets  forced  prices  down 
to  a  more  sound  and  justified  basis. 
As  we  predicted,  the  catch  in  the  States 
has  been  exceptionally  heavy,  and  buy- 
ers throughout  the  trade  have  had  some 
difficulty  in  financing  the  large  quan- 
tities that  have  been  offered  in  the  var- 
ious centers. 

"The  present  indications  are  that  the 
Canadian  crop  will  be  quite  extensive, 
and  buyers  throughout  the  country  are 
inclined  to  make  their  purchases  as  rea- 
sonable as  possible.  Europe  wTl  be 
large  consumers  of  various  kinds  of  fur, 
provided  prices  are  kept  within  their 
means. 

"Fur  prices  are  governed  purely  from 
a  basis  of  supply  and  demand,  and 
where  the  catch  is  large— such  as  it  is 
this  year — Jhis  fact  must  be  taken  into 
consideration  more   seriously  than  ever. 

"All  indications  point  to  better  prices 
and  conditions  as  the  season  progresses: 
consequently,  we  feel  that  the  market  at 
the  time  of  our  coming  sale,  Feb.  13, 
1922,  will  be  much  improved." 


OFFICERS    ELECTED 

The  annual  general  meeting  of  the 
Montreal  Wholesale  Millinery  Associa- 
tion was  held  recently  at  the  committee 
room  at  the  Board  of  Trade,  with  a 
large    attendance. 

Following  are  the  officers  elected  for 
the  ensuing  year:  President,  J.  W. 
Belisle;  vice-president,  E.  J.  Orkin; 
treasurer,  S.  H.  Ivey,  and  directors,  G. 
B.   Beattie  and  B.   M.   Hallward. 
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HARD     WORK 
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Many  retail  merchants  in  the  writer's 
observance,  have  not  as  yet  written  off 
the  loss  caused  by  depreciation  in  prices 
and  they  are  thus  able  to  make  a  show- 
ing on  paper,  which  does  not  exist  in 
fact.  In  the  terms  of  the  vernacular, 
it  is  bad  business  policy  "to  kid  oneself" 
and  the  careful  man  of  business  will 
write  his  stock  down  in  his  January  in- 
ventory to  just  where  it  belongs,  plac- 
ing it  on  the  market  at  a  price  which 
will  show  a  reasonable  profit  on  the  re- 
placement cost.  It  is  only  by  facing 
the  situation,  as  it  exists,  and  marking 
goods  at  a  price  to  interest  the  public 
that  the  springs  of  business  will  once 
again  begin  to  flow.  Manufacturers, 
wholesalers  and  most  of  the  retailers 
have  taken  their  losses  and  know  where 
they  stand.  Those  who  have  not,  should 
do  so  at  once. 

Failures    Among    "Don'ts" 

While  on  the  subject  of  inventories, 
what  proportion  of  the  retail  merchants 
take  stock  annually?  Most  of  the  really 
successful  ones  do.  Most  of  those  who 
fail,  don't.  In  the  writer's  experience 
with  The  Canadian  Credit  Men's  Asso- 
ciation Limited,  over  a  period  of  nine 
years,  he  has  come  in  contact  with  hund- 
reds of  merchants  who  have  failed.  Very 
few  of  them  indeed  were  in  the  habit 
of  taking  stock  and  preparing  an  annu- 
al balance  sheet.  Had  they  done  so, 
the  danger  signals  would  have  been  ap- 
parent and  steps  would  no  doubt,  in 
many  cases,  have  been  taken  to  avert 
disaster.  Why  go  it  blind  when  annual 
balance  sheets  and  trading  statements 
were  made   to   see   with? 

With  regard  to  balance  sheets,  how 
many  merchants  see  fit  to  supply  an- 
nually a  copy  of  their  statement  to  the 


Mercantile  Agencies  and  The  Canadian 
Credit  Men's  Association  Limited?  To 
do  so  is  often  as  refreshing  to  your 
business  as  a  good  night's  sleep  is  to 
you  after  a  heavy  Saturday.  Many  re- 
bailers  feel  insulted  when  asked  for  a 
statement.  They  feel  more  insulted 
when  Credit  men  refuse  to  O.K.  an  or- 
der for  shipment.  Yet  how  is  he  to 
know;  a  "leap  in  the  dark"  is  not  a 
popular  form  of  sport  in  these  strenu- 
ous days.  The  merchant,  whose  posi- 
tion is  sound,  has  nothing  to  fear  from 
disclosing  his  standing  to  the  organiz- 
ations whom  his  suppliers  look  to  for 
information  and  the  merchant,  who 
finds  himself  getting  into  difficulties, 
would  do  well  to  consult  his  chief  sup- 
pliers before  it  is  too  late.  After  the 
trying  times  through  which  we  have 
passed,  it  is  no  disgrace  to  require  ac- 
commodation and  this  is  much  more 
readily  granted,  when  complete  infor- 
mation is  volunteered.  Legislation 
passed  in  1920,  coupled  with  close  co- 
operation Iwith  creditors,  has,  during 
the  period  of  depression,  made  it  pos- 
sible for  many  businesses  when  taken 
in  time  to  be  saved  from  liquidation, 
and  will  continue  to  be  the  means  of 
saving  many   during   1922. 

The  future  calls  for  hard  work,  close 
economy  and  the  exercise  of  sound 
business  judgment.  With  the  exercise 
of  these,  a  return  to  normal  conditions 
is  assured. 


late  from  the  mills  and  most  importers 
state  that  they  have  not  yet  received 
their  orders  which  were  booked  last 
August  for  delivery  in  November.  This 
condition  applies  to  both  domestic  and 
foreign  silk  shipments. 


MANY    NEW   CREPY    WEAVES 
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and   outer   apparel,   including   fancy  de- 
signs appropriate  for  sports  clothes. 

Deliveries  Later  Than  Usual 
A  peculiar  feature  of  the  Spring  seas- 
on is  that  deliveries  are  execepti:nally 


FUR  FARMS   IN   CANADA 

The  latest  statistics  available  on  the 
fur-farming  industry  in  Canada  show 
the  distribution  by  provinces  as  follows: 

Number 
Province  of  fur 

farms 

Prince  Edward  Island    309 

Nova  Scotia    55 

New   Brunswick    57 

Quebec    80 

Ontario    42 

Manitoba   2 

Saskatchewan 2 

A.berta    15 

British   Columbia    11 

Yukon 14 

Total    587 

The  raising  of  wild  fur-bearing  an- 
imals for  the  sake  of  their  pelts,  has 
been  carried  on  in  this  country  for  more 
than  forty  years  but  it  is  only  within 
the  last  decade  that  it  has  become  one 
of  the  established  industries.  The  fox 
has  proved  the  most  suitable  for  domes- 
tication, although  some  success  has  been 
attained  in  the  raising  of  mink,  skunk 
and  raccoon. 


DEATH  OF  MRS.  FRASER 

Mrs.  Donald  Fraser,  wife  of  Donald  D. 
Fraser,  dry  goods  merchant  of  Strat- 
ford, Ont.,  died  recently  at  her  home. 
She  leaves  to  mourn  her  loss,  besides 
her  husband,   one   daughter. 


THE   MARKETS   AT   A    GLANCE 


Continued 
anxious  to  do  their  Spring  buying  and  it  will  mean  a 
brisk  trip  for  travellers  when  thoy  once  gel  out  with 
their  showings.  Sailors,  turbans  and  other  staple  lines 
of  millinery  are  going  very  well  to  begin  with ;  the  veil- 
ing business  has  helped  these  lines  along  very  nicely. 
Among  the  imported  lines  to  be  seen  are  some  very 
striking   models  from   Paris  and   New  York. 

Some   Accessory   Lines 

Travellers  are  already  on  the  road  with  ivory  goewfe 
for  Christmas  1922  but  there  is  a  noticeable  tendency 
to  give  a  less  seasonal  aspect  to  ivoryware  and  to  promote 
its  sale  all  the  year  round.  A  certain  wholesale  house 
in  Toronto  since  Christmas  has  dropped  prices  from  20 
to  40  per  cent,  the  average  being  30  per  cent.  Some 
very  good  business  has  already  been  received.  Tortoise 
shell  Avare  is  being  pushed  with  greater  energy  than 
formerly  and  it  promises  to  be  strong  by  Christmas. 
Handerehiefs  are  also  being  sold  for  Christmas  this 
year;  the  Christmas  just  passed  cleaned  up  stocks  very 
well  and  a  good  demand  is  for  immediate  delivery. 
Pome  bag  retail  sales  of  short  gloves  are  in  progress; 
the  coming  season  promises  a  big  demand  for  the  long- 
glove  with  a  gauntlet. 


from  page  59 

Laces  still  continue  very  strong:  the  demand  has 
been  steady  ever  since  fall.  Prices  from  the  wholesaler 
and  manufacturer  do  not  fluctuate.  Embroideries  have 
been  rather  slow.  Manufacturers'  agents  here  state  that 
their  mills  are  hungry  for  orders  and  that  prices  have 
dropped  considerably  since  a  year  ago.  They  say  that 
stocks  arc  clean,  however,  with  the  manufacturer  and 
that    he    is    only    working  on  a  guaranteed  business. 

Advance  showings  of  new  leather  goods  in  Toronto 
and  Montreal  have  been  very  successful  from  the  manu- 
facturers' point  of  view.  Lingerie  manufacturers  say 
that  the  season  will  be  one  of  the  best  they  have  ever 
had  and  the  Canadian  manufacturers  generally  are 
showing  some  most  creditable  merchandise  both  from 
the  standpoint  of  style  and  qnaility. 

Ready-to- Wear 

Travellers  have  not  been  out  on  the  road  very  much 
since  the  turn  of  the  year  but  where  they  have  hern 
they  have  received  most  encouraging  businesss.  They 
say  that  retail  stocks  are  entirely  cleaned  up.  Buying 
is  careful  but  not  stinted  ait  all  as  indicating  that  re- 
tailers are  looking  for  a  slack  season.  They  are  order- 
ing well. 
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Dry  Goods  Review 


Conservative  Styles  in  Knitted  Goods 

Are  Favored  by  Montreal  Manufacturers 

Less  Bizarre  Designs  in  Sweaters  Will  be  Shown — Tuxedo  Will 
Still  be  Strong — Good  Styles  for  Sports'  Wear — Knitted  Blouse- 
Coats  Will  be  New  Feature — Vogue  for  Knitted  Bathing  Suits 
Grows  Each  Month — The  Knitted  Cape  for  Beach  Wear 


NO  HARD  and  fast  rules  regard- 
ing styles  in  knitted  garments  can 
be  laid  down  this  season,  declares 
a  prominent  Montreal  authority  on  knit- 
ted goods.  It  all  depends  upon  the  pur- 
pose for  which  the  garments  are  to  be 
worn.  There  are  those  who  say  that 
dark  shades  will  be  the  vogue  and  there 
are  others  who  predict  that  fashionable 
women  will  prefer  fancier  designs  and 
novel  weaves  and  are  tired  of  navies 
and  blacks.  And  so  we  have  arrived 
at  a  season  when  it  will  be  permissible 
to  select  a  style  for  every  occasion  and  a 
color  appropriate  to  the  same,  irrespec- 
tive of  whether  some  fashion  authority 
degrees  brown  or  blue  as  the  case  may 
be. 

Insofar  as  Montreal  manufacturers 
are  concerned  however,  it  is  said  that 
they  wil!  confine  their  efforts  to  the 
less'  bizarre  designs  in  sweaters  and  will 
put  out  only  such  models  as  are  certain 
to  appeal  to  the  conservative  tastes  of 
the  Canadian  woman  of  the  better  class. 
Therefore,  it  is  safe  to  predict  that  there 
will  be  more  tuxedos  of  the  strictly  tail- 
ored sort  shown  than  there  will  of  the 
slip-over  type,  yet  for  young  girls  and 
children  the  latter  kind  of  sweater  is 
probably  the  most  becoming  and  youth- 
ful sort  of  garment  ever  devised  for  the 
comfort  of  "sub-debs"  and  the  young- 
er generation  in  general. 

Pullover    Styles   Good   for   Sports  Wear 

To  begin  with  the  last  named,  we  shall 
probably  witness  a  great  demand  for 
Peter  Pan  sweaters  complete  with  collar 
and  cuffs  of  contrasting  colors.  One  ma- 
ker says  that  he  has  registered  a  dis- 
tinct success  with  a  black  pullover  mod- 
el in  the  simplest  stitch  which  has  a 
turn  down  collar  and  muffs  of  white 
angora.  This  sweater  is  also  made  in 
navy  and  camel  and  is  undeniably  smart 
and  useful.  A  very  large  number  of 
mens'  and  boys'  sweaters  have  been  sold 
this  winter  to  women  for  sports  wear. 
These  are  of  the  heavy  white  slip-over 
type  with  large  rolling  collar  and  close 
fitting  neck  and  are  especially  good  for 
winter  sports.  On  this  account  the  trade 
expects  that  the  open  neck  pullover  will 
stand  a  good  chance  of  popularity  next 
summer  for  golfing,  etc.  A  very  fetch- 
ing little  model  recently  seen  by  Dry 
Goods  Review  was  of  Byng  blue  yarn  in 
hip  length  with  a  kind  of  "breast-plate" 
effect  made  of  looped  strands  of  the 
same  shade.  Another  was1  of  camel  shade 
with  horizontal  inch-wide  stripes  of  jade. 
These  are  distinctly  on  the  order  of  ex- 


treme novelties  however,  and  cannot  be 
worn   hy   everyone. 

Tuxedo  Still  The  Favorite 

Tuxedo  styles  are  like  the  famous 
river  which  "goes  on  for  ever"  since 
they  reappear  for  next  spring  in  new 
stitches  and  n  vel  color  combinations.  No 
other  style  has  yet  been  evolved  which 
is  so  completely  becoming  to  every  wo- 
man, and  it  is  safe  to  predict  that  90 
per  cent,  of  the  sweater  business  done 
by  the  stores  of  Canada  will  be  on  tux- 
edos both  plain  and  fancy. 

Art  Silk  Coats  for  Summer 

Expectations  are  that  fibre-knit  sweat- 
ers of  art  silk  will  carry  the  day  es- 
pecially in  more  solid  and  plain  designs. 
The  ultra  extreme  and  over  elaborate 
models  shown  last  summer  which  were 
trimmed  with  long  fringe,  etc.,  were 
neither  smart  nor  serviceable  and  the  new 
styles  will  not  resemble  them  in  the 
least  degree.  Instead  the  makers  are 
featuring  regulation  tuxedo  coats  in 
long  lengths  made  in  ribbed  or  striped  ef- 
fects in  plain  solid  colors,  mostly  blacks 
and  navies,  which  will  be  adopted  by 
smart  women  to  whom  the  plain  style 
has  always  the  greatest  appeal. 

Silk  and  Wool  Mixed  is  Effective 

A  mixture  of  si.k  and  wool  will  be  an- 
other important  novelty,  particularly  at- 
tractive when  it  combines  wool  in  one 
shade  and  a  silk  admixture  in  another. 
One  such  model  is  developed  in  a  pretty 
heather  mixture  imbrowns,  blues  or  fawn 
and  features  short  sleeves  with  tuxedo 
collar  and  cuffs  of  brushed  wool.  There 
is  a  narrow  string  sash  of  wool,  tipped 
with  bushy  tassels  and  the  coat  is  bor- 
dered with  narrow  stripings  of  the  pre- 
dominating color  of  the  wool.  This  silk 
and  wool  mixture  is  decidedly  more  dressy 
than  the  regulation  all-wool  variety  and 
will  fill  a  decided  want  in  this  direction. 
For  the  young  gnrl  who  loves  out-door 
sports  the  same  manufacturer  is  show- 
ing a  simple  iirtle  pullover  finished  with 
a  round  monk's  collar  in  white  angora 
wool.  This  sweater  comes  in  hrown,  na- 
vy and  fawn  with  white  contrast. 

The  straight  tuxedo  coat  of  Krepeknit 
or  Chinchilla  fabric  is  a  new  idea,  that 
will  probably  be  very  successful  when 
worn  with  a  sports  skirt  of  contrasting 
shade.  This  kind  of  coat  is  not  worn 
for  warmth  but  for  style  solely. 

Knitted    Blouse-Coats 

From  New  York  have  come  some  nov- 
el sports  sweaters  which  will  shortly  be 
copied  by  Montreal  makers.     Their  prin- 


cipal claim  to  originality  is  in  the  fact 
that  though  they  are  pullovers  they 
stimulate  blouse  coats  cut  on  roomy  lines 
with  the  low  waist  line  gathered  into  a 
wide  band  on  the  hips.  They  are  cut 
with  deep  V  necks  and  the  sleeves  are 
beautifully  fitted  and  are  mostly  short 
in  length.  On  several  of  the  models 
there  is  an  unusual  applique  of  fibre  silk 
in  a  vivid  cold  contrast,  cut  into  deep 
points  all  round  the  waist.  On  practic- 
ally all  of  these  imported  models  there 
is  a  lavish  use  of  silk  and  wool  in  com- 
bination so  that  it  would  appear  as 
though  this  were  to  be  the  outstanding 
note  in  knitted  goods  for  the  spring 
and  summer. 

Another  manufacturer  states  that  he 
is  receiving  constant  calls  for  sweaters 
developed  entirely  of  brushed  wool  and 
that  he  cannot  begin  to  fill  these  orders 
on  time.  The  wanted  styles  are  entirely 
of  solid  colors,  principally  in  brown,  fawn 
and  blue  with  a  tuxedo  collar,  cuffs  and 
belt  of  a  deeper  shade.  The  same  house 
registered  considerable  success  with  a 
line  of  knitted  dresses  which  they  show- 
ed this  winter  and  they  expect  to  do 
equally  as  well  with  a  coat  and  skirt  cos- 
tume of  wool,  the  skirt  of  which  will  be 
of  white,  stripped  in  black  or  colors,  worn 
with  a  plain  coat  in  a  shade  to  match 
the  striping.  Striped  blazers  are  another 
novelty  shown  for  women  and  men,  the 
color  combinations  being  particuWly 
striking  although  the  stripes  are  quite 
narrow. 

Knitted    Bathing    Suits   Again    Lead 

The  doom  of  the  knitted  cape  would 
appear  to  be  sealed  unless  for  beach 
wear  or  country  use,  but  on  the  other 
hand  the  vogue  for  knitted  bathing  suits 
grows  with  every  month.  Anent  the  out- 
look for  the,  coming  season  in  the  latter 
classi  of  knitted  goods,  a  prominent 
manufacturer  expressed  himself  as  be- 
ing  very   optimistic. 

"The  unusually  successful,  although 
short  season  for  1921,  showed  how  great 
was  the  consumer  demand  for  the  knit- 
ted bathing  suit,"  he  said.  "And  even 
though  wholesalers  and  retailers  are 
placing  orders  in  larger  quantities,  I 
cannot  foresee  that  there  will  be  any 
surplus  of  goods.  For  years  the  knitted 
bathing  suit  has  grown  in  popularity, 
due  to  many  reasons,  the  most  important 
of  which  are  that  the  fabric  was  made 
better,  so  that  it  did  not  hang  and  sag 
and  become  shapeless,  and  also  because 
knitted  bathing-suit  manufacturers  con- 
Continued  on  page  115 
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Operating  Expenses  of  Department  Stores  in  1920 
Show  Average  Net  Profit  1.8%  of  Net  Sales 

Bureau  Of  Business  Research  Of  Harvard  University  Issues 

Statement    Compiled    From    Information    From    Department 

Stores  in  United  States  And  Canada — Total  Expenses  Were 

25.9%  of  Net  Sales— 305  Stores  Heard  From. 


DURING  the  past  year  the  Bureau 
of  Business  Research  of  Harvard 
University  has  been  collecting 
figures  on  operating  expenses  in  depart- 
ment stores.  This  research  was  under- 
taken with  the  support  and  co-operation 
of  the  National  Retail  Dry  Goods  Asso- 
ciation in  order  to  obtain  data  that 
might  aid  in  securing  greater  economy 
in  store  management.  The  results  also 
provide  first-hand  information  on  this 
important  business  for  use  in  teaching 
the  Graduate  School  of  Business  Ad- 
ministration, of  which  the  Bureau  is 
a  part. 

Detailed  profit  and  loss  statements 
for  the  fiscal  year  1920  were  submitted 
to  the  Bureau  by  305  department  stores. 
Tabulations  based  on  these  reports  show 
that  the  common  figure  for  total  ex- 
pense in  department  stores  in  1920  was 
25.9%  of  net  sales  and  the  average  net 
profit  1.8 '/r  of  net  sales. 

The  report  recently  sent  by  the 
Bureau  to  all  firms  which  co-operated  by 
submitting  profit  and  loss  statements  is 
as  follows: 

Report  of  the  Harvard  Bureau  of 
Business  Research. 

Operating   Expenses   in   Department 
Stores  in  1920 

Profit  and  loss  statements  for  1920 
were  received  from  305  department 
stores,  located  in  thirty-nine  states,  in 
Canada,  and  one  in  Hawaii,  with  aggre- 
gate sales  amounting  to  $535,193,000. 
The  net  sales  of  the  individual  firms 
ranged  from  $71,000  to  $29,000,000.  The 
reports  of  266  stores  were  in  sufficient 
detail  for  reliable  tabulation  of  the  items 
of  expense  for  which  common  figures 
are  in  Table  1.  Inasmuch  as  1920  was 
not  a  normal  year,  these  figures  are  to 
be  used  only  as  a  guide  for  comparison 
with  the  1920  results  in  the  individual 
store.  Definitions  of  what  is  included  in 
each  item  of  expense  are  given  in  the 
Explanation  of  the  Schedule  for  Depart- 
ment stores  previously  sent  to  co-oper- 
ators and  in  the  reports  of  the  Standard- 
ization Committee  of  the  Controllers' 
Congress.  Total  expense  includes  interest 
both  on  borrowed  money  and  on  the  mt 
investment  in  the  business,  and  a  rent- 
al charge  for  the  store  whether  the 
buildings  are  owned  or  leased.  The  fig- 
ure for  Rentals  includes  insurance,  taxes, 
repairs,  and  depreciation,  paid  in  Ueu  of 
rent.  The  figure  for  Advertising  is  the 
expense  incurred  for  advertising  space 
and  does  not  include  Publicity  salaries 
and   the  smaller   items   of   Pub'ic'ty  ex- 


pense. The  Net  Profit  figure  represents 
net  profit  on  merchandise  operations 
before  adding  Sundry  Revenue  (Met) 
and  Interest  and  Rentals  Earned,  and 
before  deducting  Provision  for  Income 
and   Excess   Profits    Taxes. 

Of  the  266  statements  used  in  compil- 
ing Table  1,  110  gave  a  detailed  distri- 
bution of  salaries  and  wages.  For  these 
110  stores,  common  figures  for  the  .sub- 
divisions of  salaries  and  wages  are 
shown  in  Table  II. 

Table   1 

Operating  Expenses  in  Department 
Stores  in   1920 — 26t'<  Stores 

Net   Sales  ^100'/f 

Salaries  and  Wages   13.9% 

Rentals     1.9 

Advertising    2.0 

Taxes  (Except  on  Buildings, 

Income,    and    Profits; 6 

Interest  (On  Capital-Borrowed 

and   on   Capital-owned)     2.1 

Supplies     8 

Service  Purchased   (Heat,  Light, 

Power,  Delivery) 6 

Unclassified    1.6 

Traveling    3 

Communication    2 

Repairs   3 

Insurance    4 

Depreciation  (Losses  from  Bad 

Debts 2 

Other   Depreciation    5 

Professional  Services 1 

Total  Expense    25.9 

Gross  Profit   27 . 8 

Net  Profit   1.8 

Table  II 

Salaries  and  Wages  in  Department 
Stores  in  1920—110  Stores 

(Net  Sales  =  100%) 

Administrative   and  General  Ex- 
ecutive        1  •  5% 

Other    Administrative    4 

Office  1.2 

Occupancy    6 

Publicity    4 

Buying'    1.7 

Receiving,  Marking,  and  Stock- 
Room    2 

Inside   Selling-Dricet    6.3 

Indirect    11 

Delivery     5 

Total  Salaries  and  Wages 13.9.  . 


CONSERVATIVE  STYLES 
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tinued  to  put  more  style  into  their  gar- 
ments. 

"The  common  tendency  has  been  to 
stick  to  conservative  ideas  as  far  as  put- 
ting new  ideas  and  new  vogues  into  the 
knitted  bathing  suit  was  concerned  with 
the  result  that  we  find  for  years  the 
manufacturers  almost  unanimously  using 
a  horizontal  stripe  or  stripes  of  differ- 
ent colors  in  the  body  of  the  suit.  There 
will  be  a  tendency  to  feature  vertical 
stripes  next  season,  as  well  as  plenty 
of  other  new  trimming  contrasts.  I  may 
say  that  the  defects  that  formerly  caused 
the  knitted  bathing  suit  to  be  criticized 
have  now  been  practically  eliminated. 
The  knitted  suit  is  serviceable  and  keeps 
its  shape  and  insofar  as  its  popularity 
is  concerned,  I  may  say  that  it  sells  in 
the  proportion  of  30  to  each  one  of  silk 
or  satin. 

"My  opinion  is  that  the  knitted  bathing 
suit  for  men,  women  and  children  has 
come  to  stay,  for  the  marked  increase 
in  sales  proves  that  the  consumer  re- 
gards it  as  the  most  practical  swim- 
ming garment." 

Feature  Capes  With  Bathing  Suits 

Another  prominent  importer  of  knitted 
goods  pointed  out  that  the  retailer  who 
finds)  htimsellcf  overstocked  on  knlitted 
cp^ies  should  push  them  with  the  bathing 
suits  later,  combining  both  garments  in 
sets,  specially  priced.  There  will  be  a 
certain  demand  for  these  capes  in  this 
connection  once  the  bathing  season  sets 


George  D.  Montgomery,  traveler  for 
the  Cobourg  Carpet  &  Matting  Co.  died 
at  his  home  in  Toronto,  on  December  11 


LIGHTLESS  ADVERTISING  SIGN 

London,  England,  boasts  a  new  light- 
less  advertising  sign,  which  the  manu- 
facturer claims,  saves  between  50  and 
70  per  cent,  of  the  ordinary  cost  of  the 
lighted  sign.  This  new  sign  is  visible 
by  day  or  night  without  electricity.  It 
is  called  "Catchlite."  A  piece  of  glass 
is  silvered  and  fluted  horizontally.  A 
second  piece  of  clear  glass  has  flutings 
at  right  angles  to  the  first.  The  first 
is  placed  under  the  second,  the  outside 
one  being  painted  on  the  interior  in  var- 
ious colors.  The  portion  which  is  re- 
quired to  form  the  letters  or  signs  de- 
sired, is  left  clear  of  paint,  so  that  the 
silvered  glass  shines  through.  This 
gives  a  brilliant  light  both  in  daylight 
and   in   dark. 
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How  Worsted  Yarns  Are  Made 

Industry  Is  A  New  One  In  Canada  And  Splendid  Progress  Has 
Been  Made — Unballing  The  Wooltops — Other  Operations  Des- 
cribed—The Process  Of  Dyeing  The  Most  Difficult— Useful 
Points  For  The  Salesman. 


THE  making  of  worsted  yarns  is  a 
comparatively  new  industry  in 
Canada,  yet  it  has  already  reach- 
ed a  stage  where  it  can  compete  with 
those  made  in  most  other  countries. 
In  one  or  two  instances,  manufacturers 
have  even  been  called  upon  to  instruct 
representatives  from  mills  in  the  British 
Isles  and  the  Uni.ed  States,  in  the  use 
of  improvements  which  have  been  dis- 
covered here.  Most  Canadians  en- 
gaged in  the  industry  here,  make  the 
better  grades  of  wool,  either  for  use  in 
their  own  garments  or  for  hand-knit- 
ting. The  cheap  grades  require  to  be 
made  in  such  quantities  in  order  to  ob- 
tain a  worth-while  profit,  that  Cana- 
dians are  content  to  let  British  mills 
supply  the  needs  of  this  country.  It  is 
only  by  making  the  best  brands  that 
Canada  will  be  known  for  its  yarn- 
making  as  it  now  is  for  its  homespuns 
and    tweeds. 

The  proprietor  of  a  worsted  knitting 
mill  in  Toronto,  that  of  Aked  &  Co.,  al- 
lowed a  representative  from  Dry  Goods 
Review  to  make  a  call  on  his  factory  and 
watch  the  yarn  in  the  process  of  making. 
The  who'.e  process  was  so  interesting 
that  it  seemed  worth  while  reproducing 
for  the  trade.  Very  often  merchants 
themselves  have  ,a  fair  idea  of  how  most 
of  the  fabrics  they  carry  are  made,  but 
clerks  who  actually  handle  them,  have 
not  an  opportunity  of  calling  on  manu- 
facturers. 

Received  Here  In  Wooltops 

The  wooil  is  only  carded  or  combed 
when  it  enters  the  spinning  factory.  It 
comes  from  the  English  or  Scotch  mill 
in  huge  balls  of  soft  wool  stripes  about 
two  inches  wide  and  an  eighth  of  an 
inch  thick.  It  resembles  strips  of  very 
fine  and  soft  cotton  batting  more  closely 
than  anything  else.  This  wool  is  called 
"wooltop,"  when  in  the  condition  describ- 
ed. 

This  wooltop  is  first  "unbailed,"  that 
is,  passed  through  a  machine  which  se- 
parates the  wool  into  a  loose  mass  still 
in  one  long  strip  but  more  easily  handled 
than  when  worked  on  from  the  original 
ball.  It  is  then  blended,  that  is,  several 
strips  are  passed  through  a  machine  to 
form  one  strand.  Spooling  is  the  next 
process.  Each  strand  is  worked  onto 
a  large  spool  which  is  one  of  hundreds 
placed  in  long  rows  for  the  next  opera- 
tion. This  is  one  of  the  most  interest- 
ing of  all.  The  contents  of  two  spools 
of  loose  thick  wool  pass  into  the  machine 
to  come  out  of  it  as  one  close,  thin 
strand,  or  three  or  four  or  five  strands 
spun  into  one  according  to  the  type  of 
yarn  required.  Twisting  is  the  last  op- 
eration— some   machines   draw    into    one 


strand  and  twist  at  the  sairte  time. 
Twisting  is  done  by  means  of  a  "flyer" 
which  revolves  at  a  terrific  speed,  wind- 
ing the  strands  as  it  goes.  The  yarn 
is  now  in  a  circular  uniform  shape,  the 
thickness  of  which  depends  on  the  mim- 
ber  of  strands  of  which  it  is  composed 
and  the  quality  of  yarn  used.  The  ma- 
chines used  in  this  work  are  constructed 
in  such  a  way  that  when  one  spool  runs 
out,  the  whole  thing  automatically  stops. 
There  is  therefore  no  danger  that  a 
four-ply  yarn,  for  example,  should  be 
only  three-ply  in  some  parts  because 
one  spool  has  stopped  feeding  its  strand 
for  ia  time.  As  far  as  the  making  of 
the  yarn  is  concerned,  it  is  now  ready 
for  hand-knitting  as  soon  as  it  is  wash- 
ed and  bleached  or  dyed. 

Scoured    In    Soap-suds 

The  yarn  which  has  a  great  deal  of 
oil  in  it  is  now  placed  in  a  Large  vat 
of  soap-suds  and  rolled  through  it  sev- 
eral times  before  being  rinsed.  The 
water  is  then  extracted  from  it  by  cen- 
trifugal motion.  The  container  in  which 
this  is  done,  revolves  at  such  a  rate — 
850  revolutions  per  minute — that  85  per 
cent,  of  the  moisture  is  removed  before 
it  is  placed  in  the  drying  closet.  Or- 
dinary warm  air  is  used  to  remove  the 
dampness    which    remains. 

In  the  case  of  white  wool,  washing  is 
not  sufficient  to  give  a  good  color.  It 
must  be  bleached.  The  yarn  is  placed 
over  night  in  a  peroxide  bath  and  then 
kept  for  another  twenty-four  hours  in 
strong  sulphur  fumes.  The  whiteness 
of  the  finished  wool  cannot  always  be 
attributed  to  the  method  of  washing  or 
bleaching  but  to  the  original  quality 
of  the  wool  used. 

Dyeing  The   Yarn 

The  dyeing  process  is  probably  the 
most  difficult  of  all,  because  it  requires 
more  care  than  the  other  operations. 
The  selection  of  dyestuffs  must  be  done 
by  an  expert.  In  one  or  two  colors, 
there  are  American  and  British  dyes 
which  are  very  good  but  most  of  the 
best  ones  are  still  obtained  from  Europe, 
particularly      from      Switzerland.  In 

European  dye  factories,  where  they  have 
studied  dyes  for  hundreds  of  years,  each 
man  is  taught  how  to  make  one  color 
and  nothing  else.  In  this  way  the  general 
secrets  of  dye-making  are  never  dis- 
closed. This  is  one  of  the  reasons  why 
the  industry  has  had  such  up-hill  work 
in  America. 

The  yarn  is  dyed  by  passing  it 
through  the  solution  while  suspended  in 
skeins  on  revolving  rods.  It  is  then 
"extracted"  as  described  above,  and 
dried  in  the  warm  closet. 


To  make  Oxford  grey  yarn,  two  black 
wooltops  are  fed  to  the  drawing  ma- 
chine for  every  one  of  white.  As  the  raw 
black  wooltop  is  more  expensive  than 
the  white,  this  yarn  is  often  dearer  than 
the  white  or  co'.ored,  even  though  the 
processes  of  bleaching  and  dyeing  are 
not  used  in  making  it.  In  order  to  make 
heather  yarn,  it  is  necessary  to  dye  the 
different  yarns  first  and  then  spin  them 
into  one  strand.  Where  a  mercerized 
silk  and  wool  is  required,  the  silk  and 
wool  may  be  spun  together  before  dye- 
ing, as  the  silk  does  not  take  the  dye 
to  any  extent. 

Made  Into  Balls 

As  it  is  difficult  to  handle  in  loose 
skeins,  the  yarn  is  first  wound  into  large 
cones  which  hojd  it  firmly  for  the  next 
operation.  It  is  then  made  into  small 
diamondi-shaped  balls  by  means  of  a 
machine  which  shapes  and  balls  at  the 
same  time.  The  balls  are  finally  sub- 
jected to  a  drying  process  which  makes 
them  full  and  light  and  are  then  brand- 
ed. They  are  then  boxed,  usually 
twenty-four  balls  to  a  box  and  shipped 
to  the  retailer  in  a  condition  which 
makes  makes  them  attractive  display 
articles  for  his  counter. 

Some  Canadian  mills,  have  so  far, 
not  used  their  own  brand  to  the  same 
extent  as  is  done  by  British  manufac- 
turers. They  have  been  content  to  place 
the  names  required  by  the  leading 
wholesale  and  retail  houses,  on  the  or- 
ders sent  them.  Now,  however,  they 
are  beginning  to  use  trade-names  which 
will  distinguish  their  make  from  every 
other,  because  the  trade  and  the  con- 
suming public  are  becoming  more  and 
more  satisfied  with  the  worsted  yarn 
made  in  this  country. 


DINNER  TO  END  TRAVELERS' 
MEETING 

A  most  successful  convention  of  trav- 
elers, managers  and  sales  staff  brought 
1921  to  a  close  for  the  firm  of  Alphonse 
Racine,  Ltd.,  followed  by  a  dinner  at 
the  Place  Vigar  hote1,  at  which  instru- 
mental and  vocal  music  and  community 
singing  formed  the  principal  entertain- 
ment and  were  entered  into  with  great 
gusto  by  all  the  guests. 

Visits  to  the  company's  factories,  lec- 
tures and  discussions  on  sales  topics  as 
seen  by  both  indoor  and  outdoor  sales 
staffs,  formed  the  main  features  of  the 
convention,  and  revealed  a  most  optim- 
istic feeling  pervading  the  whole  person- 
nel, as  to  the  prospects  for  the  future. 
The   event  covered   three  days. 
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Early  Year  Knitted  Goods  Sales 

The  Merchant  Whose  Merchandise  Is  Dependable  The  Year 
Round  Will  Cash  In  On  January  And  February  Sales — Cus- 
tomers Want  One  Hundred  Cents  Worth  Of  Quality  For  Each 
Dollar  —  Stress    Infant's    Wear    More — Giving    Service    To 

Mothers 


JANUARY  and  February  sales  are 
bigger  features  than  ever  among  the 
i-etail  stores  of  this  country.  The  ap- 
peal of  thrift  is  finding  a  ready  re- 
sponse in  every  city  and  town  in  Canada. 
Consciously  or  unconsciously  the  public 
is  asking;  Is  a  dollar  worth  a  hundred 
cents  when  changed  into  merchan- 
dise? Genuine  reductions  and  good  mer- 
chandise are  the  chief  factors  in  sales 
during  the  first  two  months  of  1922. 
Both  of  these  phases  of  the  sale  question, 
present,  at  times,  real  difficulties. 
Stocks,  because  of  the  conservative  buy- 
ing policy  of  1921  are  very  low  compared 
with  previous  years.  For  this  reason, 
one  prominent  retailer  believes,  that  on 
lines  which  must  be  replenished,  it  is 
better  not  to  buy  merchandise  on  which 
reasonable  reductions  cannot  be  made. 
The  merchant  who  is  satisfied  to  conduct 
his  sales  on  the  basis  of  stocks  on  hand, 
will,  this  year,  have  better  results  in  the 
long  run. 

Merchandise  of  the  serviceable  and 
staple  variety  should,  as  a  rule,  pre- 
dominate during  these  sales  months.  Of 
course,  a  small  percentage  of  new  goods 
is  necessary  to  freshen  up  the  appear- 
ance of  the  stock.  Many  customers  at  this 
time  of  year,  are  people,  women 
especially,  who  have  received  mon- 
ev  gifts  for  Christmas.  The  appeal 
of  thrift  is  the  primary  one  to  such 
shoppers.  They  think  of  this  money  as 
a  nest  egg,  to  be  used  when  time  and  ad- 
vantage present  themselves.  Then  there 
is  the  big  class  of  men  and  women,  and 
it  is  bigger  than  ever  this  year,  who 
practise  thrift  as  a  matter  of  course. 
The  word  "Economy"  and  its  allies  are 
fvo  biggest  words  in  the  advertising  vo- 
cabulary of  the  merchant  of  today. 

All-Year-Around  Confidence  Backbone  of 
January  Sales 

The  live  merchant,  knows  that  the 
sales  he  looks  forward  to  in  January 
and  February  will  never  reach  his  ex- 
pectations, unless  he  has  the  confidence 
of  the  public  during  the  whole  year. 
There  is  a  store  in  a  small  city  in 
Ontario,  which  owes  its  very  existence 
to  the  fact  that  it  has  built  up  a  satis- 
fied clientele.  This  store  is  considered 
high-priced  by  the  average  women  and 
is  therefore,  during  ordinary  times,  only 
patronized  by  the  better  cla^s  of  shop- 
pers. During  a  sale  however,  it  is  re- 
markable how  many  other  people  are 
drawn  inside  its  doors.  The  manager  be- 
lieves that  the  saying  which  is  on  the 
lips  of  most  of  the  women  in  his  town 
is  responsible  for  the  general  appeal.  It 


is:  "When  Blank  Blank  &  Co.  advertises 
a  sale,  you  know  it  is  genuine."  He 
never  buys  specials  and  though  he  may 
lose  immediate  opportunities  by  so  doing, 
he  has  gained  life-long  friends  by  re- 
ducing only  the  stock  which  was  origin- 
ally marked  in  his  store  at  a  higher 
price. 

If  there  is  any  department  where 
service  should  be  stressed  more  than  in 
others  it  is  in  the  infants'  section.  Only 
those  stores  which  encourage  mothers  to 
bring  their  children,  will  make  a  suc- 
cess of  infants'  wear.  Thh  service 
question  as  it  applies  to  encouraging 
trade,  can  be  settled  in  many  ways,  be- 
sides hovering  constantly  over  mother 
and  child  in  an  effort  to  sell  anything 
and  everything  on  the  counter.  Atten- 
tion to  the  matter  of  seating  accommoda- 
tion, means  service.  A  representative 
of  Dry  Goods  Review  recently  made  a 
cal.  on  a  general  store  in  Northern  Ontar- 
io, which  boasted  a  counter  for  babies' 
needs.  At  that  counter  there  was  not  a 
single  chair  to  be  seen.  There  was  more- 
over, a  feeling  about  the  place  which 
discouraged  the  taking  of  time,  which  is 
so  essential  to  a  mother  who  carries  an 
infant  while  making  purchases. 

Service   to    Mothers 

An  American  store  has  solved  the 
problem  in  a  very  satisfactory  way.  In 
a  small  section  of  the  department  there 
are  several  easy  chairs  and  couches 
where  mothers  and  babies  may  have  gar- 
ments which  are  to  be  tried  on,  brought 
to  them.  Besides  this,  there  is  a  scale 
where  babies  are  weighed  free — an  ac- 
commodation which  many  mothers  who 
have  their  children  on  a  special  diet,  take 
advantage  of.  Diapers  are  hemniea 
here  free  of  cost.  Women  are  taught 
how  to  cut  and  sew  garments  for  in- 
fants. Most  important  of  all,  the  sales- 
women in  this  department  are  "hand- 
picked."  Girls  who  understand  children 
are  chosen.  Every  clerk  cannot  make  a 
success  of  selling  to  young  children. 
Sometimes  the  best  saleswoman  at  an- 
other counter,  is  the  poorest  choice  for 
this  section.  On  the  other  hand,  a  girl 
of  only  mediocre  ability  will  win  many 
friends  for  this  store,  if  she  possesses 
sympathy  and  patience.     Crowds  nearly 


always  frighten  children.  That  is  the 
principal  reason  why  babies  which  are 
usually  well-behaved,  will  become  hy- 
sterical in  stores.  One  of  the  first 
things  a  saleswoman  should  know,  is  that 
time  must  be  given  babies,  to  become 
accustomed  to  the  general  surroundings, 
before  they  are  fitted  with  caps  and 
wraps.  Crying  babies  keep  the  mothers 
of  other  babies  away,  because,  of  all  the 
ills  that  children  are  heir  to,  crying  is 
the  most  contagious  of  all. 
An  Infants'  Department  in  Every  Store 
There  is  not  a  specialty  shop  in  this 
country  to-day,  selling  infants'  and  chil- 
dren's wear  exclusively,  which  is  not 
making  a  success  of  it.  Department 
stores  which  emphasize  this  section,  re- 
port excellent  profits.  Then  why  do  not 
more  merchants  in  Canada,  have  infants' 
departments?  Experience  has  taught 
that  they  will  never  sell  as  many  lines 
or  as  much  of  any  line,  while  they  keep 
them  all  in  the  store.  A  section  for 
children  is  as  essential  as  one  for  men. 
Mothers  are  the  very  best  customers. 
Children  rapidly  outgrow  their  clothes  if 
they  do  not  wear  them  out.  A  mother's 
tendency  is  to  buy  for  her  children  rather 
than  for  herself.  If  times  are  bad,  she 
will  buy  baby  things  and  save  in  the 
merchandise  she  ordinarily  purchases  in 
other  departments. 

MOVED  TO   BOWMANVILLE 

The  Thomson  Knitting  Co.  Ltd.,  form- 
erly at  15  Morrison  Ave.,  Toronto,  have 
moved'  to  Bowmlanville,  Ontario.  No 
change  has  been  made  in  the  staff. 


NEW  PLAN  BRINGS  CUSTOMERS 

The  Jas.  Ogilvy  Company  of  Montreal 
tried  out  an  unusual  feature  in  the  way  of 
publicity  this  month  when  they  advertised 
that  one  of  the  leading  artists  at  a  local 
theatre  would  give  an  exhibition  of  her  skill 
at  the  store  on  a  certain  morning.  This 
demonstration  was  to  take  the  form  of  a 
shopping  tour  undertaken  by  "Shireen"  the 
girl  with  the  "X-Ray"  eyes,  who  would  walk 
blindfold  from  the  theatre  down  St.  Cather- 
ine Street  to  the  Ogilvy  store  where  she 
would  demonstrate  her  mysterious  power. 
The  affair  was  widely  advertised  and  en- 
ormous crowds  gathered  along  the  street 
and  in  the  store  to  await  her  arrival  which 
she  did  completely  blindfolded.  She  walked 
through  the  store  telling  colors,  textures  and 
prices  of  goods,  and  describing  the  sales 
staff  accurately,  to  the  amazement  of  the 
crowd.  As  the  annual  January  sale  was  in 
progress  many  attractive  bargains  were 
arranged  to  attract  visitors  on  this  occasion. 
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UNSHRINKABLE 

The  Underwear 
ihatOVervtears    34 

ATLANTIC  UNDERWEAR 

LIMITED 

MONCTON        -         -         N.B. 

E.  H.  Walsh  &  Company 

Montreal  8t  Toronto 

Selling  Agents  for  Quebec,  Ontario  and  Western  Provinces 


"Burritty'means"BuyIt" 

— to  the  woman  who  knows 


Whatever  texture,  whatever  color  is  wanted 
for  the  occasion 

BURRITT'S   HOSIERY 

will  supply  the  need.    You  are  confident  of 
satisfying  when  you  carry  our  line. 

COLORS 

White,  Black,  Navy,  Tan,  Cordovan    Grey, 

Beaver,   Champagne 

Silk  and  lisle  hosiery 

attractively  boxed  for  the  fastidious  buyer 

A.  Burritt  &  Co. 

Mitchell,  Ont. 

Established  1875 

Manufacturers  of  Sweaters,  Pure  Camel  Hair 
Men's  Seamless  Gloves,  Pullovers,  Toques, 
Boys'    and    Men's    Ribbed    Worsted    Hosiery. 
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A   Leader 

for 

Your   Trade 

No.  368 

This  smart  model  is  knit 
full  fashioned  from  ex- 
tra quality  yarn.  Black 
and  white  form  the  con- 
trasting stripe  effect  on 
the  long  tuxedo  collar 
and  cuffs,  also  the  hem 
of  the  skirt.  Comes  in 
combination  of  all 
popular  colors. 

This  is  but  one  of  the 
many  interesting  Burritt 
ines  we  are  prepared  to 
show  you. 

Our  travellers  are   now   on   the   road   with  samples  for 
Spring  and  Fall  delivery. 

A.  BURRITT  &  CO. 

Mitchell,  Ont. 

Established  1875. 

Manufacturers    of     Sweaters,    Pure    Camel     Hair     Men's 

Seamess    Gloves,    Pullovers,    Toques,    Boys'    and    Men's 

Ribbed  Worsted  Hosiery. 
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BALLANTYNE  KNI 

For  Spring  1922  is  now  Being 

Novelty  Coats,  Scarfs,  Girls'   Middies,   Children's   Smocks  and   Pullovers. 
Boys'  Jerseys,   Shawlettes,  Bathing  Suits  for"  Men,  Women   and   Children. 

The  New  Style  Ideas  are  First 

R.  M.  BALLANTYNE,  LIMITED 
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TTED  OUTERWEAR 

Shown  By  Our  Representatives 

The  new  styles  are  here  shown  for  your  approval  within  a  few  weeks  of 
the  opening  of  the  spring  selling  season.  They  show  the  newest  style 
tendencies  and  thev  set  the  stvles  wherever  shown. 


Seen  in  the  Ballantyne  Range 


STRATFORD,  CANADA 
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Di-y  Goods  Revieiv 


Announcing   the   removal   of  our   Factory   and    Office   to 

Bowmanville,  Ontario 

Our  new  quarters  have  been  equipped  to  increase,    if    possible,    our   service    to    our 
customers. 

The  following  lines  are  made  by  expert  Canadian  Operators  for  the  special  require- 
ments of  the  Canadian  trade — 

"Italian  Silk"  Hosiery  for  Ladies  and  Misses 

"Leader"  2/1  Ribbed  Cotton  Hose  for  Children 

"Jack  and  Jill"  1/1  Ribbed  Cotton  Hose  for  Children 

The  superior  finish  of  these  brands  is  carried  out  in  new  labels  and  attractive 
packages.  Give  these  three  popular  brands  a  prominent  place  in  your  Hosiery  De- 
partment. 

Thomson  Knitting  Co.,  Limited 

Manufacturers  of  Quality  Hosiery 

Bowmanville,  Ontario 


SELLING    AGENTS: 


Win.  R.  Begg  &  Co.,  20  Wellington  St.  West,  Toronto. 

J.  B.  Trow  &  Co.,  Old  Birks  Building,  Montreal. 

A.  E.  Montgomery,  212  Hammond  Block,  Winnipeg,  Man. 


Protected  by  Canadian  Letters  Patent  No.  131,529  and  Canadian  Lstters  Patent  No.  123,703 

The  Visor  "4  in  1"  Sweater 

(Four  Sweaters  in  One) 

Note  the  four  ways  the  collar  can  be  worn.  The  most  practical  and  best 
selling  coat  on  the  market.  Made  in  many  weights  in  HALF  CARDIGAN. 
SHAKER   and  JUMBO   stitch. 

We  make  also  this  year  the  best  SHAWL  COLLARS  on  the  market  in  all 
our  lines.  Also  V-NECKS.  PULL-OVER  sweaters  with  stripes,  and  other 
lines  of  PULL-OVERS  for  Men  and  Ladies.  Also  Double  Reversible  CAPS. 
Ladies'  CAPS  and  SCARES.  BRUSHED.  Men's  SCARFS  BRUSHED  and 
UNBRUSHED.  We  have  added  several  new  attractive  lines  this  year, 
both  in  Men's,  Ladies'  and  Boys'.  Some  of  them  light  weight,  all  with 
the  superior   VISOR   finish. 

One  of  our  representatives  will  call  eai'ly  in  the  season.  Don't  place  your 
order   until   you   have  seen   our  complete   line. 

We  particularly  RECOMMEND  our  new  light  weight  coat  called 
DUROTEX.  It  is  the  best  of  its  kind  on  the  market.  It  is  a  BIG 
SELLER.  Shown  in  many  NEW  STYLES  and  NEW  COLORS  and  SELLS 
ALL  THE  YEAR. 

VISOR    KNITTING    COMPANY,     LIMITED 

NIAGARA  FALLS,     ONTARIO 

Factories  also  at  Niagara  Falls,  N.  Y. 
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HAWTHORN  E4BRIC 

CANADAPRODOCT 


The  Dry  Goods  Economist,  Ameri- 
ca's leading  fashion  journal  has  al- 
ready begun  to  predict  the  fashions 
for  next  spring.  Of  one  thing  they 
are  sure, — that  sports  wear  will  be  more 
fashionable  than  ever,  and  that  the  leading 
fabrics  will  be  knitted  fabrics  and  home- 
spuns. 

Hawthorn  Fabrics  have  been  gaining  more  and 
more  prestige  every  year,  partly  because  of 
their  beautiful  draping  qualities  and  delightful 
shades,  but  even  more  so  on  account  of  their 
genuine  serviceability,  and  the  fact  that  they 
will  not  crease  or  sag. 

It  will  pay  you  to  lay  in  a  good  stock  of  gar- 
ments made  from  these  splendid  fabrics.  Write 
us  for  list  of  manufacturers  who  use  Hawthorn 
Fabrics  in  their  new  spring  coats,  suits  and 
cloaks. 


'IgykH*- 


AWTHOP" 

ifflade  in  Qarlctou  Place,  Out.,  by  Hawthorn  Mills,  Limited 
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The  Acme  of  Comfort 
and  Durability 

Peerless  Underwear  is  ever  satisfying  the 
demands  of  descriminating  customers  with 
its  fine  texture,  its  neat  fitting  and  wearing 
qualities. 

Retailers  all  over  Canada  find  it  a  pro- 
fitable line  to  handle. 

For  Women  —  Children  — Infants. 


IE'S 


Representatives 

E.  R.  Woodiil,  123  Roy  Bldg.,  Halifax.. 

N.S. 

Ernest    Hamel,    66    Rue    de    L'Eglise, 
Quebec,  Que. 

R.  C.  Poyser,  417  King's  Hall  Bldg., 
St.  Catherine  St.  W.,  Montreal,  Que. 

C.  &  A.  G.  Clark,  35  Wellington   St. 
W.,  Toronto,  Ont. 

Hanley  &  MacKay  Co.,  407  Hammond 
Bldg.,  Winnipeg,  Man. 

J.  J.   MaeKay,  504   Mercantile  Bldg.. 
Vancouver,  B.C. 

PEERLESS  UNDERWEAR 
Company   Limited 

Controlled  by 

J.  R.  MOODIE&SONS 
HAMILTON,   ONT. 


Season  follows  Season 

in  the  demand  for 

Our  All-wool  Plaids 
and  Stripes 


Sport  Caps 
Heather  Sox 
Black&White 

Worsteds 
Tweeds 
Homespun 
Cashmere 


Men's  &  Boys' 

Jerseys 

Sweaters 

Jerseys 

Underwear 

Socks 


Mitchell  Woollen  Co., 

Limited 

Mitchell  Ontario 


CELTIC 

SILK  HOSIERY 

Salesmen  are  nowjon  the  road  with  samples  of 
the  latest  "CELTIC"  lines,  plain,  and  with 
hand-finished  embroidered  clocks  in  designs 
that  will  please  your  customers. 


Selling  Agents: 

HARVEY   BROS.  &  SEMPLE   Ltd. 


224  Empire  Bldg. 
TORONTO 


313  Fort  St. 
WINNIPEG 


325  Howe  St. 
VANCOUVER 


The  Celtic  Knitting 

CO.,   LIMITED 
14  Turgeon  St.  Montrea 


Dry  Goods  Review 


KNITTED    GOODS 


125 


KENWOOD 


Outdoor 
»     Comfort 

Products 


There's  Quick  Sales 
Action  for  the  Dealer 
who  Displays — 

Kenwood  All  Wool  Bed  Blankets 

Few  women  can  resist  the  appeal  of  Kenwood  colorings,  the  quality  of  the  blanket 
and  the  attractive  price.    This  fact  has  been  demonstrated  by  many  dealers. 


SOLID    COLORS 

White,   Delft  Blue,   Tan, 
Grey. 

PLAID    COLORS: 

Rose-white,  Blue-white,  Tan- 
white.  Rose-blue-white.  Rose- 
tan-white,    Blue-tan-white. 


Kenwood  Bed  Blankets  are  woven  of  clean,  new  (virgin) 
wool  only — selected  wool  which  creates  a  firm,  sound 
fabric,  soft,  warm  and  durable.  Size  72  x  84.  Weight  4 
pounds  each  blanket,  8  pounds  the  pair.  Binding  either 
whipped  all  'round  with  worsted,  or  across  ends  with 
3-inch  satin  ribbon. 

And  to  Help  You  Profit  from  This  Display- 
window  material  that  strikingly  features  the  advantages  of  Kenwood  All  Wool  Bed  Blankets,  FREE 
to  dealers  purchasing  12   (or  more)   pairs  of  Kenwood   Bsd  Blankets.     Particulars  on  request. 

Kenwood  Mills,  Ltd.,  Arnprior,  Canada 
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New  Dods-Knit 
Lines  Are  Opened 


%y^fv 


See  This  Trade 

Mark  on  Every 

Garment 

Selling  Agents 

Ontario  and  Western 
Canada : 

R.  Reade  Davis 

Manchester  Building 

33  Melinda  Street, 

Toronto,  Ontario. 

Quebec  and  Maritime 
Provinces: 

William  C.  Forster, 

128  Bleury  St. 
Montreal,  Quebec. 


W 


E  are  pleased  to  announce  to  the 
trade  that  we  have  opened  our  new 
lines  for  Fall  delivery  1922. 

Our  Selling  Agents  have  full  sets  of 
samples,  and  are  now  touring  their  respect- 
ive territories. 

Do  not  decide  upon  your  requirements 
until  you  have  seen  the  new  samples — 
they're  good ! 

Two  Additions  This  Year 

are — Beaver  Fleece  for  ladies  and  children 
made  up  in 

Vests  and  drawers,  combinations  and 
bloomers  for  ladies. 

Waists,  bloomers  and  sleepers,  vests, 
drawers  and  combinations  for  children. 

Each  garment  will  be  stamped  with  our 
new  trade-mark — our  guarantee  that  the 
quality  is  there. 

All  lines  have  been  made  out  of  new 
stock,  so  that  we  are  able  to  touch  rock  bot- 
tom with  prices. 

Our  new  factory  is  completed,  and  with 
the  addition  of  the  most  up-to-date  bleach- 
ing, knitting  appliances,  etc., — the  Dods 
Scotch  and  Elastic  Knit  guaranteed  100'' 
pure  wool,  Dods  Merino  and  Dods-Knit 
Beaver  Fleece  lines  are  the  best  that  money 
can  buy. 


The  Dods  Knitting  Company  Limited 

ORANGEVILLE  -  ONTARIO 
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"British,  Founded  1883" 


FINE         PURE         WOOL 

NOVELTIES 

FOR 

Spring  and  Fall 
1922 

Our  Travellers  have  left 
with  a  full  range  of  new 
lines  and  standard  goods. 

We  have  made  all  provi- 
sion possible  to  meet  the 
demands  for  the  coming 
season. 

Our  agents  can  rely  on 
our  best  endeavors  in  the 
execution  of  orders,  which 
should  be  placed  as  early 
as  possible. 

THEJAEGERCo.,Limited 

243  Bleury  Street  -  Montreal 


JEM  KNIT  GOODS 


Made  in  Canada 
For    Infants    and    Children 


J  E_M  knit  goods  sell  throughout 
the  year.  Different  weights  for 
different      seasons.  Mothers 

quickly  realize  that  the  dainty 
warmth-giving  JEM  knit  goods 
are  necessary  for  the  baby's 
health  and  wardrobe. 
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\/na  Standard 
^for  Style,  Quality  and  Value 

Monarch-Knit 

SWEATERS  •  HOSIERY 
KNITTING  YARNS 


KM ONARCH-KNIT  products  offer  you  the  biggest  range 
of  styles  and  the  best  values  in  Sweaters/  Hosiery, 
Yarns,  Jerseys,  Bathing  Suits  and  other  Knitted  apparel  for 
men  and  women.  The  Monarch-Knit  label  is  virtually  a 
guarantee  of  quality.  When  the  Monarch-Knit  salesman 
calls  at  your  store,  be  [sure  to]  see  his  samples,  for  they 
embody  the  very  newest  styles  in  knitted  garments  and 
novelty  knit  goods. 


The  Monarch  Knitting  Co.,  Limited 

Head  Office:    Dunnville,  Ont. 

Factories:   Dunnville,   St.  Catharines  and   St.  Thomas,  Ontario 


MONTREAL 
The  Monarch  Knitting  Co., " Ltd. 
Hub  rule   Bldg.,   Phillips   Square 
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These  Stockings  In 


THREE  EIGHTIES" 
Stockings  for  women  en- 
joy a  greater  prestige  and  sale 
than  any  other  one  style  of 
hosiery  in  Canada. 

The  comfort,  durability,  and 
economy  of  "Three  Eighties" 
have  built  their  reputation  and 
make  them  a  really  consistent 
seller. 

"Three  Eighties"   are  a  seamless 


#' 


The  Chipman-Holton  Knitting  Com 

Mills  at  Hamilton  a 
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The  Toe  is  more  Tapering 
And  the  Heel  is  Deeper  in 

Circle-Bar  Hosiery 


These  are  only  two  of  the  many  points  which 
mark  Circle-Bar  Hosiery  as  different 
other  lines,  and  make  it  easy  to  sell. 

All  styles  in  silk,  wool  and  cot- 
ton, for  men,  women  and  child- 
ren. 


HOSIERY. 


Superior  Quality 
gives  satisfaction 

Elastic  Top 

gives  Comfort 

Perfect  Weave 

gives  beauty 
Narrowed  Ankle 

adds  shapeliness 
Deeper  Heel 

prevents  wrinkled  instep 
unforced  Feet 

give  durability 
Tapering  Toe 

provides  comfort 

The  Circle-Bar  Hosiery  Co.,  Limited 

Head  Office  :    Kincardine,  Ont.      -     Mills  at  Kincardine  and  Owen  Sound 


•i  n-y.v-n  v  x  y  y  )i  v  if  y  y-x-x-y  \  1 1  K.x-y.y.y  g  y  g  xwri-m  i 


For  the  highest 
Quality— 


A.W 


at  the 
Lowest  prices. 

Place  your  orders  with 

MOYER 


&,co. 


124  KING  ST.  W. 


TORONTO. 


Manufacturers  of 

Complete  Uniforms  for  Baseball,  Hockey, 
Soccer  and  Rugby,  also  Gymnasium  and 
Basketball  Jerseys  and  Knickers,  Boy 
Scout  Uniforms,  all  wool  Bathing  Suits 
and  Swimming  Trunks,  Girls'  Middy 
Blouses  and  Gymnasium  Bloomers,  and 
a  full   range    of   White   Duck   Clothing. 

Write   for  prices 

We    will    give    your    enquiry 
prompt  and  careful  attention. 


i3333giErxmxccEiimraa3  zmna 
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^^ffinfou      yqF^?&    y^HT^M  ^<E^^ 


There  is  only  one  make  of 
knitted  underwear  made  in 
Canada — that  is  reinforced 
at  all  wearing  parts. 


That  is 


limsssm.Msimm!'  *,UmsmW 


^^*     sislsss  ^^plss 


w£3fe 


THE  PURE  WOOL 

UNDERCLOTHING 

THAT  WILL  NOT   SHRINK 


Our  travellers 
are  now  on 
the  road 
with  new 
samples  and 
prices  — 
with  a  full 
line  of 
CEETEE 
and  Turn- 
bull's 
Ladies', 
Children's 
and  Infants' 
garments. 

* 

Don't  place 
your  order 
until  you 
have  seen 
our  lines. 


Made  only  by    gfa 


of  Gait,  Canada 


\&^T\  T§^n   \fiN^S  Y^nnsN  Y<iniN  vxii^  ^§3^  v<§SN  i^gS^  v^nn^N  Y 
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Novelties  in  Accessory  Lines 

Glove  Manufacturers  Concentrating  on  Long  Styles  —  Safety 
Pocket  for  Envelope  — The  "Snappon"  Umbrella  Coming  to 
Canada— Look  For  Season  of  Colored  Hose— Some  of  the  Latest 

Footwear  Styles 


GLOVE  manufacturers  are  very 
anxious  to  prevent  a  repetition 
of  the  shortage  of  last  season  in 
long  gloves.  In  fact  some  firms  are 
making  the  gauntlet  and  long  glove  al- 
most, to  the  exclusion  of  the  two-clasp 
glove.  Of  course,  this  "is  partly  due  to 
the  fact  that  the  re:ail  trade  is  heavily 
stocked  with  short  gloves  which  give 
little  promise  of  moving.  There  is  a 
decided  inclination  moreover,  to  reduce 
the  prices  on  short  gloves.  Merchants 
are  anxious  tj  get  rid  of  them  as  they 
do  not  look  forward  to  a  return  in 
favor  of  these  even  by  Fall.  The  pre- 
vailing shades  for  Spring  will  be  sand, 
mode,  beaver  and  the  greys. 

Leather  Novelties 

The  leather  envelope  with  the  safety 
pocket  is  being  introduced  in  all  the 
Spring  shades  in  the  novelties  just  ar- 
rived from  New  York.  Eerise  leather  is 
favored  in  square  and  circular  shapes 
for  handbags  in  the  new  soft  shades.  A 
novel  canteen  and  vanity  bag  is  prob- 
ably the  last  word  in  purse  creations. 
Two  kinds  of  leather  are  often  shown 
in  these.  Moire  is  used  as  lining,  the 
soft  pastel  shades  being  specially  flav- 
ored. The  fittings  are  usually  of  bright 
metal,  which  are  said  to  give  Lnger 
wear  than  those  of  the  silver  finish. 
The  vanity  type  of  handbag  is  the  one 
that  designers  fancy  particularly  at  the 
moment.  The  models  are  varied,  some 
coming  to  a  narrow  point  and  others 
following  the  long  envelope  style.  Ster- 
ling butt  n  clasps  and  corners  ornament 
them  and  some  have  even  cord  handles 
and    tassels. 

Filigree  tops  of  green  gold  are  fan- 
cied for  many  of  the  vanities.  They 
are  used  also  on  the  pouch  bags  of 
moire  silk. 

Spring  Parasols 

The  "Snappon"  umbrella  which  has 
been  taken  hold  of  in  so  many  of  the 
American  cities,  will  very  shortly  be 
made  in  Canada.  This  umbrella  has 
different  covers  for  every  costume, 
covers  which  can  be  slipped  on  the 
frame  at  a  moment's  notice.  Fabrics 
for  this  line  include  umbrella  silks  in 
the  high  sports  shades,  fancy  water- 
proof silk  brocades  and  a  rubberized 
silk  for  use  in  bathing.  Handles  and 
ferrules  are  made  fcr  this  parasol  in 
all  the  novelty  types  and  in  amber, 
ebony  and  bakelite. 
Great  Expectations  for  Colored   Hose 

Rarely  does  a  Spring  season  pass 
without  some  color  fad  in  hosiery.  This 
year     manufacturers     are     expecting    a 


vogue  for  beige,  sand,  nude,  taupe  and 
grey.  In  fact,  the  demand  for  these  is 
expected  to  be  as  str.ng  as  that  for 
black.  The  sheer  stocking  will  hold  its 
own,  according  to  one  of  the  leading- 
retail  stores  in  Toronto  which  says  that 
in  the  better  class  of  hose,  women 
have  been  asking  for  sheer  lines,  par- 
<ticwlarly  chiffon,  more  than  f_r  any 
others.  Silk  net  is  the  second  choice 
by   particular  patrons. 

The  fad  for  white  hose  with  colored 
slippers,  which  was  brought  over  to 
Canada  a  little  late  last  Summer,  will 
be  in  full  swing  this  year.  This  will 
mean  a  record  business  in  white  hose. 
As  the  vogue  for  cotton  dresses  is 
promised  again,  this  is  also  given  as  a 
reason  why  white  will  toe  the  biggest 
seller   during  the   midsummer. 

Footwear    Styles 

All  the  new  style  tendencies  in  shoes 
were  presented  at  the  eleventh  annual 
convention  of  the  National  Shoe  Retail- 
ers' Association  which  met  in  Chicago 
on  January  10.  The  fancy  shoe  was 
again  exploited  and  color  played  a  con- 
spicuous part  in  most  of  the  models. 
The  exhibition  was  very  satisfactory 
from  the  point  of  view  of  variety — 
two  hundred  mannequins  took  part  in 
the  promenade.  The  strong  tendency 
toward  novelty  footwear  received  a 
great  stimulation  at  this  exhibit. 
Prominent  retailers  say  that  the  dec- 
orated shoe  has  come  to  stay  and  that 
women  are  Very  mucih  interested  in 
them. 


Black  shoes  trimmed  with  brilliant 
red  were  shown  not  only  for  evening 
wear  but  for  the  street  as  well.  Red 
heels  which  were  confined  mostly  to 
the  stage  last  seascn,  were  introduced 
by  several  manufacturers.  Black  patent 
leather  and  black  satin  made  the  body 
of  many  models,  with  narrow  strips  of 
red  leather  as  trimming,  as  well  as  the 
red  leather  heels.  Even  the  new  Cuban 
heel  was   shown  in  red. 

Although  red  predominated  at  the 
Revue,  bright  blue  and  green  trims 
giave  a  pleasing  touch  of  color  to  some 
models.  That  grey  has  not  been  rele- 
gated to  the  days  of  past  and  f -rgotten 
glories,  was  very  evident  from  the 
numbers  of  afternoon  slippers  and  street 
shoes  shown  in  grey  suede  with  black 
sa'.in  or  black  patent  combination. 

TAe  Oxford  Again 

The  Oxford  was  very  prominent  at 
the  exhibition  and  while  the  plain  walk- 
ing Oxford  was  shown  in  tan  and  black 
calf  and  with  Cuban  and  very  low  heels, 
the  only  actual  change  in  theim  was  in 
the  contrast  of  colors  rather  than  in 
the   style. 

Straps  were  a  feature  of  all  the 
shoes  from  the  evening  pump  with 
four  straps  to  the  walking  shoe  wijh  one. 

White  was  very  strong  in  combina- 
tion with  bright  colors  or  black  but  it 
was  not  shown  to  any  extent  alone.  In 
fact,  in  most  cases,  color  was  used  in 
equal  proportion  with  white.  Broad 
bands  or  the  entire  vamp  or  even  the 
heel  was  of  the  color  and  the  rest  was 
white'.  Of  course  there  were  many 
models  which   had  white  heels. 

For  evening  wear  the  colored  tinsel 
falbrics  were  displayed  extensively. 
Black  brocaded  slippers  were  also  shown 
with  straps'  or  buttons  of  rhinestone. 
The  stockings  worn  with  these  slippers 
were  usually  plain;  fancy  hose  with 
drawnwork  or  beading  were  the  excep- 
tion rather  than  the  rule. 

Hiking  shoes  which  were  so  prom- 
inent a  year  ago,  were  not  very  much 
in  evidence.  Shoes  for  children  had  the 
very  square  toe  and  the  high  shoes  dis- 
played black  patent  leather  vamps  with 
white  kid  uppers.  Dress  slippers  for 
children  were  in  black  patent  leather 
or  white  kid   and  had   an  ankle  strap. 

Women's  boudoir  slippers  featured 
the  mule  with  the  back,  which,  after 
all,  should  be  welcomed  as  being  more 
comfortable  than  the  ones  worn  dur- 
ing the  last  year  or  two. 

There  were  two  features  which  were 
(Continued  on  page  135) 
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What  Paris  Says  About  Lingerie 

Combinations  Are  Strongly  Favored — French  Woman  Wears  a 

Boudoir  Cap — Pyjamas  a  Part  of  Every  Outfit — Many  Fancy 

Garters  Seen — The  "Leap  Into  Beds" 


PARIS,  December  28th,  1921 

LINGERIE:  Such  is  the  subject  I 
tDld  you  in  miy  last  letter  I  would 
write  about  this  month.  In  fact 
there  is  nothing  very  new  to  say  on 
this  subject.  The  general  fashion,  in 
spite  cf  all  trials,  is  priatby  much  the 
same  as  it  has  been  for  several  years, 
viz:  very  straight  and  narrow,  there- 
fore undergarments  have  to  follow.  If 
ntext  Summer,  the  fashion  for  much 
longer  and  fuller  skirts  is  adopted,  then 
we  shr  11  have  to  look  forward  to  longer 
and  wider  chemises,  with  more  tucks, 
and  elaborate  trimmings,  knickers  long- 
er too,  and  much  wider,  with  flouncings, 
lace,  etc.,  and  we  shall  also  have  to 
think  of  petticoats  which,  for  quits 
soma  time,  have  been  neglected.  This 
Apartment  is  on  the  lookout  already, 
for  a  good  many  petticoats  can  be  seen 
in  taffetas,  silk,  etc.,  with  tiny  pleated 
fl/uncings  that  thow  the  above  tend- 
ency. 

Combinations   Favored 

As  combinations  are  very  much  favor- 
ed, maybe  they  will  remain  in  demand, 
provided  the  skirt  is  devised  so  as  to 
suit  the  new  needis.  The  materials  still 
in  favor  for  rich  lingerie  are  silk  and 
cambric,  the  latter  being  preferred  for 
Summer  wear.  More  and  more  do  we 
adopt  the  knitted  garments  for  Winter 
wear,  either  in  wool  or  silk,  also  jer- 
sey. In  fact,  in  the  big  dry  goods 
stores  here,  you  see  almost  nothing  at 
this  time  of  the  year,  unless  for  pres- 
ents, in  which  case  the  articles  shown 
are  heavily  trimmed,  to  be  effective,  with 
lace  and  embroidery.  By  the  way, 
some  very  nice  presents  can  be  made 
that  way,  either  in  real  underclothing, 
for  cl>se  relatives,  or  embroidered 
blouses,  doilies,  cushions,  etc.,  all  in 
white  cambric  with  real  lace  and  hand 
work.  In  the  way  of  trimmings,  those 
that  are  most  important  are  real  lace, 
filet,  Venetian  lace,  binche,  Valen- 
cienmies,  etc.,  openwork  and!  embroid- 
ery, not  in  big  quantity,  but  of  fine 
quality,  tiny  group  of  tucks  now  and 
again,  but  nothing  very  elaborate.  The 
present  lingerie  is  very  neat,  and  often 
trimmed  with  plain  net,  which  is  strong, 
and  very  light. 

Chemises  With    Knickers    to   Match 

So  far,  we  still  have  short  chemises, 
generally  empire  shape,  with  nothing 
but  a  band  of  pointed  filet  lace,  for 
instance,  inserted  on  the  cloth,  and  bor- 
dered by  a  band  of  material.  The 
shoulder  straps  may  be  a  very  narrow 
filet   entredeux,  or  a  ribbon.     The   for- 


mer is  more  practical,  but  the  latter  is 
brighter. 

Of  course,  the  knickers  match  it, 
and  are  closed.  The  night  gown  is  de- 
vised on  the  same  lines,  and  has  short 
sleeves,  also  a  ribbon  threaded  round 
the  waist.  Combinations  are  also  sim- 
ilarly made,  and  may  not  change,  unless 
big  petticoats  are  needed  next  reason, 
which  I  don't  thinik  will  happen,  at 
least  not  just  yet.  It  will  take  us 
several  seasons  to  get  again  used  to 
those  sumptuous  but  most  tiresome  skirts 
— that  is  if  we  can  change  the  mind  of 
the  younger  generation,  which  is  growing 
more  and  more  independent  in  every 
way.  Will  our  young  ladies  bend  their 
heads  to  the  ever  ruling  queen  Fashion  ? 
That  is  the  question!  In  the  present 
days  of  Bolshevism,  one  may  doubt  it!!! 

Pyjamas  Kimono  Shape 

I  am  much  more  inclined  to  believe 
in  pyjamas,  whose  fashion  is  growing 
more  and  more:  some  can  be  had  at 
very  decent  prices,  and  as  there  are  no 
bounds  to  fancy  in  that  line,  the  mcst 
extraordinary  can  be  seen,  both  as  re- 
gards printed  materials  and  shapes. 
However,  those  adopted  by  people 
(ladies  and  gentlemen)  who  prefer  com- 
fort to  "propriety,"  (for  here,  pyjamas 
are,  in  many  instances,  considered 
shocking:),  and  yet  mean  to  be  decent 
all  the  same,  they  will  take  the  striped 
ones  with  collar  and  revers  of  plain 
material.  Zephyr  cotton  cloth  for  Sum- 
mer and  cotton  crepe  or  zenana  for 
Winter  are  mostly  demanded  for  the 
purpose. 

"Leap   Into  Beds" 

"Sautt  de  lits"  are  also  part  of  lin- 
gerie, and  very  much  like  pyjamas,  as 
far  as  materials  are  concerned.  Since 
the  kimono  shape  is  very  fashionable 
for  that  style  of  garments,  we  shall 
have  them  with  Japanese  designs  or 
embroidered  on  Japanese  silk,  duly 
padded  if  for  Winter,  and  zenana  which 
is  a  kind  ox  silk  metallasse  very  com- 
fortable in  appearance.  Light  shades 
are  always  preferred,  especially  for 
young  ladies. 

Another  thing  which  is  more  and 
more  fashionable  is  "Boudoir  caps."  In 
fact,  nowadays,  everybody  has  some; 
they  may  be  made  of  rich  material,  em- 
broidered or  trimmed  with  real  lace,  or 
be  made  of  embroidered  cambric,  or 
more  simply  by  a  piece  of  spare  net, 
gathered  in  bouill-nnes,  and  just  edged 
with  a  bit  of  ordinary  lace  and  a  rib- 
bon. 

Garters    are   also   amongst  the   acces- 


sory! lingerie  articles,  and  some  fine 
ones  there  are  too,  all  made  of  ribbon 
gathered  on  elastic,  with  a  beautiful 
ribbon  flower  on  the  side.  These  found 
a  ready  sale  when  corsets  were  neg- 
lected. At  present,  however,  the  latter 
are  being  in  demand  again,  with  the 
new  style  of  half  fitting  suits.  So  far, 
though,  they  are  very  little  more  than 
elastic  belts,  with  a  few  bones,  to  under- 
line the  shape  of  the  body.  They  are 
very  plain  with  no  trimmings  but  a 
garland  of  rocooeco  flowers  at  the  top. 
Brassieres  worn  with  them  are  made  of 
str  ng  filet  lace  or  embroidered  strong 
batiste. 

Handkerchiefs  are  still .  very  fanci- 
ful, quite  a  number  of  them,  being  made 
of  colored  cambric,  only  one  shade; 
khaki,  vieux  rose,  deep  blue,  etc.,  or 
with  wide  stripes  bordering  the  edge, 
crossways.  To  my  liking,  these  do  only 
for  gentlemen,  to  wear  in  their  coat 
pocket,  but  ladies  who  have  adopted 
them  to  a  certain  extent,  cannot  enjoy 
such  handkerchiefs  as  much  as  they 
did  the  dainty  white  cambric  ones,  with 
a  neat  hemstitch  and  pretty  embroid- 
ered monogram  or  flower  motifs,  or  the 
lace  bordered  handkerchief,  which  was 
really  an  ornament  more  than  anything 
else.  But  this  sounds  old-fashioned  to 
our  youngster's  ears.  They  are  much 
too  sporty  to  care  for  beautiful  work, 
and  our  grandmothers  derived  many  a 
happy  day,  first  in  choosing  their  trous- 
seaux, then  in  making  their  babies' 
"layettes,"  and  their  daughters'  trous- 
seaux. The  new  generation  is  too  much 
occupied  with  all  kinds  of  sports  to  care 
for  such  things.  As  long  as  their  clothes 
are  practical,  it  makes  no  difference  to 
them  what  they  are  made  of. 

Let  us   hope  the  ancestral   taste  will 

revive    in   them,    in   time,    so    that    the 

reputation    of    the    Parisienne    may    not 

be  lost.  It  is  her  most  brilliant  feature!! 

Yours    very   truly, 

Jeanne  Gsell 


NOVELTIES    IN    ACCESSORY   LINES 

(Continued  from  page  134) 

outstanding  at  this  convention,  and 
which  should  be  particulai-ly  interesting 
to  those  of  the  Canadian  trade  who  are 
interested  in  smart  footwear.  These 
were;  the  solid  black,  the  solid  white 
and  the  solid  tan  shoe  were  almost  un- 
seen and  that  while  nearly  all  the  slip- 
pers had  straps  these  were  confined  to 
the  instep  rather  than  the  ankle  as  in 
ether  seasons. 
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Silk  Gloves  in  Gauntlet  Length 

Montreal  Men  Say  They  Will  be  in  Strong  Demand  for  Spring — 

Three  Styles  of  Gauntlets — Trade  Not  Placing  Much  for  Fall — 

Some  New  Fall  Styles — Wool  Gauntlets  Will  Imitate  Leather 


A  LEADING  Montreal  glove  manu- 
facturer whose  line  includes  every 
kind  of  staple  and  fancy  gloves, 
states  that  the  coming  Spring  and  Sum- 
mer will  witness  the  heaviest  demand 
for  silk  gloves  of  all  sorts  that  has  ever 
been  known.  From  the  orders  placed  al- 
ready it  is  quite  evident  that  styles  in 
long  lengths  will  be  most  fashionable 
and  it  seems  probable  that  few  one  and 
two  dome  fastening  silk  gloves  will  be 
produced.  All  the  usual  neutral  shades 
of  browns  and  greys  are  being  called  for 
in  gauntlets,  mousquetaires  and  even 
full  length  styles.  Washable  chamois- 
ette  gloves  will  also  be  in  greater  de- 
mand than  ever  for  every  day  use, 
especially  in  the  many  charming  new 
styles  which  feature  cutwork  or  applique 
upon  the  cuffs  in  imitation  of  leather 
or  leather  effects.  Cream  on  brown  or 
pearl  on  grey  are  very  smart  combina- 
tions. 

The  fact  that  raw  silk  has  already  ad- 
vanced considerably  in  price  has  appar- 
ently influenced  the  retail  trade  opinion 
that  there  is  no  time  like  the  present 
for  buying.  At  any  rate  most  retailers 
realize  that  there  is  danger  in  delaying 
to  place  orders  for  silk  gloves  and  are 
acting  accordingly. 

Three  Styles  of  Gauntlets 

In  strap  wrist  gauntlets  there  are 
three  styles  of  particular  interest.  One 
of  these  has  a  strap,  about  one  inch 
wide,  carried  all  round  the  glove  and 
this  strap  has  a  very  narrow  border  of 
lighter  color.  Another  gauntlet  is  ex- 
tra wide  and  long  in  the  cuff  section 
with  a  gore  set  in,  while  a  third  style 
has  a  turn  back  cuff  of  lighter  kid.  This 
glove  can  be  worn  either  as  a  straight 
gauntlet  or  with  cuff  effect.  The  em- 
broidery on  the  back  carries  out  the 
lighter  color  scheme.  The  gauntlet  is  the 
glove  par  excellence  for  the  Spring 
sports  costume  while  the  longer  length 
glove  is  favorably  considered  for  dress 
wear. 

According  to  an  importer  of  French 
gloves  there  is  no  demand  for  the  short 
glove  whatever,  and  with  the  shortage 
of  skins  of  certain  kinds  on  the  increase 
there  wi'l  not  be  any  too  many  of  the 
gauntlet  style  available  a  little  later  on. 
There  is  said  to  be  an  increasing  demand 
for  the  new  loose  glove,  or  one  which 
has  a  wide  wrist  permitting  it  to  be 
pulled  on  without  the  use  of  a  fastener, 
elastic  or  strap.  This  is  equally  smart  in 
leathers  for  sport's  wear  or  in  kid  for 
dress  occasions.  All  white  kid  shows 
heavy  trimmings  of  black  in  applique  or 
else  an  all-black  glove  is  similarly  treat- 
ed in  white. 

Montreal  houses  are  chiefly  concerned 


just  now  with  Fa.l  orders  and  travelers 
are  now  out  with  samples  for  the  Fall 
and  Winter  of  1922.  Retailers  are  very 
slow  in  placing,  it  was  said,  and  it  is 
feared  that  a  very  serious  situation  may 
arise  if  prompter  action  is  not  taken  by 
the  trade.  As  one  prominent  maker 
pointed  out.  the  demand  for  fine  gloves 
has  now  overtaken  the  supply  and  as  the 
manufacture  of  gloves  is  an  industry 
which  necessitates  plenty  of  time  for  the 
process,  it  is  esential  that  orders  be  re- 
ceived early  in  the  year  if  deliveries  are 
expected  on  time  or  sufficient  quanti- 
ties are  to  be  available.  If  the  trade  de- 
lays in  ordering,  the  manufacturers 
suffer  a  sales  loss  and  it  inevitably  re- 
acts to  the  disadvantage  of  the  retailer 
insofar  as  prices  are  concerned.  This 
Winter  there  was  a  shortage  of  lined 
gloves  and  all  wool  gloves  due  to  this 
reason,  so  that  the  advice  so  strongly 
urged  by  the  makers  is  not  uttered  with- 
ru,  laason. 

As  regards  the  new  styles  for  next 
Fall  which  are  being  offered  the  tirade 
by  Montreal  houses  there  is  much  that 
is  interesting.  Fur  trimmed  gloves  will 
again  be  shown  especially  in  a  new  sty.e 
with  elastic  wrist  with  a  deep  fur  cuff  of 
mole  dyed  coney  on  real  mocha  skin  in 
such  shades  as  grey,  sable  or  slate.  This 
style  is  lined  thi-oughout  with  pure  wool 
of  a  very  soft  and  comfortable  texture 
and  the  glove  is  so  designed  as  to  look 
extremely  well  without  being  in  the 
least  bulky  or  clumsy. 

Another  new  glove  is  a  strap  wrist 
gauntlet  model  shown  in  sable  or  slate 
mocha  with  fur  forming  a  heavy  cuff 
which  is  extended  up  one  side  for  sever- 
al inches. 

Woo'  Gauntlets  Imitate  Leathers 

There  are  at  least  two  unusual  new 
woollen  gloves  for  next  Winter,  includ- 
ing a  gauntlet  of  angora  wool,  trimmed 
with  a  fringe  of  the  same  up  one  side 
simulating  the  leather  cut-work  former- 
ly often  seen  on  leather  gloves  of  this 
type.  Another  smart  heavy  wool  gaunt- 
let is  rather  longer  than  the  usual  type, 
being  especially  designed  for  ski-ing  or 
other  Winter  sports.  It  is  developed  in  a 
range  of  four  patterns,  or  rather  color 
combinations,  the  pattern  in  each  case 
being  a  checker-board  effect  upon  the 
cuff,  done  in  inch  squares  in  two  or 
more  tones,  chiefly  vivid  colors  on  white. 

In  addition  to  these  Winter-weight 
models  thei-e  are  being  shown  the  usual 
range  of  leather  gauntlet's  with  or  with- 
out strap  wrists  and  a  very  large  variety 
of  2  dome  short  gloves  in  different  staple 
colors.  Embroidei-ed  points  are  now  much 
in  vogue  and  will  be  a  strong  feature 
next  Winter. 


For  dress  wear  there  is  a  particularly 
effective  range  of  washable  kid  gloves 
in  pale  pastel  shades  in  2  dome  length 
and  also  a  new  1  pearl  dome  style  of 
pique  kid  which  features  the  new 
"premier"  points  down  the  cenjtre  of  the 
back  stitching.  These  are  also  shown  in 
different  staple  shades. 

Washable  doeskin  still  continues  to  be 
in  great  demand  especially  in  the  two 
varieties  which  show  black  stitching  in 
either  fine  or  coarse  effect  upon  the  out- 
side. This  particular  range  of  Canadian 
made  gloves  are  considered  to  be  leaders 
in  their  field  and  it  is  now  possible  to 
sell  washable  doeskin  gloves  with  ar. 
absolute  guarantee  of  satisfaction. 

Another  leading  Montreal  house  is 
adopting  the  helpful  plan  of  issuing  a 
leaflet  to  any  glove  department  which 
cares  to  have  it,  illustrating  by  pictures 
and  by  careful  instructions  the  correct 
method  of  putting  on  and  removing  kid 
gloves.  This  leaflet  is  a  brief  summary 
of  what  every  glove  saleswoman  should 
know  and  will  be  appreciated  by  every- 
one to  whom  the  selling  of  gloves  pre- 
sents the  usual  problems. 


NEW  IDEA   IN   BUYING  CLOTHES 

C.  M.  Harrison,  in  a  recent  issue  of 
Printer's  Ink,  writes  an  interesting  ar- 
ticle on  getting  women  to  buy  clothes 
that  they  need  instead  of  ones  which 
fashion  decrees  that  they  wear.  The  H. 
Black  Company,  of  Cleveland,  manufac- 
turers of  women's  garments,  have  act- 
ually begun  a  campaign  along  that  line. 
They  claim  that  women  themselves  have 
taken  the  first  step  in  the  direction  of 
using  common  sense  as  their  basis.  Pre- 
ent-day  standards  are  a  hundred  times 
more  desirable  from  the  standpoints  of 
hygiene,  appearance  and  good  sense,  than 
they  were  a  decade  ago.  There  are  two 
reasons,  he  claims,  for  this  change.  They 
are,  the  growth  of  democracy  and  the 
increasing  popularity  of  outdoor  life. 
The  independence  of  woman  has  devel- 
oped a  desire  for  freedom  in  the  choice 
of  her  clothes. 

Women  as  well  as  men  now  see  that 
fashion  is  not  a  mysteriously  gifted  or- 
acle, but  is  strictly  a  commercial  pro- 
position, designed  to  sell  as  many  clothes 
as  possible.  The  present  newspaper 
campaign  of  the  foregoing  company,  is 
a  carefully  planned  effort,  to  sell  the 
women  of  New  York  and  Chicago  and 
the  vicinities  of  these  great  fashion  cen- 
tres, on  the  idea  of  what  they  want.  The 
intention  is  to  crystallize  the  indepen- 
dent sentiment  that  has  been  rising. 
Many  a  woman  may  be  entertaining 
these  ideas  without  realizing  that  she 
is  one  of  a  great  number. 
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WALTER  H:  BARRY  &  CO. 

6  St.  Helen  Street,        Montreal,   Que. 
502  Canada    Bldg.,        Winnipeg,  Man 
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3  Separate  Books 

Fraser's  General  Dry  Goods  Directories 

Until  1916  Men's  Wear  and  Women's  Wear  Directories  were  each  published  twice  a 
year  for  the  Spring  and  Fall  seasons.  To  improve  the  service  we  then  combined  the 
Spring  issues  of  each  book,  to  form  Textile  Products  Directory  large  page  size. 


L 

F 


FRASpS 


FRASER'S  WOMEN'S  WEAR  DIRECTORY 

Pocket  size   430   pages. 
EACH  JULY. 

FRASER'S  MEN'S  WEAR  DIRECTORY 

Pocket    size   300    pages. 
EACH   SEPTEMBER. 

FRASER'S   TEXTILE    PRODUCTS    DIRECTORY 

Large  page  size  350  pages. 

EACH  JANUARY. 

A  combination  of  Women's  Wear  and  Men's   Wear. 


Advantages  of  these  Directories 

These  are  the  only  specialized  directories  in  Canada.  If  you 
need  any  information  about  any  branch  of  the  General  Dry 
Goods  trades  in  Canada,  if  you  buy  for  or  from  them,  if  you 
sell  them  or  for  them,  if  you  want  an  Agent  or  Agency,  YOU 
SHOULD   USE  THESE   BOOKS. 

The  Subscription  Price  in  Canada  is  $2.00  a  year  for  the  3 
books.  Sold  separately:— 

Textile  Products  Directory,  $2.00;  Women's  Wear  or  Men's  Wear  $1.00  each.  Out- 
side  of  Canada,  Textile  Products  $2.00  and  Men's  Wear  and  Women's  Wear,  $1.00 
each. 

An  Approval  copy  of  the  1922  Textile  Products  Directory  (or 
1921  WOMEN'S  WEAR  or  MEN'S  WEAR  Directories)  will  be 
sent  on  request. 

Advertising  rates  for  WOMEN'S  WEAR  and  MEN'S  WEAR  Directories  $40.00  page,  TEXTILE  PRO- 
DUCTS Directory  $75.00  page.  These  books  reach  every  factory  and  wholesaler  in  Canada,  and  prac- 
tically every  desirable  retail  buyer  in  all  lines.  Over  1,200  advertisers  use  advertisements  below  their 
particular  list  to  command  attention. 

Consult  Our  Free  Information  Bureau 

We  also  publish  Wood  Products  Directory  covering  the  furniture  and  lumber  trades,  $3.00  a  copy; 
Metal  Products  Directory,  covering  the  hardware,  electrical  goods,  machinery,  etc.,  $3.00  a  copy; 
Leather  Products  Directory,  covering  the  boots  and  shoes  and  allied  lines,  $2.00  a  copy.  SEND 
NAME    AND    ADDRESS    FOR    APPROVAL    COPIES. 

We  can  tell  you  about  anything  made  or  handled  in  Canada  or  abroad.  We  have  on  file  in  each 
office  Directories,  Trade  Journals  of  all  kinds,  also  Telephone  Books. 


FRASER  PUBLISHING  COMPANY 

Head  Office:     128  Bleurv  Street,  MONTREAL.     Tel.  Plateau  2038. 
Branch  Office:     122  Wellington  Street  West,  TORONTO.     Tel.  Adel.  1030. 


Vancouver  Representative: 

F.  E.  Payson,  528   Winch  Bldg.     Tel.   Sey.  3920. 


Winnipeg  Representative: 

R.   G.  Stinson,  611  Boyd  Bldg.     Tel.  A2907. 
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Fitting  Stout  Women  with  Corsets 

Spring  Provides  Opportunity  for  Reorganization  and  Develop- 
ment of  This  Department — Terms  to  be  Avoided  in  Fitting  the 
Stout   Woman  with  Corsets — Hints  on  Fitting  Them — Comfort 
and  Service  Will  Mean  Steady  Customers 


SPRING  provides  the  corset  depart- 
ment with  a  really  invaluable  op- 
portunity of  reorganizing  and  devel- 
oping its  methods.  With  the  arrival  of 
warmer  weather  and  the  consequent 
shedding  of  heavy  garments,  women 
become  immediately  conscious  of  their 
needs  as  regards  corse-try  which  'be- 
comes an  annual,  problem  before  the 
purchase  of  the  Easter  costume  is  de- 
cided upon.  And  among  all  others, 
there  is  none  who  requires  more  atten- 
tion and  special  study  than  the  large 
woman,  yet  as  everyone  knows,  when 
once  the  corsetiere  has  gained  her  con- 
fidence she  also  earns  the  undying  grati- 
tude of  this  customer  who  becomes  ever 
afterwards  a  most  profitable  and  satis- 
factory client. 

The  Stout  Woman 

If  you  have  not  made  a  special  study 
of  stout  women  now  is  the  time  to  im- 
prove the  opportunity.  Do  not  regard 
the  fitting  of  the  large  woman  in  the 
light  of  "hard  work"  but  rather  frorn, 
the  stand-point  of  the  customer  who 
comes  to  you  in  real  need  of  your  help. 
The  stout  woman  cherishes  the  perfectly 
natural  desire  to  become  well  propor- 
tioned and  she  is  usually  a  little  ner- 
vous in  trying  a  new  corset  lest  it  mar 
her  figure  still  more.  The  corsetiere 
who  gains  her  confidence  by  satisfac- 
tory work  in  fitting,  has  won  over  not 
only  this,  customer,  but  all  her  stout 
friends  who  will  become  permanently 
linked  with  the  department.  Although 
the  "average  figure"  trade  is  the  most 
dependable  part  of  the  business  done  in 
the  corset  department,  yet  this  type  is 
apt  to  purchase  here  and  there  as  the 
fancy  prompts  them,  feeling  certain  that 
they  can  be  fitted  perfectly  in  one  store 
as  we.l  as  in  another.  The  stout  woman 
however  has  just  begun  to  learn  that 
she  can  wear  stock  corsets,  the  new 
models  designed  by  experts  who  made  a 
study  of  scientific  corsetry.  Thus  she 
abandons  gladly  the  idea  that  her  cor- 
sets must  be  made  to  order  since  she  is. 
able  to  obtain  equally  good  service  at 
short   notice   from   a  reliable   corsetiere. 

So  when  the  stout  woman  comes  to 
you  for  ad.vise,  snatch  the  opportunity 
to  establish  that  feeling  of  confidence  on 
her  part,  by  the  exercise  of  tact  and 
sympathy  and  genuine  interest. 

Scarcely  anyone  realizes  that  the  fam- 
ous figure  of  the  Venus  de  Milo  is 
moulded  on  lines  far  from  s'.ender, 
and  yet,  the  popular  opinion  regarding 
her  is  that  the  Venus  is  divinely  pro- 
portioned. It  is  bcause  there  is  so 
much  grace,  dignity  and  perfect  propor- 
tion in  her  figure  that  it  is  universally 
upheld  as  a  criterion.  Therefore  there 
is  no  earthly  reason  why  the  plump  wo- 


man should  not  have  a  figure  of  good 
proportion.  If  she  has  not,  it  is  be- 
cause no  corsetiere  has  taken  her  in 
hand. 

Things  to  Avoid 

There  are  two  significant  points  to 
bear  in  mind  when  the  stout  woman 
comes  to  you  for  help  in  corsetry  pro- 
blems. The  first  is  to  avoid  asking  her 
waist  measurement,  and  the  second  is 
to  avoid  the  use  of  the  words  "stout"; 
"fat;"  "big"  or  "fi.eshy,"  etc.,  in  fitting 
her.  All  corsetieres  will  agree  that  the 
commonest  fault  to  be  laid  at  the  door  of 
the  average  customer  is  her  invariable 
habit  of  demanding  a  corset  a  size  or 
two  too  small,  and  therefore,  it  is  per- 
fectly useless  to  ask  the  size.  It  is  pre- 
ferable to  secure  her  attention  by  tact- 
ful interest  and  slip  the  tape  line  about 
her  waist  in  such  a  manner  that  she  is 
impressed  by  your  knowledge  af  the  art 
of  corsetry. 

How   to  Fit 

In  fitting'  the  customer  in  a  Spring 
corset,  having  due  regard  for  the  fact 
that  she  will  not  require  as  heavy  a 
model  for  the  warmer  weather,  it  is  es- 
sential to  bear  in  mind  one  fact  which 
applies  universally  to  all  types  of  large 
woman.  See  that  the  abdominal  flesh 
is  entirely  supported  by  the  corset,  so 
that  not  even  a  fraction  of  an  inch  es- 
capes below  the  front  boning.  While  the 
front  stays  must  be  long,  they  must 
not  be  so  long  that  they  press  into  tho 
flesh  when  the  wearer  is  seated.  There 
should  be  ample  room  in  the  corset  for 
the  uplifted  flesh. 

Another  important  point  is  the  even 
distribution  of  the  flesh  under  the  cor- 
set. Such  superfluous  flesh  cannot  be 
eliminated  but  it  can  be  disguised  if 
the  corset  holds  it  evenly  from  the  bot- 
tom edge  to  the  top  of  the  bust  section. 
Should  the  abdomen  be  abnormally  de- 
veloped the  corset  that  is  provided  with 


a  special  supporting  attachment  is  de- 
sirable, providing  it  is  not  to  hard  to 
adjust.  The  new  models  which  show  an 
elastic  section  underneath  the  front  are 
especially  good  in  this  connection  as 
they  do  away  with  the  necessity  of 
wearing  a  separate  bandage. 

There  are  many  large  women  who  are 
merely  stout  round  the  thighs  but  are 
quite  thin  above  the  waist.  This  is 
particularly  true  of  women  engaged  in 
sedentary  occupations  who  lack  the  op- 
portunity to  exercise  much  and  have 
grown  fleshy  and  heavy  in  consequence. 
Here  there  is  difficulty  in  fitting  because 
the  corset  tends  to  slip  up  constantly. 
Several  manufacturers  are  now  showing 
new  models  which  care  for  this  very  de- 
fect, and  these  are  extra  long  and  shap- 
ed to  fit  the  thigh,  with  an  extension  at 
the  lower  back  edge  which  can  be  sat 
on  and  thus  prevents  any  "riding  up." 

Comfort  and  Service 

The  one  idea  to  be  borne  in  mind  by 
the  successful  saleswoman  is  that  every 
corset  sold  should  provide  its  wearer 
with  the  maximum  of  comfort  and  long- 
est possible  service.  The  reason  why  so 
many  women  do  not  return  season  after 
season  to  the  same  corset  department  is 
because  they  have  not  had  that  feeling 
of  perfect  satisfaction  and  pleasure  in 
having  obtained  just  the  right  thing. 
The  corsetiere  who  understands  her  cus- 
tomers and  is  willing  to  devote  just  as 
much  time  as  they  want  to  their  indi- 
vidual needs,  will  not  need  to  rely  upon 
a  card  catalogue  system  to  remind  them 
that  it  is  time  to  consider  the  purchase 
cif  a  new  corset.  When  Spring  or  Fall 
returns  the  satisfied  customer  goes  back 
of  her  own  accord  and  places  herself  un- 
reservedly in  the  hands  of  the  expert. 
She  likes  to  see  and  try  the  newest  mo- 
dels, of  course,  and  nothing  is  more 
fatal  than  to  persuade  her  to  keep  on 
wearing  the  same  model  another  sea- 
son. Even  though  it  may  have  been 
modified  by  the  makers  to  conform  to 
the  new  silhouette,  yet  she  is  not  al- 
ways convinced  that  there  is  nothing 
else  which  will  do  as  well.  Of  course 
there  are  many  women  who  cannot  be 
pried  loose  from  old  fashioned  models 
without  exceptional  difficulty,  but  it  is 
always  safe  to  emphasize  the  decline  in 
prices  and  the  great  improvements  in 
design  and  style  which  have  occurred 
of  late,  and  the  conservative  woman  will 
nearly  always  allow  herself  to  be  fitted 
into  something  more  modern,  even 
though  only  on  trial.  By  slipping  her 
dress  or  blouse  over  the  fitted  corset 
and  demonstrating  how  much  better  her 
lines  are  thus,  such  a  customer  is  gen- 
erally convinced. 
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Numerous  Imported  Lines  for  Spring 

Will  Be  More  Shown  Than  For  Some  Time — No  Tendency 

Toward  Elaboration  According  to  Montreal  Houses — Some  Of 

The  Newest  French  Imports — Some  of  the  Newer  Shades  In 

French  Lingerie  Described 


UNDERGARMENTS  for  1922  will 
not  show  any  tendency  towards 
elaboration,  but  there  will  be  a  far 
greater  amount  ef  imported  lines  avail- 
able than  has  been  the  case  in  the  past. 
And  to  those  buyers  who  desire  to  feat- 
ure the  more  delicate  and  intricate  speci- 
mens of  hand-made  lingerie  in  their 
Spring  disp'ays,,  Chere  will  be  much  of 
interest  in  the  exhibitions  of  such  goods 
now  being  shown  in  Montreal.  Accord- 
ing to  exports  in  under-apiparel,  the  vari- 
ous models  now  on  display  at  the  Ecoles 
Des  Hautes  Etudes  in  Montreal,  which 
have  been  sent  out  by  several  reading 
Parisian  manufacturers  are  among  the 
most  charming  and  original  in  their  re- 
spective classes  of  any  such  lines  yet  seen 
in  this  city.  Apart  from  the  exquisite 
workmanship  and  unusual  designs  of 
the  different  garments,  there  is  a  dis- 
tinct "ch;c"  and  an  indefinable  atmos- 
sphere  about  them,  which  identifies  them 
as  being  Parisian  and  therefore  correct. 
Although  most  of  the  dainty  undergar- 
ments are  shown  in  sets  of  three  pieces, 
it  is  not  necessary  to  buy  them  in  this 
way.  But  so  unusual  are  the  designs  of 
each  garment  and  so  diferent  are  the 
trimmings  that  few  buyers  can  resist 
the  temptation  of  featuring  a  complete 
display  in  each  case. 

The  undergarments  are  of  silken  fa- 
brics and  cottons,  including  crepe  de 
chines  and  fine  nets  and  sheerest  batiste, 
handkerchief  linens  and  nainsook.  The 
predominating  note  is  simplicity  of  line 
but  close  inspection  reveals  the  fact  that 
the  elaboration  is  marvelously  done,  so 
that  the  perfection  of  the  embroidery  is 
almost  unnoticeable. 

Bias  Folds  Add  Color  Contrast 

The  favorite  garment  evidently  is  the 
straight  chemise  which  is  shown  in  a 
multitude  of  designs  mostly  with  the 
straight  top  finished  with  narrow 
shoulder  straps  either  of  ribbon  or  self 
fabric.  A  particularly  charming  finish 
is  a  narrow  fold  of  pasteMinted  fabric 
used  to  edge  the  top  and  straps  of  a 
white  garment.  Chemises  and  camisoles 
of  flesh  crepe  de  chine  are  charming 
when  edged  with  mauve  or  blue,  while 
there  are  many  all  white  garments  which 
show  the  edging  in  either  of  these  colors. 
Lace  is  not  often  used,  but  in  the  more 
elaborate  sets  where  it  is  employed  the 
preferred  varieties  are  valenciennes, 
point  de  Paris  and  Binche  lace.  By  far 
and  away  the  most  beautiful  finish  is 
the  edge  or  insert  of  fine  Bretonne  net 
upon  which  a  buttonholed  or  appliqued 
edge  is  applied  worked  on  the  garment 
itself.  Exquisitely  dainty  are  the  straight 
and  simple  hems  of  the  undergarments 
thus  finished,  and  besides  the  unusual- 


ly sheer  effect  of  the  net,  the  handwork 
variously  carried  out,  has  an  appear- 
ance of  altogether  unusual  charm.  One 
can  imagine  in  examining  the  infinitesi- 
mal stitches  which  have  gone  into  these 
models,  that  they  were  done  by  the 
nimble  fingers  of  French  women  and 
girls  who  have  made  the  art  of  needle- 
work something  finer  and  more  beauti- 
ful than  could  be  expressed  anywhere 
else.  France  has  certainly  excelled  in 
the  matter  of  exquisite  lingerie  for  near- 
ly three  centuries  and  it  is  no  wonder 
that  her  needlewomen  inherit  gifts  in 
this  direction  which  seem  impossible  to 
duplicate  in  other  countries. 

The  new  vest  and  drawer  sets  are  ex- 
ceptionally effective,  featuring  a  wide 
diversity  of  edge  finishes  in  novel  de- 
signs. There  is  much  fine  featherstitch - 
ing,  novel  fagoting  effects,  French  knots 
and  the  new  "worm"  stitch.  But  the 
tailored  style  is  pre-eminent. 

The  various  French  exhibitors  make  a 
specialty  of  lovely  underslips  for  wearing 
underneath  sheer  frocks.  One  especial- 
ly striking  model  is  of  accordeon  pleated 
crepe  de  chine  with  bouffant  tunic  effect 
of  fine  net  also  pleated  the  edges  of 
which  were  picoted.  Another  all  white 
one  had  an  extra  hem  fagoted  on,  and 
its  shoulder  straps  were  composed  of 
hand-made  rosebuds  upon  ribbon.  Much 
flesh  crepe  de  chine  was  used  for  these 
slips,  decorated  by  drawn  work  in  the 
usual  effects. 

For    Miladi's   Kours   of  Ease 

Negligees  also  almost  defy  description 
on  account  of  their  individuality  and 
exquisite  workmanship.  One  model  of 
baby  blue  crepe  de  chine  was  designed 
on  straight  simple  lines  with  a  hand- 
made lattice-work  banding  as  its  sole 
ornament  together  with  a  girdle  of 
braided  self  fabric.  Its  wide  flowing 
sleeves  were  particularly  graceful.  To  be 
worn  with  these  models  were  shown 
numberless  adorable  little  boudouir  caps 
of  various  laces,  nets,  and  quillines,  made 
up  with  handmade  flowers  and  little 
flutings  of  ribbon.  Caps  with  wired  brims 
and  wings  were  especially  dainty  and 
unusual. 

A  magnificent  pyiama  lounging  cos- 
tume was  shown  developed  in  black  satin 
for  the  trousers,  which  were  drawn  in 
at  the  ankle  with  elastic,  while  the  slip- 
over mandarin  coat  was  of  maize  color- 
ed silk,  daintly  beaded  and  embroidered 
in  black. 
Frencn  Lingerie  Features  New  Shapes 

All  these  colorful  models  come  in  time 
to  supply  a  long  felt  want  in  Canada, 
where  manufacturers  are  reluctant  to 
make  up  much  lingerie  in  colors  such  as 
are  prominently  featured  in  the  United 


States,  since  they  fear  that  the  demand 
will  be  only  ephemeral  and  localized.  It 
is  impossible  they  say  to  purchase  the 
right  materials  in  such  shades  as  the 
new  orchid,  jade  and  sunburst  tones.  The 
reasons  given  are  that  in  the  United 
States  the  large  field  of  consumers  who 
are  willing  to  spend  money  on  these 
novelties  warrant  the  risk,  but  here  in 
Canada,  the  making  of  pastel  tinted  un- 
derwear is  a  precarious  venture.  Cana- 
dian makers  of  course  are  turning  out 
large  quantities  of  flesh  colored  "undies" 
because  they  see  that  this  shade  has  be- 
come a  staple.  The  consumer  who  com- 
plains that  she  cannot  purchase  origin- 
al or  novel  creations  here,  will  therefore 
find  in  the  new  French  models  the  very 
thing  she  has  been  seeking  so  long. 

Princess  Mary  Sponsors  Blue 

Rumour  has  it  that  blue  it  to  take  a 
sudden  leap  ahead  in  the  matter  of  pop- 
ularity for  lingerie,  due  perhaps  to  the 
fact  that  Princess  Mary  has  ordered  blue 
to  be  used  in  the  decoration  of  her 
trousseau  pieces.  Now  that  blue  dyes 
are  more  durable  and  washable,  there 
is  no  doubt  that  it  will  find  a  certain 
amount  of  favor.  Princess  Mary  has 
ordered  all  her  lingerie  in  the  finest  of 
Irish  linen,  to  be  trimmed  with  Irish 
point  lace  featuring  the  shamrock  mot- 
if. Nightgowns  will  be  short  of  sleeve 
and  will  be  ribboned  in  pale  blue,  which 
is  her  favorite  color,  and  some  sets  will 
show  appliqued  coin  dots  in  blue  linen 
while  others  will  be  simply  lace  trimmed. 
There  will  be  six  pieces  of  each  article 
in  her  trousseau,  each  of  which  will  be 
made  up   on  the  very  simplest  designs. 

A  Practical  Novelty 

A  very  clever  idea  recently  introduced 
in  England  and  which  may  possibly  be 
seen  over  here  shortly  is  the  "unmade" 
lingerie.  This  means  that  sets  of  three 
pieces,  including  gown,  chemise  and 
knickers  are  sold  with  the  seams  unsewn, 
so  that  they  can  be  adjusted  to  the  ac- 
tual figure,  only  the  embroidery  being 
completed.  This  is  generally  a  simple 
scalloped  edge  with  a  tiny  motif  in  the 
centre,  and  the  fabric  is  most  often  a 
fine  cotton  crepe.  This  is  duplicated  in  the 
idea  already  so  well  known  over  here, 
of  the  embroidery  outfits  offered  by 
fancy  work  departments  which  however 
reverse  the  plan  and  offer  stamped  gar- 
ments already  mad'3  up. 

Early  reports  from  Montreal  makers 
state  that  the  bloomer  craze  has  been 
growing  steadily  all  month,  and  the  new 
models  in  Jap  silks  or  crepe  de  chine  are 
sold  right  out.  The  satin  varieties,  on 
account  of  their  greater  cost,  are  not 
selling  so  quickly  on  the  average. 
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Demand  for  Pyjamas  Steadily  Growing 

Toronto  and  Western  Coast  Lead  in  Demand — Black  Will  Be 

Strong  This  Season — Vogue  for  Undergarments  in  Sets  is  Strong 

— Lingerie  Manufacturers  Are  Encouraged  by  Response  of  the 

Trade  to  Their  New  Garments 


RETAILERS  say  that  women  are 
asking  for  pyjamas  more  than  they 
ever  did  before  on  this  side  of  the 
border.  In  Toronto  and  on  the  western 
coast,  particularly  in  Vancouver,  there 
is  a  big  demand  for  them.  Manufac- 
turers are  devoting  their  energies  al- 
most entirely  to  the  two-piece  outfits  in 
the  silk  pyjamas.  One  merchant  believes 
that  there  is  a  big  field  for  two-piece 
pyjamas  in  the  cotton  and  other  inex- 
pensive materials.  Many  women  who 
cannot  afford  to  buy  them  in  silk,  would 
wear  pyjamas  instead  of  nightdresses,  if 
they  could  buy  them  in  any  but  the  single 
garment,  which  is  rarely  comfortable. 
Black  Almost  Certain  This  Season 
A  Toronto  manufacturer  informed 
Dry  Goods  Review,  that  he  thinks  Can- 
adian women  will  favor  black  much  more 
than  they  didi  last  Fall.  New  York  had  a 
great  run  in  the  dark  colors  last  Fall  but 
women  on  this  side  preferred  the  pinks 
and  yellows.  One  maker  says  that  he 
sold  only  nine  black  nightdresses  from 
coast  to  coast  last  Fall  but  that  he  ex- 
pects great  things  of  black  this  Spring 
in  almost  all  the  lingerie  lines.  Some  of 
the  black  garments  now  ready  for  the 
trade  are:  camisoles,  bloomers,  step-ins, 
knickers,  chemises,  pyjamas  and  night- 
dresses. A  few  have  relieving  touches  in 
bright-colored  ribbons  and  laces  but  the 
majority  are  shown  in  sombre  all-black. 
Importers  say  that  Paris  has  completely 
succumbed  to  black  in  lingerie  and  that 
New  York  is  featuring  it  in  its  January 
sales. 

Bui't-up  Shoulders  on  Camisoles 

Manufacturers  of  lingerie  have  found 
that  the  trade  welcome  the  return  to  the 
built-up  shoulder  in  garments.  The  strap 
at  best  is  not  as  comfortable  or  as  dur- 
able while  the  surplice  effect  made  of  the 
goods  and  narrowing  to  a  point  at  the 
shoulder  is  very  neat  without  being  any 
more  in  evidence.  These  are  now  made  in 
nightdresses  and  chemises  as  well. 

There  is  a  great  tendency  among  mak- 
ers of  fine  lingerie,  to  follow  the  lead 
of  New  York  in  making  garments  in 
sets.  It  is  now  possible  to  obtain  a  set 
consisting  of  the  following  three  out- 
fits: 1.  nightdress  or  pvjamas,  2.  cami- 
sole and  knickers  or  chemise  and  bloom- 
ers, and  3.  step-ins.  These  should  prove 
very  acceptable  to  the  trade  for  Easter 
gifts  and  for  June  bride  sets. 

No  one  type  of  garment  seems  to  take 
prefei'ence.  There  are  tailor-mades  with 
only  neat  hemstitching  being  featured 
by  some  makers  while  others  are  holding 
to  the  val.  lace  and  hand-embroidery. 
French  and  Phillipine  lingerie  is  as  good 
as  ever  in  the  cotton  underwear  and  do- 
mestic muslins  are  certain  to  have  the 


The  R.  and  J.  CHILD'S  WAIST, 

shoivn  by  courtesy  of  the  Parisian 

Corset  Company  of  Quebec. 


The  accompanying  diagram  il- 
lustrates a  new  style  of  child's 
waist  which  has  several  practical 
features,  chief  of  which  is  the  fact 
that  it  has  adjustable  garters  at- 
tached, doing  away  with  the  nec- 
essity of  safety  pins  and  with  a 
consequent  saving  of  expense  to 
mothers  who  are  not  obliged  to 
purchase  garters  and  attach  than. 
The  garters  attached  to  this  ivaist 
are  uniform  and  can  be  extended 
to  any  length  required,  so  that  if 
the  child's  hose  to-day  should  hap- 
pen to  be  a  little  shorter  than 
those  worn  yesterday,  the  garter 
is  instantly  adjusted  to  fit.  An 
additional  point  is  the  fact  that 
underneath  the  garter  is  a  protect- 
ing pad  of  material  which  prev- 
ents any  metal  touching  the  flesh, 
and  further,  the  shoulder  straps 
are  designed  in  such  a  manner  as 
to  take  all  the  strain  from  the 
garters  on  the  shoulders,  as  it 
should  be,  allowing  far  perfect 
erection  of  the  body.  This  wais* 
can  be  retailed  for  70  cents  com- 
plete, jvhich  means  that  it  is  more 
economical  in  the  end  than  buying 
waist   and   garters   separately. 


vogue  prophesied  for  them  last  Spring. 

As  to  the  fabric  used,  crepe  de  chine 
and  satin  are  both  good.  There  is  prob- 
ably not  as  much  georgette  shown  as  in 
other  years  except  in  camisole  trim- 
mings. Radium  is  coming  to  the  fore  very 
fast. 

One  manufacturer  has  devised  a  splen- 
did scheme  in  the  camisoles  he  has  made 
this  Srring.  The  trade  have  always  com- 
plained about  the  width  of  these  at  the 
top  unless  an  elastic  is  run  through.  An 
elastic  all  round  pulls  the  garment  out 
of  shape,  often  causing  the  pattern  in 
the  front  to  be  hidden,  so  he  has  placed 


the  elastic  only  under  the  arms  where 
the  camisole  is  very  loose.  It  holds  its 
shape  well  this  way. 

The  first  one-piece  slips  for  wear 
under  sheer  overdresses,  were  for  the 
most  part,  of  the  dark  shades  for  use 
with  black  and  brown  tunics.  These 
have  had  an  excellent  beginning  for  a 
new  garment  and  manufacturers  are 
now  encouraged  to  make  them  up  in 
brighter  shades  to  be  worn  with  the  or- 
gandy dresses  next  Summer.  One  man- 
ufacturer is  turning  out  these  costume 
slips  on  a  new  style,  it  hangs  from  the 
shoulder,  a  great  improvement  on  the 
one  which  shows  a  waist-line  through 
the  loose-fitting  tunic  or  overdress  of 
radium. 

Negligees,  for  the  most  part  shew  the 
long-waisted  silhouette.  Irish  or  filet 
lace  is  used  on  the  more  expensive 
models  while  val.  is  seen  on  those  design- 
ed for  the  January  and  February  sales. 
Pin  tucks  are  seen  a  great  deal  and  there 
is  a  great  prevalence  for  drawn-work, 
which  is  both  machine  and  hand  done. 
Canadian  Manufacturers  Pleased 

Those  who  are  interested  in  the  pro- 
gress of  the  fancy  lingerie  lines  in  Tor- 
onto, say  that  they  are  very  much  en- 
couraged with  the  treatment  they  are 
receiving  from  the  trade.  Retailers  in 
this  country  now  believe  that  they  can 
turn  out  garments  which  are  the  equals 
of  those  made  anywhere  else.  Lingerie 
manufacturers  are  very  wide-awake  as 
a  rule.  They  send  their  designers  down 
to  New  York  every  five  or  six  weeks  and 
the  result  is  that  they  are  not  very  far 
behind  in  the  styles  shown  on  the  other 
side.  Even  the  largest  retailers  in  this 
country  are  becoming  more  and  more 
satisfied  with  the  goods  shown  by  travel- 
ers for  our  Canadian  manufacturers. 


That  a  style  revue  need  not  be  just  the 
usual  fashion  parade  has  been  successfully 
proved  by  the  Lasalle  &  Koch  Co.,  Toledo, 
Ohio,  in  the  semi-annual  children's  style 
revues  which  it  has  presented  during  the 
last  few  years.  Last  Spring,  when  the 
affair  came  very  soon  after  President  Hard- 
ing's inauguration,  a  miniature  White  House 
was  used  on  the  stage  as  a  background,  and 
the  authentic  Harding  Blue  was  introduced 
in  youthful  attire  by  the  Harding  Blue 
Kiddies. 

For  the  Fall  revue  last  year,  the  idea  of  art 
in  children's  dress  was  taken  as  a  theme  and 
a  perfect  replica  of  the  Art  Museum,  Toledo's 
most  beloved  and  representative  building, 
complete  even  to  its  pillars,  its  broad  marble 
steps  and  the  hospitable  lighting  of  its  corn- 
ice, greeted  the  audience  of  3,000  or  more 
which  gathered  in  Lasalle  &  Koch's  Audit- 
orium Saturday  afternoon,  Nov.  19,  to  see 
the  much-heralded  revue. 


Dry  Goods  Review 


COR.SETS    AND    LINGERIE 


145 


Women  Still  Wear  Ill-Fitting  Corsets 

Manufacturers  Say  Harm  Done  To  Trade  When  Proper  Fit 

Not  Given  to  Customer — Increasing  Orders  For  White — Cor- 

selette  Gaining  Favor  in  Canada — Spring  Designs  Give  Slim 

Long  Line  Effect — Bloomer  Business  Still  Good. 


WHERE  are  the  dollar  corsets 
gone?  One  can  go  to  almost  any 
store  in  this  country  today  and 
see  very  few  counters  carrying  the  cheap 
corsets  of  a  few  years  ago.  Manufac- 
turers say  that  even  in  the  very  worst 
months  last  Fall,  orders  for  low-priced 
corsets  were  exceptional.  One  traveler 
explains  that  Canadian  women  have 
learned  the  value  of  comfort.  They 
know  that  badly-cut  and  badly-boned 
corsets  are  not  comfortable.  The  luxur- 
ies to  which  they  accustomed  them- 
selves during  the  war,  extended  to  the 
wearing  of  good  corsets,  and  now, 
though  money  is  tighter  than  it  was  for 
several  years  prior  to  1914,  they  will  not 
buy  poor  ones.  Of  course  there  has  been 
considerable  reduction  made  in  price 
since  January  last  year  but  there  is  no 
corset  turned  out  which  compares  with 
the  inexpensive  ones  of  the  past.  A  trav- 
eler for  a  large  corset  manufactui*er  in 
Toronto  says  that,  where  eight  years  ago 
he  sold  100  dozen  at  four  dollars  and 
a  half,  he  now  gets  orders  for  fifty 
dozen  at  eighteen  dollars  a  dozen.  His 
firm  try  to  make  as  little  as  possible  of 
the  type  of  corset  which  goes  to  the  re- 
tailer for  price  under  twelve  dollars  a 
dozen. 

Women   Still   Wearing   Badly   Fitted 
Corsets 

The  manager  of  a  Toronto  manufac- 
turing house,  says  that  it  is  sometimes 
discouraging  to  corset-makers  to  see 
the  numbers  of  corsets  still  being  sold 
in  this  country  without  being  fitted  or 
with  an  incorrect  fitting.  Nine  out  of 
ten  pair  returned  to  the  maker,  he  de- 
clares were  the  wrong  size  or  the  wrong 
type  of  corset  for  the  women  to  whom 
they  were  sold.  There  are  not  many  im- 
perfect corsets  being  made  today.  It 
does  not  pay.  Yet,  try  as  they  will,  manu- 
facturers are  encountered  on  all  sides 
with  merchants  who  do  not  place  enough 
stress  on  fitting.  For  one  thing,  he  says, 
all  saleswomen  should  know  that  there 
should  not  be  a  greater  space  than  an 
inch  and  a  half  for  the  lace  in  a  back- 
laced  corset.  This  can  be  made  a  little 
narrower  or  a  little  wider  at  top  or 
bottom  but  a  corset  which  is  drawn  in 
at  both  top  and  bottom,  will  always 
strain  the  bones  at  the  centre.  More- 
over he  believes  that  there  is  still  a 
great  tendency  to  sell  a  size  or  two  too 
small. 

White  Coming   Back 

Orders  for  the  last  few  weeks  point  to 
a  return  to  white,  in  corsets.  Pink  is  still 
very  strong  in  the  fancy  lines  but  there 
seems  to  be  a  tendency  to  ask  for  the 


heavy  white  coutil  just  now.  Women 
who  want  white,  do  not  like  brocades  or 
stripes.  In  fact  the  only  white  fancy 
corsets  that  are  made,  are  for  brides. 
This  applies  particularly  to  Quebec.  In 
Ontario  and  the  West  brides  still  like 
pink.  There  is,  moreover,  a  stronger  lik- 
ing for  silk  stripes  than  for  brocades, 
although  one  manufacturer  believes  that 
the  brocades  will  outlast  the  stripes  in 
the  long  run. 

Corselette  Gaining   Favor  in  Canada 

The  corselette  was  invented  as  an  an- 
tidote to  the  "corsetless"  figure  craze 
which  gained  such  a  foothold  in  the 
United  States  last  year.  Women  who 
could  dispense  with  the  corset,  felt  that 
they  needed  a  fitted  undergarment  of 
some  kind. 

A  garment  was  devised  which  had  a 
fitted  bandeau  body,  a  panel  front  and 
hose  suporters.  This  was  accepted  to  an 
amazing  extent  not  only  in  the  United 
States  but  in  this  country  as  well,  for 
while  Canadian  women  did  not  adopt  the 
fad  for  going  without  corsets,  they  were 
glad  to  find  something  to  take  their  plac? 
during  the  summer  months.  The  corsel- 
ette and  the  girdle  are  also  responsible 
for  bringing  back  the  desire  for  cor- 
sets by  women  who  have  discarded  them. 
These  garments  are  not  as  expensive 
as  corsets — a  very  good  line  can  be  ob- 
tained this  spring  for' $15  a  dozen.  Man- 
ufacturers declare  that  the  retail  trade 
seems  ready  to  accept  them  for  late 
Spring  and  Summer  business. 

Three  Types  of  Corsets  Shown 

There  is  one  note  in  common  in  the 
lines  offered  for  Spring — they  are  all  de- 
signed to  give  the  slim  long  line.  The 
elastic  topped  corset,  which  is  unusual- 
ly popular  among  buyers,  is  shown  in 
plain  wash  satin  and  in  brocades.  It 
comes  in  medium  and  long  skirt  models, 
reaches  slightly  above  the  waist-line  and 
is  lightly  boned.  It  is  therefore  not  par- 
ticularly suited  to  the  stout  woman.  The 
one  designed  particularly  for  the  heavy 
figure,  slopes  from  a  low  bust  to  a  high 
back.  In  this  type  there  seems  to  be  a 
preference  for  the  back-laced  corset  al- 
though some  stout  women  still  prefer 
the  front-laced  model.  For  very  slight 
figures,  there  is  a  corset  which  has  only 
one  flexible  bone  in  front. 

Bloomers   Still   Good 

Toronto  manufacturers  are  still  con- 
fident of  the  possibilities  of  the  bloomer 
business.  They  are  making  thsm  even 
more  extensive  y  than  they  did  last  Fall. 
The  brightest  of  shades  are  b^ing  shown 
to  the  trade  to  encourage   Spring  busi- 


ness. Some  of  the  colors  are:  nile  green, 
olive  green,  spring  beauty,  pumpkin  and 
gold.  There  is  as  well,  a  call  for  the  sand 
and  taupe  shades. 

While  many  of  the  underwear  lines 
have  become  just  Christmas  and  Easter 
sellers,  because  so  many  women  like  to 
make  their  silk  garments  for  personal 
use,  bloomers  are  now  considered  an  all- 
year  round  staple.  It  is  no  doubt  because 
women  find  that  these  are  not  as  easy 
to  make.  Almost  all  the  manufacturers 
are  showing  styles  which  have  a  gusset 
right  down  to  the  knee. 

There  is  an  increasing  demand  for 
loose-fitting  bloomers.  In  fact  the  largest 
sizes  are  now  bought  by  very  small 
women.  This  is  because  they  feel  that 
some  fulness  needed  to  take  the  place  of 
the  discarded  underskirt.  The  garment 
which  comes  just  above  the  knee  has 
given  place  in  most  of  the  Spring  bloom- 
ers to  the  one  which  extends  for  an  inch 
or  two  below. 

One  manufacturer  believes  that  the 
bloomer  trade  may  not  last  longer  than 
April  or  May  this  year,  because  many 
women  complain  they  are  warm  for 
Summer  wear  and  there  is  therefore  a 
general  attempt  to  promote  the  loose 
knickers  on  the  part  of  wide-awake  de- 
signers. In  the  meantime,  there  is  a  big 
field  for  the  bloomer  not  only  in  plain 
jersey,  silk  and  jap  jersey  but  in  wash- 
satins  and  in  sateen. 


A  MISTAKE 

"The  greatest  mistake  m  advertising 
is  boosting  the  goods  above  their  value. 
An  advertisement  is  simply  an  invita- 
tion to  the  public  to  inspect  the  goods 
for  sale,  and  if  they  are  found  to  be 
wanting  the  advertisement  is  wasted. 
The  merchant  who  misplaces  his  adver- 
tising is  a  fool,"  said  C.  H.  Mackintosh, 
president  of  Associated  Advertising 
Clubs  of  the  World.  "There  is  nothing- 
more  detrimental  to  any  business  than 
to  overrate  ts  wares.  It  is  absurd  to 
advertise  forty-dollar  va'ues  at  fifteen 
dollars.  No  sane  person  would  believe 
it,  and  it  is  dishonest,  as  are  always 
comparative  prices.  The  public  is  quite 
satisfied  to  receive  a  full  round  dollar's 
value   for  a   dollar. - 

"Advertisers  must  tell  the  truth,  or 
the  money  expended  is  wasted.  It  is  the 
more  stupid  for  a  merchant  to  misplace 
his  advertising-  for  he  must  remain  on 
the  spot,  whereas  the  crook  who  places 
his  fraudulent  stocks,  by  advertising- 
can  make  his  'e'ean-up'  and  get  away 
from  the  place." 
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Front  Lace  Models  That  We 
Like  To  Recommend 

Jfjarher's 

Corsets 


We  have  numerous  styles  in  front  lace  as  well  as  back  lace  corsets, 
but  there  are  always  certain  models  that  meet  with  the  greatest 
response.  The  four  styles  listed  below  are  such.  These  are  all 
rubber  top  corsets,  but  others  equally  satisfactory  in  standard 
designs,  or  semi-rubber,  are  carried  in  prices  from  $21.00  per 
dozen  as  high  as  $48.00. 

If  you  are  looking  for  moderate  priced  front  lace  corsets  of  guar- 
anteed quality,  we  recommend  a  trial  order  on  any  of  the  follow- 
ing styles. 


Style    36  —  Pink    Coutil,    Fancy  Style  909  —  Pink  Brocade,  Fancy 

rubber  top.     For  slender  figures.  rubber  top.     For  average  figures. 

Sizes  20-28,  Price  $21  per  doz.  Sizes  20-30.     Price  $30  per  doz. 

Style  549  — Pink  Coutil,  Fancy  Style    547  —  Pink    Coutil.  Surgi- 

rubber    top.     Exclusive    Warner  cal  Elastic  top.     Special  Warner 

feature  "Extension  back."  Aver-  features  of  "Anchor"  and  "Dia- 

age  figures.     Sizes  22-32.     Price  mond"     elastic     gores    in    skirt. 

$30  per  doz.  Sizes  22-30.     Price  $36  per  doz. 


F.  O.  B.  Montreal.  3%  10  days,  2Y2%  30  days.  Net  60  days 


**** 

' 


The  Warner  Brothers  Company 

356  St.  Antoine  St.  Montreal,  P.  O- 


** 
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The  "Julian  Sale"  Travellers 

Are  Away  With  A  Great  Line 


Silk 
Bags 


Beautiful  effects  in 
satin  stripes, 
mounted  on  nar- 
row gilt  and  silver- 
finished  frames. 
Black,  brown, 
blue  and  taupe — 
tassels  are  passe. 

Leather 
Bags 

In  Pin  Seal,  Beav- 
er Calf  and  Mor- 
occo leathers. 
Small  pouchy  ef- 
fects. Mounted  on 
narrow  gilt  and 
silver  -  finished 
frames.  Colors 
well  assorted. 

Monte  Carlo 
Bags 

The  newest  novel- 
ty in  bags.  A 
special  feature  of 
the  "Julian  Sale" 
line— made  in  octo- 
pus, alligator  and 
spider  web  leath- 
ers. 


New  Samples  in 

BAGS 

PURSES 


And  other  lines  of  Leather 
Goods  and  Novelties 


Our  travellers  will  wait  on  you  in 
due  course — they  have  never 
started  away  on  a  trip  with  a 
more  attractive  collection  of 
samples  than  their  trunks  contain 
to-day.  Bigger  assortments, 
greater  variety,  finer  quality, 
more  novelties,  better  values,  all 
manufactured  under  ideal  condi- 
tions in  our  own  great  sun-lighted 
factories. 

Prompt  and  painstaking  service 
is  the  watchword.  Order  through 
the  "Julian  Sale"  traveller,  or 
phone,  wire  or  write. 


Suede 
Bags 


A 


fine 
in     the 
pleated 
Lined 
colored 
mostly 
frames, 
shades 


line,   made 
lone-piece 
effects, 
with    high- 
satins — 
covered 
Newest 
and  colors. 


Swagger 
Bags 

Still  the  very  popu- 
lar bag.  Made  in 
the  new  octopus, 
frog  and  Monte 
Carlo  grain  leath- 
ers. Blue,  brown, 
grey,  black. 

Party 
Boxes 

Meeting  the  call 
for  more  popular 
price  lines. 
Double  handles, 
swagger  styles. 
Fancy  leathers, 
novelty  shapes — 
good  color  range. 


The  Julian  Sale  Leather  Goods  Company 

Limited 
600  King  Street  West,  Toronto 
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Canadian  Manufacturers  Making  Distinct 

Progress  in  Ivory  Ware  and  Toys 

Travellers  Starting  Out  With  Excellent  Ranges  This  Month 
Including  Some  Worth- While  Novelties  in  Ivory  Goods — A  New 
Comb  on  the  Market — Plea  For  Open  Mind  on  Part  of  Canadian 
Merchant    With    Regard    to    Canadian-Made    Toys  —  Progress 

Reported 


THE  manufac- 
turers of  ivory 
goods  in  Tor- 
onto are  sending 
out  their  travellers 
this  month  with  a 
splendid  new  range 
of  goods.  They  say  o<*>°»oo, 
that  this  line  is  no  <0^o 
longer  a  Christmas 
specialty.  The  re- 
tail trade  ar.e  anx- 
ious      to      promote 

sales  all  the  year  because  toilet  arti- 
cles of  ivory  can  so  easily  be  worked 
into  a  chain  of  sales.  A  few  years  ago 
only  jewellers  and  the  largest  depart- 
ment stores  carried  the  more  expensive 
ivory  goods  but  now^a-days  most  gen- 
eral stores,  druggists  and  fancy  goods 
shops  have  them.  Of  course,  the  de- 
cline in  the  demand  for  silver  and  ebony 
was  a  big  factor  in  promoting  ivory. 
Canadian  manufacturers  have  made  every 
effort  to  have  their  goods  known  as 
first-class.  In  fact  several  factories  have 
stopped  making  the  cheaper  grades  and 
are  allowing  American  firms  to  special- 
ize in  them.  Wholesale  houses  in  this 
country  are  very  glad  to  allow  the 
name  of  the  maker  on  the  ivory  they 
handle,  instead  of  their  own  stamp  as 
they  used  to  insist  upon.  They  try  to 
obtain  their  stock  from  manufacturers 
who  make  every  line,  so  that  they  can 
supply  their  customers  with  the  same 
brand  from  year  to  year. 
Canadian  Workmen  do  Excellent  Work 
The  manager  of  a  factory  which  now 
makes  more  than  three  hundred  articles 
of  ivory,  declares  that  one  of  the 
achievements  of  which  he  is  most  proud 
is  that  he  has  developed  his  factory  al- 
together from  the  work  of  Canadians. 
He  declares  that  the  Canadian  artisan 
is  the  peer  of  any  in  the  world  for  ar- 
tistic taste.  The  most  intricate  things 
can  be  accomplished  by  our  men,  pieces 
which  rival  those  of  the  French,  who 
were  the  first  to  bring  ivory  toilet  ar- 
ticles into  this  country. 

Work  of  this  nature  is  very  difficult 
to  handle.  It  requires  a  great  deal  of 
experiment  and  patience.  The  machinery 
required  is  original  and  the  initial  in- 
vestment very  large.  The  fact  that  all 
the  factories  which  are  making  ivory  in 
this  country  have  been  very  successful, 
is  saying  something  for  Canadian  in- 
genuity and  industry. 

Severa'   New   Lines  This  Spring 
Travellers  are  carrying  with  them  this 
month  a  new  ivory  comb  which   is  sup- 


erior to  anything  yet  offered.  It  is 
very  flexible  as  well  as  strong  and  is  of 
three  types:  the  all-coarse,  the  all-fine 
and  one  which  is  coarse  and  fine.  Some 
very  artistic  picture  frames  are  among 
the  new  lines.  Salesmen  are  going  out 
with  a  determined  effort  to  impress  on 
the  trade  the  selling  points  of  ivory 
under  the  headings,  "dignified,  sanitary 
and  indestructible."  They  are  also 
specializing  in  the  DuBarry  or  the  De 
Fleury  pattern,  which  is  panelled.  It  is 
made  up  in  nearly  all  the  articles  nec- 
essary for  toilet  or  travelling. 

One  manufacturer  pointed  out  to  Dry 
Goods  Review,  that  if  retail  salesmen 
would  give  the  following  argument  to 
customers  who  still  think  that  good 
ivory  or  French  ivory  is  actually  the 
elephant's  tusk,  they  would  carry  a 
great  deal  of  conviction;  the  elephant's 
tusk,  if  made  into  toilet  articles,  would 
curl  back  into  its  original  shape  after  a 
few  weeks'  use,  it  would  turn  yellow  and 
split  into  streaks  as  a  billiard  ball  does. 

The  same  informant  says  that  people 
want  Canadian  materials  as  never  be- 
fore. How  long  this  desire  on  the  part 
of  the  public  will  last,  he  does  not  know 
but  he  believes  that  manufacturers, 
wholesalers  and  retailers  have  for  the 
year  1922  an  opportunity  to  talk  the 
products  of  their  country  as  they  never 
had  before,  and  probably  never  will 
again. 

Will  Tortoise-Shell  Sell  This  Year? 

Toilet  goods  of  tortoise  were  a  big 
feature  in  some  cities  of  the  United 
States  this  year.  Canadian  women  did 
not  fancy  them  though  several  manu- 
facturers prepared  for  some  business 
of  this  kind.  Two  makers  in  Toronto 
say  that  next  Christmas  will  see  a  big 
rush  on  tortoise-shell.  Very  little  ad- 
ditional expense  is  required  in  the  man- 
ufacture of  it,  because  practically  the 
same  process  is  required  as  in  ivory. 
Celluloid  is  the  base,  which  is  worked 
with  cotton  into  a  chemical  composition. 
This    becomes    a    tissue-paper-like    sub- 


stance which  is 
treated  with  alco- 
hol and  camphor. 
The  original  ingre- 
dients are  colored 
in  making  tortoise 
instead  of  white  as. 
in  the  manufacture 
of  ivory. 

Is  the  Trade  Giving 

Candian     Toys     a 

Fair  Chance? 

Visits  to  manufacturers  of  toys  in  this 
country  result  in  various  expressions  of 
opinion  as  to  the  attitude  of  the  trade 
toward  their  goods.  Some  houses  de- 
clare that  the  retail  and  wholesale  trade 
are  anxious  to  sell  their  lines,  others 
say  that  the  fact  that  toys  are  Canadian- 
made  places  them  at  a  disadvantage. 
Some  merchants  think  that  all  foreign 
toys,  whether  they  come  from  the 
United  States,  Germany,  England  ov 
Japan  are  of  a  better  grade  than 
our  own.  One  Toronto  man  declares 
that  this  has  had  the  best  possible 
effect  on  manufacturers.  They  have 
struggled  during  the  last  two  years  as 
they  never  would  have  under  less  trying 
conditions.  He  says  that  if  the  retail 
merchant  will  only  take  an  open  at- 
titude as  to  the  respective  values  of  toys 
made  in  every  country,  the  Canadian 
maker  will  soon  prove  that  those  of  this 
country  are  as  good  and  even  better  in 
some  of  the  lines  now  specialized  on. 

One  manufacturer  believes  that  the 
day  is  far  distant  when  Canadians  can 
turn  out  mechanical  toys  which  will 
rival  those  of  other  countries.  Most 
countries  which  are  now  making  them, 
depend  only  on  home  consumption  for 
their  products  and  are  satisfied  if  those 
which  they  export,  obtain  a  price  which 
will  cover  the  overhead.  American 
manufacturers,  for  example,  have  110 
million  people  to  sell  to  at  a  profit  and 
are  satisfied,  for  a  few  years  to  come, 
with  the  publicity  which  is  obtained  by 
exporting  them  to  Canada.  In  this 
country,  our  manufacturers  would  have 
only  8  million  to  draw  profit  from  and, 
provided  they  could  get  into  the  export 
market,  the  toys  sent  out  of  here  would 
only  sell  at  actual  cost  when  laid  down. 
Why  does  this  not  work  out  in  every 
line  of  toy  or  in  fact  in  all  Canadian 
products?  asked  Dry  Goods  Review. 
Our  informant,  who  has  attempted  me- 
chanical toys  and  given  them  up,  says 
that  the  initial  cost  in  the  manufacture 
of  this  line,  because  of  the  dies  needed. 
(Continued  on  page  154) 
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TRIMMINGS 

Cords  Ornaments 

Girdles  Tassels 

Fringes  and  Yard  Trimmings 

FOR  SPRING  1922 


We  have  anticipated  the  demand 
£or  Trimmings  in  all  the  newest 
and  most  popular  colors  for  the 
coming  season. 

The  quality  of  our  goods  cannot 
be  equalled  and  the  prices  are  fair. 
You  cannot  make  a  mistake  by  hav- 
ing a  quantity  of  "Moulton"  Trim- 
mings. 

The  demand  is  sure  to  be  great, 
so  order  now ! 


THE  MOULTON 
MFG.  CO.,   LIMITED 

4  Inspector  St.,  Montreal 


ONTARIO    and    QUEBEC:    K.    S     Adcoek    and    A.    W.    Wcod- 

house.    Head    Office,    Montreal;    J.    Rutherford,    23    Scott   St., 

Toronto. 

WESTERN     PROVINCES:     Cleat     &     Co.-Robt      Cleat.     410 

Crown     Bldgr..     Vancouver;     A.     E.     Partridge,     708     Builders' 

Exchange,    Winnipeg. 

MARITIME    PROVINCES:    F.    L.    Wright. 


WM.  E.  WRIGHT  SAYS: 

"In  1921  I  was  so  busy  talking  to  our  friends 
about  the  way  we  manufacture  WRIGHT'S 
Bias  Tape  that  I  had  no  time  to  speak  of  a 
subject  very  interesting  to  us  all — the  marked 
increase  in  home-sewing  during  the  last  two 
or  three  years. 

"The  reason  why  it  is  worth  our  while  to  make 
WRIGHT'S  Bias  Tapes  just  as  well  as  we 
know  how  is  that  home-sewing  is  a  growing 
art. 

"This  fact  is  of  great  importance  throughout 
the  dry  goods  trade.  If  women  really  are 
going  to  sew  more  and  more  and  better  and 
better  from  year  to  year,  it  means  enlarged 
departments  for  piece  goods,  larger  sales  for 
paper  patterns,  trimmings,  notions  and  every- 
thing that  goes  into  a  garment.  To  us  it 
means  that  women  will  want  tapes  in  a  great 
variety  of  widths,  fabrics  and  colors  and  that 
they  will  want  them  in  greater  volume  than  at 
any  previous  time. 

"In  1921  the  movement  took  us  by  surprise. 
Women  used  six  times  the  normal  volume  of 
WRIGHT'S  Bias  Fold  Tape.  This  kept  us 
jumping  and  kept  some  of  our  friends  writ- 
ing  letters   about   deliveries. 

"Happily  we've  caught  up  with  this  big  de- 
mand and  can  look  1922  in  the  face  with  a 
clear  conscience." 

Send  for  Color  Card   of 

WRIGHTS  BIAS  FOLD  TAPE 

Showing  our  full  line  of  fast  colored  percales,  also  Wright's  E-Z- 
Trim.  You  will  find  this  card  to  be  a  great  convenience  in  making 
up  your  orders.  It  shows  our  12  plain  and  6  striped  colors  of  Tape 
and    fi    colors   of    E-Z-Trim. 


Some'.hing    new   and    useful   for   the   Notion    Department.      Sample    card 
showing    colors    sent    on    request. 

Wm.  E.  Wright  &  Sons  Co.,  Mfrs. 

315-317  Church  Street 
New  York 

Agencies 

CHICAGO 
R.  C.  Taft 
223  W.  Jackson  B'.vd. 


ST.   LOUIS 

L.   F.   Sherman 

613  N.  Broadway 


PHILADELPHIA 

Jas.   F.   McCarriar 

1011    Chestnut    Street 


WRIGHT'S 

BIAS  FOLD  TAPE 

It  turns  itself 


B 

In   U.   S.    Pat.   Off. 
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Demand  for  New  British  Crochet  Hook 

Will  Enable  Woman  to  Turn  Out  Uniform  Edging— New  Dress 
Fastener  Being  Shown— Button  Prices  40  Per  Cent  Lower  Than 
inl920— Possibilities  of  Notion  Department  in  1922— Should  be 

Kept  Well  Forward 

\     CCORDING     to  a     representative 
f~\  of   a   leading   Montreal   wholesale 
k   firm,  there  is  a  heavy  demand  for 


British-made  crochet  hooks,  especially 
the  new  style  which  will  enable  the 
woman  who  crochets  to  turn  out  edging 
that  is  uniform  throughout  the  entire 
length.  The  fault  of  ordinary  hooks 
has  been  due  to  the  fact  that  it  was 
impossible  to  draw  the  little  loop  up 
tight  enough  on  a  straight  handle,  and 
with  this  new  improved  hook,  it  is  now 
possible  to  achieve  an  even,  firm  chain 
without  any  need  of  tiring  the  hand  by 
extra  pressure  at  each  stitch.  These 
new  hooks  which  are  commonly  known 
as  Roma  hooks,  are  selling  rapidly  and 
cost  no  more  than  other  kinds.  Buy- 
ers of  these  goods  should  be  on  their 
guard  in  ordering  against  falling  into 
the  error  of  stocking  the  same  sizes  in 
both  American  and  British  made  hooks. 
British  manufacturers  always  number 
their  goods  from  0  to  8,  while  American 
makers  feature  sizes  ranging  from  1 
to   16. 

Many  people  are  unaware  of  the  fact 
that  the  finest  steel  needles  cost  a  high 
price  because  of  the  fact  that  it  re- 
quires skilled  labor  to  put  the  eyes  in 
accurately  and  this  class  of  labor  in 
England  is  very  highly  paid.  It  is  not 
so  much  the  price  of  steel  that  counts 
in  fixing  the  price  of  $1  per  thousand 
which  is  quoted  today,  but  rather  the 
intricate  process  essential  to  the  ex- 
act placing  of  the  eye  at  the  end  of  the 
tiny  bit  of  steel,  a  process  which  is 
done  by  hand  and  is  therefore  slow  in 
comparison  with  the  operations  usually 
turned  out  by  machinery.  Needles 
which  have  large  eyes  can  of  course,  be 
turned  out  by  machines,  but  in  the  very 
fine  sorts,  girls  have  to  adjust  them 
to  a  minute  fraction  of  an  inch,  under- 
neath the  machine  which  stamps  the 
eye  exactly  in  the  centre.  Japanese 
needles  can  be  secured  for  as  little  as 
thirty  cents  a  thousand.  Steel  pins 
have  declined  in  price  but  brass  pins  re- 
main at  their  former  level. 

There  is  a  new  style  dress  fastener 
now  on  the  market  which  is  proving  to 
be  a  boon  to  home  dressmakers.  Its 
particular  advantage  lies  in  the  fact 
that  it  can  be  sewn  to  the  garment 
right  through  the  centre  of  the  dome. 
The  greatest  demand  just  now  is  for 
the  style  which  can  be  sewn  on  either 
side  and  which  lies  perfectly  flat  on 
the  material  so  that  it  can  be  ironed 
over  without  leaving  a  tell  tale  mark. 
Judging  from  the  reports  that  larger 
quantities  of  wash  goods  and  summer 
fabrics  are  selling  than  usual,  it  ap- 
pears probable  that  dress  fasteners  will 


be  among  the  notions  that  sell  readily 
when  once  the  season  opens. 

In  buttons  it  is  said  that  shirt  pearls 
are  in  the  greatest  demand  in  sizes  18 
and  25,  but  low  priced  goods  are  be- 
coming very  scarce,  so  much  so  as  to 
cause  considerable  conjecture  as  to  how 
to  fill  the  orders  coming  in.  There  is 
an  absolute  shortage  also  in  leather 
buttons,  especially  in  the  band  made 
variety  of  which  there  are  none  to  be 
had.  In  regulation  composition  or 
ivory  fancy  buttons  the  demand  is  en- 
tirely centered  upon  sizes  24  and  34  in 
practically  every  fashionable  color.  The 
sew-through  style  is  very  popular  on 
account  of  the  increasing  vogue  for 
tailored  or  sports  clothes  with  which 
the  fancy  button  looks  out  of  place. 
But  the  demand  for  shank  buttons  is 
still  large  in  certain  quarters  for  the 
trimming  of  coats  and  spring  suits  of 
the  more  dressy  type.  Tiny  trimming 
buttons  are  quiet  just  now  but  enquir- 
ies are  coming  in  for  a  novelty  drop 
button,  shaped  like  an  olive,  which  is 
particularly  smart  on  dresses. 

English  made  jumper  braids  are  ex- 
pected to  be  heavy  sellers  this  month 
as  well  as  black  military  braids  in 
widths  varying  from  6  to  14  inches. 
Fashion  decrees  lavish  use  of  these 
black  military  braids  on  cloth  frocks 
and  suitsso  that  early  orders  are  ad- 
vised if  quantities  are  wanted.  Rick 
rack  braids  are  being  called  for  now  in 
large  quantities  especially  in  medium 
sizes  in  the  leading  spring  colors  and 
the  preference  is  shown  to  imported 
braids  as  being  of  better  quality  and 
durability. 

Prices  on  buttons  have  dropped  about 
40%  lower  than  1920  prices  for  the 
reason  that  demand  fell  off  from  the 
clothing  manufacturers  last  year  and 
the  button  manufacturers  decided  to 
keep  their  plants  going  as  long  as  pos- 
sible making  reserve  stock.  Button 
operators  are  experts  whom  it  is  un- 
desirable to  lose  and  thus  the  action 
taken  by  the  makers  was  a  wise  meas- 
ure. Now  that  the  large  stocks  of  un- 
sold clothing  on  the  shelves  have  been 
materially  reduced  and  retailers  are 
now  in  a  good  position  to  buy,  it  is  ex- 
pected that  the  demand  for  buttons  will 
again  spring  up  from  all  quarters.  The 
manufacturers  have  taken  up  the 
question  of  export  business  with  great 
success  and  what  they  cannot  dispose 
of  in  this  country  they  can  find  a  good 
market  for  elsewhere. 

In  summing  up  the  general  trend  of 
spring  business  in  notions  in  an  inter- 
view with  Dry  Goods  Review,  a  Mont- 
real wholesaler  emphasized  the  point 
that  notions  can  be  made  to  be  the  piv- 


otal point  around  which  a  business  can 
be  built  up.  "A  display  table  about 
6x3,  with  a  space  for  reserve  under- 
neath or  behind,  in  charge  of  a  capable 
wide-awake  girl,  can  do  as  much  busi- 
ness as  one  ten  times  the  size,  provided 
that  just  the  goods  that  the  public 
wants  are  displayed  and  the  location  is 
right  at  the  front  door,"  explained  this 
man.  "I  know  of  small  stores  which 
are  doing  a  greater  business  in  notions 
than  many  of  the  largest  department 
stores  for  the  reason  that  they  have 
played  up  their  notions  prominently, 
stocked  the  newest  things  always  and 
kept  sizes  and  colors,  etc.,  complete. 
The  consequence  is  that  women  will  go 
out  of  their  way  to  go  to  this  little  store 
because  they  are  certain  that  they  can 
get  what  they  want  and  can  purchase 
conveniently  without  having  to  spend  a 
lot  of  time  locating  the  department. 
Notions  can  roll  up  big  sales  totals  if 
you  give  them  the  right  opportunity,  but 
you  cannot  expect  to  make  a  success  of 
this  department  in  1922  if  the  policy 
of  keeping  them  out  of  sight  and  show- 
ing old  fashioned  goods  is  pursued.  It 
pays  to  be  original  in  selling  notions 
and  it  is  just  as  easy  to  sell  quantities 
as  it  is  to  sell  single  articles.  The  best 
method  to  follow  is  to  display  as  much 
as  possible  out  on  tables  so  that  cus- 
tomers can  pick  up  what  they  want 
themselves.  This  is  the  age  of  table 
displays  and  price  tickets  and  the 
under-glass  method  of  display  is  as  out 
of  date  as  are  the  wax  flowers  that 
used  to  be  considered  the  ornament  of 
every  parlor.  Now  is  the  time  to  re- 
plenish notions  and  small  wares  be- 
cause prices  are  at  their  lowest  during 
the  month  of  January.  Definite  ad- 
vances may  be  expected  in  February 
and  March  in  most  lines,  so  that  no 
better  time  than  the  present  can  be 
looked  for  in  which  to  check  up  pres- 
ent stock  and  send  in  orders  for  new 
goods." 


CANADIAN      MANUFACTURERS 

(Continued  from  page  148) 
is  too  large  for  the  field  from  which 
profit  is  derived,  as  explained  above.  On 
the  other  hand  makers  of  articles  like 
games,  wooden  toys,  dolls,  etc.,  can  keep 
their  prices  low  «nough  to  meet  foreign 
competition,  because  they  have  to  de- 
pend on  quantity  of  production  alone 
and  not  on  initial  costs.  One  of  the  lines 
made  here,  which  has  been  able  to  give 
better  prices  than  any  yet  imported,  is 
garden  sets.  Home  consumption  has  en- 
abled manufacturers  to  set  a  price  which 
is  several  cents  below  foreign  toys  of 
the  same  kind. 
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"A    SHRINE     OF    BEAUTY." 
A  toilet  goods  department  ivhich  presents  an  unusually  attractive  appearance.  The   centre  display  is  carried  out  in 
purple  ayid  gold  and  each  line  is  grouped  in  unit  pyramids  built  up  about,  the  violet  shaded  lamps.   The  display  is  a 
permanent  feature  of  the  Jas.  Ogilvy  store  of  Montreal  and  was   arranged   by   Mrs.   Morris,   manager  of   the   section. 


Inflated  Pig 

Toy  Novelty 

Proved  to  be  Popular  Seller  for  Holiday 

Season — Other  Features  to  be 

Introduced 

One  of  the  amusing-  novelties  of  the 
Christmas  season  was  the  range  of  ba.- 
loon  toys  put  out  by  a  Montreal  manu- 
facturer just  before  the  holiday  season. 
No  festivity  is  complete  without  a 
number  of  these  amusing  trifles  which 
come  in  the  shape  of  pigs,  balls,  clowns, 
nigger  babies  and  even  airships.  Some 
of  the  balloons  are  fitted  with  valves 
so  that  they  will  move  quickly  over  a 
smooth  surface,  others  are  supplied  with 
a  "squawker"  which  emits  a  consider- 
able volume  of  noise.  The  pigs  are  per- 
haps the  most  papular  of  the  present 
line  and  are  to  be  shown  in  very  large 
sizes  in  the  near  future,  which  will  mea- 
sure as  much  as  a  yard  in  length.  These 
are  fitted  with  four  wooden  legs  and 
rubber  ears  and  decidedly  realistic, 
whether  fitted  with  the  va.ve  for  motion 


or  a  squawker.  The  air  ships  or  toy 
dirigibles  are  quite  large  and  impressive 
in  appearance,  being  supplied  in  sets 
to  be  inif.ated  by  the  purchase  and  fit- 
ted with  propeller  and  wings,  and  even 
the  Union  Jack  upon  a  tiny  mast.  These 


toy  dirigibles  are  priced  at  $24  a  gross 
and  are  being  quickly  distributed  all  ov- 
er Canada  for  holiday  setting. 

Another  novelty  introduced  by  the 
same  firm  is  the  covered  balloon  balls 
which  rang'e  from  (3V2  inches  in  diameter 
to  12  inches  and  are  covered  in  multi- 
colored cotton,  in  sectional  effect,  giv- 
ing a  gay  and  even  gaudy  appearance. 
These  are  greatly  in  demand  for  child- 
ren as  wed  as  for  grown-ups  at  their 
holiday  revels,  and  refihs  can  be  had  for 
the  cotton  covers  so  that  the  latter  can 
be  used  again  and  again  if  the  balloon 
breaks. 


THE  TOY  BALLOON  THAT  TOOK  THE 
COUNTRY  BY  STORM  THIS  WINTER 

Just  introduced  to  Canada  by  Robertson 
and  Murphy  Ltd.,  of  Montreal,  amd  the 
rage  at  entertainments  of  all  sorts  for  both 
adults  and  children.  The  pigs  are  of  two 
kinds,  squealing  or  walking  and  come  in 
two  sues,  both  fitted  with  wooden  legs  and 
rubber  ears.  The  tail  is  formed  by  the 
mouth  piece. 


The  first  determined  attempt  on  the  part 
of  Canadian  wool  growers  to  compete  on  the 
overseas  market  with  the  wool  of  Australia, 
New  Zealand,  South  Africa,  and  South 
A  merica  is  being  made  by  actual  sales  in  the 
London  wool  market.  The  first  shipments 
of  some  seven  different  types  of  Canadian 
wool  have  been  made  to  England  by  the 
Canadian  Co-operative  Wool  Growers, 
these  representing  some  of  the  best  wools 
grown  in  Eastern  Canada  and  the  range 
area  of  the  West. 
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COLONIAL    MAID 


DRESS 

MADE 


IN 
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It's    all    in 
the   Spring 


FASTENER 

CANADA 


Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 

Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


GH  I  S  IS  NOT  A 
FRICTION  FASTENER 
D  i  '  MADE 
DUt  IS  WITH 
HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS  WHEN  TO  HOLD 
AND   WHEN   TO   LET   GO 


BRASS 

will     not 
rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE  AND  BLACK     .-.      .'.     SIZES:   00-0-1 

To  be  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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CAN  YOU  MEET  THE  SPRING  DEMAND? 

FORSYTH  KIMMEL  COMPANY 

BUTTONS 

Are  so  styled  and  priced  that  the  Button  Buyer  can 
see  in  them  the  appeal  that  pulls  sales. 

Our  REAL  VALUES  and  GOOD  SERVICE 

should  merit  your  confidence  and  your  orders. 

Forsyth  Kimmel  Company 

THE  BUTTON  HOUSE 


LIMITED 


KITCHENER 


CANADA 


U. 


°J 


Trade   Mark 


How  Do  You  Stand  as 

Regards  Your  Button  Stocks? 

Do  not  allow  your  button  depart- 
ment to  run  short  of  any  line. 
Buttons  are  always  in  demand. 
We  carry  the  largest  range  and 
can  ship  at  once. 
Resolve  not  to  lose  a  sale  this 
year,  by  not  having  asked  for 
goods. 

Your  mail  order  will  receive 
prompt  and  personal  attention. 
Ask  the  Button  men  what's  what. 
Travellers  now  out  with   Spring   range. 

Button  Sales  Limited 

66  Wellington  St.  W.      -     Toronto 


This  wax  figure  will  make  a  wonderful  attrac- 
tion for  your  SPRING  DISPLAY.  Write  for 
prices,  etc. 

J.  R.  PALMENBERG'S  SONS,  Inc. 

63-65  West  36th  Street,  New  York 
BOSTON  CHICAGO  BALTIMORE 
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eview 


New  Importance  of  Equipment 

Manufacturer,  in  Closing  Best  Year  in  His  History,  Says  Mer- 
chants Are  Being  Forced  Through  Keener  Competition  to  Instal 
Better  Equipment — When  Headless  Figures  Should  be  Used  and 
Not  Used   Selection  of  Figures — "Interchangeable  Heads." 


AN  ILL-WIND  that  blew  badly  for 
some  of  the  trade,  was  true  to  form 
in  blowing  good  to  others.  A  pro- 
minent manufacturer  of  wax  figures  in  this 
country,  says  that  never  in  the  history  of 
his  business  has  he  had  as  large  a  turnover 
as  this  year.  The  Summer  season  especially, 
was  good  this  year.  The  numbers  of  small 
merchants  who  are  beginning  to  realize  the 
great  value  to  them  of  display,  is  remarkable 
compared  with  a  year  ago.  He  gives  two 
reasons  for  this.  One  is  that  the  dry  goods 
trade  in  Canada  is  getting  nearer  the  stand- 
ard that  is  set  in  the  United  States.  Our 
people  are  expecting  more,  our  merchants 
are  keeping  more  closely  in  touch  with  their 
trade  papers  and  with  their  competitors, 
and  they  are  devoting  more  time  to  travel 
than  formerly.  The  other  reason  is,  com- 
petition was  so  keen  and  business  so  poor 
this  year  that  merchants  were  forced  to 
look  for  attractive  ways  of  displaying  their 
goods.  The  last  two  years  of  the  war 
brought  trade  so  easily,  that  merchants  fell 
into  the  way  of  th  nking  that  good  display 
was  unnecessary.  If  they  had  not  the  mer- 
chandise that  was  asked  for,  they  had  some- 
thing else  which  the  customer  would  take 
without  a  murmur,  because  money  was  plen- 
tiful and  variety  was  hard  to  get.  This  year, 
the  buying  public  were  satisfied  with  nothing 
but  the  thing  they  wanted  and  even  then 
only  when  merchants  emphasized  values  and 
need. 

Business  in  equipment  during  December 
and  early  January  was  much  quieter  than 
at  any  time  last  year,  except  the  correspond- 
ing months.  This  is  only  natural.  The  mer- 
chant who  has  not  taken  the  trouble  to 
install  special  equipment  for  Christmas, 
certainly  has  not  the  time  to  devote  to 
it  in  December.  January  is  the  time  for  or- 
dering spring  merchandise  and  February  the 
big  month  for  getting  his  display  materials 
together.  One  Toronto  wholesale  specialist 
in  these  lines,  says  that  in  1921  he  cleared 
$20,000  more  than  in  1920  in  spite  of  the 
lowered  costs  of  the  f  nished  work.  Next 
year,  he  will  be  very  much  disappointed  if  he 
does  not  increase  this  profit  by  $25,000. 

Points  About  Spring  Display  Goods 

In  ordering  racks,  stands,  figures  and  fix- 
tures of  all  kinds  for  spring  showings,  one 
merchant  with  many  years  experience,  ad- 
vised the  retailer  to  stock  a  plentiful  supply 
of  waist  forms  this  season.  A  strong  revival 
in  waists  is  expected  and  they  are  one 
class  of  merchandise  which  need  forms. 
Camisole  stands  follow  as  a  consequence  of 
the  vogue  for  waists.  These  are  good  in 
either  the  ivory  or  the  grey  finish  but  there 
is  a  slight  preference  for  the  French  grey 
because  of  the  high  colors  in  which  camisoles 
are  now  made.  In  ordering  dress  and  suit 
forms,  he  warns  the  merchants  to  ask  for 
the  narrow  shoulder  type.  It  is  very  diffi- 
cult to  fit  the  prevailing  modes  on  some  of 
the  forms  now  on  the  market. 


This  merchant  believes,  that  as  a  general 
rule,  it  is  well  to  use  figures  with  heads  for 
window  displays.  They  are  much  more  ex- 
pensive but  two  of  these  in  an  ordinary 
window  are  more  effective  than  three  or  four 
of  the  headless  ones.  In  the  departments 
where  customers  come  to  see  the  actual 
garments  which  are  sold  exclusively  there, 
it  is  quite  all  right  to  use  the  headless  ones. 
The  point  to  emphasize  in  the  window  is  that 
the  passing  public  roust  be  attracted,  to  the 
general  display,  while  the  floor  of  the  store 
roust  carry  the  responsibility  of  showing  mer- 
chandise which  will  bear  close  scrutiny, 
apart  from  the  way  it  is  displayed.  In  the 
matter  of  heads,  our  informant  believes  that 
fair  hair  in  wax  models  has  the  effect  of 
attract:ng  more  attention  and  that  there 
should  be  at  least  one  fair  model  in  every 
group.  It  is,  for  the  same  reason,  the  best 
type  to  use  in  showing  an  unusual  display. 
The  dark-haired  models  are  by  far  the  best 
where  the  numbers  of  such  figures  are  limited 
to  one  or  two,  because  almost  every  shade 
may  be  used  on  them.  Red-haired  models 
should  be  chosen  most  carefully  of  all. 

A  Canadian  manufacturer  is  now  making 


Sew  standing  enamel  display 
form     which     is     particularly 

adapted  to  the  models  shown  in 
Spring  gowns.  Note  the  nar- 
rowed shoulders  and  slim  gen- 
eral outline. — pHOWN  BY  THE 
Dale  Wax  Fip.ure  Company, 
Toronto. 


a  head  which  may  be  used  on  any  number  of 
figures.  It  is  called  the.  '  "interchangeable 
head."  If  a  dealer  orders  one  of  these  heads 
at  one  time  along  with  a  figure,  he  can  at  a 
later  date  have  another  figure  made  to  fit  it, 
provided  he  gives  the  size  or  number  of  the 
head.  This  is  of  great  assistance  to  the  mer- 
chant who  can  thus  have  a  reclining  figure, 
an  upright  one,  a  stout  and  a  small  figure  at 
a  minimum  of  cost. 

Draping  stands  are  becoming  more  and 
more  popular  as  merchants  realize  the  splen- 
did effect  of  a  drapery  trim  in  a  window  or  on 
a  counter.  It  is  almost  impossible,  on  the 
other  hand,  to  display  fabrics  to  get  either 
the  proper  sunlight  or  a  good  overhead  light- 
ing without  these  forms. 

Men's  wax  models  are  almost  as  essential 
as  women's,  though  retailers  in  this  country 
have  not  yet  taken  advantage  of  them  to  any 
great  extent.  It  may  probably  be  that  man- 
ufacturers have  not  reached  the  same  point 
of  perfection  in  these  as  they  have  in  wo- 
men's and  childien's  forms.  This  is  even 
true  of  the  French  models,  which  are  world- 
renowned.  It  seems  very  strange,  that  while 
the  athletic  type  of  man  is  shown  in  art  and 
particularly  in  commercial  art,  wax-figure 
manufacturers  still  keep  to  the  polite,  draw- 
ing-room man  when  they  make  their  models. 
There  are  some  milliners  who  prefer  to 
show  their  hats  on  stands  rather  than  on 
heads.  There  is  no  doubt  however  that  more 
milliners  are  ordering  one  or  two  heads  for 
their  shops  than  ever  before,  because  there 
are  vast  opportunities  in  them  for  pleasing 
impatient  and  homely  patrons.  Women  are 
often  induced  to  buy  when  they  see  how 
they  should  look  rather  than  how  they  do 
look. 

With  the  vogue  for  lace  collars  of  the  very 
open  type  this  spring,  manufacturers  are 
laying  stress  on  collar  forms  which  are  fin- 
ished in  a  flesh  enamel.  The  trade  are  put- 
ting a  great  deal  of  faith  in  these.  One  re- 
tailer claims  that  he  increased  his  collar 
sales  twenty  per  cent  in  one  week,  by  instal- 
ling a  half  dozen  forms  and  instructing  his 
saleswomen  in  their  use. 

Shoe  stands  are  gaining  in  favor,  manu- 
facturers declare.  They  enable  merchants  to 
display  more  shoes  than  they  could  by  leav- 
ing them  all  on  the  floor  of  the  window. 


MARKING  ACT  POSTPONED 

By  an  order-in-council  dated  January  1 1 , 
1922,  the  operation  of  the  law  requiring  im- 
ported goods  to  be  marked  with  an  indica- 
tion of  the  country  of  origin,  has  been  post- 
poned until  after  the  close  of  the  next  session 
of  Parliament.  This  order  cancels  all  the 
regulations  issued  by  the  Department  of 
Customs  and  Excise  respecting  marking. 
Goods  may,  for  the  time  being,  be  imported, 
without  having  the  country  of  origin  marked 
on   them. 
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The  Problems  of  Retail  Advertising 


Neil  R.  Bell  Says  it  is  the  Force  That  Makes  the  Wheels  Go  Round 
— Mediums  of  Advertising — Writing  the  Advertisement  and 
Things  That  Should  be  Avoided — Advertising  is  Salesmanship. 


IN  THE  limited  time  at  my  disposal 
to  give  you  a  talk  on  "Retail  Adver- 
tising," it  must  necessarily  follow 
that  what  I  say  will  he  just  a  general 
analysis  of  retail  advertising  as  a  whole 
— and  I  might  mention  in  passing  that 
my  remarks  will  not  apply  so  much  to 
departmental  store  advertising — (al- 
though a  departmental  store  is  nothing 
more  or  less  than  a  number  of  retail 
stores  assembled  under  one  roof)  as 
retail  stores  in  a  general  sense. 

It  is  no  exaggerate  n  to  say  that 
advertising  in  retail  stores  is  the  force 
that  makes  the  wheels  go  round — it's 
the  power  of  the  husiness.  The  many 
failures  of  retail  stores  which  are 
recorded  yearly,  cannot  always  be  laid 
to  p:or  advertising  or  the  lack  of  adver- 
tising. One  or  more  of  many  causes 
may  have  been  responsible.  But,  when 
a  retail  merchandiser  is  a  success,  it  is  a 
safe  assumption,  in  the  majority  of 
cases,  that  he  is  a  successful  advertiser. 
Not  necessarily  a  good  one,  because  his 
success  may  be  only  partial — a  pojr 
realization  of  excellent  opportunities — 
but,  if  he  sells  enough  goods  over  his 
counter  to  make  the  books  balance  on 
the  right  side  of  the  ledger  at  the  end 
of  the  year,  and  continues  to  do  so,  it 
means  that  he  has,  somehow,  reached  his 
public,  impressed  them  sufficiently  either 
with  the  merits  of  the  goads,  his  own 
personality,  or  some  particular  of  his 
store  to  bring  them  to  his  counters,  in- 
stead of  his  neighbors'. 

Advertising,  while  so  absolutely  essen- 
tial to  retail  merchandising,  cannot  ck> 
everything.  It  cannot  compete  against 
poor  business  ability — careless  manage- 
ment— lack  of  sufficient  capital  or  sim- 
ilar handicaps  which  make  success  an 
impossibility.  It  must  have  a  proper 
foundation  to  build  upon.  But,  given 
that  foundation,  the  manner  in  which 
it  is  used  determines  the  measure  of 
success  or  failure  of  a  retail  store. 

Different  Ways  To  Advertise 

There  are  many  ways  to  advertise  a 
retail  store,  and  it  is  difficult  to  formu- 
late any  set  of  rules  for  general  use. 
Because,  every  individual  store  has  its 
own  requirements  and  conditions  which 
must  be  taken  into  account  when  an 
advertising  outlay  is  planned.  Success- 
ful merchants  have  solved  their  prob- 
lems in  a  variety  of  ways.  Newspaper 
display  is  the  most  common  farm — -street 
car  advertising,  billboards,  circular  let- 
ters, blotters,  novelties  of  all  description 
olay  their  part  in  the  general  scheme 
of  publicity.  Only  by  careful  and  earn- 
est study  will  you  be  able  to  solve  the 


The  accompanying  address  on 
Retail  Advertising  was  delivered  at 
a  meeting  of  the  Hamilton  Ad. 
Club  by  Neil  R.  Bell,  Advertising 
Manager  of  "The  Right  House," 
one  of  the  successful  department 
stores  in  that  city.  It  covers  many 
interesting  points  that  are  of  daily 
use  to  the  advertising  manager  and 
deals  with  problems  that  face  him 
daily.  Not  the  least  of  these  is  the 
actual  layout  of  the  advertising 
and  the  instructions  to  the  printer. 


problem    of    finding    the    method    which 
best  suits  your  particular  case. 

Benefits 

Newspaper  display  space,  as  men- 
tioned previously,  is  one  of  the  most 
common  forms  of  advertising  used  by 
retailers  and  it  is  one  of  the  best.  So 
many  merchants,  large  and  small, 
throughout  the  country,  are  successful 
users  of  newspaper  space  that  there  is 
no  question  as  to  its  value.  It  can  be, 
I  think,  fairly  asserted,  that  as  a  gen- 
eral rale,  it  takes  years  of  advertising 
through  billboards,  street  cars,  pro- 
grams and  circular  letters  to  bring  the 
same  results  that  a  constant  newspaper 
campaign  will  effect  in  a  short  time. 
I  do  not  mean  by  this  that  these  latter 
mentioned  forms  of  publicity  are  not 
valuable  for  retailers — they  are  all  good 
in  their  way.  Constant  newspaper  ad- 
vertising will  not  only  bring  people  to 
buy  frcm  you  and  increase  your  busi- 
ness, but  it  will  raise  your  standing  as 
a  business  man.  It  will  give  you  better 
credit.  It  will  enable  you  to  buy  more 
cheaply  and  in  larger  quantities.  The 
wholesaler  or  manufacturer  knows  your 
advertising  gives  your  store  a  wider 
outlet  for  his  goods  than  that  of  a  non- 
advertising-  competitor.  He  sees  that 
you  get  the  best  selling  propositions 
he  bas,  because  be  knows  you  wyi) 
push  his  goods.  Things  move  in  circles 
— you  have  a  business  that  enables  you 
to  advertise — that  increases  your  busi- 
ness— increased  business  means  more 
advertising,  and,  so  on — in  an  endless 
branching  that  brings  you  to  success. 

Writing  An  Advertisement 

It  is  not  necessary  to  make  an  ad- 
vertisement a  piece  of  literature.  The 
selling  points'  you  use  across  the  counter 
are  the  points  you  should  incorporate  in 
your  advertising.  For,  advertising  is 
salesmanship  on  paper — nothing  more, 
nothing  less.  The  man  or  woman  who 
will  be  interested  in  your  advertisement, 


who  is  in  the  market  for  the  article 
you  wish  to  sell,  wants  to  know  but 
few  things;  but  those  things  must  be 
presented  in  a  natural,  interesting,  con- 
vincing manner.  A  description  of  the 
article  for  sale,  its  particular  advan- 
tage and  value,  and,  its  price,  are  the 
salient  points  you  wish  to  impress  up-n 
the  prospect. 

Avoid  Levity 

Always  avoid  levity  in  advertising. 
Anything  which  tends  toward  the 
humorous  in  copy  invariably  weakens  L. 
The  bright  sally  or  jest  which  seems 
so  funny  when  it  is  written  usually 
looks  very  flat  when  reduced  to  cold 
type.  The  public  usually  resents  any- 
thing of  this  kind  and  fails  to  give  the 
advertisement  the  attention  it  should 
receive.  People  who  are  spending  money 
do  not  regard  it  as  a  joke,  it  is  usually 
a  serious  matter  with  them.  If  a 
stranger  entered  a  retail  store  and  ex- 
amined an  article,  the  proprietor  would 
not  regard  this  as  an  opportunity  to 
be  humorous,  or  to  show  his  ability  as  a 
linguist — on  the  contrary,  he  would  show 
the  article  in  which  his  prospect  was 
interested  and  respectfully  and  earnest- 
ly explain  its  advantages  and  merits — 
name  its  price  and  emphasize  it  if  it 
was  a  special  inducement.  He  would 
strive  in  every  way  to  make  a  good 
impression,  to  make  the  prospect  feel 
favorable  toward  the  article  in  question 
and  to  create  a  desire  on  his  or  her 
part  to  own  it.  If  the  merchandise  in 
question  is  right,  and  the  price  right, 
the  sale  would  probably  be  made.  The 
retailer  accomplished  this  by  the  very 
simple  process  of  showing  his  goods, 
explaining  their  merits  and  naming  a 
price  which  convinced  the  prospect  that 
it  was  a  good  buy  for  him  or  her. 

Advertising  Is   Salesmanship 

The  same  retailer,  when  lie  takes  his 
pencil  in  hand  to  prepare  an  advertise- 
ment often  ignores  the  very  sales  meth- 
ods and  sales  points  which  enable  him 
to  sell  goods  over  his  counters.  He 
forgets  the  salient  points  he  wishes  to 
bring  to  the  attention  of  his  readers. 
He  forgets  properly  to  present  and 
emphasize  the  vital  facts  in  which  they 
are  interested  and  floats  off  among  the 
clouds,  finally  turning  out  an  advertise- 
ment absolutely  lacking  in  sellingyforce. 

In  preparing  an  .ad.,  it, is  a  good  plan 
to  follow  the  same  method  a  newspaper 
reporter  uses  when  preparing  a  story 
or  an  article.  Put  the  gist  of  your  news 
— the  most  important  of  your  facts. — in 
the  first  paragraph  of  your  adver- 
( Continued  on  page  163) 


162 


EQUIPMENT    AND    DISPLAY 


Dry  Goods  Review 


Are  You  Picking  Location  for  Store? 

Or  Are  You  Selecting  The  Cheapest  Place  You  Can  Get? — 
This  Article  Brings  Out  Points  That  Should  Be  Considered- 
Details    As    To    The    Definite    Proportion    Of    Gross    Receipts 
Each  Type  of  Business  Can  Afford  To  Pay  For  Rent. 


NOW  THAT  the  necessity  of  care- 
fully watching  every  item  of  our 
overhead  expense  is  being  forc- 
ed upon  us  by  reduced  profits  and  great- 
er difficulty  in  securing  business,  we  are 
beginning  to  realize  that  if  we  are  to 
make  a  successful  showing  in  the  com- 
petition for  business,  we  must  careful- 
ly analyze  every  item  that  goes  into 
our  expense  budget  to  see  that  no  one 
item  absorbs  more  than  its  due  propor- 
tion of  the  general  charges. 

The  general  complaint  therefore  of 
high  rentals  which  is  heard  at  the  pre- 
sent time  in  all  parts  of  Canada  rend- 
ers opportune  a  discussion  on  the  sub- 
ject of  rentals  in  relation  to  the  amount 
of  business  done  by  the  retailer,  of  just 
how  and  why  certain  sites  are  chosen, 
the  average  percentage,  different  types 
of  business  set  aside  for  rent  and  why 
certain  merchants  can!  afford  to  pay 
more  for  certain  locations  than  others. 
In  a  recent  issue  of  "Forbes,"  C.  C. 
Nichols,  president  of  the  Chain  Stores 
Leasing  Co.,  deals  with  the  subject, 
primarily  from  the  point  of  view  of  the 
chain  store,  but  as  a  great  part  of  what 
he  says  is  of  general  interest  to  all  mer- 
chants, our  readers  will,  no  doubt,  ap- 
preciate a  resume  of  the  points  he 
brings  out.  Mr.  Nichols  is  one  of  the 
foremost  authorities  in  the  United 
States  on  the  selection  of  sites  for  re- 
tail chain  stores.  His  remarks  will 
therefore  carry  weight. 

Careful  Attention  to  Details 

When  I  started  out  in  my  present 
business,  he  writes,  I  first  trained  my 
mind  to  retain  what  might  also  be  term- 
ed a  photograph  of  given  districts.  In 
looking  them  over  I  gave  close  atten- 
tion to  the  physical  condition  of  the 
buildings,  the  street  level,  location  of 
show  windows  and  doors,  the  height  of 
the  ceilings,  the  size  of  the  posts  and 
whether  or  not  the  buildings  had  avail- 
able basements. 

It  is  an  interesting  psychological  fact 
that  women  buyers  will  walk  to  a  base- 
ment more  readily  than  they  will  take 
an  elevator,  and  that  where  you  have 
a  broad  stairway  with  a  wide  opening 
near  the  front  of  the  store,  as  in  5-ancf 
10-cent  stores,  women  will  catch  sight 
of  the  merchandise  and  walk  down  with- 
out question,  either  forgetting  or  ig- 
noring the  return  trip.  Second-floor  lo- 
cations must  also  be  carefully  scrutin- 
ized, as  men  will  walk  up  one  flight  to 
save  money.  However,  from  a  stand- 
point of  lowered  expenses  it  is  a  ques- 
tion whether  the  merchant  saves  any- 
thing in  the  long  run  on  a  second-floor 
location,  as  he  must  spend  much  more, 
proportionately,    in    advertising. 


HIGH    RENTS    ARE 

FORCING   MEN   OUT 

The  accompanying  article  is  of 
special  interest  and  importance  at 
the  present  time  on  account  of  the 
enforced  movement  of  many  re- 
tailers from  their  present  places 
of  business  due  to  high  rents  and, 
in  many  cases,  increasing  rents. 
For  instance,  a  certain  retailer  on 
Granville  Street,  Vancouver,  in  a 
published  statement  not  long  ago 
said  it  was  impossible  with  the 
present  rents  in  that  city  to  live 
and  deal  fairly  with  the  public. 
He  stated  that  he  had  paid  $300 
per  month  in  1919,  $475  in  1920, 
and  $600  in  1921.  A  new  lease 
tohich  he  had  been  asked  to  sign 
demanded  $2,000  per  month.  He 
was  leaving. 

We  know  of  merchants  on  Yonge 
Street,  Toronto,  whose  rent  is  be- 
ing increased  45  and  60  per  cent. 
Some  of  them  are  also  moving  be- 
cause they  say  it  is  impossible  to 
do  business  and  make  profits  with 
such  a  high  rent. 

It  is  in  view  of  the  necessity 
arising  to  select  a  new  site  that 
this  article  is  run. 


Watch   Street  Car  Travelers 

Another  thing  to  which  I  pay  the 
greatest  attention  is  the  traveling  pop- 
ulation. I  watch  to  see  where  people 
get  on  and  off  cars  and  analyze  the  gen- 
eral types.  I  study  them  to  see  wheth- 
er they  are  the  transient  kind  which 
only  brings  "drop  in"  business  for  drug 
and  cigar  stores.  These  I  classify  diff- 
erently from  the  type  which  comes  pre- 
pared to  purchase.  There  is  also  what  I 
call  "station  traffic,"  consisting  largely 
of  commuters;  such  persons  are  always 
in  a  hurry  and  usually  add  little  to  the 
coffers  of  the  adjacent  merchants. 

In  visiting  a  city  or  town  I  study 
carefully  the  advertising  of  local  mer- 
chants, watching  to  see  what  part  of 
this  is  regular  advertising  and  what 
part  is  that  of  the  merchant  who  is  not 
located  desirably  and  who  must  spend 
money  in  advertising  to  coax  the  cus- 
tomers to  his  store.  I  also  pay  particu- 
lar attention  to  the  difference  in  the 
classes  of  people  frequenting  different 
blocks.  One  block  may  be  popular  with 
the  customer  buying  the  cheapest  class 
of  goods,  the  second  with  those  inter- 
ested in  things  of  moderate  price,  while 
the  third  may  draw  the  highest  class  of 
trade.  I  am  also  much  impressed  with 
the  fact  that  the  blocks  given  over  to 
women's  trade  are  usually  shunned  by 
men. 


There  are  two  distinct  types  of  lo- 
cation known  to  real  estate  men — men's 
and  women's.  As  a  rule  the  shady  side 
of  the  street  is  the  women's  side,  and 
rentals  are  about  25  per  cent,  higher. 
Where  one  side  of  the  street  develops 
women's  business,  the  other  stands  fair 
to  be  good  for  men.  It  costs  more  in 
every  way  to  do  business  in  a  woman's 
shop  than  in  a  man's,  but  women  spend 
much  more  money  in  clothes  than  men 
do,  and,  on  the  other  hand,  women  are 
more  creatures  of  habit  than  men,  and 
go  in  crowds.  Department  stores  be- 
ing classed  as  women's  stores  are  us- 
ually on  the  shady  side,  but  in  some 
cases  have  early  located  differently  and 
have  drawn  the  trade. 

Just  as  there  are  two  kinds  of  loca- 
tions, so  there  are  two  divisions  in 
which  we  may  class  the  merchants. 
Where  a  merchant  is  an  advertiser  he 
can  afford  to  take  a  chance  on  a  loca- 
tion. He  may  even  go  on  the  wrong 
side  of  the  street  or  venture  a  block  be- 
yond the  business  district.  Sometimes 
he  even  dares  to  locate  on  a  side  street. 
There  are  noticeable  examples  of  stores 
that  have  done  this  with  great  success. 

Crowded  Streets  Not  Always  Best 

Non-advertisers  naturally  have  to  be 
more  careful  about  choosing  their  lo- 
cations and  must  select  places  where 
heavy  traffic  passes  their  doors.  In  do- 
ing this  they  must  be  far-sighted  and 
must  anticipate  where  traffic  is  going 
to  centre  during  the  entire  term  of  their 
lease.  Being  dependent  for  their  busi- 
ness on  the  passing  crowds,  a  loss  of 
traffic  would  be  disastrous.  On  the 
other  hand,  they  should  be  careful  not 
to  commit  the  fatal  error  of  selecting 
a  place  where  the  traffic  moves  so  swift- 
ly that  people  do  not  have  time  to  look 
in  the  windows,  read  signs  and  deliber- 
ate on  purchase. 

Many  progressive  merchants  continue 
both  soliciting  and  advertising,  reaping 
excellent  results  from  the  justified 
method.  They  have  carried  the  study 
of  locations  to  such  a  fine  point  that 
the  psychology  of  the  passing  crowd  and 
its  purpose  in  that  district  is  carefully 
included  in  their  calculations. 

Points  Which  Establish  Value 
When  I  start  out  to  establish  the  value 
of  a  given  piece  of  property,  the  first 
thing  I  do  is  to  find  out  the  population. 
The  second  is  to  determine  the  charac- 
ter of  people  who  purchase  their  mer- 
chandise in  that  city.  Third,  I  investi- 
gate the  main  industries,  to  see  wheth- 
er it  is  a  good  city  for  men  or  for  wo- 
men. Fourth,  I  investigate  the  deposits 
(Continued  on  page  163) 


Dry  Goods  Review 


EQUIPMENT    AND    DISPLAY 


163 


ARE  YOU  PICKING  LOCATION  FOR 
STORE? 

(Continued  from  page  162) 

and  the  bank  clearings,  which  give  an 
excellent  history  of  business  conditions. 
In  doing  this,  however,  great  care  must 
be  exercised  to  see  that  deposits  are  dis- 
tributed and  that  one  has  a  reasonable 
chance  of  getting  business  from  depo- 
sitors. A  mere  statement  of  bank  clear- 
ings and  deposits  is  not  sufficient  to  es- 
tablish this  fact.  In  Tulsa,  Oklahoma, 
for  intance,  deposits  are  large  and  the 
clearings  tremendous,  but  out  of  the 
$25,000,000  deposits  of  one  bank  alone, 
$10,000,000  is  equally  divided  between 
two  or  three  men  which  narrows  down 
the  sales  possibilities.  Fifth,  the  num- 
ber of  different  industries  in  the  city 
and  the  proportion  of  manufacturers  in 
the  city  and  the  proportion  of  manufac- 
turers to  clerks.  Sixth,  after  this  has 
been  thoroughly  studied  the  proper  way 
to  locate  a  store  is  to  plot  the  position 
of  the  several  business  blocks  in  their 
locations  as  to  traffic,  separating  the 
women's  from  the  men's. 

When  your  block  has  been  chosen,  se- 
cure definite  and  reliable  information  on 
each  piece  of  property  in  the  block  and 
the  possibility  of  securing  it,  always 
remembering  that  a  location's  value  de- 
pends only  on  the  volume  of  actual 
business  that  particular  site  will  secure 
for  you.  In  this  connection  the  same  lo- 
cation might  be  worth  $3,000  to  one 
man  and  $4,000  to  another.  It  is  like 
putting  a  square  peg  in  a  round  hole  to 
put  a  cheap  store  in  a  valuable  location, 
and  vice  versa.  The  drawing  power  of 
the  surrounding  territory  must  also  be 
taken   into  consideration. 

Analysis  of  Passersby 

Some  interesting  statistics  have  been 
compiled  in  regard  to  the  estimated 
percentage  of  people  passing  a  given 
point  who  may  be  counted  on  to  enter 
a  store.  Let  us  say  it  is  a  woman; 
where  a  thousand  women  pass  a  store  in 
an  hour  a  certain  percentage  will 
enter,  a  certain  percentage  will  buy, 
and  there  is  an  average  sale  to  each 
one.  At  this  rate  the  merchant  will  do 
a  certain  amount  of  business  an  hour, 
eight  hours  a  day,  or  a  given  amount  of 
business  yearly,  three  hundred  days. 
(I  have  actually  worked  out  this  system 
for  several  different  lines.)  By  this 
plan  the  merchant  can  form  some  es- 
timate of  his  receipts,  and  can  gauge 
what  he  can  afford  to  pay  for  rent,  etc. 
But,  of  course,  he  has  to  adjust  these 
figures  to  the  locality,  traffic  passing, 
type  of  people,  the  amount  of  sales, 
his  particular  type  of  stock,  andi  many 
other  individual  conditions,  such  as  com- 
petition. However,  if  he  is  an  exper- 
ienced man  he  can  easily  figure  up  a 
close  estimate  of  probable  business  by 
this  method. 

There  is  a  very  definite  proportion 
of  gross  receipts  which  each  type  of 
business  can  afford  to  pay  for  rent. 
High-class  retail  stores  who  are  large 
advertisers  can  afford  to  pay  six  per 
cent,  (as  a  rule  department  stores  aver- 


age around  three  per  cent.);  non-adver- 
tising, small  specialty  shops  about  eight 
per  cent;  5-  and  10-  cent  stores  who 
are  non-advertisers,  five  per  cent.;  high- 
class  theaters  and  hotels,  nine  per  cent; 
drug  stores  and  soda  water  shops,  fruit 
and  candy  stores,  ten  per  cent.;  grocery 
and  provisions,  ten  per  cent.;  restaurants 
and  cafeterias  which  do  a  long  hour 
business,  ten  to  twelve  per  cent.;  cigar 
stores,  six  to  eight  per  cent.;  baker 
shops  and  shoe  shining  stands,  twelve 
per  cent;  moving  picture  theaters  and 
low-priced  amusement  places,  skating 
rinks,  bowling  alleys,  pool  rooms,  etc., 
twelve  per  cent.  These  last  depreciate 
property  and,  therefore,  a  higher  rental 
is  exacted. 


PROBLEMS   OF    RETAIL   ADVERTIS- 
ING 
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tisement.  Then  elaborate  on  the  facts 
you  wish  to  incorporate  in  your  ad  in 
the  order  of  their  importance.  Describe 
the  gcods  you  are  offering.  State  the 
prices.  Explain  why  they  are  a  good 
"buy".  Avoid  the  use  of  superfluous 
words,  bat  don't  make  your  description 
too  bare — remember,  the  man  or  woman 
who  reads  your  advertisement  is  not  as 
familiar  with  the  articles  you  are  des- 
cribing as  you  are,  and  it  is  the  purpose 
of  your  advertisement  to  make  them  so. 

Theatre  Programs 

People  go  to  the  theatre  to  forget 
ordinary  cares  and  matters  and  to  be 
entertained.  This  mental  attitude  cannot 
be  said  to  be  very  favorable  to  adver- 
tising; although  the  attention  given 
the  program  before  the  play  or  enter- 
tainment begins  and  between  the  acts 
is  at  a  time  when  the  mind  is  impres- 
sionable. How  far  an  interesting  play 
or  a  cheerful  entertainment  goes  towards 
effacing  the  impressions  made  by  the 
advertisement  cannot  be  gauged.  The 
homjej  reading  quality  of  the  theatre 
program  is  weak,  very  weak.  A  res- 
taurant, making  a  specialty  of  after- 
theatre  suppers  should  be  able  to  get 
good  results  f  rem  this  medium,  so  should 
an  ice  cream  parlor  located  near  the 
theatre.  Clothing,  hats,  flowers,  jewelry, 
toilet  articles,  dancing  academies,  can 
also  be  advertised  to  advantage  on 
theatre  programs,  provided  the  rate  is 
low. 

Solicitors 

Retail  merchants  and  advertising 
managers  have  much  to  contend  with  in 
the  way  of  solicitors  that  sell  space  in 
church  and  school  programs,  catalogues, 
telephone  books,  directories,  etc.  In 
some  cities,  the  conditions  are  such 
that  the  local  retail  merchants'  associa- 
tions have  passed  resolutions  pledging 
themselves  not  to  buy  space  in  programs 
and  in  such  cases  a  copy  of  the  resolu- 
tion is  usually  posted  in  the  store  for 
the  benefit  of  solicitors — rarely  is  the 
value  of  Bpace  in  such  a  medium  worth 
anything  like  the  price  asked,  sometimes 


the  advertising  value  is  practically  noth- 
ing and  the  only  thing  the  advertiser 
receives  for  his  money,  is  the  good  will 
of  the  solicitor  or  the  one  he  represents 
and  this  may  or  may  not  be  of  service. 

Outdoor  advertising,  street  car  adver- 
tising, circulars,  direct  mail  advertising 
and  various  other  forms  of  publicity 
all  have  their  merits,  in  some  measure, 
but   which    we  cannot   deal   with   now. 

Just  one  word  in  closing — let  us  all 
strive  to  live  up  to  the  motto  or  slogan 
of  the  Associated  Advertising  Clubs  of 
the  World— TRUTH  IN  ADVERTISING. 


Silver  Cup  For 

Best  Displays 

Method     Used   by      Montreal    Firm     to 

Stimulate   Showcase   Display 

Work 

Recognizing  that  competition  al- 
ways stimulates  personal  effort,  no 
matter  in  what  direction,  the  Montreal 
firm  of  Almy's  Limited  have  originated 
a  very  satisfactory  scheme  to  encour- 
age enthusiasm  on  the  part  of  the  sell- 
ing staff  in  keeping  their  various  dis- 
play cases  dressed  as  artistically  as  pos- 
sible. This  plan  consists  of  awarding 
a  handsome  silver  cup  trophy  to  the  de- 
partment whose  displays  are  most  ar- 
tistic throughout  any  month. 

The  trophy,  which  was  presented  for 
this  purpose  by  the  store  management, 
is  a  very  large  one,  designed  like  a 
loving  cup  and  engraved  with  an  in- 
scription setting  forth  the  purpose  for 
which  it  was  offered,  and  in  itself  is  a 
remarkably  beautiful  thing.  The  win- 
ner of  the  trophy  has  the  privilege  of 
showing  it  in  his  or  her  principal  show 
case  for  30  days,  after  which  the  com- 
mittee in  charge  of  judging,  number- 
ing three  of  the  official  personnel, 
award  it  anew  and  it  is  transferred  to  a 
new  position.  It  so  happens  from  time 
to  time  that  the  same  department  is  ad- 
judged superior  in  point  of  artistic  dis- 
plays for  more  than  a  month  and  it  is 
allowable  for  the  cup  to  be  retained 
by  the  winner  for  two  months,  but  as  a 
general  rule,  the  committee  try  to  ad- 
here to  the  one  month  policy,  since  it 
keeps   interest  up  to  a   greater  extent. 

After  the  cup  has  been  won  and  is  in 
place  amid  a  new  display  of  neckwear, 
fancy  goods,  ribbons,  etc.,  as  the  case 
may  be,  a  card  is  added  which  explains 
to  the  public  the  idea  underlying  the 
award  of  the  trophy.  It  runs  after  this 
manner.  "This  cup  was  won  by  this 
department  for  the  best  display  during 
the  month  of  November." 

According  to  a  member  of  the  firm 
the  awarding  of  the  trophy  undoubtedly 
stimulates  the  sales  staff  to  take  great- 
er care  of  its  show  cases,  to  devise  new 
methods  of  dressing  them  and)  more 
original  colour  schemes.  The  public 
are  quick  also  to  notice  the  presence  of 
the  handsome  cup  with  its  explanatory 
card  and  they  frequently  enquire  who 
the  winner  is  each  month. 
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Attractive   Display  is  Big  Feature  of 

The  Success  of  the  Gay  Chain  of  Stores 

Fancy  Work  Department  Leads  As  Profitable  One — Notions 
Is  One  Of  The  Feature  Departments  Of  The  Organization — 
Ribbons  Are  Sold  Through  Effective  Display  Work — Work- 
men's Needs  Are  Not  Overlooked. 


THERE  is  a  direct  answer  to  those 
re  ailers  who  complain  that  busi- 
ness is  quiet  in  different  lines,  in 
the  analysis  of  the  methods  employed 
by  the  Gay  Stores,  of  which  there  are 
five  at  present  in  Canada,  whose  ex- 
traordinary success  is  only  equalled  by 
the  famous  Woolworth  organization.  The 
Gay  Stores  are  the  result  of  the  efforts 
of  one  ambitious  woman,  who  recog- 
nized the  i  eed  for  shops  in  which  pretty 
things  and  useful  things  could  be  ob- 
tained for  li.tle  money.  She  felt  that 
there  was  a  great  opportunity  for  such 
a  store,  especially  in  localities  in  which 
large  numbers  of  industrial  workers 
were  living,  and  so  she  decided  to  oper- 
ate a  chain  of  such  shops,  devoted  to 
the  selling-  of  really  worthwhile  mer- 
chandise of  every  description  at  prices 
which  represented  the  very  lowest  fig- 
ures possible.  She  calculated  that  sue 
could  make  sufficient  profit  out  of  a 
good  many  stores  to  enable  her  to  fix 
the  maximum  iprice  at  $1  and  she  found 
that  by  buying  the  stock  in  as  large  a 
quantity  as  she  could  obtain  it,  the  cost 
price  was  much  lower  than  in  the  reg- 
ular way.  So,  with  a  well  defined 
policy  to  sell  nothing'  but  the  best  mer- 
chandise obtainable  at  the  lowest  market 
price,  the  Gay  Stores  were  started  a 
short  time  ago  and  have  already  won  a 
place  for  themselves-  as  supplying  one  of 
the  great  needs  in  industrial  life  The 
policy  of  the  Gay  Stores  is  just  what 
one  might  expect  of  their  originator, 
who  is  well  known  to  the  merchandising 
world  as  Mrs.  Almy,  vice-president  of 
Almy's  Limited,  and  whose  idea  it  was 
to  name  the  stores  in  such  a  manner  as 
to  emphasize  their  character  without 
stressing  their  commercial  side  to  the 
extent  that  is  done  with  most  stores  of 
the  5,  10  and  15  cent  type. 

As  a  matter  of  fact,  there  is  much 
about  the  merchandising  methods  of  the 
Gay  Stores  which  could  be  adopted  with 
stroce»&  by  the  average  dry  goods  store, 
especi&Hy  as  a  temporary  measure  to 
stimulate"  business  which  is  naturally 
dull  during  the  latter  part  of  January 
and'  itftb  February:  There  is  the  matter 
of^'displa^).  equipment  and  care  of  stock, 
not  to  mention  the  details  of  selling, 
which  might  be  adopted  either  as  a 
definite  policy  or  at  least  as  a  means  to 
stimulate  business  in  certain  lines  that 
show  an   inclination  to  move  slowly. 

In  the  Gay  Stores  there  are  some 
thirty  departments,, including  such  lines 
as  underwear  for  men,  women  and  chil- 


dren, hosiery,  fancy  work,  toilet  goods, 
fancy  goods,  stationery,  candy,  ribbons, 
notions,  gloves,  leather  goods  and  toys. 
It  is  a  miniature  department  store  con- 
i  lifted  on  precisely  the  same  lines  as 
are  the  biggest  shops  in  any  city,  but 
with  this  difference -that  the  whole  ob- 
ject of  the  business  is  not  to  feature 
the  newest  and  most  exclusive  goods, 
but  lather  to  undersell  competitors,  if 
possible,  by  giving  the  public  the  ben- 
efit of  every  decline  in  prices,  so  that 
they,  not  the  store,  benefit  by  any  ad- 
vantageous purchase.  By  keeping  close- 
ly in  touch  with  xhe  markets,  the  man- 
agement of  the  Gay  Stores  is  enabled 
to  buy  at  the  closest  possible  prices,  and 
fully  80  per  cent,  of  the  vast  quantities 
of  merchandise  distributed  between  each 
of  itihe  five  stores  in  Canada,  is  pur- 
chased   in    this    country. 

To  consider  the  different  aspects  of 
the  Gay  Stores  in  analyzing  their  claims 
to  success,  it  is  necesary  to  touch  light- 
ly on  the  different  lines  featured,  and 
in  each  case  the  results  recorded  have 
been  definitely  proved  the  best  that  can 
be  achieved 

Fancy  Work  Department  Leads 

Department  1  happens  to  be  fancy- 
work  and  wovls,  etc.  The  greatest  suc- 
cess of  the  whole  store  has  been  regis- 
tered in  this  section  due  to  the  fact 
that  there  is  a  very  wide  range  of 
fresh  stock  on  display,  including  every 
sort  of  stamped  pillow,  pincushion,  run- 
ner and  centre  piece  with  the  silks  or 
floss  to  finish  them,  all  priced  at  low 
figures,  yet  of  such  a  quality  that  when 
finished  they  equal  the  best  lines  on  the 
market.  In  the  range  of  sweater  yarns, 
every  color  is  stocked,  arranged  in  a 
rack  accessible  to  customers  who  can 
match  up  shades  themselves.  Instruct- 
ion books  are  sold  and  the  selling  staff 
are  all  expert  workers  in  embroidery 
and  needlework  and  welcome  any  prob- 
lems brought  to  them  by  customers  who 
find  their  work'  difficult.  Every  facility 
available  in  large  stores  is  offered  to 
the  customers  of  this  department  and 
yet  although  there  is  nothing  in  it  which 
costs  over  $1,  it  is  the  most  profitable 
department  in  the  entire  store.  The 
secret  in  a  nutshell  is  low  prices,  fresh, 
new  godr)s,  courteous  staff  and  friendly 
assistance  of  all  kinds  in  learning  stitch- 
es, etc. 

How  Notions  Are  Promoted 

The  next   biggest   department,  is   the 
notions  section,  which  sells  a  vast  quan- 


tity of  smallwares  each  week.  The 
general  policy  is  followed  outlined  above 
but  much  of  its  vo  ume  of  sales  can  be 
traced  to  the  fact  that  all  threads  and 
spool  goods  are  placed  out  on  the  countr 
ers,  graded1  according  to  size  only,  enab- 
ling customers  to  pic.v  out  the  numbers 
lequired  themselves,  ascertaining  the 
number  of  yards  per  spool,  etc.,  without 
having  to  ask  the  sales  girl  to  wait 
on  them.  In  department  stores,  it  is 
the  custom  to  keep  spools  behind  the 
counter,  out  of  sight.  The  Gay  Stores 
work  on  the  opposite  theory  and  have 
proved  that  sales  can  be  doubled  by 
putting  the  goods  out  on  the  display 
counters,  thereby  saving  both  sales 
staff  and  customers  annoyance  and 
waste  of  time.  Buttons  sell  exception- 
ally well  too,  because  they  are  featured 
in  quantities  instead  of  small  lots.  Even 
a  gross  of  gaiter  buttons  can  be  disposed 
of  in  short  order  by  displaying  them 
just  when  the  gaiter  season  opens  and 
women  are  thinking  of  patching  up 
last  year's  pair.  The  secret  of  dispos- 
ing of  small  wares  quickly  is  to  show 
them  at  the  right  time  and  price  them 
low.     Quick  sales  will  always  result. 

Big  Displays  Sell  Ribbons 

Ribbons  are  another  big  seller,  due 
perhaps  to  the  effective  displays  feat- 
ured. Glass  bins  are  arranged  to  cover 
the  entire  counters,  all  of  uniform  size, 
and  filled  to  overflowing  with  quantities 
of  ribbon  of  all  colors  and  widths,  un- 
rolled from  the  bolts  for  greater  con- 
venience in  selling.  The  effect  of  this 
display  is  undoubtedly  a  great  contribu- 
ting cause  to  the  volume  of  business 
done  in  ribbons.  Wider  widths  are 
featured  in  the  same  manner  in  longer 
bins,  and  also  a  good  display  of  ribbon 
novelties,  showing  what  can  be  made 
from  the  different  ribbons  themselves. 
This  display  was  made  by  the  sales 
staff  and  has  been  the  means  of  doubl- 
ing sales  at  special  seasons  such  as 
Christmas,  Easter,  etc.  Ribbons  are 
priced  equally  as  low  as  the  rest  of  the 
goods,  a  favorite  price  being  39  cents 
a  yard,  but  qualities  are  always  of  the 
best. 

Caters  To  Railway  Men 

Men's  furnishings  likewise  sell  so  fast 
that  supplies  cannot  always  be  obtained. 
The  Gay  Store  is  located  not  far  from 
the  Railway  Shops  and  consequently 
there  is  a  great  demand  for  work  gloves, 
overalls,  work  shirts,  heavy  hose,  etc. 
Most  of  the  shopping  is  done  by- .women 
but   occasionally  men  drop  in  for  some 
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particular  thing  personally.  A  great 
feature  this  month  was  a  strong  and 
comfortable  leather  woiking  glove  priced 
at  39  cents  a  pair.  The  word  spread 
through  the  shops  and  quickly  the  huge 
pile  of  gloves  melted  away.  Strong- 
khaki  work  shirts  are  priced  at  !j>l  and 
they  likewise  move   quickly. 

Gigantic  amounts  of  candy  are  sold 
annually  from  the  tiay  Store,  which  can 
be  believed  when  the  statement  is  made 
that  a  ton  of  hard  candy  alone  was  sold 
at  Christmas  time.  The  working  man  en- 
joys his  week-end  box  of  chocolates  as 
well  as  does  his  wealthy  brother  and  Sat- 
urday is  a  busy  ciay  in  the  candy  depart- 
ment, where  the  best  chocolates  are  sold 
at  less  than  30  cents  a  pound.  There  is 
one  line  in  particular  which  has  been 
named  the  "Gloria  Gay"  mixture,  and 
whether  it  is  because  the  candy  is  good 
or  the  name  attractive,  it  sells  all  the 
time.  But  the  secret  of  this  extraordin- 
ary business  is  the  fact  that  the  supply 
of  candy  is  never  allowed  to  run  out, 
but  stocks  are  kept  piled  up  constantly, 
so  that  there  is  always  a  mountain  of 
candy  in  each  bin  all  the  time.  When- 
ever a  bin  is  half  empty  the  demand 
mj  -teriously  falls  off,  but  when  replen- 
ished,  sales   spring  up   quickly. 

The  same  holds  good  of  window  dis- 
plays, which  must  be  crowded  and  color- 
ful, though  neatly  arranged  and  showy, 
to  produce  results.  Where  unit  displays 
of  graceful  arrangement  attract  in  big 
stores,  the  Gay  Shop  draws  by  reason  of 
quantity.  The  moral  of  this  is  plain— - 
the  working  class  loves  to  see  quantities 
of  goods  and  plenty  of  variety.  Art  is 
a  secondary  mat  er,  price  being  much 
more  important. 

The  interior  of  the  store  is  painted 
French  grey  throughout  with  a  novel 
decoration  in  bright  blue  used  as  a 
border  effect.  No  other  elaboration  is 
used,  except  the  overhead  signs  which 
indicate  the  position  of  the  different  de- 
partments in  both  languages. 

There  are  two  large  music  sections, 
one  for  the  piano  ard  the  other  for  the 


phonograph.  In  the  other  a  very  accom- 
plished little  lady  plays  and  sings  to  the 
delight  of  visiters  and  sells  quantities 
of  music  for  voice  and  piano  through 
her  talent  in  both  directions.  The  phono- 
graph department  sells  records  in  bot.i 
French  and  English,  the  records  being 
played  upon  a  magnificent  instrument 
which  also  attracts  crowds.  The  man- 
agement say  that  customers  are  so  rest- 
ed and  refreshed  by  listening  to  good 
music  that  they  find  shopping  much 
more  enjoyable  and  they  return  more 
frequently  on  this  account. 

Keeping    Down    Overhead    Costs 

There  is  no  delivery  system  maintain- 
ed by  the  store,  nor  are  there  any  re- 
serves of  stock  to  be  brought  forward. 
Eveiythinig  for  sale  is  on  view,  and  iL' 
a  bin  is  empty,  it  means  that  something 
else  must  be  substituted  at  once — no 
more  of  the  first  article  is  available. 
Customers  are  quite  willing  to  carry 
parcels — even  to  an  entire  dinner  set 
of  china — and  whole  families  are 
pressed  into  service  to  carry  away  pur- 
chases of  this  sort. 

The  displays  are  kept  neat  and  orderly 
through  the  unremitting  attention  of  oik 
girl  in  each  department  whose  duty  it 
is  to  arrange  the  displays  and  refill 
empty  b'ns  each  hour.  She  makes  it  a 
r_oint  not  to  mix  goods  together  of  dif- 
ferent prices  but  to  display  each  line 
underneath  its  own  price  tag,  in  a  separ- 
ate division. 

The  methods  employed  in  the  Gay 
Stores    therefore   simmer   down    to    this: 

Merchandise    in    quantity. 

Lowest  prices. 

Neat,  refined  atmosphere. 

Quick  service. 

In  a  word,  the  kind  of  goods  the 
people  want  at  prices  they  can  afford. 


UPHELD   BY    BOARD 

The  General  Executive  Board  of  the  Inter- 
national Fur  Workers  Union  in  annual  sess- 
ion in  Montreal  decided  to  uphold  the  local 
unions  of  New  York,  Brooklyn,  and  Newark, 
New  Jersey,  in  their  demands  for  the  main- 
tenance of  conditions  already  prevailing  in 
these  centres,  which  include  the  44-hour 
week,  time  and  a  half  for  overtime  and  ten 
legal  holidays  per  year. 

The  agreements  with  manufacturers  in 
these  centres  expire  on  January  31  and  tin- 
conditions  set  forth  will  be  pressed  for  when 
the  question  of  renewal  comes  forward. 
The  General  Executive  Board  pledged  full 
support  to  the  unions  in  their  efforts  to 
bring  about  renewal  of  agreements  on  these 
lines. 

A  delightful  dance  followed  by  a  sup- 
per and  more  dancing,  was  the  splendid 
entertainment  given  by  H.  P.  Ritchie 
and  Co.  to  their  employees  and  a  few 
business  friends  on  January  6.  Through 
Mr.  Ritchie's  generosity,  this  is  an  an- 
nual affair  and  greatly  looked  forward 
to  by  the  staff. 

The  examining  depar  ment  was  taste- 
fully decorated  for  the  occasion  with  col- 
ored balloon,  bunting  and  f  ags.  Sever- 
al feature  dances  enlivened  the  evening 
which  was  all  too  short  and  there  was 
progressive  euchre  for  those  who  did 
not  dance. 

This  entertainment  is  now  looked 
upon  as  an  annual  institution,  at  which 
the  heads  of  the  firm  act  as  hosts  and 
as  workers,  while  the  e-ii'iloyees  are  the 
happy  guests. 


The  British  Clothing  House,  of  North 
Bay,  was  recently  robbed  of  $500  worth 
of  merchandise. 


E.  A.  Beauchim  has  recently  purchased 
the  men's  wear  store  owned  by  J.  F.  Many 
of^Coaticook,   Quebec. 


KENT-McCLAIN  AGAIN 

Perkus  &  Swastika  Co.,  Ont. 

Messrs.  Perkus  &  Company  have  recently 
augmented  the  display  equipment  of  their 
Swastika.  Ontario,  store  by  the  addition 
of  "Dresden"  silent  salesmen  with  special 
trays  for  shirt  display.  "Dresden"  cases 
are  built  by  Kent-McClain,  Limited,  (To- 
ronto   Show    Case    Company  i. 


There  is  a  difference  between  a  mere  display  of  linens  and  a   display  of  lineiis  with  a  suitable   background   to 
show  them  off.  The  above  illustration  brings  out  this  difference  very  well  and  an  added  attraction  is  given  to 
a  well  arranged  linen  showing  by  Charles  Ogilvy  Co.,  Ltd.,  of  Ottawa. 
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Read  what  this  New  Cable  Service 
will  do  in  Your  Store 

This  latest  improvement  in  Lamson  Service  does 
two  things  that  are  of  vital  importance  to  mer- 
chants during  1922.  It  cuts  down  operating  ex- 
penses— it  gives  customers  uniformly  quicker 
service 


AN  automatic  central  desk  is  the  new  fea- 
ture of  the  improved  system. 

All  carriers  coming  to  this  new  desk  are  dis- 
charged on  a  fast  moving  belt,  which  takes 
them  almost  instantly  to  a  receiving  shelf  in 
the  center,  within  easy  reach  of  the  operators 
on  either  side. 

Under  the  usual  arrangement,  cashiers  and 
authorizers  sit  on  opposite  sides  of  the  desk, 

A  few  of  the  most 

Uniform  quick  service.  All  sales  are  handled 
in  the  consecutive  order  in  which  they  arrive 
at  the  central  desk. 

Even  distribution  of  work.  As  any  incoming 
carrier  can  be  handled  by  any  operator,  all 
operators  are  kept  uniformly  busy. 


•and  both  pick  up  their  carriers  direct  from 
the  belt  or  receiving  shelf,  the  two  kinds  of 
carriers  being  designated  by  colors.  The  old 
time  relay  from  cashier  to  authorizer  with  its 
expense  and  waste  of  time  is  thus  done  away 
with. 

Outgoing  lines  are  grouped  in  the  center  of 
the  desk  so  that  operators  on  both  sides  can 
despatch  carriers  quickly  and  easily. 

important  advantages 

Flexibility.  The  cashiering  force  can  be  ex- 
panded or  contracted  in  proportion  to  the 
load. 

Convenient  Operation.  The  new  desk  en- 
ables operators  to  handle  their  work  with 
less  fatigue,  as  they  do  not  have  to  leave  their 
chairs. 


This  new  central  desk  is  easily  installed  in  place  of  an  old-style  desk. 
Lines  and  clerk  stations  need  not  be  disturbed.  The  moderate  cost  of 
such  a  change  is  soon  absorbed  by  the  savings  it  makes.  Let  our  near- 
est office  give  you  full  particulars  of  this  new  type  of  service.  If  you 
place  your  order  for  this  equipment  in  January,  you  can  begin  making 
savings  with  your  new  system  during  the  busy  Spring  sales. 

THE  LAMSON  COMPANY 


Toronto,  Ont.,  136  Simcoe  Street 


Vancouver,  B.C.  603  Hastings  Street 


6vib  Service 


Economy 
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'Do  Appearances  Count' 

We  have  in  stock  exceptional  stands  and  forms  for  millinery  trade. 
Call  at  our  show  rooms  and  inspect  our  lines. 

Write  for  our  catalogue  showing  complete  range  of  fixtures,  figures 
and  forms. 

ORDER      EARLY 
Full  line  of  dress,  suit  and  skirt  hangers  carried  in  stock. 

CLATWORTHY      &      SON,      LIMITED 

London,  England  Toronto,  Canada 

Established  1896  REPRESENTATIVES  Incorporated  1908 

Vancouver,    B.   C— J.   S.   Maxwell   &    Co.,    Mercantile   Bids.  Halifax,    N.    S. — D.    A.    Gorrie.    Box    273. 

Montreal,    Que.     B.    O.    Barette   &   Co.,   301    St.   James  St.  Quebec  -  Nap.     Debigare.    205    Rue    des    Fosses, 

Travelling     Western    Representative;-  S.    J.     Barley. 
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Why  Not  Keep  Business  in  Your  Town  ? 


You  can  overcome  the  Mail  Order  House. 
You  can  stop  trading  in  the  nearest  city. 


How? 

By  installing  the  New  Way  System  of  store  equipment. 
By  giving  the  same  service  as  the  big  store. 
By  selling  the  same  goods  at  the  same  prices. 

The  above  photo  shows  a  New  Way  Store  in  a  town  oi  4000  people,  equipped  with  the 
New  Way  System,  that  keeps  business  in  the  Home  Town. 
Consult  with  us.       You  can  do  the  same. 

4 

JONES  BROS.  &  CO.  LIMITED 


STORE  FIXTURES 

29-31  Adelaide  Street  W. 
TORONTO 


*r    -v.. 
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Dale  Wax  Figure  Co.,  Limited 


Our  new  standing  enaiu- 
el  Display  Form,  made 
in  sizes  16  and  36.  heav- 
ily weighted  and  stands 
perfectly  rigid.  This 
form  is  used  extensively 
in  all  leading  American 
stores. 


86  York  Street,  Toronto 

Canada's  Leading  Manu- 
facturers of  High  Grade 
Wax  Figures,  Display 
Forms  and  Fixtures.  Every- 
thing for  the  Better  Display 
of  Merchandise.  Order  now 
in  plenty  of  time  for  your 
Spring  Display.  Avoid 
Disappointment. 


No.  279 

Glove  Stand  finished  in 
oxidized  copper,  nickel  plate, 
brush  brass  or  statuary 
bronze. 


No.  3061,  Plateau 

Finished    in    Old    Gold,    Old   Ivory   oi    any 

color  tone  required. 

Write    now    for    our    Catalogues    covering 

all    lines. 


Dale  Wax  Figure  Co., 
Limited 

TORONTO 

Representatives : 

MONTREAL:  P.  R.  Munro, 
259  Bleury  Street. 

WINNIPEG:  O'Brien  Allen  &  Co., 
Phoenix  Block. 

VANCOUVER:  E.  R.  Bollart  &  Son, 
Mercantile  Bldg. 


IT  i 


No.  151  E 

Girl's    Wax    Figure,    made    in 
all  sizes. 


No.  285 

Handkerchief     Stand     fin- 
ished1  in    Oxidized    copper, 
nickel    plate,     brush    brass 
or    statuary    bronse. 
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Make  Your  Show  Windows  The  Pride  of  Your  Town 

GET  DELFOSSE'S    FIXTURES,    FORMS 

Start  to  plan  your  Spring  displays  NOW. 
Sit  down  now  and  write  us.  Give  us  a  gen- 
eral idea  of  your  windows.  We  will  be 
glad  to  furnish  you  with  suggestions  and 
estimates.  f 


No.  3044. 
Latest  Shirt  Waist. 

Mounted  on  Louis   XVI. 

Base. 

Finished  Old  Ivory, 

Mahogany  &  Walnut 


No.  84. 
Tee    Stand. 

Adjustable 

10  to  20  and  15  to  25 

any  Finishes. 


No.    86. 
Card  Holder. 

Standard  20,  25,  30  in. 
high,  any  Finishes. 


No.  275.    Dress  Stand. 

Adjustable  24  to  40, 

Oxidized,  Nickel,  Brass, 

Statuary  Bronze  &  Finishes. 


DELFOSSE  &  COMPANY,  Limited 

247-249  Craig  St.  West,  Montreal. 


WALKER  MEDIUM  PRICED  FIXTURES 


No.  70D-2  71-GH  72  SGG  73  S  NO.  70  Shelf. 

Combination  of  50"  long  26"  wide,  7'  high  sections.  Center  units  for^Shirts^Underwear,  Skirts, 

Gloves,  Hose,  Collars  and  Sundries. 

Are  your  fixtures  worthy  of  Your  Store 

the  wares  you  display?    Our 
name  in  fixtures  means  dura- 


Show  Cases, 

Wall  Cases, 

Counters, 

Tables 

and 

Shelving 


Detracts  by 

the  Quality 
bility  and  attractiveness  with  0f  j£ 

moderate  expense.  Fixtures 


THE  WALKER  BIN  &  STORE  FIXTURE  CO.,  LTD. 

KITCHENER,      ONTARO 
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Spring  Draperies  Reflect  Orchard  and  Forest; 
Montreal  Houses  will  Not  Import,  but  Convert 

Oetonnes  Tend  Toward  Small  and  Neat  Floral  Designs — An 
Apple  Blossom  Design — Block  Prints  In  Four  Ground  Colors — 
New  Sun-fast  Casement  Cloths — Cretonnes  For  Tub  Frocks 

And  Neckwear. 


THE  SPRING  showings  of  drapery 
fabrics  of  all  descriptions  seen  at 
one  of  Montreal's  most  important 
wholesale  showrooms  are  impressive 
from  more  than  one  point  of  view.  To 
describe  the  multitude  of  new  patterns, 
[materials,  coloring's  and  improvements 
in  general  could  not  be  attempted  in 
detail,  but  one  or  two  outstanding  feat- 
ures call  for  emphasis.  The  coming  year 
is  going  to  be  one  in  which  a  greater 
amount  of  converting  of  domestic  drap- 
ery fabrics  will  be  attempted  than  has 
ever  been  accomplished  before  in  Can- 
ada, and  as  a  result,  there  will  be  less 
need  to  import  these  goods  from  other 
countiies  than  has  been  the  case  foi- 
many  years  past.  That  a  great  need  for 
household  draperies  exists  in  Canada  is 
the  confirmed  belief  of  our  leading  man- 
ufactures, and  their  Spring  expositions 
of  new  ranges  is  perhaps  the  finest 
ever  seen  in  this  particular  fie'.d. 

In  the  selection  of  patterns  for  the 
new  Spring  draperies,  the  designers 
have  used  especially  good  judgment. 
Adapting  their  designs  from  the  best 
imported  materials,  they  have  combined 
beauty  and  utility  with  harmony,  and 
the  new  products  are  to  be  placed  upon 
the  market  at  prices  which  represents 
mere  fraction  of  the  cost  of  the  original 
fabrics.  .  .      .     . 

Small  Designs  For  Cretonnes 
From  the  wide  range  of  dainty  bed- 
room chintzes  offered  for  Spring  the 
most  apparent  chalracteristic  is  then 
extreme  delicacy  of  coloring  and  design. 
Gone  forever  are  the  crudities  of  the 
war  years,  when  the  public  put  up  with 
the  worst  specimens  of  amateurish  ef- 
fort since  the  mills  were  operating 
under  such  immense  difficulties.  But 
now  all  the  inferior  products  have  gone 
by  the  board,  and  instead  we  find  in- 
tricately lovely  floral  motifs  cunningly 
interwoven  to  represent  nature  at  her 
best,  with  bud  and  full  blown  blossom 
entwined  in  artistic  effects.  Patterns 
tend  towards  the  small  neat  figures 
rather  than  the  huge,  sprawling  effects 
formerly  considered  peculiar  to  chintz 
and  cretonne,  and  there  is  a  general 
tendency  to  keep  the  designs  regular 
and  distinctive,  -whether  an  all-over  or 
striped  design  is  attempted.  There  are 
a  number  of  the  best  of  last  season's 
designs  carried  over  to  this  Spring,  but 
these  are  all  modified  and  improved  by 
the  addition  of  the  zinc  overprint,  which 
lends' a  charmingly  softened  appearance 
to  the  former  colorings  and  provides  that 


New  tapestry  cretonne   in   two   blendings,  absolutely   reproducing   the   real 
tapestry  patterns  and  colors,  which  is  being  largely  featured  for  Spring 

for  the  coverings  of  couch-beds,  etc. 
Bedroom  chintz  in  new  lattice  design,  featuring  the  familiar  bluebird  motif 

in  combination  with  a  rosebud  nosegay  in  natural  shades.   . 
Netv  floral  design  in  eight  colors,  in  which  vivid  grounds  are  contrasted 
against  natural  effects.  This  cretonne  is  36  inches  wide,  converted  in  Mon- 
treal.— Draperies  Shown  by  Courtesy  of  Daly  and  Morin  of  Montreal 

and  Lachine. 


shadowy  effect  which  is  so  desirable  in 
hangings  and  draperies  of  all  sorts  this 
year.  From  all  indications,  the  demand 
is  to  be  entirely  for  shadow  effects  in 
all  types  of  drapery  fabric  and  to  sup- 
ply this  expected  demand  the  manufac- 
turers are  offering  two  definite  types 
of  zinc  overprint,  namely  the  stripe  1 
or  poplin  effect  and  the  checked1  finish, 
both  of  which  are  supplied  in  many 
different  floral  patterns  in  blues,  blacks 
and  greys.  Greys,  by  the  way,  are  ex- 
ceptionally popular  in  hangings,  espec- 
ially when  combined  with  touches  of 
rose    or   blue.      , 

One  of  the  prettiest  patterns  of  the 
coming  season  is  an  apple  blossom  de- 
sign, carried  out  in  a  very  natural  and 
life-like  manner.  This  design,  as  well 
as  all  the  others,  is  developed  in  the 
new  36  inch  width  which  has  entirely 
supplanted  the  31  inch  style  that  is 
chiefly  found  in  imported  draperies  at 
present.  The  aforementioned  apple 
blossom  cretonne  can  be  had  for  as  little 
as  23  cents  a  yard,  which  is  decidedly 
less   than    any    imported    fabric    on    the 


market.  The  price  of  the  zinc  over- 
prints is  only  eight  cents  more,  or  31 
cents  a  yard. 

Another  new  departure  in  cretonnes 
is  the  tapestry  cretonne  just  introduced. 
At  two  feet  away,  it  is  impossible  to 
detect  this  cretonne  from  the  real  tap- 
estry upholstery  material,  so  faithfully 
are  the  colors  and  designs  reproduced. 
There  are  two  distinct  patterns  in 'this 
tapestry  cretonne,  in  which  blue  an  1 
brownish  red  predominate  respectively. 
This  particular  fabric  was  evolved  to 
meet  the  need  existing  for  something 
new  to  replace  the  ubiquitous  green  rep, 
which  seemed  to  be  the  only  material 
available  for  covering  couch  beds, 
divans,  and  for  making  slip  covers 
for  furniture.  In  papular  priced  lines, 
this  new  material  is  certain  to  meet 
with  a  huge  success,  due  to  the  fact 
that  it  is  artistic,  serviceable  and  in- 
expensive. 

Blocked    Prints 

In  the  more  expensive  and  more  elab- 
orate  drapery   fabrics,  block  prints  are 
(Continued  from  page  172) 
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Demand  for  Seasonable  Merchandise  Creates     

Sales  of  Homefurnishings  in   January 

Cocoa  Mattings  and  Rubber  Mats  in  Demand — Imported  Down 

Puffs  in  New  Designs  —  Down-filled  Cushions  Are  Luxurious  in 

Coverings  —  Some  of  the  New  Spring  Rugs  —  December  Was 

Good  Month  For  Furniture  Sales. 


WITH  the  advent  of  January  and  its 
attendant  snow  storms  and  ice,  comes 
the  necessity  of  promoting  the  sale  of 
door-mats  of  rubber  or  cocoa  fibre  as  well  as 
yardage  mattings  which  are  so  essential  for 
use  on  exposed  steps  where  accidents  might 
occur.  A  leading  wholesale  firm  of  Montreal 
is  showing  one  of  the  largest  stocks  of  these 
goods  seen  f  r  some  years,  including  all 
widths.  The  2-4  and  4-4  widths  sell  most 
readily  and  are  priced  this  season  from  60 
cents  up  to  $1.25  while  mats  of  the  fibre 
may  be  obtained  from  80  cents  upwards. 
According  to  the  manager  of  the  depart- 
ment in  which  these  goods  were  seen  this 
month,  this  winter  offers  a  good  opportun- 
ity to  the  wide  awake  retailer  to  go  after 
business  on  this  particular  line,  since  most 
establishments  which  utilize  matting  have 
not  bought  as  frequently  as  usual  and  might 
be  circularized  with  good  results  if  the  mat- 
ter was  done  promptly.  A  certain  Montreal 
store  has  adopted  the  wise  plan  of  sending 
out  price  lists  on  mattings  and  mats  to  all 
the  public  institutions,  apartment  houses, 
churches,  schools,  theatres  and  clubs  where 
there  is  a  possibilify  of  employing  such  mer- 
chandise in  winter,  stressing  the  attractive 
appearance  of  a  well-laid  matting  as  well  as 
its  valuable  protection  in  the  event  of  icy 
walking.  If  a  contract  department  is  main- 
tained in  conjunction  with  the  store,  a  price 
might  be  also  quoted  for  labor  in  connection 
with  the  laying  of  the  matting. 

Rubber    Door    Mats 

The  vogue  for  rubber  mats,  both  solid 
and  perforated  in  oval  and  oblong  styles  is 
almost  as  great  as  for  the  matting  variety, 
the  former  being  considered  more  sanitary 
as  well  as  giving  longer  wear.  Rubbermats 
come  in  five  sizes  and  patterns.  These  are 
especially  good  for  private  houses  and  should 
be  extensively  featured  after  Christmas  in 
preparation  for  the  real  Winter  months. 

Imported    Down    Puffs    Received 

A  large  shipment  of  imported  down  puffs 
has  just  been  received  by  a  leading  Montreal 
wholesaler,  which  is  probably  the  finest  range 
yet  seen  on  this  side  of  the  Atlantic.  The 
puffs  are  made  of  a  very  fine  quality  of 
French  silk  damask  and  are  filled  with  the 
best  quality  of  down.  They  come  in  a  large 
range  of  colors,  including  black,  wine,  old 
gold,  dull  blue,  rust,  etc. 

These  puffs  are  different  in  appearance 
from  ordinary  styles  as  they  are  constructed 
with  a  single  wide  French  panel  in  the  centre, 
made  of  a  contrasting  fabric  and  design. 
For  example,  a  black  silk  damask  puff  was 
centred  by  a  wonderful  panel  of  natural  roses 
so  harmoniously  blended  as  to  coloring  as  to 
resemble  a  superb  brocade  such  as  is  used 
for  evening  gowns.  Another  sand  colored 
puff  was  left  quite  plain,  but  the  panel  sec- 
tion was  outlined  in  stitchery.    An  old-gold 


puff  was  centred  by  a  panel  in  conventional 
floral  pattern  in  which  the  tones  of  rose,  blue 
and  brown  predominated.  Possibly  the 
black  puffs  provided  the  most  striking  note 
of  novelty  and  richness. 

Prices  on  these  beautiful  bed  coverings 
ranged  upwards  from  $27.75  each  and  foe- 
s' des  the  damask  they  were  shown  in  such 
materials  as  plain  pure  silk,  satin  and  sateen. 

Cushions    De    Luxe 

Next  in  importance  to  the  puffs  was  the 
d'splay  of  down-filled  cushions  all  ready  for 
use,  featuring  all  the  newest  ideas  in  decora- 
tive art.  There  were  circular,  oblong,  tubu- 
lar and  square  pillows  of  really  generous 
dimensions,  each  one  so  resilient  and  light  as 
to  resemble  thistledown  in  weight. 

The  covers  of  these  lovely  accessories 
were  delightfully  appropriate,  being  made  of 
different  silks  in  such  shades  as  navy  blue, 
black,  blue  shot  red,  and  black  shot  blue, 
etc.  The  bolster  shaped  pillows  showed  an 
effective  panel  of  antique  silver  or  gold  tin- 
sel brocade  and  the  ends  were  fastened  to- 
gether with  long  hanging  tassels.  The  cir- 
cular cushions  were  covered  in  shirred  and 
puffed  effects  with  corded  seams. 

Exceptional  Demand  for  Blankets 

The  demand  for  blankets  seems  inexhaus- 
tible this  season,  stated  a  leading  whole- 
saler to  Dry  Goods  Review  and  it  is  many  a 
year  since  the  demand  reached  such  propor- 
tions as  it  has  done  this  Autumn.  It  appears 
as  though  every  housewife  had  awakened  to 
the  wonderful  opportunity  existing  for  her 
to  replenish  her  household  stocks  in  blankets 
and  consequently  the  blanket  sales  held  in 
Montreal  have  been  more  successful  than 
ever  before. 

According  to  advice  from  the  wholesale 
trade,  practically  all  the  Spring  designs  in 
carpets  and  rugs  will  show  entirely  new  pat- 
terns for  the  reason  that  the  mills  have  not 
been  able  to  feature  new  designs  during  the 
past  four  or  five  years  but  are  now  working 
on  radically  new  ideas  and  colors.  One  lead- 
ing wholesale  house  has  just  sent  out  a  letter 
to  its  customers  advising  that  all  old  pat- 
terns have  been  cleared  from  stock  in  order 
that  the  firm  might  be  in  a  position  to  show 
an  entirely  new  range  of  design,  comprising 
the  very  latest  and  most  artistic  designs  and 
co'orings  which  are  being  shown  by  the 
various  mills.  This  particular  house  does  not 
confine  itself  to  any  one  or  two  mills  but 
makes  its  selection  of  designs  and  colors 
from  practically  every  mill,  which  is  a  val- 
uable asset  to  the  retailer  who  does  not  wish 
to  confine  his  range  to  a  few  individual  lines. 

Labor    Savers    Sell    Fast 

Despite  the  fact  that  the  public  demands 
one  hundred  cents  worth  of  value  for  its 
dollar  and  is  inclined  to  show  preference  for 
goods  which  cost  as  little  as  possible,  it  is 


stated  that  all  the  different  household  labor 
savers  are  selling  better  than  ever  before. 
Such  articles  as  carpet  sweepers,  vacuums, 
washers  and  ironers  are  enjoying  an  unpre- 
cedented demand  as  Christmas  gifts  as  well 
as  real  necessities  for  the  woman  who  is 
doing  without  a  maid.  Owing  to  the  drop  in 
the  price  of  furniture  of  all  kinds,  furniture 
sales  have  been  the  order  of  the  day  in  many 
localities  and  according  to  one  store  inter- 
viewed this  month,  practically  every  article 
of  furniture  sold  in  December  was  a  Christ- 
mas gift  which  was  to  be  delivered  to  the  re- 
cipient on  Christmas  Eve.  This  idea  of  giv- 
ing furniture  as  gifts  has  never  been  as  gener- 
al as  during  December  and  it  is  said  that  the 
smaller  artic'es  such  as  bridge  tables,  lamps, 
book  cases,  telephone  stands  and  shirt- 
waist boxes  proved  to  be  the  most  success- 
ful sellers.  It  is  just  possible  that  the  "De- 
cember Furniture  Sale"  will  become  an 
annual  feature  in  many  large  stores  owing 
to  the  success  recorded. 


PRESIDENT  OF  VASSIB  &  CO.,  LTD., 
ST.   JOHN,  N.B.,   SAYS   CON- 
DITIONS   BETTER 

Hon.  W.  E.  Foster,  Premier  of  New 
Brunswick  and  president  of  Vassie  &  Co. 
Ltd.  of  St.  John,  N.  B.  has  the  following  to 
say  with  regard  to  the  outlook  in  the  Dry 
Goods  trade :- 

"I  can  say  that,  on  the  whole,  conditions 
in  dry  goods  show  marked  improvement. 
During  1921  and  the  late  fall  of  1920  retail 
merchants  restricted  their  purchases  to 
practically  essential  needs;  wholesalers 
held  their's  down  to  almost  the  same  degree, 
and  manufacturers  refused  to  make  up 
goods  except  when  they  had  orders  for  them. 
Even  with  the  small  'consumer'  buying 
that  went  on  throughout  the  year  these 
policies  resulted  in  a  great  reduction  of  the 
quantity  of  goods  on  the  market,  and  to-day 
dry  goods  stocks  are  much  below  the  average . 

"One  of  the  healthiest  signs  of  the  situa- 
tion is  the  arrival  of  more  stabilized  prices. 
Textiles  and  clothing  of  all  sorts  were  among 
the  sufferers  from  price  slumps  during  the 
period  just  past —  in  fact  their  prices  fell  in 
greater  ratio  than  most  other  commodities. 
Lately  we  have  had  a  spectacular  rise  in  the 
prices  of  raw  cotton,  which  had  a  slight  re- 
action, but  leaves  to-day's  price  some  forty 
per  cent,  above  the  low  of  last  year.  Raw- 
silk  has  advanced  somewhat,  and  so  has  flax. 
These  advances  in  raw  materials  have  been 
or  shortly  will  be,  reflected  by  changes  in 
price  of  the  manufactured  goods  of  which 
they  are  component  parts.  Woolens,  par- 
ticularly the  higher  qualities,  and  hemp  have 
had  a  fluctuating  market  for  some  time,  w  hich 
has  not  resulted  that  the  period  cf  violent 
price  recessions  such  as  commenced  in  the 
(Continued  on  page  175) 
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Wide  Range  of  Curtains  for  Spring 

Many  New  Designs  Will  Be  Shown  By  Montreal  Houses — Ap- 
propriate Selections  Of  House  Furnishings  Should  Not  Depend 
On  Style  But  Correctness — Some  New  Spring  Designs  Describ- 
ed—How To  Take  Care  Of  Curtains 


AN  EXPERT  in  novelty  curtain  de- 
signing- commented  on  the  tenden- 
cy noticeable  nowadays  to  demand 
style     in     window     draperies.       "There 
should  be    no  such     thing  as     style  in 
house   furnishings,"  he   explained,   "be- 
cause it  should  !be  understood  that  the 
selection    of    curtains,    tflooi,   coverings 
and    hangings   depends   altogether  upon 
the  architecture  of  the  house  in  question, 
its  individual  type  and  personality,  not 
upon   the  mere  whim  of  a  fashionable 
faddist.     I  overheard  a  woman  say  the 
other  day  that  she  was  glad  that  frilled 
curtains   'were  coming  hack   into   style' 
as  they  suited  her  room.     I  asked  her 
what  kind  she  had  been  using  and  she 
said  that  she  had  bought  plain  Bungalow 
net  curtains  as  everybody  seemed  to  be 
usinlg  then*.     This  woman  seemed  bliss- 
fully unaware  of  the  fact  that  Bunga- 
low net  curtains   were  not  in  the  least 
suited  to  her  dainty  period   room,  with 
its    French   furniture    and    its    exquisite 
old  world   atmosphere.     Why,  the  very 
thought    of    'bungalows    and     chateaux 
should  be  sufficient  to  prove  that  what 
is   suitable  to  one   type  of  dwelling  is 
not    necessarily    correct   for   the   other. 
Consequently,    I    pointed    out    to    this 
would-be    correct    lady,    that    she    had 
better   consult   competent   authority    as 
to  what  type  of  curtains  her  home  called 
for,  and  then  stick  to  this  style  for  all 
time." 

The  majority  of  people  make  the  error 
of  confusing  correctness  with  style  in 
the  matter  of  house  furnishings,  and 
they  are  encouraged  by  many  salesper- 
sons in  this  error,  because  the  latter 
are  apt  to  clinch  their  sales  arguments 
with  the  words,  "This  is  the  newest 
thing  we  have,"  or  "This  is  the  kind 
of  curtain  the  Biltmore  Hotel  is  using 
in  its  bridal  suite."  There  are  many 
people  to  whom  such  a  recommendation 
is  irresistible,  despite  its  really  ridiculous 
character,  and  to  these  people  it  should 
be  explained  that  there  is  no  such  thing 
as  style  in  the  meaning  of  fashion,  in 
the  choice  of  curtains.  Just  as  really 
smart  women  know  that  it  is  foolish  to 
follow  the  dictates  of  the  mode  in  either 
millinery  or  clothing  slavishly,  without 
regard  to  becomingness,  so  the  house 
decorator  recognizes  that  there  are  fund- 
amental laws  of  balance,  color,  propor- 
tion, etc.,  to  observe  in  the  selection  of 
those  furnishings  which  shall  enhance 
and  bring  out  all  the  latent  charm  and 
character  of  the  home. 

Spring  Ranges  To  Be  Very  Varied 

This  introduction  was  considered  nec- 
es  ary  by  the  expert  in  curtain  design- 


ing for  the  reason  that  during  the  com- 
ing season  the  range  of  curtains  offered 
by  the  best  firms  will  be  more  compre- 
hensive and  varied  than  ever  before.  It 
will  be  a  season  when  quality  in  both 
fabrics  and  workmanship  will  be  para- 
mount, and  there  will  be  many  radically 
new  designs  and  styles  to  select  from, 
necessitating  discriminating  judgment 
and  a  knowledge  cf  demand  in  different 
parts  of  the  country.  Architects  say  that 
the  new  houses  under  construction  have 
plenty  of  windows  but  of  different  sizes 
according  to  the  needs  of  the  various 
rooms.  Thus  the  matter  of  curtains  is 
rendered  more  difficult  than  it  would  be 
if  windows  were  uniform  as  they  used 
to  be.  There  is  no  need,  however,  to 
confine  the  purchase  of  curtains  to  the 
yardage  nets  and  marquisettes  for  the 
majority  of  homes  can  be  successfully 
fitted  with  panel  curtains  which  are 
supplied  in  a  wide  variety  of  widths 
and  lengths  and  in  all  types  of  design, 
from  the  ultra  elaborate  lacy  and  for- 
mal type  to  the  plain  and  simple  panel- 
ling suitable  for  dens  or  living  rooms. 
This  panelling  is  now  shown  for  Spring 
in  novelty  effects  of  voile,  marquisette 


and  scrim,  made  exactly  like  the  con- 
ventional novelty  curtain  but  combining 
the  extra  advantage  of  the  yardage  nets. 
Many  customers  have  asked  for  a  really 
high  class  curtain  to  be  developed  in 
this  manner  and  thus  the  idea  has  taken 
concrete  expression  for  Spring  1922. 

One  particularly  striking  example  of 
novelty  curtain  panelling  for  Spring 
1922  was  shown  to  Dry  Goods  Review 
this  month.  The  entire  lower  half  was 
composed  of  Cluny  lace  in  the  form  of 
vertical  bands  of  insertion  connected  by 
inset  filet  motifs  and  circular  medallions 
of  Swiss  lace  on  voile.  Right  through 
the  centre  of  the  curtain  ran  a  double 
row  of  fine  lace  joined  together  by  a 
thread,  which  can  be  cut  apart  without 
in  the  least  damaging  the  edge  of  the 
curtain,  if  a  narrower  width  of  panel  is 
wanted.  In  the  same  way  any  number 
of  sections  can  be  supplied,  joined  by 
the  invisible  thread.  The  upper  part  of 
this  panel  is  of  voile  with  hemstitched 
inner  hems  and  inset  with  large  Point  de 
Venise  medallions,  one  on  either  side. 
The  bottom  edge  is  trimmed  with  rich 
Cluny  lace  in  a  Van,  Dyke  pattern. 

Another  style  of  novelty  panelling 
was  developed  in  ecru  scrim  combined 
with  heavy  crocheted  filet  lace  in  the 
popular  rose  design.  This  also  was  con- 
structed with  the  centre  adjoining  thread 
and  although  more  simple  and  inexpen- 
sive in  character  has  a  very  rich  appear- 
ance. The  lower  part  of  this  curtain 
is  entirely  of  lace,  which  looks  extremely 
effective  against  the  glass  of  the  win- 
dow. 

Unusual  Lace  As  Trimming 

The  newest  novelty  curtains  of  the 
regular  type  are  featuring  unusual  laces 
this  Spring,  especially  in  patterns  sug- 
gested by  the  cretonnes  that  are  com- 
monly used  as  draperies  with  them.  A 
very  effective  simple  curtain  is  made  of 
scrim  with  a  four  inch  border  effect  of 
Cluny  lace  with  a  scalloped  edge.  The 
rounded  part,  however,  is  set  on  a  cur- 
tain material  with  a  zig-zag  machine 
and  the  outer  edge  is  straight,  being 
finished  with  narrow  Cluny.  The  effect 
of  the  rounded  finish  is  unusual  and  is 
sure  to  be  popular  for  the  average  home. 

Another  novel  treatment  in  novelty 
curtains  shows  a  dado  effect  of  fine  filet 
in  combination  with  marquisette,  the 
dado  being  carried  right  up  on  one  side 
to  the  top  and  the  whole  edged  with  fine 
lace. 

Point  d'Esprit  Is  Charming 

Exquisitely  dainty  sheer  point  d'esprit 
ruffled    curtains    are     now    ready     for 
(Continued  on  page  198) 
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Retailers  are  Beginning  to 

Place  Their  Orders  Direct 

Representative    of   British    Firm   Says   System   is 

Better  for  Both  the  Manufacturer's  Agent  and  the 

Retailer — Saves    Time    and    Money — Some    New 

Spring  Materials 


A  REPRESENTATIVE  of  a  British 
firm  in  this  country,  says  that 
there  is  an  increasing  tendency  on 
the  part  of  our  retailers  to  order  direct 
from  the  manufacturer.  By  this  he 
means,  placing  an  order  with  the  agent, 
who  forwards  it  to  the  manufacturer 
and,  with  this,  his  part  in  the  transac- 
tion is  done.  The  old  method,  which  is 
still  used  by  many  merchants,  is  to  buy 
from  the  representative  who  finances 
the  merchandise  in  his  own  name.  The 
direct  method  has  many  advantages  for 
both  agent  and  merchant,  claimed  for  it. 
The  representative  receives  the  same 
commission  as  in  the  old  way  and  does 
not  have  to  finance  a  heavy  load  of 
goods,  until  such  time  as  the  retailer 
takes  it  off  his  hands.  Moreover,  there 
is  no  waiting  for  payment  from  the  mer- 
chant after  the  goods  are  delivered.  It 
gives  the  representative  a  better  idea  of 
what  the  trad©  want  and  there  is  no  un- 
saleable merchandise  on  his  hands.  To 
the  retailer  it  often  means  a  great  sav- 
ing of  time  and  certainly  a  saving  in 
money  for  the  following  reason:  in  buy- 
ing direct  he  pays  duty  on  the  gold 
value  of  the  pound  and  has  the  advant- 
age of  the  rate  of  exchange  ruling  at 
the  time  of  purchase.  He  still  has  the 
privilege  of  ordering  from  the  samples 
shown  by  the   representative. 

The  same  agent  informs  Dry  Goods 
Review,  that  he  has  already  sold  more 
merchandise  for  Spring  both  by  direct 
and  indirect  methods,  than  ever  before 
in  the  history  of  his  business.  The  trade 
are  taking  homefurnishing  lines  more 
seriously  than  they  have  for  a  long 
time.  In  fact,  profit's  up  to  December  31, 
1921,  show  a  twenty-five  per  cent,  in- 
crease over  1919,  which  after  all,  is  the 
best  year  to  compare  business  with. 

There  is  a  great  desire  on  the  part  of 
large  hotels  in  this  country  and  in  the 
United  States,  to  do  a  real  housecleaning 
this  Spring.  Huge  orders  are  booked  for 
new  curtain  and  upholstering  materials. 
Wide  madras  and  grenadine  are  most  in 
demand  for  the  better  class  of  window 
curtains.  Seventy-two  inches  is  the  pop- 
ular width  and  spots  are  asked  for  in 
most  of  the  materials.  These  curtains 
are  draped  on  a  rod,  each  breadth  cover- 
ing the  entire  width  of  the  window  as 
shown  in  the  accompanying  illustration. 
1922  Will  Favor  Colored  Madras 

One  of  the  best  drapery  fabrics  for 
this  season  and  in  fact  for  next  Fall, 
will  be  black  and  colored  madras.  Since 
the  war,  rapid  progress  has  been  made 
in  the  production  of  Scotch  madras  and 
many  favorable  comments  are  made  as 
to  the  beauty  and  texture  of  this  fabric. 


The  new  madras  yardage  is  from  36  to 
50  inches  wide.  It  is  woven  with  Egyp- 
tian yarn,  some  of  all  mercerized  and 
others  of  a  combination  of  silk  and  mer- 
cerized yarn.  The  design  and  coloring  of 
this  material  lends  a  beauty  of  tone 
which  harmonizes  with  present  day  re- 
quirements in  household  decoration.  One 
of  the  best  features  of  madras  is  that 
it  is  adaptable  to  almost  any  window, 
for  valances,  portiere  curtains,  and  over- 
drapes  as  well  as  for  lamp-shade  cover- 
ings and  cushions.  The  colors  are  said  to 
be  fast  and  the  wearing  quality  good. 


SPRING    DRAPERIES 

(Continued  on  page  175) 

easily  leading  for  Spring,  by  reason  of 
their  bold  designs  and  brilliant  colors. 
Montreal  manufacturers  are  now  show- 
ing block  prints  in  as  many  as  four 
ground  colors  and  say  that  mustard 
outsells  all  other  colors  in  popular  favor. 
There  is  a  striking  new  range  of  hand 
blocked  print  draperies  now  being  shown 
to  the  trade  although  the  goods  in 
question  will  arrive  from  France  this 
month.  These  are  featured  in  enormous 
but  very  gorgeous  patterns  in  which  a 
parrot  is  usually  found  among  the  usual 
tropical  foliage,  combining  the  richest 
and  deepest  tones  against  a  background 
of  vivid  contrast.  This  range  can  be 
obtained  for  as  low  a  price  as  95  cents 
a  yard  because  an  enterprising  Canadian 
firm  has  secured  the  exclusive  services 
of  a  French  mill  in  putting  out  this 
particular  line,  hence  the  quality  and 
worikimanship  are  of  the  best  while 
prices     are     lower    than    ever    quoted. 

Among  the  heavier  and  more  formal 
draperies,  the  greatest  demand  contin- 
ues for  velours  in  which  a  very  wide 
color  range  is  now  offered.  During  the 
past  year  an  extraordinary  demand  was 
experienced  for  burnt  orange,  due  to  the 
fact  that  a  leading  Montreal  theatre  used 
it  exclusively  for  its  sumptuous  hang- 
ings and  during  the  Fall  season  many 
inquiries  were  received  for  the  same 
shade,  as  the  public  evidently  admired 
it  and  decided  to  follow  this  same  shade 
in  their  color  schemes  in  house  decora- 
tion. There  are  some  good  rose  and 
green  shades  as  well  as  taupe  and  blues 
offered,  and  it  is  said  that  apart  from 
the  burnt  orange  just  mentioned,  blue 
has  been  the  greatest  seller.  Printed 
velours  in  a  heavier  quality  are  offered 
for  upholstery  purposes  in  good  shades 
to  blend  with  woods  of  furniture. 

In  order  to  supply  the  long  felt  want 


for  a  really  sun-fast  casement  cloth 
which  would  keep  its  original  rich  color 
in  this  climate,  a  leading  Montreal  man- 
ufacturer has  just  introduced  a  range  of 
such  fabrics  including  seven  different 
colors.  The  quality  of  these  sunifast 
materials  is  more  silky  and  supple  than 
is  usually  associated  with  these  goods, 
and  they  can  therefore  be  depended  upon 
to  drape  perfectly  and  adapt  themselves 
to  any  type  of  under-curtain. 

Canadian  made  tapestries  of  the  bet- 
ter kinds  are  now  being  shown  in  many 
new  ranges.  The  quality  of  these  goods 
has  gone  ahead  steadily  from  year  to 
year  and  is  now  if  anything  superior  to 
imported  goods  in  durability,  price  and 
design.  Those  tapestries  which  feature 
a  mercerized  filling  are  particularly 
attractive  in  appearance,  while  others 
finished  with  a  silk  binder  are  richer 
and  more  heavily  embossed  in  appear- 
ance, the  pattern  standing  out  with 
greater  effect.  Prices  on  these  goods, 
which  are  uniformly  50  inches  in  width, 
remain  at  their  very  moderate  level 
around  $2.25  a  yard,  and  though  pro- 
duction of  all  these  tapestries  is  slow, 
due  to  the  fact  that  looms  cannot  turn 
out  more  than  120  yards  a  week,  yet 
the  demand  continues  unabated  from  the 
furniture  trade. 

New   Use   For   Cretonnes 

The  manufacturers  of  cretonnes  point 
out  that  the  coming  Spring  is  going  to 
witness  a  tremendous  demand  for  these 
gay  materials  to  be  used  for  tub  frocks 
and  neckwear,  and  already  the  dress 
manufacturers  are  picking  up  all  the 
small,  neat  designs  in  rose,  blue  and 
lavender  which  they  intend  to  put  out 
in  the  form  of  one  piece  wash  dresses 
shortly.  The  retail  trade  is  advised  to 
keep  its  stocks  of  these  materials  well 
assorted  as  once  these  dresses  are 
shown,  there  will  be  many  women  who 
will  want  to  copy  them  at  home  and 
will  seek  the  right  materials  in  the 
drapery  department. 


PRESIDENT  OF  VASSIE  &  CO.,  LTD. 

(Continued  from  page  173) 
Fail  of  1920  has  passed  and  that  the  mer- 
chant today  is  safe  in  purchasing  his  normal 
requirements  in  dry  goods  and  allied  lines. 
I  would  not  advise  speculation,  but  the  last 
year,  with  its  great  shortages  in  some  staple 
lines  has  shown  the  danger  of  underbuying 
and  I  think  that  the  time  has  come  when 
moie  normal  purchases  should  be  made." 


Pearl  embroidery  on  the  much-talked  of 
periwinkle  blue  is  being  shown  in  New  York 
for  early  spring  gowns.  Cornflower  blue 
is  also  very  good  especially  in  crepe.  A 
Canadian  woman  who  has  just  returned  says 
that  long  evening  gowns  are  becoming  more 
and  more  evident.  Very  often  these  are  a 
little  shorter  at  the  front  because  of  the 
draping  at  the  waist.  Softly  draped  chiffon 
frocks  are  very  good  for  young  girls  and 
white  is  gaining  in  favor. 
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Wetter  Service 


Our  many  Customers  throughout  the 
Country  ate  expecting  great  things 
from  us  for  the  Year  1922. 

Last  Year  was  one  of  the  best  in  our 
history,  and  to  justify  the  confidence 
placed  in  us,  we  must  offer  for  the 
Season  now  opening,  better  Merchan- 
dise and  better  Service  than  ever  be- 
fore. 

Samples  coming  to  hand  daily  include : 
HANDKERCHIEFS,  for  CHRISTMAS,  plain  and 
fancy  in  great  variety,  loose  and  boxed. 

McLINTOCK'S  Unrivalled  Ventilated  Down  Quilts. 

JOHN  BROWN  &  SON,  LIMITED,  Madras  Muslins. 

CURTAINING  S  by  the  yard  and  by  the  pair  in  great 
variety,  including  Nets,  Scrims,  Marquisettes,  Cre- 
tonnes, etc. 

Call  at  our  Warehouse  when  in  the  City. 

"YoursfFor  Bigger  And  Better  Things" 


Prime  &  Rankin  Limited 


Weekday  Cross, 
Nottingham,  Eng. 


74  York  St., 
Toronto 
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Dominion  Linoleums 

Are  Stocked  by  Your  Jobber 
He  will  Supply  You  Promptly 


IT  is  a  real  advantage  to  have  your  source  of  supply  close  at  hand. 
When  checking  over  your  needs  in  linoleum,  oilcloth,  linoleum  and 
oilcloth  rugs  you  can  always  be  sure  of  obtaining  stock  quickly. 

Be  prepared  for  the  early  buyers  by  going  over  your  stock  now. 
Customers  will  come  to  you  for  their  needs,  and  many  will  come  this 
year  earlier  than  usual.  Make  sure  of  their  business  by  having 
an  array  from  which  they  can  select  what  they  want.  Every  merchant 
who  carries  a  big  selection  will  obtain  more  orders. 


oilcloth,  linoleum  and  oilcloth  rugs  are  fast  replacing  worn-out  carpets 
and  rugs  in  many  Canadian  homes.  They  have  advantages  with  which 
every  merchant  is  familiar,  and  housewives  are  being  made  acquainted 
with  these  good  points  through  our  extensive  advertising.  Sell  the 
customer  early — while  in  buying  mood. 


Our  new  64-page  Pattern  Book  for  1922 

will  be  in  the  mails  this  month.     If  you  do 

not  receive  a  copy  write  us  direct. 


Dominion  Oilcloth  &  Linoleum  Co. 

Limited 
MONTREAL 
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No.    4284 


The  Cretonne  House  of  Canada 


When  we  assumed  the  title  of  "the  cretonne  house  of 
Canada,"  it  was  no  exaggeration,  as  the  trade  throughout 
Canada  have  discovered. 

The  cretonnes  illustrated  on  this  and  the  opposite  page 
are  all  of  our  own  converting  and  are  only  a  few  patterns 
picked  at  random  from  our  Spring  range. 

Many  of  these  lines  are  now  in  stock,  and  others  in  pro- 
cess of  printing,  so  that  we  will  he  in  a  position  to  make 
immediate  delivery  on  February  1st. 

Our  range  of  drapery  and  upholstery  materials  is  more 
complete  than  ever  before  and  we  would  bespeak  for  our 
representative,  an  opportunity  of  showing  you  our  com- 
plete line. 

Ontario  merchants  should  not  overlook  vi.-itin<j;  our  per- 
manent showroom  in  Toronto  at  Room  434,  Foy  Bldg., 
32  Front  St.,  West,  in  charge  of  Mr.  J.  R.  Evans. 


Daly  &  Morin,  Limited 

Manufacturers  and  Converters 

Lachine,  Montreal 


No.    4279 


No.   4212 


No.    4278 
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We  supply 
everything 
for  the 
window. 
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Leadership  Lin  Drapery  and  Upholstery  Goods 

The  spirit  of  this  organization  is  leadership  and  the  merchant 
who  maintains  a  close  relationship  with  the  House  of  Daly  and 
Morin,  Limited,  shares  alike  in  the  benefits  of  that  leadership 
as  it  has  always  been  our  policy  to  anticipate  the  needs  of  our 
customers  and  be  aggressive  enough,  and  progressive  enough  to 
have  the  first  offerings  of  new  designs,  new  styles  and  new 
colorings. 


-  Or- 


Daly  &  Morin,  Limited 

Manufacturers  and  Converters 

Lachine,  Montreal 
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FLAT  CURTAIN  ROD 


\\T  E  ARE  pleased  to  announce  to  the  trade  that  we  have  been  appointed 
™  sole  CANADIAN  representative  for  the  new  T.  &  S.  Flat  Rod.  Just  a 
glance  at  this  rod  with  its  refinement  of  design  and  finish  and  its  simple  but 
effective  bracket  will  convince  you  of  the  possibility  of  combining  in  one  rod 
the  following  features: 

Simplicity,  Perfection  in  Finish,  Absolute    Rigidity   and    Adjustability   to    any 
Window. 

Finish:     Colonial  Dull  Brass. 

Packing:     Each  Rod  With  Fixtures  Packed  in  Its  Own  Attractive  Individual 
Carton. 


SINGLE  FLAT  ROD 

Extensions,  28  inches  to  48  inches  or  36  inches  to  63  inches. 
Projections,  1%  inches,  2%  inches,  or  3%  inches. 


DOUBLE  FLAT  ROD 
Extensions,  28  inches  to  48  inches  or  36  inches  to  63  inches. 
Projections,  1%  inches  x  2%  inches  or  2%  inches  by  3J/4  inches. 

GUARANTEE 

A  real  guarantee  which  is  not  a  mere  "talking  point"  but  an  honest  promise  by  the 
manufacturers  to  make  good,  is  printed  on  the  outside  of  each  carton. 

MANUFACTURERS,     DISTRIBUTORS     &    CONVERTERS. 
Window  Shades,   Draperies,  Novelty    Curtains,    Drapery    and    Upholstery    Hardware. 


DALY  &  MORIN,  LIMITED 


LACHINE 


MONTREAL 


Dry  Goods  R 
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Curtain  Nets  and  Draperies 

For  Your  Spring  1922 

Requirements 

We  are  specially  well  equipped  to  supply 
your  needs  in  these  lines: — 
CURTAIN  NETS  of  that  soft  drapy  nature 
in  an  immense  range  of  qualities  from  the 
lowest  to  the  high  class  filet  qualities  with 
bird  and  other  dainty  designs. 
SCRIMS  and  MARQUISETTES  in  all 
the  wanted  styles. 


CRETONNES  and  SHADOW  CLOTHS,  a  good  variety 
of  new  patterns  to  select  from — at  popular  prices. 

POPLINS  in  that  highly  mercerized  quality  —  and  the  clear.,„ 
round  cord  kind. 

We  Sell  Sundour  Fabrics 


Our   travellers   are   now   out   with 

.Jthese  lines — see  them  when  they  call 

I — or  if  you  are  in  the  City  call  on  us. 

We  Specialize  in 
Handkercniers 

Embroideries 
Lac  s  ana 

Window  Draperies 
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Fifth    Floor 
79    Wellington    St.    West 

TORONTO 
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Prepare  now  for  Spring  Sales 

Be  ready  with  a  well-stocked  Drapery  Department.  Your  best 
customers  will  appreciate  having  a  wide  range  of  artistic  and  qual- 
ity goods  to  choose  from. 

You  will  find  the  selection  of  distinctive  drapings  an  easy  matter 
in  our  show  rooms,  for  our  stock  has  been  most  carefully  chosen  at 
lowest  prices. 


In  Stock 


Nottingham    Curtains 
Shadow    Cloths 
Aurora   Casement   Cloth 
Mercerized    Poplins 
White   and   Ecru   Madras 


Novelty    Curtains 
Muslins 

Bungalow    Nets 
Self    Color    Madras 
Mixed    Color   Madras 


VISIT  US- 

In  the  Heart  of  the 
Dry  Goods  District 


50"    Imperial    Velours --All    wanted    shades. 
Spot   Muslins   and  Marquisettes,   plain   and   frilled. 

JOHN  KING  &  SONS,  Hollands- White,  Cream  &  Ivy 


Wm.  Strang  &  Son 
Glasgow,  Scotland 


AGENTS  FOR 

Hood,  Morton  &  Co. 
Newmilns,  Scotland 


Stirling-Auld  &  Co. 
Darvel,  Scotland 


J.  B.  HENDERSON  &  COMPANY 

LIMITED 

Established  31  Years 

80  Bay  St.  ::  Toronto 


Why  Not  Have  a  Double 
Check  on  all  Sales? 

All  kinds  of  Wire  Cash  and  Parcel 
Carriers  and  Pneumatic  Tubes- 

Gipe-Hazard  Store  Service 
Co.,  Limited 

113  Sumach  St.,  Toronto,  Ont. 


The  merits  of  our  Cash  Carrier  System  should  warrant  your  careful  con- 
sideration. We  believe  tihey  will,  and  too,  that  you  will  agree  with  us 
after  making  an  examination  of  them.  As  a  beginning-  we  would  sug- 
gest that  you  send  for  our  illustrated  catalogue  which  shows  all  kinds 
of  wire  carriers  for  conveying  cash,  or  cash  and  parcels.  It  will  be  better 
for  you  to  be  prepared  at  this  time  when  the  Season  is  right,  than  it  will 
to  be  sorry  after  the  rush  of  Spring  trade  has  set  in.  Then  why  not 
be  prepared  ? 


PARIS 

LONDON 

NEW  YORK 


Cfjatillon,  jWoulp,  &oustfel  et  (Lit.  <france> 

SILK  MANUFACTURERS 
Factories  at:    LYONS,    TARARE,    VEYRINS,    CORBELINS 

Crepes,  Muslins,  Satins,  Damasks,  Brocades,  Fancies 

EXCLUSIVE  DESIGNS 
Canadian  Representative:    M.  AUBIN    46  St.  Alexander  St.,  Montreal 


LYONS 

NICE 

MILAN 


When    Answering   Adver- 
tisements  Kindly   Mention 
this  Paper 
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WE'LL  ALL  BE  THERE 

FEBRUARY      12—19 

TEXTILE  PRODUCTS  EXHIBITION 

KING  EDWARD  HOTEL 

BOOTH  NO.  1 

MEET  US  AND  SEE  OUR  FULL  RANGE 

OF  NEW  GOODS 


yJ  IJ3RANDJ 


TRA  VELLERS 
NOW 
OUT 


Your  Customers'  Wishes  Will  Be  Fully  Met  By  The  HAUGH  RANGE 
GOOD     GOODS     WELL     BOUGHT     ARE      EASILY  SOLD 

The  J.  A.  Haugh  Mfg.  Co.,  Ltd. 

TORONTO,     CANADA 

Manufacturers   of  Trousers,    Overalls,    the    famous 
"Arm  &  Hammer  Brand"  Shirts — Kiddies'  Garments 


472-474  Bathurst  Street, 


TORONTO 


At  College  Street 
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Ready  To  Wear  -  -  -  Spring  1922 


Fabrics 

Colors 


Silhouette 
Suits  and  Coats 

GENERAL  CONCLUSIONS 


Dresses 

Blouses  and  Skirts 


PRING  1922  calls  for  fabrics  which  express 
exquisite  refinement.  The  woollens  are 
softer  and  capable  of  more  unusual  treat- 
ment, such,  for  instance,  as  the  finer  Poiret 
twills  and  superfine  tricotines  which  are 
the  foundation  of  the  demure  little  cape- 
coats.  For  sports,  fashion  swings  quite  the 
other  way,  and  the  rougher  and  more  prac- 
tical the  fabric,  the  more  popular  it  be- 
comes. Thus,  tweeds  and  homespun  have 
come  into  their  own  once  more,  and  certain 
jerseys  will  again  lead  in  popularity  for 
sports  wear.  Silks  affect  the  crepy  weaves 
and  crepe  de  chine,  Canton  and  Oriental 
variations,  such  as  Roshanara,  Morocain, 
etc.,  are  still  in  the  lead,  although  for 
tailored  or  sports  wear  the  newer  "sponge"  weaves  known 
by  such  various  names  as  Creponge,  Krepeknit  or  Chin- 
chilla are  much  newer.  For  evening  or  formal  gowns, 
Paris  has  sent  out  wonderful  crepes  with  a  brocaded  im- 
pression, while  for  all  round  service,  the  ever  perennial 
favorite,  taffeta,  reappears  as  crisp  and  serviceable  as 
ever. 

The  Colors 

So  far  as  Montreal  is  concerned  there  is  a  decided 
inclination  on  the  part  of  the  manufacturers  to  play  safe 
as  regards  the  use  of  colors.  In  suits  and  coats  of  the 
more  formal  type,  navy  blue  predominates  almost  exclu- 
sively. But  when  it  concerns  the  all  important  subject 
of  sports  wear,  much  more  latitude  is  allowable.  Here 
we  find  colorful  homespuns  and  polo  cloths  employed,  or 
else  heather  mixtures  in  soft  shaggy  tweeds,  or  again  a 
few  gaily  colored  jersey  cloths  for  the  practical  little 
every  day  suit.  The  new  periwinkle  blue  is  especially 
good,  dull  rose,  mauve  or  pastel  green  also  being  shown. 
Sand,  deer  or  fawn  are  prominent  for  strictly  tailored 
sports  coats,  belted  and  leather  buttoned. 

Frocks  of  the  more  tailored  type  adhere  to  navy  blue 
for  their  major  portions,  relying  upon  a  novel  touch  of 
trimming  for  their  individuality.  But  afternoon  frocks 
yet  show  a  tendency  to  dark  colors  relieved  by  brilliant 
touches  of  color,  such  as  canna,  French  blue,  sealing  wax 
red  and  orange.  It  is  thought,  however,  that  by  April 
these  more  sombre  shades  will  be  replaced  by  colors  more 
appropriate  to  the  season.  Where  blouses  are  concerned, 
it  is  to  be  an  "all  white"  Spring,  for  the  majority  of 
tailored  blouses  are  designed  on  the  hand-made  washable 
variety,  which  is  so  practical  with  both  tailored  and  dressy 
garments.  Where  the  more  elaborate  blouse  is  worn,  suit 
shades  will  be  adhered  to  in  the  majority  of  cases,  with  a 
few  very  brilliant  novelties  for  youthful  figures. 

The  Silhouette 

There  is  little  change  as  yet  in  the  feminine  silhouette 
as  evidenced  by  the  premier  showings  of  garments  for 
Spring  1922  in  the  Montreal  show-rooms.  Despite  the 
fact  that  Paris  has  decreed  that  skirts  shall  be  longer, 
Canadian  designers  have  been  reluctant  to  add  many 
inches  all  of  a  sudden,  preferring  to  bring  about  the  new 
style  gradually  and  in  the  natural  course  of  events.  Thus 
the  willowy  and  attenuated  figures  which  grace  the  fash- 
ion magazines  from  Paris  will  not  be  duplicated  on  this 
side  of  the  water  for  many  months,  and  the  utmost  con- 
cession  made   is  the  addition   of  a  few  inches  in  length 


and  a  due  observance  of  the  laws  of  proportion  which 
require  that  the  width  be  decreased,  while  the  waist  line 
may  be  lowered  still  more.  All  this,  by  the  way,  is  ap- 
plicable to  frocks,  for  where  the  suit  is  concerned,  there 
is  no  such  thing  as  a  definite  silhouette  at  all,  so  far 
as  the  Canadian  woman  is  concerned. 

If  you  are  young  and  slim  and  feminine,  the  youthful 
little  cape  suit  is  yours  and  yours  only.  If  you  are  more 
mature  there  is  a  wide  variety  of  severely  tailored  suits 
of  the  type  termed  "classic"  in  Paris.  If  you  desire  to  be 
prepared  for  the  week-end  in  the  country  you  may  select 
from  a  wide  range  of  sportsmanlike  homespuns  in  true 
English  design,  or  again  you  may  affect  the  trim  jersey 
suit  which  became  firmly  established  last  season.  And 
last,  but  most  decidedly  the  most  important  point,  you 
may  wear  knickers  developed  in  practically  any  material 
you  like,  with  a  smartly  tailored  coat  and  skirt  to  match 
or  in  contrast. 

So  with  a  bewilderingly  wide  range  of  styles  to  select 
from,  who  shall  say  what  the  feminine  figure  should  look 
like?  Suffice  it  to  say  that  Miladi  will  be  permitted  to 
express  her  own  individuality  as  she  has  never  before 
been  given  opportunity  to  do,  and  whether  she  is  as  young 
as  the  Spring  itself  or  silvery  haired,  she  may  discover 
the  wherewithal  to  make  herself  more  beautiful.  In  a 
word,  however,  the  mode  expresses  slenderness,  but  it  is 
not  merciless  to  those  who  are  no  longer  slim.  The  Spring 
silhouette  may  be  easily  achieved  because  it  is  natural 
and  unrestrained. 

Suits  and  Coats 

Montreal  makers  are  showing  a  considerable  number 
of  suits  combining  the  sleeveless  frock  designed  on  simple 
lines,  with  a  jaunty  little  box  coat  about  27  inches  in 
depth.  The  short  box  coat  more  often  features  a  Raglan 
effect  in  its  sleeves  which  flare  at  the  cuff  after  the 
Japanese  fashion,  and  its  collar  is  often  on  the  Peter 
Pan  style,  which  may  be  a  twin  button  fastening,  or  the 
coat  may  not  button  at  all  because  the  plain  little  dress 
underneath  matches  exactly.  There  are  generally  two 
small  slashed  pockets  in  the  skirt  and  a  string  belt  at  the 
normal  waist  line. 

The  "Butterfly"  cape-coat  is  a  particularly  charming 
variation  on  the  box  coat  theme.  This  is  often  developed 
in  soft  Poiret  twill  in  hip  length,  the  sleeves  being  simu- 
lated by  a  stitch  taken  underneath  each  side  and  weighted 
down  with  tassels  of  heavy  black  silk. 

Mannish  tailored  suits  of  tricotine  are  trimmed  spar- 
ingly with  black  military  braid  or  the  edges  are  bound 
with  the  same.  The  long  shawl  collar  is  preferred.  In 
less  severe  types  of  coat,  considerable  Swiss  embroidery 
is  employed,  but  this  kind  of  elaboration  is  usually  found 
only  in  the  less  expensive  models. 

Knicker  suits  are  being  featured  in  conformity  with 
the  demand  for  such  outfits  for  all  kinds  of  sports,  but  in 
view  of  the  fact  that  the  average  woman  prefers  to  be 
conservative  in  town,  *o  matter  what  she  may  affect  in 
the  country,  the  makers  are  providing  these  outfits  with 
a  plain  skirt  to  match,  which  makes  them  a  sensible  and 
practical  proposition.  Although  they  are  most  commonly 
found  developed  in  rough  tweeds  trimmed  with  real 
leather  buttons  on  the  skirt  front  and  coat,  yet  there  are 
a  few  developed  in  heavy  velours  in  the  deer  shades  or 
contrasts  with  white  which  are  particularly  smart  for 
riding.     The  knickers  are  designed  to  button  on  each  hip 
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and  are  provided  with  convenient  pockets  on  either  side 
of  the  front.     The  knees  are  finished  with  buttoned  cuffs. 

There  are  many  charming  and  unusual  models  in  sepa- 
rate coats  for  early  Spring  wear.  A  leading  Montreal 
designer  whose  coats  are  always  accorded  the  highest 
praise,  is  showing  two  completely  different  ranges. 
There  are  several  stunning  full  length  wrap  coats  of  fine 
navy  blue  tricotine,  some  of  which  have  a  turn-back  front 
on  the  tuxedo  design,  finished  with  a  deep  round  collar. 
Others  are  veritable  capes  extending  to  the  skirt  hem  with 
slits  for  the  arms,  and  trimmed  with  a  wonderful  flying- 
panel  effect  of  silk  fringe,  nearly  four  feet  deep  all  round. 
This  fringe  resembles  frayed  silk  ribbon  on  account  of  its 
fineness  and  the  wraps  on  which  it  is  used  are  distinctly 
French  in  appearance.  Yet  other  long  coats  of  navy  blue 
are  designed  on  the  "blouse-over"  plan,  with  a  soft  full- 
ness about  the  hips  extending  on  into  the  sleeves.  Nearly 
all  are  simply  belted  in  self  material  and  have  the  new, 
deep  round  collar  which  permits  of  different  treatments. 
Linings  are  gay  in  all  cases. 

Polo  cloths  in  pastel  colors  and  sand  shades  are  much 
featured,  strictly  tailored  after  English  patterns,  with 
large  patch  pockets,  leather  buttons  and  notched  lapels 
which  convert  the  big  collar  into  another  style. 

Dresses  For  All  Occasions 

Montreal  designers  of  frocks  have  not  as  yet  seen  fit 
to  break  away  from  the  charm  of  the  youthful  straight 
line  effect  which  has  prevailed  during  the  past  season. 
Most  of  the  models  shown  this  month  for  pre-Easter  sell- 
ing are  developed  in  the  darker  shades,  black,  navy,  etc., 
but  are  relieved  from  total  sombreness  by  the  use  of 
touchs  of  cherry  color  or  bandings  of  Oriental  embroidery 
or  even  entire  sleeves  of  some  sheer  fabric  in  a  brilliant 
flame  or  pearl  grey  tone.  According  to  one  designer  the 
majority  of  frocks  for  street  wear  will  be  of  supple  twilled 
fabrics  while  those  for  more  formal  occasions  will  be  of 
crepe  weaves  and  taffeta.  However,  a  new  fabric  has 
loomed  up  largely  on  fashion's  horizon,  namely,  the  new 
Creponge  or  Chinchilla  weaves,  which  are  capable  of 
treatment  in  various  manners  and  are  shown  in  strictly 
tailored  styles  as  well  as  in  quite  elaborate  designs. 

There  are  innumerable  smart  models  in  navy  tricotine 
upon  which  a  good  deal  of  narrow  colored  soutache  braid 
is  used  to  outline  the  edges  of  tunics  or  cuffs,  etc.,  and 
this  braid  is  most  often  of  a  particularly  striking  cherry 
shade  which  seems  especially  appropriate  to  Spring  wear. 
Here  and  there  are  seen  simple  wide  girdles  placed  low 
upon  the  hips  after  the  prevailing  lines,  developed  in 
heavy  black  moire  ribbon,  knotted  at  one  side.  But  nar- 
row antique  silver  chain  or  coin  girdles  are  shown  as  well 
and  various  fancy  effects  in  silk  cord  to  which  a  few 
gorgeously  pointed  beads  are  strung,  ending  in  a  tassel. 

Wool  is  another  pretty  trimming  which  is  employed  in 
new  ways.  A  very  straight  Russian  coat-dress  was 
finished  with  a  two-inch  wide  banding  of  fluffy  grey  wool 
round  its  high  neck,  all  down  the  side  front  closing  and 
round  the  slightly  flaring  cuffs.  Another  little  "flapper" 
dress  showed  a  narrow  banding  darned  in  grey  wool  all 
round  its  scalloped  skirt  hem  and  its  round  neck. 

Swiss  embroidery  is  used  on  the  popular  priced  lines 
with  excellent  effect  since  the  designs  are  more  original 
than  usual.  One  frock  of  navy  twill  had  a  deep  section 
nearly  25  inches  deep  upon  the  skirt  done  in  blue  cross 
stitch  work,  exactly  like  the  patterns  of  olden  time. 
Other  designs  were  shown,  equally  effective,  and  it  is 
said  that  as  these  can  be  done  upon  the  fabric  before  it 
is  made  up,  the  cost  is  considerably  less  although  the 
effect  is  quite  as  good  as  though  it  were  applied  after- 
wards. 

Some  mention  is  made  of  steel  beads  in  trimming 
dresses,  but  the  majority  of  designers  who  concentrate 
upon  the  better  class  trade,  say  that  smart  women  are 


demanding  wearing  apparel  which  is  distinctive  by  reason 
of  extreme  simplicity  for  both  formal  and  informal  wear. 

A  few  general  points  about  frocks  may  be  summarized 
thus.  Necks  generally  favor  the  bateau  or  Jenny  neck, 
sleeves  are  long  and  flaring,  showing  an  inside  facing  of 
color  contrast.  Skirts  hang  straight  with  an  additional 
inch  or  two  of  length  in  most  cases,  although  this  is  not 
really  general. 

A  feature  of  the  Spring  season  is  the  fact  that  the 
majority  of  suits  are  being  made  with  sleeveless  frocks 
instead  of  plain  skirts.  What  the  effect  of  this  fashion 
will  be  upon  the  dress  trade  remains  to  be  seen. 

A  word  relative  to  the  new  models  in  tub  frocks  and 
house  dresses  is  not  out  of  place  since  style  is  now  a 
noticeable  characteristic  of  these  useful  attributes  of  the 
feminine  wardrobe.  The  coming  Spring  and  Summer  will 
see  more  charming  little  gingham,  chambray,  cretonne  or 
muslin  frocks  shown  than  have  been  shown  for  many 
years.  New  pastel  colorings  in  combination  with  bright 
tones  in  checks  and  plain  effects  while  there  will  be  sev- 
eral original  ideas  shown  in  which  appliqued  flowers  from 
cretonne  are  used  on  plain  chambrays.  Eton  jacket 
effects  and  the  Bramley  style  will  be  incorporated  in 
gingham,  adorably  youthful  and  becoming. 

Blouses  and  Skirts 

A  leading  Montreal  blouse  importer  and  manufacturer 
whose  models  are  always  a  little  ahead  of  the  rest, 
places  his  faith  for  the  Spring  season  in  the  hand  tailored 
washable  blouse  featuring  the  tuxedo  collar  or  Peter  Pan 
effect  and  developed  in  sheer  voiles,  batistes,  georgettes 
or  crepe  de  chines.  A  glance  around  his  show  room 
proves  conclusively  that  white  is  the  one  and  only-  shade 
to  be  featured.  The  reason  for  this  sudden  return  to 
the  all  white  tailored  blouse,  he  says,  is  because  women 
are  going  to  adopt  the  sleeveless  frocks  or  sports  skirt 
to  a  tremendous  extent  this  season  and  there  is  nothing 
which  is  so  in  keeping  with  either  than  the  simple  but 
immaculate  blouse.  The  majority  are  made  with  scarcely 
any  elaboration  whatever  but  there  is  a  good  deal  of 
fillet  lace  used  and  quantities  of  drawn  work  in  new  pat- 
terns. Eyelet  work  and  tucks  are  other  effective  treat' 
ments  on  sheer  fabrics.  The  tuxedo  collar  used  with  a 
vest  effect  on  the  front  of  the  blouse  is  so  universally 
becoming  to  the  majority  of  women  that  it  has  become 
a  standardized  design  needing  only  the  individuality  of 
fine  handwork  to  give  it  distinction. 

Skirts  which  keep  to  simple  effects  promise  the  best 
chance  of  success  this  Spring  but  this  does  not  mean 
that  there  is  any  lack  of  novelty  in  the  range  of  fabrics. 
Although  the  pleated  and  striped  sports  skirt  has  been 
almost  "done  to  death"  of  late,  yet  nothing  quite  takes 
its  place  in  feminine  favor.  So  the  new  skirts  for  wear 
when  really  warm  weather  arrives  will  feature  flannels 
in  attractive  border  effects  or  in  fancy  weaves,  home- 
spuns in  wonderfully  lovely  color  effects  both  plain  an-1 
checked,  new  prunella  cloths  with  satin  stripes,  and 
eponge  or  Chinchilla  materials. 

The  new  sports  silks  also  will  provide  plenty  of 
latitude  for  novelty.  The  new  bold  designs  of  satin  upon 
a  crepe  surface  will  offer  sufficient  variety  in  plain 
fabrics  while  it  is  expected  that  color  contrasts  will  still 
be  wanted  since  the  vogue  for  silk  sweaters  is  already 
pronounced  and  always  sets  the  pace  for  skirt  fashions. 

Although  the  Montreal  manufacturers  are  showing- 
knickers  for  the  first  time  yet  no  fears  are  entertained 
that  they  will  in  any  way  affect  the  popularity  of  the 
sports  skirt.  In  fact,  all  the  suits  in  which  knickers 
form  a  part,  are  supplied  with  a  smartly  cut  skirt  as 
well.  Knickers  however  are  the  "dark  horse"  in  both 
American  and  Canadian  style  centres,  and  although 
everyone  professes  to  consider  them  an  amusing  novelty 
there  is  no  doubt  that  they  represent  the  thin  edge  of 
(Continued  on  Page  189) 
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Spring  Buying  is  Reported  Brisk 

Manufacturers  in  Toronto  Say  Stocks  Have  Been  Cleaned  Up  and 
Retailers  Eager  for  Spring  Models — Taffetas  Proving  Strongest 
Sellers — The  New  Cap  Dress — Gowns  to  be  Little  Longer — Man- 
ufacturers Making  Strong  Bid  for  Blouse  Business 


TORONTO  manufacturers  of 
women's  dresses  and  suit's  are  in 
better  mood  regarding  business 
conditions  than  they  have  been  for  many 
months.  Though  very  few  sent  their 
travelers  out  before  the  third  week  of 
January,  they  say  that  orders  have  al- 
ready come  in,  some  unsolicited,  in 
quantities  which  are  very  encouraging. 
The  retail  trade  seems  determined  to  go 
after  business.  The  buying  policy  of  last 
year  kept  many  of  them  out  of  financial 
difficulties,  but  did  not  net  them  much 
profit.  The  daily  newspapers  are  now 
talking  optimism,  the  leading  journals 
are  encouraging  the  public  to  buy  and 
all  that  seems  needed  is  a  little  encour- 
agement from  those  who  carry  merchan- 
dise from  the  maker  to  wearer,  in  order 
to    get    the   wheels    turning. 

One  manufacturer  declares  retail 
stocks  are  so  depleted  that  travelers  are 
being  welcomed  by  merchants  throughout 
the  country.  Not  in  many  years,  has 
there  been  such  an  opportunity  for  the 
man  who  is  selling  to  the  trade.  More- 
over, retailers  are  following  the  lead  of 
manufacturers  and  depending  0.1  large 
turnovers  rather  than  on  steep  prices 
in  their  ready-to-wear  lines.  The  day 
when  dresses  can  be  sold  in  any  number 
above  sixty-five  dollars  is  pas",  and  so 
are  those  which  saw  quantities  being 
purchased  at  prices  ranging  from  fifteen 
to  eighteen  dollars.  The  dresses  which 
the  public  want  are  somewhere  between 
twenty-five  and  forty-five  dollars.  This 
is  a  healthy  condition  for  the  ready-to- 
wear  business,  because  it  indicates  a 
recovery  from  the  buy-as-cheap-as-you- 
can  policy  which  inspired  fear  in  all  and 
very  little  tendency  toward  the  extrav- 
agant buying  methods  which  preceded  it 
and  which  were  in  a  great  part  respons- 
ible for  the  period  of  depression. 

Taffeta    Gowns    Leading 

A  tour  of  the  manufacturing  houses 
in  Toronto,  proves  unmistakably  that 
taffetas  will  be  the  best  sellers  t'his 
spring.  They  come  in  the  class  of  ready- 
to-wear  lines  which  is  good  but  not 
extravagant.  In  taffeta,  the  color  choice 
seems  to  be:  brown,  navy,  black.  Sim- 
plicity of  style  and  youthful  lines  mark 
the  collection  which  has  come  in  from 
Paris  and  New  York.  There  are  some 
novel  effects  in  trimming  and  an  air 
of  individuality  about  most  of  the  gowns. 
Embroidery  braid  is  used  in  place  of  the 
beading  so  conspicuous  .  on  fall 
models. 

In  he  silk  materials,  canton  and  crepe- 
knit  are  strongest.  Canton  is  shown  in 
black,  the  blues  and  some  are  all-white. 
Both  of  these  materials  are  used  in  the 
more    exclusive    models.    The    new    Mo- 


hawk red  is  being  introduced  into  the 
better  gowns,  in  sleeves,  callars  and 
cuffs  or  trimmings. 

The  semi-formal  dress  continues  in 
favor,  many  of  these  models  now  being 
made  with  high  necks  and  lower  at  the 
back — a  style  which  was  introduced  with 
great  eclat  to  New  York  early  in  the 
fall  and  which  is  said  to  meet  with  the 
approval  of  Canadian  designers. 

Combinations  of  materials  in  frocks 
fo>*  street  wear  are  particularly  interest- 
ing, colored  panels,  some  of  them  set 
in  the  gown,  are  favored  as  means  of  in- 
troducing color  into  black  faille  or  canton 
crepes.  Sleeve  treatments  are  somewhat 
different  in  the  models  shown.  They  are 
wide  to  a  point  below  the  elbow  and  then 
fastened  in  to  fit  the  arm.  The  wide 
part  is  often  embroidered  and  the  lower 
part  plain. 

PWk  Seen  More  Than  Blue 
Navy  blue  has  not  yet  shown  its 
usual  spring  activity.  Except  in  the 
taffetas,  navy  has  given  way  to  black, 
not  only  in  street  and  sports  frocks  but 
in  dressy  gowns  as  well.  If  it  were  not 
for  the  touch  of  color  which  character- 
izes nearly  all  of  them,  the  display  would 
he  a  very  sombre  affair.  One  designer 
believes  that  the  bright  shades  in  sports 
clothes  is  responsible  for  the  demand  for 
it  in  trimmings  on  all  frodcs. 

Crepe  de  chine  has  been  by  no  mean.', 
overlooked  by  buyers  who  have  just  re- 
turned from  the  metropolis.  In  fact, 
some  of  the  smartest  models  and  most 
of  the  all-bright  gowns  are  of  t'his  ma- 
terial. There  is  one  of  green  crepe  de 
chine,  with  four  plea+eH  panels  on  the 
skirt  and  a  touch  of  paisley  on  the 
sleeves. 

There  is  a  decided  likinc;  f  .r  the  sailor 
knot'  on  many  of  the  gowns.  These  have 
very  often  the  sailor  collar  as  well  and 
even  the  more  elaborate  gowns  are  made 
up  in  this  juvenile  yet  becom;n»-  style. 

A  model  for  the  mature  type  of 
woman  is  of  grey  Canton  crene  with 
loose  flowing  sleeves.  Cere  braid  is  the 
only  trimming  used.  Rows  of  it  half  an 
inch  apart  cover  the  bodice  and  sleeves. 
It  appears  again  on  the  skirt.  Modistes 
declare  that  cere  ribbon  and  braid  will 
be  almost  as  popu'ar  on  dresses  as  they 
are   on   the   spring   hats. 

Henna  is  by  no  means  d'searded  but 
there  are  no  dresses  of  the  all-henna 
shade  so  far.  Orange,  maroon,  pink  and 
coral  are  also  good,  th»  two  latter 
shades  appearing  often  alone  in  the 
dinner  dress  types. 

Cape  Dress  the  Newest  Creation 
Of  all  the  gowns  which  are  brighten- 
ing the  houses  of  import' rs  an  1   manu- 
facturers   these    days     those    with    the 


long  cape  coming  several  inches  below 
the  waist  line  are  receiving  most  atten- 
tion. These  are  best  in  taffeta  because 
they  are  designed  for  the  girlish,  trim 
figure.  Some  of  the  collars  on  these 
capes,  which,  by  the  way,  are  attached 
to  the  gown  at  the  shoulders,  come  very 
high  at  the  back  in  a  modern  Catherine 
de  Medici  style.  Though  originally  de- 
signed for  street  wear,  these  dresses  are 
made  up  in  afternoon  models  as  well. 
Vancouver  is  favoring  them  particular- 
ly and  manufacturers  are  trying  to  keep 
them  only  in  the  better  class  of  mater- 
ials for  at  least  two  months  yet,  in  the 
hope  tha  their  popularity  will  not  spoil 
their    possibilities. 

There  is  a  tendency  to  add  an  inch  or 
two  to  the  lengths  of  most  of  the  gowns. 
New  York's  best  houses  are  taking  the 
lead  in  this  and  Toronto  designers  think 
that  the  women  on  this  side  are  about 
ready  for  them.  The  long  waistline  is 
adhered  to  most  rigidly  in  every  class 
of  gown  and  for  the  matron  as  well  as 
the  miss.  The  bouffant  hip  style  has 
taken  hold  as  never  before,  three  out  of 
every  four  models  showing  the  hip  line 
extended  with  canvas. 

Porch  Dresses  of  Gingham 
Again  Miss  Gingham  will  be  the  child 
of  fortune  in  the  summer  frocks.  Gay 
checked  gingham  will  appear  every- 
where, not  only  in  the  simple  models 
but  in  those  with  tucked  and  ruffled 
organdie  trimmings.  Tissue  gingham  is 
probably  the  best  because  it  is  very  cool 
for  warm  weather  wear.  Cretonne  is  al- 
so made  up  into  summer  dresses,  the 
simple  house  dress  and  the  allover  apron 
be'n'r  nrcbablv  the  most  popular  in  this 
market. 

Will    Blouses    Go   This   Spring. 

Most  certainly  the  manufacturers  are 
doing  their  part  to  inspire  an  interest 
in  blouses.  They  say  that  this  branch 
of  the  ready-to-wear  business  must  re- 
turn sooner  or  later  and  indications  arc 
that  this  will  be  the  season.  The  Ameri- 
can cities  are  having  a  rush  on  ths 
tailored  styles  and  our  manufacturers 
have  made  up  some  houses  alone:  this 
order,  in  the  hope  that  with  the  golf- 
ing season  and  the  first  suits,  women 
will  buy  them.  In  the  meantime,  orders 
for  Toronto  houses  have  been  mostly 
for  the  most  elaborate  and  expensive 
blouses.  One  firm  is  selling  all  the 
blouses  tV,it  it  can  turn  out.  These 
are  usually  in  combinations,  the  panels 
at  back  and  front  being  of  navy,  brown 
or  black  satin,  and  the  sleeves,  upper 
part  and  sash  in  one  of  the  following 
shades:  gold,  coral,  Mohawk  red  and 
orange. 
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Devoting  Special  Section  to  Each  Class  of 

Garment  Makes  for  More  Effective  Appeal 

Policy  Tried   Out  Successfully   by  Murphy — Gamble   of  Ottawa 

— Various  Lines  are  Kept  Separate  and  Individual  Setting  Given 

to  Each- — The  Blouse  Shop — Other  Features 


A  READY-TO-WEAR  department 
which  is  invested  with  unusual  at- 
tractiveness in  the  opinion  of  the 
many  women  who  patronize  it,  is  that 
located  in  the  Murph-Gamble  Company's 
store  in  Ottawa.  The  peculiar  atmos- 
phere which  is  responsible  for  the  popu- 
larity which  the  department  possesses 
may  be  attributed  to  the  fact  that  the 
entire  staff  are  specialists  in  the  art  of 
selling  clothes, — from  manager  down; 
and  second,  to  the  equally  important  cir- 
cumstances that  the  stock  carried  is  of 
the  more  exclusive  type,  selected  for  its 
individuality  as  well  as  for  its  novelty. 
In  discussing  with  Dry  Goods  Review 
some  of  the  features  of  the  department 
the  management  pointed  out  the  import- 
ance of  specializing  in  the  different  lines 
of  apparel  carried.  It  is  practically  im- 
possible nowadays  to  merchandize  high 
class  ready-to-wear  successfully  if  it  is 
all  displayed  and  sold  indiscriminately  in 
one  section.  Each  class  of  garments  re- 
quires a  special  setting  and  an  atmos- 
phere of  its  own  or  its  most  effective 
appeal  is  entirely  lost. 

Bearing  this  in  mind  therefore,  the 
Murphy-Gamble  store  accents  each  of 
its  various  lines  and  maintains  a  dis- 
tinct section  for  evening  gowns,  after- 
noon frocks,  apparel  for  large  women 
and  also  for  young  girls.  Blouses  and 
skirts  too,  have  their  appointed  section 
and  yet  the  entire  department  co-ordin- 
ates into  a  smoothly  running  machine. 

Keep   Various    Lines   Distinct 

There  is  no  idea  of  segregation  how- 
ever, about  the  different  parts  of  the 
ready-tc-wear  section.  That  is  to  say, 
no  visible  partitions  are  erected  to  separ- 
ate one  from  another.  The  distinctive- 
ness of  each  line  is  more  a  matter  of 
arrangement  and  orderly  sequence  than 
of  actual  divisions.  System,  so  frequent- 
disregarded  in  such  departments,  reigns 
supreme. 

To  particularize  about  the  various 
lines,  the  management  have  reason  to 
be  proud  of  their  line  of  suits  and  wraps 
for  the  larger  woman.  The  store  caters" 
especially  to  this  type  and  carries  gar- 
ments in  stock  up  to  sizes  50  and  52. 
These  garments  are  exceedingly  well  de- 
signed and  finished,  and  although  more 
costly  than  ordinary  clothing  yet  are 
popular  with  customers,  to  whom  the 
additional  cost  is  no  deterrent.  Suffi- 
cient stock  between  the  sizes  of  40  and 
50  is  carried  to  meet  practically  every 
demand  for  such  apparel,  and  in  the 
matter  of  price  it  is  found  possible  to 
feature  moderately  low  figures,  on  the 
basis  of  averaging  up  on  the  purchasing 
cost  of  the  smaller  and  larger  sizes.  In 
order  to  ascertain  what  is  a  fair  price,  a 


certain  amount  of  experiment  is  neces- 
sary, but  the  ideal  combination  of  a 
moderate  selling  price  combined  with  a 
normal  profit  may  be  arrived  at  quite 
easily. 

Exceptional  care  is  devoted  to  the 
selection  of  the  types  of  garments  des- 
tined for  larger  women.  Colorings,  sil- 
houettes, trimmings — all  are  studied 
afresh  each  season  by  experts,  so  that 
the  woman  of  ampler  proportions  may 
place  herself  unreservedly  in  the  hands 
of  the  staff  and  be  ensured  complete 
satisfaction. 

Evening  Gowns 

The  store  likewise  makes  a  specialty 
of  evening  gowns,  ranging  from  the 
simple  little  dance  frock  for  Miss  De- 
butante to  the  elaborate  toilette  des- 
tined to  grace  some  matron.  Social 
events  are  exceedingly  numerous  in  Ot- 
tawa especially  during  the  winter  sea- 
son, and  the  demand  for  smart  gowns 
for  all  occasions  is  unlimited.  The  sec- 
tion devoted  to  the  showing  of  dinner 
and  dance  frocks  is  well  located,  and  is 
lighted  with  brilliant  artificial  illumina- 
tion, so  necessary  to  the  best  effect  of 
the  dress.  Close  at  hand  are  kept  the 
wraps,  also  an  important  item  in  the 
fashionable  woman's  wardrobe,  and  a 
small  table  of  dainty  accessories — fans, 
jewellery,  slipper  buckles,  or  hair  orna- 
ments, hosiery,  gloves,  etc.,  is  both  a 
decorative  and  an  essential  part  of  the 
scheme    of    arrangement. 

In  the  matter  of  evening  frocks,  it  is 
found  that  women  require  to  replenish 
their  wardrobes  fairly  frequently,  ow- 
ing to  the  wear  and  tear  incidental  to 
dancing.  It  is  a  foregone  conclusion 
that  a  customer  shall  be  permitted  to 
try  on  as  many  gowns  as  she  fancies, 
since  she  may  see  something  which  will 
bring  her  back  again  to  make  a  sup- 
plementary purchase. 

Furs  are  also  carried  in  the  ready  to 
wear  section  and  are  effectively  display- 
ed in  the  best  possible  light  at  the  front 
of  the  store  beside  the  largest  windows. 
When  the  sale  of  fur  coat  is  made,  the 
saleswoman  invariably  mentions  the  fact 
that  a  sports  skirt  and  tailored  shirt 
waist  are  the  ideal  combination  to  wear 
under  a  fur  coat  every  day.  The  color- 
ing or  pattern  of  the  skirt  affording  a 
smart  contrast  to  the  sombreness  of 
the  peltry. 

The  Blouse  Shop 
To  the  rear  of  the  ready  to  wear  sec- 
tion is  located  the  blouse  department, 
in  which  also  the  same  highly  specializ- 
ed attention  is  devoted  both  to  the  selec- 
tion of  stock  and  to  the  satisfaction  of 
purchasers.  Here  also,  blouses  for  the 
stout  woman   are   an   important   feature, 


and  sizes,  even  in  the  sheerest  and  most 
elaborate  styles  range  as  high  at  4S  and 
even  52  in  ordinary  materials.  Some 
hints  of  more  than  usual  value  were 
gleaned  from  the  head  of  this  section. 
For  example,  the  Murphy-Gamble  waist 
department  undertakes  to  fit  customers 
perfectly,  and  makes  it  a  point  to  suit 
the  individual  type  of  every  woman 
even  though  it  entails  alteration  to  the 
blouse  itself.  Few  stores  realize  how 
important  it  is  that  sleeves  should  fit 
well,  and  more  particularly,  that  the 
length  should  be  becoming  and  comfort- 
able. The  fit  of  collars,  moreover,  is 
another  pitfall  into  which  the  unwary 
saleslady  sometimes  falls.  The  sea- 
son there  are  two  distinct  types  of 
blouse,  the  tailored  and  the  dressy.  The 
tailored  blouse  may  be  either  of  the  tux- 
edo collar  or  the  Puritan  style,  while  the 
dressy  blouse  is  generally  of  the  tie- 
back,  slip-over  sort  with  a  round  neck- 
line unrelieved  by  a  color  contrast. 

Experience    Essential    in    Blouse    Selling 

In  determining  which  of  these  types 
should  be  adopted  by  any  customer,  the 
saleswoman  needs  considerable  experi- 
ence. She  must  be  familiar  with  the 
various  types  of  figure  with  which  she 
comes  in  contact,  so  that  she  will  be 
able  to  tell  in  advance  the  style  of 
blouse  which  will  be  most  becoming. 
The  roundfaced  type  can  wear  the  Puri- 
tan collar  successfully,  but  the  face  must 
be  young  and  fresh.  Likewise,  if  a  tux- 
edo collar  is  selected,  let  it  be  of  the  con- 
ventional type  with  narrow  collar  be- 
cause few  women  can  wear  the  revere 
style  of  collar  with  success.  This  width 
across  the  chest  should  not  be  accentu- 
ated. Elbow  sleeves  should  be  rarely 
sold  to  older  women  and  the  tie-back 
blouse  should  be  fitted  on  the  customer 
in  every  case,  even  though  she  may  feel 
positive  that  it  suits  her  exactly.  There 
are  as  many  differences  in  blouses  as  in 
corsets,  and  everyone  knows  the  neces- 
sity for  expert  fitting  of  the  latter  type 
of  accessory. 

The  saleswoman  furthermore,  will 
make  a  close  study  of  color  with  respect 
to  the  different  types  of  complexion 
most  commonly  met  with  among  cus- 
tomers. She  will  not  advise  any  color 
merely  because  it  is  "all  the  fashion." 
She  will  rather  try  the  effect  of  a  pale 
orchid  upon  a  blonde  girl,  or  a  vivid  jade 
for  the  woman  of  coppery  locks.  The 
fashionable  tans  or  sand  shades  can  be 
successfully  sold  to  women  who  have 
plenty  of  color,  while  navy  blue  can  be 
sold  to  any  one  provided  it  has  collar 
and  cuffs  of  an  effective  contrast  such 
as  tan. 

(Continued  on  pags   1SS) 
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Late  Styles  From  Old  New  York 

Dry  Goods  Review  Goes  Sight-Seeing — Many  Novelties  Brighten 
Up  America's  Style  Centre  —  Things  Worth  Seeing  And    Having 


EARLY  spring-  gowns  show  a  great 
number  of  berthas  of  point  lace 
and  other  real  laces.  Rounded 
necklines  coming  to  the  base  of  the 
throat  are  more  often  seen  than  lower 

ones. 

*  *     * 

Short  fur  coats  are  becoming  more 
prominent  than  ever  on  fashionable 
thoroughfares.  They  are  woim  with 
separate  skirts  and  with  tailored  frocks 
On  Park  and  Fifth  Avenues,  there  are 
women  to  be  seen  wearing  beaver,  rac- 
coon, Hudson  seal  and  muskrat  with 
skirts   of  rust  color. 

*  *     * 

Tortoise  shell  bracelets  are  the  latest 
hat  ornaments.  Some  of  them  are  set 
with  rhinestones.  The  newest  note  in 
trimmings  of  all  kinds  is  sea-shell.  A 
variation  of  these  shells '  is  seen  in  an 
ornament  which  has  the  same  color  and 
effect  as  the  shell  but  is  actually  com- 
position. It  is  shaped  like  a  tiny  cush- 
ion. 

New  York  women  are  showing  a  great 
preference  for  pongee  in  the  natural 
shades  in  their  underwear  this  season. 
They  like  the  tailored  sets,  particularly 
in  vests  and  step-ins.  One  retailer, 
who  does  business  just  off  Broadway 
says  that  two-thirds  of  the  silk  under- 
wear business  is  done  in  sets.  Black 
in  underwear,  nighties  and  pajamas  is 
best  after  the  pongee  shade,  with  hon- 
eydew.  orchid,  beige,  blue  and  flesh  fol- 
lowing in  the  order  named. 

*  *     * 

There  is  a  new  dress  on  the  market 
for  the  little  girl  which  is  said  to  be 
specially  favored  bv  Fifrh  Avenue  de- 
signers. It  consists  of  a  dress  with 
bloomers  attached  and  is  in  one  piece 
so  that  it  can  be  slipped  on  and  off  con- 
veniently. 

*  *  * 

There  are  retail  houses  and  manufac- 
turers springing  up  every  day  which 
cater  only  to  the  requirements  of  s'out 
women.  One  New  York  hoire  sells  only 
those  skirts  which  have  a  waistband 
measurement  of  32  to  50  inches.  Most 
of  these  firms  favor  pleats,  especially 
box  pleats.  These  are  usually  stitche  I 
down    over  the  hips   to   take   away   the 

fulness. 

*  *     * 

One  of  the  most  interesting  tenden- 
cies observed  in  New  York  these  days, 
is  that  which  favors  a  sports  style  for 
the  very  young  child.  Not  only  the 
junior  girl  is  wearing  rport  costumes 
but  the  verv  little  one  has  frocks  of  this 


type,  so  popular  with  grown-ups.  Sports 
coats  and  sports  capes  for  tots  from  one 
to  four  years,  made  up  in  polo  cloth  and 
in  the  tan  shades  are  two  of  the  latest 
additions  to  the  range  of  garments  now 
shown. 

Among  the  smartest  models  offered 
in  the  shops  for  women  going  south,  is 
the  red  linen  frock.  One  of  these  is  of 
cherry  red  non-crushable  linen  in  blous- 
ed  effect  with  a  collar  and  wide  girdle 
embroidered  in  black  and  white  wool  and 
finished  at  the  neck  with  a  loose  sailor 
tie  of  black  satin.  There  is  also  a  red 
linen  coatdress  with  a  deep  shawl  collar 
and  cuffs  of  grey  linen  embroidered  in 
red  and  white  wool.  Large  pearl  but- 
tons fasten  it  in  front  and  a  string  sash 

of  grey  ties  at  one  side  . 

*  *     * 

Contrasting  shades  are  the  keynote  of 
style  in  the  metropolis  to-day.  There 
are  very  few  costumes  being  made 
which  are  trimmed  or  embroidered  with 
self-material.  Moreover,  the  con  rasting 
color  is  of  a  very  bright  shade  whenever 
the  costume  itself  is  of  a  dark  material. 

*  *     * 

The  latest  lingerie  importations  from 
France  show  a  great  vog-ue  for  drawn 
work.  Inserts  of  moon-shaped  white 
organdie  are  also  very  prominent  among 

the  fancy  lines. 

*  *     * 

The  revival  of  muffs  this  month  is 
taken  as  an  indication  of  a  general  re- 
turn to  "hand  furs"  next  year.  The 
fact  that  Princess  Mary  has  been  photo- 
graphed wearing  a  muff  will,  it  is  believ- 
ed give  an  added  impetus.  In  Paris  the 
muff  has  appeared  conspicuously  at 
fashionable  restaurants  and  theatres. 
Fifth  Ave.  sees  one  or  two  muffs  in 
every  block  during  the  shopping  hours. 
The  loose  wrap  was  largely  responsible 
for  the  discard  of  these  fur  accessories 
but  now  with  the  tendency  toward  the 
fitted  garments,  the  return  of  muffs 
seems  certain.  The  tendency  of  muff- 
ing hands  in  sleeves  is  also  passing. 

*  *     * 

High  colors  in  Spanish  laces  promise 
to  be  popular  for  party  dresses  for  late 
win'er  and  early  spring.  There  are  at 
least  eleven  colors  in  as  many  different 
patterns  in  laces  of  this  type  ready  for 
the  approval  of  Miss  New  York. 

*  *     * 

.Fur  stylists  declare  that  the  industry 
must  shortly  be  prepared  to  present 
some  pelt  to  the  public  to  take  the  place 
of  Hudson  seal,  if  consumer  inerests  in 
furs  is  to  be  maintained.  New  York 
furriers  are  inclined  to  favor  the   Chin- 


ese kid  skin  or  kid  caracul  as  it  is  to 
be  known.  Kid  caracul  is  very  much 
like  Russian  caracul.  The  difference, 
some  s.udents  of  fur-bearing  animals, 
dec'.are,  is  purely  geographical.  In  ap- ' 
pearance,  kid  and  caracul  are  quite 
alike.  The  leather  of  the  Chinese  kid 
is  less  durable  than  than  of  the  caracul. 
If  this  fur  takes  as  well  in  America  as 
it  has  in  Europe,  designers  are  plannng 
nex„   winter  a   season   of   cara:ul   coats, 

wraps   and   trimmings. 

*  *     * 

Tweeds  and  crepes  are  the  favorite 
materials  for  street  wear  in  New  York. 
These  dresses  are  made  along  straight 
lines.  The  tailored  tweed  sports  frocks 
are  especially  attractive  as  they  are 
shown  in  all  the  newest  pastel  shades 
and  are  made  to  slip  over  the  head  and 
fasten  in  front  with  silver  or  colored  but- 
tons. Poiret  twills  in  both  chemise  and 
bloused    effects*    are    also    offered      for 

street  wear. 

*  *     * 

Black  taffeta  will  we  worn  by  the 
young  child  for  afternoons,  Fifth  Aven- 
ue shops  declare.  A  model  for  a  child 
of  five,  is  embroidered  all  over  with 
small  spots  in  varied  colors.  Along  the 
same  lines  for  an  older  girl  is  a  long- 
wasted  black  taffeta  dress,  wth  skirt 
embroidered  in  orange'  cherries.  This 
color  and  material  is  also  favored  for 
the    debutante's    spring    gown. 


DEVOTING  SPECIAL  SECTION 

(Continued  from  page  187) 
$50  Blouses 

Although  $50.  blouses  are  not  by  any 
means  rare  in  the  Murphy-Gamble  ready 
to  wear  department,  yet  these  too  are 
carefully  selected,  with  regard  to  their 
lines.  Few  expensive  models  in  large 
sizes  are  carried  all  the  time,  but  rather 
those  styles  which  are  certain  to  be  be- 
coming to  the  average  woman.  Ex- 
tremes are  not  profitable  in  any  of  the 
blouse  lines,  nor  are  they  popular  even 
with  wealthy  women.  A  few  are  inter- 
esting for  display  purposes,  but  the  ma- 
jority of  women  who  care  to  spend  a 
large  amount  upon  a  single  blouse,  in- 
sist that  it  be  simple  and  becoming. 

The  canons  of  good  tase,  by  which  the 
choice  of  all  ready  to  wear  is  governed, 
dictate  that  becomingness  to  a  woman's 
peculiar  type  shall  be  the  perpetual 
standard  followed  in  making  any  sale. 
Expense,  durability,  etc.,  are  really  sec- 
ondary considerations,  it  has  been  found 
in  the  case  of  ready  to  wear,  when  once 
the  wearer's  own  personality  is  express- 
ed in  terms  of  smartness  and  individual- 
ity. 
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Continued  fi 

the  wedge  insofar  as  the  modification  of 
feminine  fashion  is  concerned.  That 
they  will  be  bought  is  a  certainty,  pro- 
vided sufficient  publicity  is  given  them. 

Here  are   Some  of  the   Fine   Points  of 

the  Spring  Fashions  Briefly 

Summarized 

The  "Jenny"  neck  or  collarless  effect 
predominates  in  frocks. 

The  high  shades  will  be  seen  in  frocks 
a  little  later,  inic'uding  fuchia,  mauve, 
cornflower  blue  and  biege. 

Regular  tailored  coats  will  be  32  inch- 
es long  while  box  styles  will  average  27 
inches. 

The  Japanese  or  flowing  sleeve  will 
be  seen  on  both  tailored  and  dressy 
frocks. 

Skirt  lengths  will  show  an  additional 
inch    or    two    but   no    extra    fullness. 


om  page  184 

Pockets  are  introduced  on  suits  in  var- 
ied   shapes. 

The  linings  must  be  gaily  colored  in 
bizarre  patterns  for  navy  suits. 

Low  bloused  waist-lines  are  becoming 
stronger. 

Yokes  are  used  on  the  back  of  loose 
coats  to   give  the  required   "swing." 

•Buttons  are  used  conservatively  in 
all    cases. 

Flat  braids    are    extensively    used. 

Prices  will  talk  this  Spring  and  the 
makers  have  recognized  that  simple  de- 
signs, fine  workmanship  and  e'imination 
of  needless  elaboration  must  be  essen- 
tial characteristics  of  the  Snrin-1- 
models.  They  have  made  a  special  ef- 
fort to  fea'ure  garments  which  can  be 
retai'ed  at  a  low  figure,  feeling  that 
the  moderately  priced  gown  or  suit  will 
form  the  backbone   of   Spring   business. 


Paris  Pre-Opening  Activities 


SEVERE  and  Fancy  Suits  by  Moly- 
neux,  Jenny,  Madeleine  et  Madeleine, 
Bernard  and  Beer — Salient  Style 
Tendencies  from  Brandt,  Dreco.l,  Paul 
Poiret  and  Alice  Bernard — Black  not  so 
good  this  Season. 

Paris. — Brandt  is  getting  away  from 
the  strictly  tailored  suit,  and  says  he 
will  give  preference  to  the  dressier  type 
of  suit  in  heavy  supple  silk. 

A  cape  developed  in  white  crepe,  veil- 
ed with  whi.e  lace  and  fringed  with  er- 
mine tails  shows  the  tendency  of  this 
house  to  favor  dressy  styles   generally. 

*  *     * 

At  the  Maison  Drecol!,  they  are  in- 
clined toward  short  jackets,  although 
the  long  straight*,  ones  will  still  be 
featured,  especially  for  tall  women  to 
whom  this  style  is  particularly  becom- 
ing. 

Popeline  and  ribbed  fabrics  have  been 
selected  as  the  leading  materials  for 
tailor-mades,  and  for  color,  the  beige 
shades  are  expected  to  be  a  dominant 
note,  and  also  a  greenish  beige  which 
is  called  in  French,  by  this  house  "Oeuf- 
de-Cane,"  and  which  will  be  featured 
principally  in  the  covert  coat  fabrics. 

Navy  blue  is  also  mentioned  here. 
Some  white  woollen  tailor-mades  are  be- 
ing prepared  by  the  Maison  Drecoll,  a'- 
so  some  fancy  ones,  particularly  in 
Scotch    plaid   designs. 

*  *     * 

Paul  Poiret  is  showing  the  tendency 
that  he  intends  featuring  for  spring  in 
a  few  sports  models  which  have  straight 
skirts,   rather  short   and    wide. 

In  one  instance,  it  is  of  white  wool 
striped  in  green  and  yellow  with  solid 
cloth  of  green  duvetyn. 

The  fabrics  used  for  these  sports  cos- 
tumes include  broad  cloth,  heavy  wool- 
'en,   duvetyn,   agnella,    etc.,   and    one  of 


the  favorite  colors  is  red,  in  which  color 
is  a  fancy  little  jacket  in  toile  cire, 
trimmed  with  gray  fur  and  accompanied 
by  a  skirt  of  gray  broadcloth. 


Alice  Bernard,  comments  upon  ex- 
tremely softly  draped  suits  in  reps, 
serge  and  crepe  morocain,  mostly  in  the 
darker  shades,  to  be  brightened  by  a 
little  embroidery. 

Many  of  her  suits  wi'l  be  three-piece 
affairs,  with  the  top  of  the  dress  in 
sheerer   fabrics. 

*  *     * 

Madame  Jenny  comments  favorably 
on  the  dressier  types  of  suits  with 
youthful,  short  paletot  or  medium 
length  jacket,  belted  at  low  waistline, 
and  without  pockets. 

In  fabrics,  navy  bure  is  a  favorite 
wit'h  her,  because  it  is  both  heavy  and 
supple  at  the   same  time. 

*  *     * 

Madeleine  et  Madeleine  say  that  they 
will  show  both  the  severe  and  fancy 
types;  the  jackets  will  be  slightly  fit- 
ted, and  accompanied  either  by  simple 
skirts  or  by  an  entire  dress,  the  top  of 
which   is   of  crepe   georgette. 

Soft  broadcloth  and  light  velour  de 
laine    are    offered    to    start   the    season. 


Bernard  &  Co.,  speaking  of  next 
Spring  tendencies  for  suits,  say  that 
they  will  favor  the  supple  and  fancy 
type  of  suit  rather  than  the  strictly 
tailored,  and  believe  in  a  good  season 
for  that  type  of  suits. 

They  will  make  the  jacket  three-quart- 
er length,  with  the  waist  placed  low, 
the  skirt  about  the  same  length  as  that 
of  the  present  Winter  season.  Sleeves 
will   remain   rather  wide  at  bottom,  and 


New  Dutch  Romper  for  boys  and  girls 
from  two  to  six  years.  Made  in  cham- 
bray  and  pique.  These  are  daintily  trim- 
med in  contrasting  colors  of  chambray 
with  hand-embroidered  design  of  ani- 
mals in  front.  Shown  by  Canadian  Per- 
fect Garment  Co.,  Toronto. 


belts  will  come  back  to  favor,  it  is  ex- 
pected. 

As  to  colors,  the  predictions  are 
about  the  same  as  in  most  other  houses, 
that  is,  beige  in  its  different  shades,  in- 
cluding what  is  called  here  covert 
shades,  and  also  some  mixtures  in  reps 
and  tricotine. 
— From  Women's  Wear,  New  York. 


A  most  enjoyable  evening  was  spent 
by  the  management  and  staff  at  the  first 
annual  banquet  of  the  J.  Bouideau  and 
Son,  Limited,  wholesale  furriers,  he'd  at 
the  Canadian  Club. 

The  full  staff  and  directorate  vied 
with  each  other  in  celebrating  a  most 
successful  year's  business. 

The  various  toasts  were  received  with 
an  enthusiasm  that  testified  to  the.  cordi- 
al relations  existing  between  the  man- 
agement and  the  staff. 


KENT-McCLAIN  AGAIN 

C.  B.  Lockhart,  Kentville,  N.  S. 

Mr.  C.  B.  Lockhart.  of  Kentville,  N.  S. 
has  added  new  "Dresden'  silent  salesmen 
to  the  equipment  installed  a  few  months 
ago.  These  cases  in  rich  Vi-cut  Oak  were 
supplied  by  Kent-McCIain  Limited.  (To- 
ronto   Show    Case    Company!. 
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P.    G.    Blatchly 
Western    Ontario 


F.    L.    Couch 
Western    Ontario 


W.    R.    McArthur 
Western    Ontario 


D.    W.    Mcintosh 
Sales    Manag-er 


H.    H.    Tillman 
Ottawa 


J.    E.    Labrosse 
Montreal 


W.    E.    Campbell 
Montreal 


SERVICE  &  QUALITY 

We  again  present  herewith  to  the  Mer- 
chants of  Canada  our  sales  force,  mem- 
bers of  which  called  on  you  last  year. 
These  same  men  are  now  on  their  respec- 
tive territories  and  will  endeavor  to  main- 
tain that  important  link  between  our 
customers  and  this  house  by  seeing  that 
you  are  supplied  with  the  right  merchan- 
dise, at  the  right  price.  This  in  turn  spells 
SERVICE  which  is  secured  by  modern 
methods  of  purchasing,  manufacturing, 
inspecting,  packing  and  shipping,  all  of 
which  are  embraced  by  the  Ladies'  Wear, 
Limited,  system. 


Ladies    \Vear,  Limited 

W.  F.  Gofortk 


A.    K.    Mackasey 
Maritime    Provinces 
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W.  L.  Sutherland, 
Northern    Ontario 


C.    N.    Beaton 
Toronto 


C.    G.    Sinclair 
Toronto 


W.    McMillan 
Winnipeg 


SERVICE  &  QUALITY 

Quality  pays  handsomely  —  it  is  the  best 
and  only  lever  to  raise  prices  and  increase 
profits.  The  customer  you  hold  by  the 
slender  thread  of  low  price  is  here  to-day 
and  gone  to-morrow;  the  customer  you 
hold  by  service  and  quality  is  bound  to 
you — a  permanent  asset  of  your  business. 
It  will  be  our  endeavor  to  maintain  and 
even  improve  that  standard  of  SERVICE 
for  which  our  organization  has  ever  stood. 
We  look  to  you  again  for  your  co-opera- 
tion, that  has  so  generously  been  extended 
in  the  past,  and  without  which  our  efforts 
would  be  in  vain. 


P.    H.    Showier 

Western  Manitoba  and 

Eastern    Sask. 


R.     B.     Snell 
Saskatchewan 


C.    R.     Hind 
Nor. hern   Alberta 


563  College  St.,  Toronto 


H.    W.    Martin 

Southern    Alberta  and 

Interior    B.    C. 


President 


W.  J.   Crooks 
Pacific   Coast 
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ANNOUNCEMENT 


MANUFACTURING 


SILK  DRESSES  ONLY 

SPRING     LINE     READY 

SPECIALIZING  IN  WOMEN'S  AND  STOUTS 

THE  FINEST   of  WORKMANSHIP 

THE     FINEST    of    MATERIALS 

USED— ONLY 


LA  SALLE  DRESS  CO. 

LIMITED 

DUBRULE  BLDG.,  PHILLIPS  SQUARE 

MONTREAL 


TORONTO  SHOWROOM: 
Room  836 
KING  EDWARD  HOTEL 
W.  J.  Meyer 


WINNIPEG  SHOWROOM: 
302  HAMMOND  BLK. 
W.  J.  Collett 
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AMERICAN  WAIST  &  DRESS  CO.  LTD. 


EVERY  WOMAN  IS  PROUD 
WHEN  SHE  WEARS  A  BLOUSE 
THAT  HAS  STYLE,  FIT  AND  FIN- 
ISH. —THERE  ARE  NONE  BETTER 
MADE. 

BLOUSES 

WE  HAVE  ADDED  TO  OUR 
SPRING  RANGE  A  FINE  LINE 
OF   TAILORED   SWISS  VOILES. 

PRICES  ARE  RIGHT 

HAND  MADE 


•BLOUSES- 


IS  ANOTHER  FEATURE  ADDED 
TO  OUR  RANGE.  STOCK  ALWAYS 
ON  HAND. 

MODERATELY     PRICED 


AMERICAN  WAIST  &  DRESS  CO.  LTD. 

MONTREAL 


TORONTO  SHOWROOM: 

Room  836 
KING  EDWARD  HOTEL 
W.  J.  Meyer 
R.  P.  Richardson 


MARITIME  PROVINCES: 
A.   TENCER 


WINNIPEG&SHOWROOM: 
302  HAMMOND  BLK. 
W.  J.  Collett 
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for  Misses  and  Juniors 

from  "The  House  of  Youth" 

In  the  new  developments  of  Fashion  which  the  "House  of 
Youth"  presents  for  Spring  there  is  emphasized  that  style 
leadership  and  assurance  of  quality  which  buyers  have 
learned  to  expect. 

And  price — which  is  keenly  of  importance — has  been  ac- 
corded mopt  favorable  consideration,  that  you  and  your 
customers  might  be  well   pleased. 

Designers  and  Makers  of 

Misses'  and  Juniors'  Dresses 

The  Counter  Costume  Co. 

Limited 

129-139  Spadina  Ave.,  Toronto 

REPRESENTATIVES  : 

Eastern     and      Northern      Ontario,      A.      B.      Colwell 

Western   and   Southern   Ontario.    R.    Kennedy 

Toronto,    R.    O.    Hargrave  Western    Canada,   J.    Howard 

Maritime    Provinces.    W.    A.    Tallmire 

Montreal    and    Quebec.    J.    A.    Michaud 


Spring 
Suits  and  Coats 


Our  travellers  are  now  on  the  road  with  samples  of  our  new 
spring  line  of  Suits  and  Coats,  in  all  the  most  desirable  and 
seasonable  fabrics.  The  tailoring  of  these  garments  is  of 
the  best  and  the  styles  are  distinctive  and  original. 

If  you  are  looking  for  the  combination  of  the  highest  quality 
standards  at  prices  women  like  to  pay  to-day,  write  for  our 
Representative  to  call  on  you  or  call  at  our  showroom  when 
in  the  city.     Our  garments  will  interest  you. 


Corner  St.  Catherine  W.  &  Mountain  Sts., 

MONTREAL 
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An  Amazing  Success  in 
Misses'  and  Children's 

Dress  Specialization 


Our  new  range  of  Children's  and  Misses' 
Dresses  offer  unusual  inducements  to  those 
who  seek  winsome  styles  and  smartness  of 
finish  at 

POPULAR       PRICES 
New    effects    in — Serge,    Tricotine,    Satin, 
Charmeuse,  Canton  Crepe  and  Taffeta. 
Travellers  now  out.     Be  the  first  in  your 
town  to  feature  this  already  popular  line. 
Write  for  particulars. 

Hargrave  Dress  Co. 

129-139  Spadina  Ave.,  Toronto 

REPRESENTATIVES :  » 

Eastern     and     Northern     Ontario,     A.     B.     Colwell 

Western   and   Southern   Ontario,    R.    Kennedy 

Toronto,    R.    O.    Hargrave  Western    Canada,    J.    Howard 

Maritime    Provinces.    W.    A.    Tallmire 

Montreal    and    Quebec.    J.    A.    Michaud 


F.   F.   FREEMAN 


Announcing 

The  Formation  of  the  New  Firm  of 

FREEMAN-HUCKVALE 

LIMITED 
Specialists    in 

Infants',  Girls'  and  Boys'  Wear,  Child- 
ren's Headwear,  Bonnets,  Wash  Hats, 
Straws,  Plush  and  Beavers,  Children's 
Cotton  Wearing  Apparel. 

>6  Spadina  Ave.,  Darling  Bldg.,  Toront° 


P.  E.   HUCKVALE 


GIVE  VALUE  and  you  GET  BUSINESS! 
IS  OUR  POLICY 

Our  Spring  line  of 

Dresses 

comprises  just  the  kind  of  dresses  the  up-to-date  woman  wants  to  wear  and  the  prices 
are  just  the  prices  she  wants  to  pay — $10    and  up. 

Canada    Costume   Company 

198A  St.  Catherine  Street     -     Montreal 
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Travellers  are  now   on  their   respective   territories  with 

a  snappy  range  of : 

DRESSES 

Priced  to  get  you  right  profits  and  mounting  sales. 


It  is  our  aim,  this  Spring,  to  give  you  the  Best  Fabrics,  the  Best  Styles 
and  the  Best  Workmanship  that  your  money  can  buy. 

M.  GARDNER  &  COMPANY  LIMITED 

233  BLEURY  STREET  -  MONTREAL 

Western  Representative:    F.  G.  CAMPBELL,  Winnipeg  &  Vancouver 


i'i 


The  "Canadian  Lady" 
Dress  Stands  Alone 

in  style  and  quality,  and  has  earned  its  reputation  of 
"Constant  Seller"  on  sheer  merit. 

Ranged  in  Ginghams,  Crepes,  Chambrays  and 
Prints,  it  is  just  the  distinctive  kind  of  wash  dress 
to  appeal  to  the  particular  woman.  We  have  not 
lost  sight  of  the  real  purpose  of  a  house  dress. 
"Canadian  Lady"  dresses  are  well  made,  and  neatly 
finished. 

Write  us  for  catalogue  and  prices. 

THE  CANADIAN  LADY  DRESS 
COMPANY,  LIMITED. 

KITCHENER  ONTARIO 


Dry  Goods  Review 


READY-TO-WEAR 


197 


HAVE  YOU  HANDLED  OUR  GOODS  BEFORE  ? 
IF  NOT  WHY  ? 

Let  our   travellers    show    you    our    line. 
You'll  be  surprised. 

A  BETTER  MADE  GARMENT 
FOR  LESS  MONEY 

We  Manufacture 

Gingham  Street,  Porch  and  Apron 
Dresses,  Girls'  Dresses  from  3  to  14, 
from  print  and  gingham.  Also  print 
house  and  apron  dresses. 

Rompers,  Creepers,  etc. 

CANADIAN  PERFECT  GARMENT  CO. 

513-515  College  St.,  Toronto. 


HORROCKSES 

FAMOUS 

COTTONS 


are    advertised    and    widely    used    from 
Coast  to   Coast. 

We  have  in  Montreal  a  good  assort- 
ment of  these  cottons,  ready  for  imme- 
diate  delivery. 

Why  not  keep  up  your  stock  and  share 
in     this     worth-while     quality     business 
0    ^lP§^  during  1922? 

^  f  //  not  on   our  mailing   list,   please  write — 

John   E.    Ritchie  Dry  Goods  Commission  Agent. 

_  591  St.  Catherine  St.  W.,  Montreal. 

Branches: 


64  Wellington  St.   W.,   Toronto. 
29   Minshull   St., 


615   Pender  St.   W.,    Vancouver.    B.C. 
Manchester,   England. 


fA 


See  our  Spring  range  of  CHIL- 
DREN'S DRESSES,  they  include 
a  wide  range  of  styles;  "The 
Jumper,"  "Chevy  Chase,"  and 
many  others. 

We  are  also  showing  nice  lines 
in  CHILDREN'S  WHITE 
VOILE  and  MUSLIN  DRESSES. 
Our  travellers  now  have  their 
complete  ranges  of  LADIES'  and 
MISSES'  READY  TO  WEAR 
and  would  be  glad  to  show  you 
;heir  samples. 

VASSIE  &  COMPANY 

LIMITED 

Wholesale  Dry  Goods  and 
Woollen  Merchants 


ST.  JOHN 


N.  B. 


SPRING 

IMPORTANT  NOTICE 


1922 


Our  travellers  are  now  on  the  road  with  our  new  Spring  line  of  COATS  and  SUITS. 
The  dealer,  who  looks  ahead,  will  readily  realize  the  sales  possibilities  of  this  mer- 
chandise. 

To  visiting  buyers  we  extend  an  invitation  to  visit  our  showrooms,  where  the  display 
facilities  make  selection  both  easy  and  pleasant. 

The  Regent  Cloak  Co., 

CLOAKS  &  SUITS 

321  Bleury  St.  Montreal 

mini 


MONEY-SA 

"The  most  useful  information  containec 
renewing  his   subscription  for   FINANC 
"Very  often,"  his  letter  goes  on  to  say, 
times  as  low  as  a  few  hundreds,  and  I  1 
If  every  investor  knew  there  was  such  ser 
people." 

The  Investors'  Inquiry  Service  fills  just  tin 
us  before  you  buy. 

It  costs  Financial  Post  subscribers  nothing 
may  never  have  a  chance  of  paying  dividei 
Trained  service  men  will  give  you  the  bene, 
you  are  considering.    This  is  one  of  many  ft 

THE  FINANCIAL  POST,  1 

Send  me  for  one  year  (52  issues)  The  Fi. 
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Keep  up  the  Clerks'  Morale  By 
Messages  in  Weekly  Envelope 

System  Followed  by  the  W.  W.  Cooper  Store  in 

Swift  Current — The    Golden    Rule    Store — Some 

Useful   Lessons  Suggested  to   Help   Along  Life's 

Highway. 


IN  THE  weekly  pay  envelope  distributed 
by  the  W.  W.  Cooper  Co.  of  Swift 
Current,  Saskatchewan,  a  message  is 
conveyed,  the  intent  of  which,  perhaps,  is  to 
give  an  added  sprightliness  to  the  step,  a 
new  zest  in  life,  an  ideal  that  lingers  through- 
out the  week  that  lies  ahead.  This  store  is 
called  "The  Golden  Rule  Store,"  and  their 
little  "Employees'  Pay  Envelope  Enclo- 
sure" somehow  reflects  the  spirit  of  the  or- 
ganization as  expressed  in  the  golden  rule. 
It  can  well  be  imagined  that  a  clerk  would 
read  over  these  messages  at  the  end  of  a 
hard  week's  work  feeling  that  a  spirit  of 
good-will  was  contained  in  them  and  that 
the  management  had  something  else  in  view 
than  merely  engaging  people  to  work  for 
them.  Lessons  can  be  learned  by  the  way- 
side no  matter  what  kind  of  work  may  be 
engaged  in  as  one  travels  along  the  road. 
These  lessons  are  brought  home  to  the  clerks 
in  a  refreshing  way  by  these  little  enclosures 
and  they  are  well  worth  reading  and  giving 
some  thought  to.  It  is  not  without  interest 
to  know  that  they  are  printed  right  in  the 
Cooper  establishment,  for  they  have  a  print- 
ing press  of  their  own  which  is  devoted  to 
many  kinds  of  advertising  matter. 

Below  are  a  couple  of  enclosures  for  the 
employees'  envelopes. 

Constructive  Ideas 

To  the  colorless,  the  noneffective,  the 
unachieving  in  life,  I  commend  this  ob- 
servation by  a  modern  philosopher: 

"Magnetism,  influence  and  power  are 
created  within,  and  thus  every  creative 
thought  makes  environment,  makes  the 
surrounding  atmosphere,  and,  like  a  magnet, 
attracts  outward  influences  to  increase  the 
power   further.' 

And    again : 

"You  have  powers  within  yourself  of 
which  you  little  dream.  Each  step  you 
take  forward  will  clear  you  for  another  step. 

"Belief  in  self,  coupled  with  a  fixed  ideal 

and  ev «**  *—*  ' 

plis1- 


and  inferior.  He  perhaps  sought  place  for 
selfish  ends.  His  ideal,  perhaps,  was  sym- 
bolized in  the  dollar  mark.  Or  his  aspira- 
tions may  have  been  confined  within  the 
barren  limits  of  self-satisfaction  through 
material  pleasures. 

Gaining  any  or  all  of  these  aims — as  the 
energetically  self-trustful  may  gain  them — 
he  yet  must  be  accounted  a  nonentity,  a 
failure,  as  he  will  frankly  account  himse'f  in 
moments  of  honest  self-communing. 

"I  have  missed  something,"  will  be  his 
lament,  the  lament  of  every  man  whose  con- 
structive thinking  lacks  idealism  and  there- 
fore, in  the  last  analysis,  is  not  really  con- 
structive thinking  at  all. 

Certainly  magnetism  will  not  accrue 
to  the  nonidealistic  thinker;  nor  true  achieve- 
ment either.  He  may  be  no  longer  colorless 
but  others  will  scarcely  be  attracted  by  the 
character  of  his  coloring. 

Constructive  thinking,  finally,  means 
cheerful  thinking. 

Even  the  unselfishly  self-trustful,  the 
nobly  endeavoring,  encounter  checks  and 
disappointments.  If  they  allow  these  to 
chill  their  souls,  if  they  allow  them  to  embit- 
ter their  minds,  then  do  they  forthwith  lose 
their  grip  on  the  powers  they  have  been  us- 
ing. 

Every  despairing  thought,  every  gloomy 
one,  every  thought  at  all  tinged  with  pessim- 
ism, is  a  thought  that  helps  to  weaken  and 
destroy. 

Multiply  such  thoughts  and  the  end  will 
be  failure  irretrievable. 

On  Making  Mistakes 

The  business  world  abounds  in  big  win- 
ners. But  it  is  conspicuously  short  in  win- 
ners who  can  boast  of  an  errorless  record 
in  their  playing  of  the  game  of  life.  Ask  any 
one  of  those  who  have  won  to  the  top,  and  it 
is  almost  a  certainty  you  will  be  told: 

"Mistakes?  Of  course  I  have  made 
mistakes.   Mv  career  is  peppered  with  them. 
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The  wise  recognise  their  mistakes,  profit 
from  the  recognition,  and  are  careful  not  to 
repeat  them. 

It  is,  for  example,  a  serious  mistake  to 
give  way  to  anger  in  one's  business  deal- 
ings. Anger  not  merely  breeds  hostility 
and  antagonism  in  others,  but,  because  of  its 
damaging  effects  on  mind  and  body,  it 
impairs  the  efficiency  of  the  one  who  indulg- 
es in  it. 

The  wise  man,  noting  the  evil  products 
of  anger,  irritability,  sullenness  and  the  like, 
will  not  long  remain  a  slave  to  ill-temper. 
He  will  control  his  feelings,  if  only  to  save 
his  bread-and-butter  interests. 

"Keep  cool!"  is  his  constant  admoni- 
tion to  himself.  "You  will  gain  nothing  and 
may  lose  a  great  deal  by  flying  into  a  pas- 
sion.   Why  do  it?" 

The  foolish  man,  on  the  opposite,  will 
let  his  feelings  govern  him  year  after  year. 
He  may  even  feel  proud  of  his  hair-trigger 
readiness  to  react  wrathfully  to  whatever 
displeases  him. 

"Nobody  can  bull  doze  me,"  he  boasts. 
"Nobody  can  tread  on  my  toes  and  get 
away  with  it.  I'll  show  'em  what's  what." 

He  does  show  them  all  too  plainly. 
And  though  he  thereby  hurts  himself  far 
more  than  he  does  those  who  give  him  of- 
fence, he  continues  through  life  an  ill-natur- 
ed boor  simply  because  he  is  too  foolish  to 
inquire  into  the  cause  of  the  painful  con- 
sequences his  incessant  irritability  brings 
upon  him. 

The  wise,  however  prone  to  make  mis- 
takes, learn  the  lessons  they  teach.  The 
foolish  never  learn,  yet  they  wonder  why 
they  flounder  all  their  days  in  the  mor- 
asses of  adversity. 


WIDE  RANGE  OF  CURTAINS  FOR 
SPRING 

(Continued  from  page   174) 

Spring  delivery,  made  up  in  the  simplest 
manner,  with  two  inch  ruffled  edges  in 
i  both  plain  and  figured  nets.  These  styles 
are  to  be  commended  for  their  high 
quality  of  workmanship  and  it  is  to  be 
hoped  that  the  trade  will  give  them  the 
prominence  they  deserve  since  nothing 
more  charming  can  be  selected  for  the 
bedroom,  nursery  or  living  room  for 
any  style  of  window.  These  are  sup- 
plied in  either  36  or  29  inch  lengths. 
How  To  Care  For  Fine  Curtains 

A  leading  Montreal  manufacturer  is 
issuing  instructions  with  each  pair  of 
curtains  sold  regarding  the  proper  meth- 
od of  hanging  and  laundering  new  cur- 
tains. These  are  valuable  and  should 
be  impressed  on  the  customer  by  the 
sales  clerk,  verbally,  even  though  they 
may  be  attached  to  the  goods  purchased. 
Newly    Bought    Curtains 

When  you  have  them  new,  be  sure  to 
observe  the  following  instructions: — 

Find  the  length  required  from  pole  to 
bottom  of  window,  match  each  pair  of 
curtains,  from  the  bottom,  turn  in  at  top 
so  that  each  curtain  is  of  equal  length. 
This  is  important,  for  these  curtains 
sometimes  differ  a  little  in  length,  as 
they  are  assembled  by  hand.  It  is  not 
(Continued  on  page   199) 
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General  News  of  the  Trade 


A  steadily  increasing  volume  of  busi- 
ness has  compelled  the  Northern  Tex- 
tiles Company,  Limited,  who  are  oper- 
ating a  woolen  mill  in  Chesley,  Ont.  to 
arrange  to  take  over  the  old  woolen  mill 
in  Wiarton,  Ont.  When  sufficient  stock 
has  been  subscribed  to  warrant  the  ex- 
penditure, the  factory  will  be  equipped 
to  be  operated  as  a  scouring  plant  and 
distributing  centre. 


To  direct  their  course  during  1922, 
the  most  important  year  in  their  history, 
the  Kiwanis  Club  of  Toronto,  have 
made  John  O'Connor,  of  the  Murray-Kav 
Contpany,  their  president. 


The  Schuler  Button  Company  have 
located  at  Brantford,  Ont.  They  will 
maufacture  pearl  buttons  and  pearl  nov- 
elties. J.  W.  Schuler,  the  manager  has 
had  many  years  experience  in  this  line 
in  Attleboro,  Mass.  He  has  associated 
with  him  as  directors:  Messrs.  F.  W. 
Frank,  George  A.  Ward,  R.  M.  Wedlake 
and  A.  M.  Harley.  The  buttons  to  be 
manufactured  by  this  tirm  will  be  from 
special  selections  of  South  Sea  pearls. 


C.  E.  Chappie,  merchant  and  alderman 
of  Fort  Wil.iam,  Ont.,  has  been  elected 
president  of  the  Fort  William-Port  Ar- 
thur Kiwanis  Club. 


On  December  19,  the  death  occurred 
at  Dawson  City,  of  Thomas  P.  Conlin, 
a  pioneer  meixhant  of  the  Yukon. 


Mis.  J.  E.  Johnston,  wife  of  J.  E. 
Johnston,  a  general  merchant  of  Sun- 
derland, Ont.  died  at  her  home  recently. 
She  was  an  active  worker  in  social 
and  church  circles  and  her  death  is  a 
great  loss  to   the  community. 


Edson  T.  Burke  entered  the  dry  goods 
field  in  Springfield,  N.  S.  some  months 
ago.  He  is  meeting  with  particular  suc- 
cess in  his  competition  with  the  mail- 
order business.  His  advertising  aims 
to  show  the  public  that  he  can  give 
better  satisfaction  at  lower  prices,  than 
they  can   receive   by   mail-order. 


Frank  H.  Pingree,  formerly  vice- 
president  of  the  International  Fur  Ex- 
change, has  been  made  general  manager 
of  the  Candian  Fur  Auction  Sales  Co. 


One  of  the  oldest  of  Canada's  com- 
mercial travellers,  both  in  years  of  ser- 
vice and  in  age  died  on  December  24,  in 
the  person  of  William  Croft.  He  was  on 
the  road  for  the  general  merchandising 
house  of  William  Croft  &  Son  for  25 
years. 


D.  McMurtrie,  Empire  Bldg.,  Ham- 
ilton, and  J.  F.  Green,  Grigg  House, 
London,  have  been  appointed  local  rep- 
resentatives of  the  lirm  of  Hodgson, 
Sumner  and  Company  of  Montreal  and 
will  in  future,  represent  the  firm  in 
these  cities. 


The  Cosmos  Milling  Company  have 
a  life  insurance  system  for  their  em- 
ployees, whereby  the  life  of  everyone 
of  their  employees  is  insured  for  $1,000. 
During  the  past  year  the  company  have 
also  put  in  a  health  insurance,  half  of 
the  premium  for  which  is  paid  by  the 
employee,  the  firm  holding  ten  cents 
from  his  or  her  weekly  wage.  Tha 
other  half  is  paid  by  the  company. 
This  policy  allows  a  benefit  of  ten  dol- 
lars a  week,  after  the  first  week's  ill- 
ness, for  a  period  of  twenty-six  weeks. 


Cables  from  Ireland  assert  that  prices 
on  Russian  flax  are  still  too  high  but 
that  holders  seem  more  willing  to  con- 
sider offers.  Irish  flax  is  reported  as 
being  fairly  liberal  and  in  most  cases, 
of  good  quality. 


The  employees  of  the  Harvey  Knit- 
ting Co.,  Woodstock,  held  their  annual 
Christmas  entertainment  on  Friday, 
December  23.  The  guests  of  the  even- 
ing were  the  families  of  the  members 
of  the  mill. 


A  million  dollar's  worth  of  fox  furs 
were  grown  and  sold  in  Prince  Edward 
Island  this  year.  This  is  the  largest 
in  the   history  of  the  island. 


Alex.  Nelson,  furrier  of  Montreal  cel- 
ebrated the  golden  anniversary  of 
the  opening  of  his  store.  Hisi  first 
business  was  in  a  tiny  store  on  St. 
Catherine  St.  for  which  he  paid  the 
large  (  ? )   rent  of  five  dollars  a  month. 


A.  H.  Appleton  has  taken  over  the 
Royal  Bank  Bldg.  in  Gait  and  will  use 
it  for  women's  ready-to-wear  after 
making  considerable   alterations. 


The  Canadian  Fur  Auction  Company 
will  hold  its  next  sale  in  Montreal  on 
February  13.  It  is  now  receiving  mer- 
chandise in  preparation  for  the  biggest 
sale  that  city  has  yet  had. 


John  W.  Peck  &  Co.,  of  Montreal  will 
in  future  carry  a  comp'ete  line  of  s^ock 
in  their  Vancouver  warehouse.  J.  A. 
Frith  will  be  in  charge  of  Pacific  coast 
buyers  of  clothing,  shirts  and  caps. 


CANADIAN    HONORED 

R.  S.  Coltart,  vice-president  of  the 
Canadian  Fur  Auction  Sales  Company, 
has .  been  made  a  Companion  of  the 
Order  of  Areslov-Ed-Islaims  (Guardian 
of  the  prophet).  The  Shah  of  Persia 
has  conferred  this  honor  on  him  for 
his  assistance  in  ridding  the  Persian 
kingdom  of  "many  wild  beasts  that  in 
their  time  spread  terror  and  cause 
havoc  in  the  domains  of  the  Shah,  the 
Supreme  Master  and  Ruler  of  the  Uni- 
verse." As  the  only  skins  of  Persian 
origin  marketed  in  Canada  are  Persian 
lambs,  this  allusion  to  bea  ts  of  terror 
is  not  understood  by  the  recipient  of 
the  high  honor. 


An  interesting  development  in  the  chemi- 
cal world  which  is  of  particular  interest  to 
the  textile  trade,  is  the  perfection  of  a  chemi- 
cal process,  which  is  claimed  to  render  wool 
immune,  to  the  attack  of  moths,  without 
affecting  its  valuable  properties  in  any  way. 
Eulan  F.  is  the  name  of  the  product  which 
does  this  and  it  has  been  discovered  by  a 
German  firm.  The  producers  claim  that 
the  application  of  Eulan  is  extremely  simple. 
The  wool  is  saturated  or  immersed  in  a  cold, 
aqueous  solution  of  the  product  and  after- 
wards rinsed.  It  is  claimed  that  it  will  now 
be  possible  to  overcome  the  moth  plague 
within  a  few  years,  at  a  very  small  cost. 


WIDE  RANGE  OF  CURTAINS  FOR 
SPRING 

(Continued  from  page  198) 
advisable  to  cut  off  any  surplus  length; 
turn   in  by   making  a  double   or  treble 
heading,  then  if  they  shrink  when  laun- 
dered, let  out  to  the  required  length. 

How  To  Launder  Them 

Take  down  and  shake  well  to  remove 
dust;  dip  in  warm  soapy  water  in  which 
you  have  dissolved  a  good  quality  of 
soap.  Saturate  well,  then  squeeze  out 
water  (do  not  wring  or  twist)  with  the 
hands.  Repeat  until  clean.  Now  rinse 
in  clear  water  a  number  of  times.  Hang 
on  dryer  or  line.  When  almost  dry 
(but  still  damp)  iron  them  as  follows: — 
Pin  a  sheet  or  flannelette  blanket  on  the 
floor  or  large  table.  Pin  down  curtain, 
across  bottom  first,  then  up  along  front 
side,  making  it  square  with  the  bottom, 
next  pin  along  rear  side  and  do  the  top 
last.  Iron  the  front  and  bottom  first, 
then  run  the  iron  lightly  over  the  body 
of  the  curtain.  When  finished  measure 
and  hang  as  per  instructions  for  new 
curtains.  If  done  properly  your  curtains 
will  hang  perfectly  straight  and  look 
like  new.  Do  not  boil  them.  Do  not 
use  a  wringer,  washboard  or  curtain 
stretcher.  A  very  thin  starch  solution 
may  be  used  if  desired  on  scrim  and 
voile,  but  not  on  marquisette  curtains. 


200 


DRY     GOODS     REVIEW 


The  McEIroy  Mfg.  Co.,  Ltd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(REG.) 

"DRESS  FABRICS" 

F.  A.  RODDEN  &  CO. 

Dry  Goods 

Commissioners  and  Importers 

52  Victoria  Square  MONTREAL 


Brantford   Felt 
Novelty  Co. 

Brantford,      -      Canada 

Manufacturers  of 

High   Grade   Pennants,    Cushion    Tops, 

Felt  Emblems,  Paper  Hats,  Advertising 

Novelties. 

ORDER  NOW  OUR  WOOL  FELT 

TAMS 

SPORTS,  io  SHADES 

7.50  PER  DOZ. 

1914  VALUE  AND  A  BIG  SELLER 


THE  TRAINOR  MFG.  CO. 

Specialists    in    Stamped    and    Made-up 
Ladies'  Undergarments,  Infants'  &  Children's  Dresse* 
49-53    East    21st   Street  New   York    City 

STAMPED     GOWN     SPECIALS 
No.     900 — Nainsook     Gown.     Made     up     in 

three    designs,    a    doz $6.50 

64-60   count,    full    length,   full    width,   two- 
inch    hem     Sizes    15,    16,    17,    18. 
SPECIALS    IN     INFANTS'    AND     BABY 

DRESSES    MADE    UP 
No.    145-146-147— Short    Baby    Dress,    a 

doz $5.50—     Gross     $60.00 

No.     0145-0146-0147— Long     Infants     Dress, 
a    doz $6.00    —    Gross    .  .  .  $66.00 

Stamped     Three     Designs.     Three     Shaped 

Yokes.     SeUin    Sleeves. 

Terms    3%    10    Days 


Canadian  Linoleums  & 

Oilcloths,  Limited 

Cornwall,  Ont. 

SPRING,  1922 

New  range   of   patterns 

now  ready  for  delivery. 

Send  for  small   sample 
book  and  price  list. 


SPRING 

MILLINERY! 

We  carry  complete  lines  of 

MILLINERY    ACCESSORIES 
HATS,  NOVELTIES, 
FANCY   FEATHERS 

and  ARTIFICIAL  FLOWERS. 

Careful  attention  given  to  mail 
orders.  Samples  gladly  sub- 
mitted on  request. 

JOS.    LEONE   &   CO. 

LIMITED 
Wholesale  Milliners 

17  St.  Helen  St.  -  Montreal 


Agents     wanted     calling     on     Mantle     and 
Costume       Manufacturers,       also       Tailors 
Trimming    Houses,     and    Wholesale    Cloth- 
iers,   to   sell    the      "Gem"      and      "Empire" 
Button  Covering    Machines,   and   all   grades 
of   Buttons.      Specially    first   grade   Erinoid 
and     Ivory     Buttons. 
Apply 
SANDS    &    GRAHAM,    LTD., 
48    Miller    Street. 

Glasgow. 

TV/fANUFACTURERS'        AGENCY        WANTS 
up-to-date    and    rightly    priced    lines    for 
Pacific     Coast     territory-        Dresses.      Hosiery, 
Gloves,         Corsetsi  Neckwear.  Novelties, 

Leather  hags.  At  once.  Address  manufac- 
turers' Agency,  501  Carter-Cotton  Bldlg., 
Vancouver. 


There  are  some  terms  used  in 
the  hosiery  trade,  with  which 
salespeople  are  often  not  as  fam- 
iliar as  they  should  be.  The  fol- 
lowing are  a  few  of  the  more  im- 
portant: 

Seamless  stockings  are  knitted 
in  tubular  form,  instead  of  being 
made  up  in  the  piece  and  then 
sewn  together.  They  are  shaped 
in  the  knitting  then  stretched  and 
pressed. 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It     makes     them     more     attractive. 
Economical,    Fast,    Practical,    Neat. 

E.  W.  McMARTIN 

45    St.    Alexander  St.  MONTREAL 


Washable    Clothing 

AND    SPECIALTIES 

WHITE  DUCK  COATS  in  All  Styles 
SUMMER  CLOTHING       LUSTRE  COATS 

WAREHOUSE   and   AUTO   DUSTERS 

DUCK    AND    FLANNEL   PANTS 

MEN'S    APRONS 

OFFICIAL  BOY  SCOUT  UNIFORMS  AND 
COMPLETE   OUTFITS 

MILITIA    AND    CADET    UNIFORMS 
BREECHES   AND    MILITARY   SUPPLIES 

The  Miller  Mfg.  Co.,  Limited 

44-4S   York   Street.  •  TORONTO 

The   Oldest   and    Largest    Specialty 

Clothing  House  in  Canada. 


Complete  Lines  at  Keen  Values  in 

Underwear 

Shirts 

Ties 

Gloves 

Hosiery 

Miller  Men's  Wear  Limited 

Miller  BIdc. 

44-48  York  St.,      -        TORONTO 

44  Everything  in  Mmn'a  Furniahinga" 


The  French  have  followed  the 
lead  of  New  York  in  adopting  the 
knickerbocker  styles.  They,  of 
course,  do  not  adhere  to  the  tailor- 
ed types  but  adopt  their  own  in- 
terpretation of  breeks.  One  Paris 
model  has  an  apology  for  a  skirt 
reaching  to  the  knee  and  under  it 
red  and  green  puttees.  Another 
carries  out  the  knicker  idea  in 
black  velvet,  the  whole  suit  from 
chin  to  knee  being  of  this  mater- 
ial. A  cape  falling  away  from 
the  shoulders,  gives  the  French 
touch  to  the  costume. 
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TAPES 

ALL  WIDTHS  AND  QUALITIES 
CARRIED  IN  STOCK 

Walter  Williams  &  Co. 

508  READ  BLDG.,  MONTREAL 
'    WELLINGTON  ST.  V/.,  TORONTO 


GERSTENZANG   BROS. 

Popular  Priced 
Flowers  and  Feathers 

670-674  Broadway,  NEW  YORK  CITY 


"HOOSIER" 

The  but  36-inch  brown 
domestic  in  America 

Buy  it  by  the  bale; 
tell  it  by  the  bolt 

Indiana   Cotton    Mills 

Can nel ton,  I nd.,U.S. A . 


T.  H.  Birmingham  &  Co, 

LIMITED 
533  College  St.,  TORONTO 

Makers  of 

Women's  High  Grade 
Neckwear 
'The    Exclusive    Neckwear    House" 


9 


B  LAN  K  E  T  S 

PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
GROVE  MILLS  HALIFAX 

Telegrama  and  Cables,  "Blankets"  Halifax 
Codes,  A.B.C.  5th,  and  Bentley's 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free  for   the  asking. 

The  Botanical  Decorating  Company 

(Incorporated) 
39  Adelaide  St.   W.  -  TORONTO 


STERLING  DRESS  CO. 

Popular-Priced  Ladies'  and  Misses' 

DRESSES  and  SKIRTS 
220  KING  ST.  WEST  -  TORONTO 

ADELAIDE  3857 


sSM/ILLW/IRES 

AND 

Hosiery 

The  Robert  Hyslop  Co  L'^hip 

HAMILTON.  ONTARIO 


HABERDASHERY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking. 

Millinery,     Fancy     Needlework,      Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 

8&9Hamsell  Street,  London,  E.C  I. 

Established  1871 


Ih< 


Ray 


Band 


SANITARY    NAPKINS 

Conveniently  and  attractively  packed;  half 
dozen  and  dozen  cartons;  individual  transparent 
envelopes;    and    compressed    in    individual    boxes. 

Write     for     interesting     prices. 
HYGIENIC        FIBRE        COMPANY 
200  Broadway      New   Yorli   City 


Red  Seal  Zephyr  Ginghams 

Everett    CI  a  s s  i cs 
Eden  Cloth-Pec^y  Cloth-Blankets 


SlAfeC 


01 


/1 15  Worth  St., NY 

\  775ummcr  SI..  Boston 

226  West  Adam  Stftkajo 


RIBBONS    OF    DISTINCTION 

"J-C"   Ribbons   have   peculiar 
charm.     Widely  advertised   to 
the     consumer      under     their 
trade-mark      names     for     the 
protection  of  the  dealer. 
"SATIN     DE     LUXE" 
"TROUSSEAU" 
"LADY    FAIR" 
"SANKANAC"    "VIOLET" 
"DEMOCRACY- 
JOHNSON,    COWiDIN    &   OO.,     40   E.    90th    St, 
New    York.    N.Y. Made  In   U.S.A. 

WILL  P.  WHITE,  LIMITED 


Head  Office  : 
Toronto 

65  Simcoe  St. 


Montreal 
137  McGill  Street 


Manufacturers'    Agents    and    Distributors 

Textile  and    Smallwares   Specialities. 

Wholesale  and  Manufacturers  Only  Supplied. 

MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 
Made  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 
SHERBROOKE,  QUE. 

D  B.  Rsk&Co. 

Chicago 

New  York  Salesroom : 

Open  Throughout  the  Year 

411  Fifth  Avenue 


VEILINGS  and 
SILK  NETS 

HODGES  &   LETTAU 

232  McGill  St.  Montreal 


COMFORTERS 

COTTON— DOWN- WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 

2154-56-58  Dundas  St.  W.  Toronto 


CLIMAX  PAPER 
BALERS 

ALL  STEEL-FIREPROOF 
"Turn*    Watte 

into  Profit" 
12  SIZES 
Send  for  Catalog 

CLIMAX  BALER  CO. 

Hamilton,     Ont. 


Canada's 

Largest  Makers  of 

Cotton  Flags 


Write  for  Price* 


THECOPP,  CLARK  CO., 

517  Wellington  St.  We»t      Toronto 


SILKS 

1  represent  In  this  country  some  of  the 
most  reliable  Manufacturers  of  Hlgh- 
Grade    SLLKS.    in    plain,     fancy    weaves. 

Quality    and    Novelty    Is    my    motto. 

J.  H.  GAGNON 

108  Dandurand  BIdg.        Montreal 


J.  F.  Carnall  &  Co.,  England 

HOSIERY   MANUFACTURERS 

Men's,  Women's  &  Children's 

Heather    Hose 
Complete   Stock   Carried  in  Toronto  by 

A.  M.  Duncan 

39    Adelaide   St.    W..  -  TORONTO 


Fred  Jones  &  Company 

Manufacture? i  and  Importers 

Babies'  Hand  Crochet  Goodi  Notions 

Babies'  Hand  Knit  Goods  Novelties 

Art   Needlework  Materials 

Room  712  Empire  Building 

6    WELLINGTON    ST.    WEST,    TORONTO 


Fraser's    Women's    Wear    Directory,    pocket    sizt, 
issued   each   July, 

Fraser's    Men's    Wear    Directory,    pocket    size.    Is- 
sued   each    September,    and 

Fraser's    Textile    Products    Directory,    each    Janu- 
ary,   a   combination    of   the    above    two    books. 
Subscription    In    Canada    $2.00    a    year.      Sample 
copy  on   request. 

Fraser   Publishing   Company 

H.  O.  128  Bleury  Street,  Montreal 
Br.    Office,    122  Wellington    W.,  Toronto. 
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Chipman  Holton  Knitting  Co 129 

Circle  Bar  Knitting  Co 130 

Colonial  Fastener  Co 156 

Consolidated  Lithographing  &  Mfg. 

Co.  Limited Inside  Front  Cover 

Counter  Costume  Company 195 

Congoleum   Co.   of   Canada    Limited 

Inside  Back   Cover 

Copp  Clark  Company    201 

Craf  tana    40 

D 

Daly  &  Morin,  Limited 178-179-180 

Dale  Wax  Figure  Company   170 

Davis  Henry  &  Company 131 

Dent,  Allcroft  &  Co.  (Can.) 140 

Delfosse  &  Company   171 

Dobson  &  M.  Brown  Co.  Ltd 38 

Dominion   Oilcloth  &    Linoleum   Co.  177 

Dods  Knitting  Co 126 

Dominion  Textile   Co 95 

Dominion  Ostrich  Feather  Co 150 

Dominion  Wadding  Co 25 

E 

Emmett,  E.  G.,  &  Company 48 

English  Velvet  &  Cord  Dyers'  Asso- 
ciation          35 

European  Novelty  Company    107 

F 

Fisk  &  Company   107-201 

Forsyth-Kemmel    Ltd 159 


Fraser    Publishing    141-201 

French   Ivory   Products    Limited....    151 
Freeman-Huckvale 195 

G 

Garland   Son  &   Co.,  John  M 3 

Gagnon,  J.  H 201 

Gardner,  M.,  Co.,  Ltd 196 

Gait  Knitting  Co.,  Ltd 132 

Gibson,  W.   M.  &  Son  Limited 34 

Gertenzang   Bros 201 

Gillett  &  Ewer 42 

Gipe-Hazard   Store   Service    182 

Goderich  Knitting  Co 130 

Greenshields,   Ltd 1-96-97 

Goode  Albert  Bedin  &  Cie 109 

Goulding  G.  &  Co 106 

H       - 

Hargrave    Dress    Co 194 

Hawley  A.  E.  &  Co.  Ltd 56 

Haugh  Mfg.  Co.  Limited,  J.  A 183 

Hawthorn   Mills    Limited    123 

Henderson,  J.  B.,  &  Co 182 

Heron  &   Taylor    11 

Hollin   &   Co.,  Ltd.,  Wm 25 

Hodges    &    Lettau    201 

Hollins   Mills   Co.    Limited 36 

Hodgson  Sumners  &  Co.,  Ltd 22-23 

Horrockses  Crewsden  Limited   32 

Hoyle,  Joseph  &  Son 41 

Hyslop  Co.,  Robert   201 

Hygienic   Fibric   Company    201 

I 

Infants'   Footwear   Company 38 

Indiana  Cotton  Mills    201 

International    Textile    Exhibition.  .  .     39 

Irish  Linen  Society   12-13 

Inland  Spinning  Company 40 

J 

Jaeger  Co.   Limited    127 

Jamieson,  Alex.  &  Co Front  Cover 

Jauffred   &  Gariel    34 

Jennens,  Welsh  &   Co.,   Ltd 38 

Johnston,  Crowdin  &  Co 201 

Jones  &  Company,  Fred   201 

Jones  Bros.  &  Company  Limited.  .  .   169 


K 


Kelly,  T.  K.  Sales  System   87 

Kent-McClain    Limited 7-165-189 

Kenrood  Mills,  Ltd 125 

King  Silk  Co.,  A.  S.  Ltd 2 

King  &  Co.,  John   32 

L 

Lace  Goods   Company    ' 181 

Ladies'  Wear  Limited    190-191 

Lamson  Company    166-167 

Lazare  &  Novek   194 

Leone  &  Company 200 

Levine  &  Share   

Lingerie   Company    94 

M 

Macdonald,  John  &  Company 5 

Martin  &  Co.,  P.  P.  Limited 24 

McElroy  Mfg.  Company   200 

McMartin  &  Co.,  E.  W 200 

Miller  Mfg.  Company    200 

Milers  Men's  Wear,  Limited 200 

Mitchell  Woollen  Co 124 

Morton  &  Co.,  Robert   32 


Monarch  Knitting  Co 128 

Morton  Sundour,  Ltd   4 

Moyer,  A.  W .  &  Co 130 

Moulton  Mfg.   Co.   Limited    153 

Mouterde,   Chas 108 

Muser  Bros.    (Canada)    Limited....  21 


N 


Newton,   Frederick   &    Co 201 

O 

Old  Bleach  Linen  Co 16 

P. 

Palmenbergs   Sons   Inc 159 

Pawsons  &  Leaf,  Limited   47 

Phillips,  R.  A 149 

Peerless  Underwear  Co.   Limited...    124 

Potter  Thos.  &  Son 34  " 

Priestley  Bros 201 

Prime  &  Rankin,  Limited   176 

Pugh  Specialty  Company    149 

R 

Racine  Alphonse  Limited    86 

Regent  Cloak  Company  197 

Riches,   Marcus    40 

Rigg  Bros.  Limited  43 

Ritchie,  H.  P.  &  Company 14-15 

Robertson,  C.  &  J 48 

Ritchie,  John  E .  &  Company 197 

Rodden,  F.  A.,  &  Company 200 

Roberston,  J.  M.  Knitting  Co 127 

S 

Sands  &  Graham  Limited   200 

Sales,  Julian,  Leather  Goods  Co....  147 

Silks    Limited     94 

Scott,  Peter  &  Company  Limited. .  .  31 

Smith,  Hogg  Company 201 

Starr,  C.   H 107 

Sterling   Dress   Company    201 

Stoffell  &  Company 11 

Studd  &   Millington    46 

T 

Thomson  Knitting  Co 122 

Tod,  H.  G.  Company 11 

Toronto  Feather  &  Down  Co 201 

Turnbull,   C.   Co.   Ltd 133 

Trainer  Mfg.  Co 200 

V 

Vassie  &  Co.,  Limited   197 

Viegelmann,  Robert    201 

Visor  Knitting  Co.  Ltd   122 

W 

Walker  Bin  &  Store  Fixture  Co 171 

Wayagamack   Pure   Kraft    8-9 

Wabasso  Cotton  Co 85 

Watson,    John    48 

Warner  Bros 146 

Western  Leather  Goods  Co 152 

Westlake  Bros.,  Ltd 139 

Whiting  &  Davis  201 

White,  Will  P.  Limited 158-201 

Williams,  Walter,  &  Co.,  Ltd 46-201 

Wilson  &   Company    46 

Wilson,  Knowles  &  Co 49 

Winnett  &  Wilinger,  Ltd 150 

Wright  Sons,  Wm.  E.,  Co 153 

Wrinch    McLaren   Company 157 
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On  every  genuine  Gold 
Seal  Congoleum  Rug,  on 

every  two  yards  of  Gold 
Seal  Congoleum  by-the- 
yard  you  find  this  famous 
Gold  Seal.  Give  this  seal 
prominent  display — tell 
customers  what  it  means 
— such  a  guarantee  is 
bound  to  build  confidence 
in  your  goods  and  your 
store. 


"What  an  attractive 
rug  for  the  mon"" ' 


Heavy  Sales  On 

Congoleum 

This  Spring 

We're  reaching  the  time  of  year  when  women  size 
up  their  homes — house-cleaning  reveals  the  worn- 
out  furnishings,  the  threadbare  and  shabby  spots. 

That  puts  them  in  a  buying  mood — and  Congoleum 
dealers  will  benefit.  For  there's  nothing  like  new 
floor-covering  to  improve  a  room.  And  G-old  Seal 
Congoleum  does  that  job  at  a  cost  so  moderate  as  to 
be  within  the  range  of  the  humblest  purse.  The 
universal  demand  for  economy  makes  it  a  logical 
big  seller. 

Through  1022  vigorous,  sustained  advertising  will 
run  in  the  leading  Canadian  magazines,  farm  papers 
and  newspapers.  The  advertisements  will  show  the 
attractiveness  of  Gold  Seal  Congoleum  patterns — will 
tell  of  Congoleum's  economy  and  durability.  With 
the  new  prices  in  effect  Congoleum  sales  are  certain 
to  be  bigger  than  ever. 

Fill  out  your  Gold  Seal  Congoleum  stock — display 
the  Gold  Seal  signs  and  window-cards.  Then  watch 
your  sales  jump. 

CONGOLEUM  COMPANY 
OF  CANADA,  Limited 

Factory  and  Offices: 
1270  St.  Patrick  St.,  Montreal 

Made  in  Canada — By  Canadians 


By-the  -Yard    Goods    To 

Widen  Congoleum 

Sales  Opportunities 

We  have  just  introduced  new  8/4  by-the- 
yard  goods — a  sure  seller. 

Canadian  housewives  are  strong  for  Gold 
Seal  Congoleum  Art-Rugs — they've  shown 
such  a  preference  for  their  easy-cleaning 
qualities,  their  durability  and  economy  that 
we  know  a  big  market  awaits  the  by-the- 
yard  goods. 

There  are  many  places  in  the  home  where 
rugs  are  not  suitable — odd-shaped  rooms, 
rooms  with  bad,  unfinished  floors  need  an 
all-over  floor-covering.  Congoleum  by-the- 
yard  meets  this  need. 

Add  these  goods  to  your  Congoleum  stock. 
They'll  widen  your  sales-and-profit  oppor- 
tunities. 
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"A   DOMINION-WIDE   SYSTEM   OF    DEPENDABLE   SERVICE   TO 
THE  DRY  GOODS  TRADE." 

THREE    DISTRIBUTING    WAREHOUSES 

having  complete  assortments  of 

General   Dry   Goods,    Woollens,    Carpets,    Hosiery,    Underwear, 
Gloves,  Notions,  Smallwares,  Men's  Furnishings, 

"Her  Ladyship"  Brand  Ready-to- Wear  Garments,  &c. 

and 

Nine  Sample  Rooms 

Located  in  the  following  important  centres: 

Halifax,  N.  S.       Sydney,  C.B.         Quebec,  P.Q.         Ottawa,  Ont. 
Hamilton,  Ont.       London,  Ont.        Winnipeg,  Man. 
Edmonton,  Alta.  Vancouver,  B.C. 

TRAVELLING  SALES  FORCE  OF  SIXTY:- 

Constantly  calling  on  the  trade  in  their  respective  territories. 


iv  C  IxG^w 
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TORONTO   -   MONTREAL   -  CALGARY 


See  Pages  27     29 
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The  Priceless 

Value  of  Your 

"  Store- Appeal" 
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The  general  attractiveness  and  selling 
appeal  of  your  store  as  a  whole,  will 
determine  your  volume  of  spontaneous 
sales — the  articles  people  leave  your  store 
with  that  they  had  no  intention  of  buying 
on  entering.  Strive  to  have  your  store 
make  buying  an  irresistible  pleasure,  as 
well  as  a  necessity,  and  you  will  reap  re- 
turns in  far  greater  abundance  than  ever 
before. 

Antiquated  fixtures  and  obsolete  show- 
cases that  outgrew  their  real  usefulness 
many  years  ago,  are  clouds  that  obscure 
the  real  worth  of  your  store,  handicap 
your  salespeople,  and  keep  sales  at  the 
minimum. 

Kent-McClain. Show-cases  and  Store-equip- 
ment make  every  possible  use  of  your  store's 
"display  possibilities,"  enhance  the  quality  of 
your  offerings;  assist,  not  impede  your  sales- 
people; and  increase  sales  volume  and  profit 
to  the  maximum. 


IIIIIIIIIIMIIIIIIIIIIIIIIIIIMIIIIIMIMIIIIMIMIIIIIIMIIIMIIIIIIIIMIIIIIIIIIIIIIIIIMIIIIIIIIIIIIIIIII  1)1111111) 

"INTER-PLACE-ABLE  UNITS" 

Begin  the  creation  of  a  better  store 
with  one  or  more  "Inter-place-able 
Units"  which  permit  you  to  build  as 
your  business  grows.  Write  for  the  cata- 
logue especially  prepared  for  Dry  Goods 
Stores.  It  will  enlighten  you  on  your 
store's  possibilities. 


feft-fQaii 

(JorontoSnowCaseCo)    XUURQ. 

183  CARLAW  AVE.,  TORONTO  -  OFF  QUEEN  ST.  E. 


"  INTER-PLACE-ABLE  "  UNITS. 
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GREENSHIELDS  LIMITED 


rogress 


is  assured  to  the  Retail  Dry  Goods  Merchants  who  utilize  to 
the  fullest  extent  all  the  advantages  offered  by  our  efficient 
organization,  comprising  eighteen  different  departments,  each  one  a  Spec- 
ialty House  in  itself. 

Progress  as  the  outcome  of  sound  merchandising  is  the  spirit  of  our  bus- 
iness, the  spirit  we  impart  to  our  many  thousands  of  customers,  backed 
by  the  benefit  of  our  immense  buying  powers.  Every  department  in  this 
great  organization  is  fully  equipped  to  care  for  the  merchants  throughout 
Canada ;  stocks  in  any  line  contain  an  extensive  variety  of  desirable  mer- 
chandise, thoroughly  representative  of  the  requirements  of  style  and  the 
needs  of  the  people,  and  assuring 


BETTER  VALUES 


EXCELLENT  SER  VICE 


GREENSHIELDS  LIMITED 


"The  Hub  of  the  Dry   Goods    Trade  in   Canada" 

Victoria  Square  -  -  Montreal 

SALES  ROOMS  FROM  THE  ATLANTIC  TO  THE  PACIFIC 
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Silks 

from 


Chi 


ma 


a 


nd 


Japan 


Shipment 
At  Once 


A  CHINESE  SILK  MART 


Zurich,    Switzerland 
Lyons,  France 


Summer  Wash  Silks 

In  Great  Variety 

Habutai,  Satins,  Jerseys, 

Pongees,  Shantungs. 

Taffeta,  Duchesse,  Paillette, 

Georgette,         Canton,         Crepe  de  Chine. 

VISIT  OUR  WAREHOUSE 

&  &.  i^mg  ^tlfc  Company 

TLimittb 

"ftfje  gulfe  $ou*e  of  Canaba" 

59-61    Wellington  St.   West,  Toronto 

Foreign    Offices: 


Yokohama,  Japan 
Chefoo,  China 
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Smallwares,  Trimmings  and  Ribbons 
•for  your  Spring  Trade 


You  should  have  your  stock  of  these  "Dress-mak- 
ers' Accessories"  gone  through  carefully  and  put  in- 
to good  shape  for  the  big  Spring  Business  which  is 
commencing  now. 

Two  of  our  nine  departments  give  exclusive  atten- 
tion to  Smallwares,  Trimmings  and  Ribbons  and 
each  of  our  travellers  has  a  complete  range  of 
samples. 

Anytime  you  spend  with  our  representative  going 
through  his  Smallware  Sample  Book  will  repay  you 
well  in  two  ways:  New  Ideas  which  come  out  reg- 
ularly and  a  stock  of  up-to-date  Smallwares  at  a  price 
that  will  enable  you  to  profitably  take  care  of  your 
every  customer. 


8tes 


John  M.  Garland,  Son 
&  Co.,  Ltd. 

Ottawa         -         Canada 
Wholesale  Dry  Goods 


l 
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For  Curtains  and  Furniture 
Coverings   of   enduring   beauty 

SUNDOUR 

UNFADABLE 

FABRICS 

The  Colours  of  these  beau- 
tiful Fabrics  are  guaranteed 
absolutely  fast  against  sun 
or  wash  and  the  Fabrics  are 
made  in  Casement  Cloths, 
Reps,  Damasks,  Chenilles, 
Madras  Muslins,  Tapestries, 
etc. 


MORTON  SUNDOUR  FABRICS  LTD. 

CARLISLE,  ENGLAND 

89  Newgate  Street  -  London,  E.C. 

Canadian  Representative  :*G.   I.  KITCHEN,  72  Bay  Street,   Toronto 
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WAYAGAMACK 


PURE 


GLAZED 


KRAFT 


UNGLAZED 


FINESTRIPE       -      PLAIN      -      BROADSTRIPE 
is  unrivalled  for  strength 

As  a  wrapping  paper  it  has  no  equal  and  its  attractive  appearance 
is  a  standing  advertisement  for  the  merchant  who  uses  it. 

Bags  of  all  kinds  made  from 

Wayagamack  Pure  Kraft 

are  fifty  per  cent,  stronger  than  those  produced  from  inferior 
grades  of  paper. 

Envelopes 

manufactured  from  this  paper  protect  their  contents  from  loss  and 
damage  in  transit  through  the  mails  as  efficiently  as  those  made 
from  more  expensive  papers  and  at  one  eighth  of  the  cost. 

These  claims  are  not  exaggerations  but  plain  statements  of  fact. 

Ask  your  wholesaler  to  prove  their  truth  by  giving  you  a  practical 
demonstration  which  will  convince  the  most  sceptical  that 

Wayagamack  Pure  Kraft 

means 


Strength  and  Security 


llllllllllllllllllllllllllllllllffl 
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1      PURE  THREAD 

SILK  HOSIERY 

s.       MADE  IN  CANADA 


Hosiery  Novelties 

These  new  lines  in  Winsome  Maid  Hosiery  are 
quickly  winning  favor. 

Number  350 

Beautiful  two-ton*  effect  in  silk  and  wool,  con- 
trastingly clocked. 

Number  500 

Double  fabric,  silk  hosiery — the  first  line  to 
meet  the  needs  of  women  desiring  additional 
warmth  with  the  same  pure  silk  weave  for 
winter  wear,  (iives  comfort  of  cotton,  warmth 
of  wool  and  heauty  of  glove  silk. 

Allen  Silk  Mills  Limited 

43  Davies  Ave.,        Toronto 


The  Finest  Trade  buys  "Winsome  Maid' 


i*- 


A.  B.  C.  Hosiery 

fills  every  requirement  for  cashmere  or  silk 
and  wool  mixtures,  for  men,  women  and 
children. 

Order  from  these  lines 


For  Children 

Beautiful  pure  thread  silk, 
1  and  1  rib. 

Silk  and  wool,  1  and  1  rib, 
Cashmere  in  heather  mix- 
ture, three-quarter  length 
sock  with  roll  top. 
Cashmere — plain  weaves 
and  new  shades  in  heather. 


For  Men  and  Women 

Silk  and  wool  mixtures, 
many  combinations  of 
colors. 

Cashmere,  plain  weaves 
and  new  shades  in  hea- 
ther. 


All  seamless  with  re-inforced  heels  and  toes. 

Allen  Bros.  Co.,  Limited 

883  Dundas  St.  E.,  Toronto 


A.  B.  C.  is  a  Hose  Guarantee. 
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This  is  one  of  the  series  of  striking 
illustrations  appearing  in  Hoover 
national  advertising.  Over  six 
hundred  thousand  of  Hoover 
full  pages  are  circulated  monthly 
through  leading  magazines 


Become  an  "Authorized  Hoover 

Dealer"  in  1922! 


Convenient 

Improved  Handle  Control 

Exclusively  Hoover— 

UNTIL  the  new  "tilting  bar"  was 
brought  out  by  The  Hoover  no 
satisfactory  means  of  handle 
control  on  an  electric  cleaner  existed. 
Now  complete  control  of  the  ma- 
chine is  assured  without  stooping  or 
stretching,  without  tightening  bolts 
or  screws.  The  user  of  The  Hoover 
may  easily  tilt  it  backward  or  for- 
ward in  order  to  pass  any  obstruc- 
tion—may leave  the  machine  to 
answer  doorbell  or  telephone  and  re- 
turn to  find  the  handle  held  in  a 
convenient  operating  position  — may 
lower  the  handle  for  use  under  low 
furniture  or  lock  it  in  an  Upright 
position  for  storage.  All  this  is  done 
quickly  and  easily  by  a  slight  move- 
ment of  the  foot.  Protected  by  pat- 
ents granted  May  1,  1917.  February 
IS.  1921.  and  pending.  A  total  of  18 
valuable  patents  are  now  the  exclu- 
sive property  of  The  Hoover  Suction 
Sweeper  Company  of  Canada,  Limited. 
Still  others  pending. 


This  year  every  Hoover  Dealer  is  to 
enjoy,  more  than  ever,  an  enviable 
position  among  all  dealers  in  household 
appliances. 

Each  dealer  will  be  granted  the  Author- 
ized Hoover  Dealer's  License,  which 
publicly  places  the  endorsement,  con- 
fidence and  moral  backing  of  The 
Hoover  Suction  Sweeper  Company  of 
Canada,  Limited,  behind  the  store  that 
secures  an  Authorized  Hoover  Dealer- 
ship. Inquiries  received  as  a  result  of 
our  large  national  advertising  cam- 
paign will  naturally  be  referred  only 
to  such  dealers. 

Furthermore,  the  company  will  enter 
into  a  contract  with  each  dealer  which 
will  be  to  his  benefit. 
The  sale  of  Hoovers  is  to  be  limited  to 
those  dealers  who  are  thus  licensed  to 
demonstrate,  sell  and  service  Hoovers. 
The  license,   framed  and  displayed  in 


each  store,  informs  the  public  that  the 
dealer  has  been  chosen  to  represent 
Hoover  interests  in  his  locality. 

An  "Authorized  Dealer  "  window  trans- 
fer is  also  furnished.  It  states  that  the 
dealer  is  licensed  "to  sell  and  service 
Hoovers  bearing  the  factory  guaran- 
tee." 

Any  Hoover  purchased  from  other 
than  an  Authorized  Dealer  will  carry 
no  factory  guarantee.  Every  legiti- 
mate effort  will  be  made  to  protect 
licensed  dealers. 

The  confidence  of  the  buying  public  in 
the  Authorized  Hoover  Dealer  will  be 
thus  forcibly  strengthened  through 
this  official  authority  granted  by  the 
factory. 

Become  an  "Authorized  Hoover  Deal- 
er" in  1922!  The  franchise  will  prove 
an  asset  of  ever-growing  value  to  you. 


The  Hoover  Suction  Sweeper  Company  of  Canada,  Limited 

Factory  and  General  Offices:    Hamilton,  Ontario 


Qfc  HOOVER 

It  Beats  ...        as  it  Sweeps        as  it  Cleans 

MADE     IN     CANADA-BY     CANA D I ANS- FOR     CANADIANS 
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COLONIAL-   MAID 
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I  WILL 
||   NOT 

|  RUST 


DRESS 

MADE 


IN 


It's  all   in 
the  Spring 


FASTENER 

CANADA 


Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 


Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


CH  I  S  IS  NOT  A 
FRICTION  FASTENER 
Dllf  '  MADE 
DUt     IS     WITH 

HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS  WHEN  TO  HOLD 
AND  WHEN  TO  LET    GO 


BRASS 
will 


not 


rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE  AND  BLACK    .\     .-.    SIZES:  00-0-1 

To  be  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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M 


The  mark 

of  selling  value 


B 


LACES 

EMBROIDERIES 

RIBBONS 

HOSIERY 

DRESS  TRIMMINGS 

GEORGETTES 

WASH  GOODS 

HANDKERCHIEFS 

BRASSIERES 

CHIFFONS 


Complete 
Assortments  of 

All  Lines  are  in  Stock 

at  our 

Warehouse  for 

Immediate 

Delivery 


Travellers  are  now  showing  our  Complete  Range 

fflu&tv  Jfrotfjets;  (Canada)  Xtmiteb 

Manufacturers  and  Importers  of  Laces, 

Dress   Trimmings   and   Embroideries. 

Importers  of  Fancy  Dry  Goods 

12  ST.  HELEN  STREET,  MONTREAL 

New   York,   Boston,    Philadelphia,    Chicago,   Baltimore,    Los    Angeles,    San   Francisco, 
London,  Nottingham,  Paris,  Calais,  Caudry,  Le  Puy,  St.  Gall 


z 


I 


=3        ■ __ „ 
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OUR  "HOUSE 
FURNISHINGS  DEPARTMENT" 
Commands  Attention 


QUALITY,  STYLE  and  PRICE  are  the  outstanding 
features  of  our  House  Furnishings.  We  invite  you  to 
inspect  our  merchandise  and  to  compare  our  prices. 

See  our  large  assortment  of  STAIR  CARPETS, 
SQUARES,  RUGS  and  RUNNERS,  also  our  SCOTCH 
REVERSIBLE  RUGS,  all  sizes,  with  Runners  and  Rugs 
to  match. 

All  orders  are  shipped  the  same  day  as  received. 
Special  attention  given  to  Mail  Orders. 


//  in  a  hurry  call  us  by 
Long  Distance 


HODGSON  SUMNER  &  CO.,  LIMITED 


83-91  St.  Paul  St,  West 


21  St.  Sulpice  St. 

MONTREAL 


84-92  LeRoyer  St. 


SAMPLE  ROOMS: 
7  Charest  St.,  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.  West,  TORONTO 
Can  Bank  of  Commerce  Bldg.,  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

Empire  Bldg.,  HAMILTON  Grigg  House,  LONDON 

503  Mercantile  Bldg.,  VANCOUVER 
50  Bon  Accord  St.,  MONCTON,  N.  B. 
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STOFFEL  &  CO.,  ST.  GALL 

The  Largest  Manufacturers  of  Cotton  Fabric  in 

SWITZERLAND 

TRANSPARENT  ORGANDIES  IN  100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

Batistes  Nainsooks  Jaconas  Fancies 

Fine  Muslins  Voiles  Crepes  Calicots 

"IT  IS  STOFFEL'S" 

---the  finest  praise  that  can  be  bestowed  upon  an  Organdie 

STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON  &  TAYLOR 


77  York  Street, 

Toronto 
Tel.  Adel.  2253 


Sole  Agents  for  Canada 


235  Coristine  Bldg., 

20  St.  Nicholas  Street, 

Montreal,  Que. 

Tel.  Main  6248 


Newton  &  Carpenter 

Specializing  in 
[MISSES'  DRESSES 

HOMESPUNS 

SILKS        CREPES 

TAFFETAS 

Also  Children's  Dresses 

A  representative  will  be  pleased  to 
call  and  show  our  line 

62  Richmond  St.,  E.,  Toronto 

Tel.  Main  1042 


3ES3  EHXEm  v-*-x  *  I  *  *  EX333  O  *  xrvrrYX  tj 
n     For  the  highest 

»      QU/7L/TY— 


at  the 
Lowest  prices. 


See  our  Extensive  Range  of 


Baseball  Uniforms 

Girls'  Baseball  Uniforms 

Soccer  Jerseys  (All  Wool) 

Soccer  Pants 

Official  Boy  Scout  Uniforms 

All-Wool  Bathing  Suits 

and  Swimming  Trunks 

da  full  range  of  White  Duck  Clothing. 


an 


A.W. 


MOYER 


&co. 


124  KING  ST.  W.      TORONTO 


y  y.y  v\\  niL<iinn<nyuYnf  rmm  m 
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OTTAWA 

111    Sparks    SI 

CALGARY 

ALBERTA 

517  Centre  St. 


I 

St.  HYAOINTHE 
QUEBEC 


HAI  LEY  BURY, 

ONT. 

Matabanick 


DO  YOU  KNOW  THE  PERSONNEL? 

of  the  14  Departments  of 

ALPHONSE  RACINE,  LIMITED 

MONTREAL 

LAST  MONTH— Mr.  J.  A.  Mitchell,  Mgr.  Depts.  "A"  and  "Ax"  Staple 
Cotton  Dept.  Look  up  your  January  Dry  Goods  Review 
again. 

THIS  MONTH— Mr.  J.  A.  Boucher,  Mgr.  Dept.  "B"  Wash  Goods  Dept. 
Look  below  at  his  happy  countenance.     There's  a  reason. 

DEPT.  "B" 

2  in  I  and  Second  to  None 


Dept.  Bl -Staple  Wash  Goods — Do- 
mestic and  Import  Ginghams, 
Prints,  Ducks,  Steelclads, 
Cotton  Cashmeres,  Repps, 
Piques,  Drills,  Cotton  Suit- 
ings, Fine  Shirtings,  Fancy- 
Percales. 


TORONTO, 

ONT. 

72   Bay  Street 

HAMILTON 

ONT. 

Lister     Chmbrs. 


SYDNEY, 

C   B. 

269  Charlotte  St. 

HALIFAX, 

N.   S. 
119  Roy   Bid*. 
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Our  Samples  will  interest  all  who 

are  interested  in  "the  unusually  good"  in 

HANDKERCHIEFS 


Produced  in  Canada.     Popular  Priced.     Wide  Range. 


Representatives  now  on  their  respective  territories 
with  many  new  novelties  for  Fall  and  Christmas. 


See  our  range  before  placing  your  order 


H.  P.  RITCHIE  &  COMPANY 


38-42  CLIFFORD  STREET 


TORONTO 


Manufacturers    Jtf.eta.11ic  Laces,    Silk 

Lingerie,  Embroideries,  Handkerchiefs, 

7tf.erri-Jtf.aid  Dresses  for  Children 
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BRITISH     TRADE     SECTION 


Dry  Goods  Review 


"Up  to  Standard  Not  Down  to  Price" 

W.  Thow  Mimro,  Chairman  of  Scottish  Woollen  Trade  Mark 
Association  Delegation  Outlines  Objects  of  Association  And 
Their  American  Visit — Visitors  Given  Complimentary  Banquet 
by  Canadian  National  Newspapers  and  Periodicals  Association 

at  King  Edward  Hotel 


WHAT  the  Scottish  Woollen  Trade 
Mark  Association  have  in  view 
in  sending  representatives  of 
their  membership  on  a  tour  through 
Canada  and  the  United  States  was  told 
by  their  chairman,  Thow  Munro,  of 
Munro  &  Co.,  Ltd.,  Edinburgh,  at  a 
complimentary  banquet  tendered  the 
delegates  at  the  King  Edward  Hotel  on 
January  27th,  by  the  Canadian  Nation- 
al Newspapers  and  Periodical.®  Associa- 
tion. This  delegation  has  been  on  this 
side  of  the  water  for  several  weeks  and 
at  this  banquet  met  representative 
members  of  manufacturing,  wholesale 
and  retail  organizations  of  Toronto.  In 
the  absence  of  the  president  of  the  C. 
N.N.  &  P.A.,  H.T.  Hunter,  vice-presi- 
dent, occupied  the  chair.  In  a  few  in- 
troductory remarks  he  pointed  out  that 
the  objects  of  the  two  associations  were 
the  same — ta  create  a  certain  standard 
to  which  members  must  subscribe  be- 
fore they  were  eligib  e  to  membership 
in  the  association.  He  regretted  that 
their  tour  in  Canada  did  not  take  in 
many  of  the  smaller  and  more  repre- 
sentative sections  of  the  country  where 
there  were  towns  of  three  to  five  thou- 
sand people  and  where  the  volume  of 
business  done  reflected  very  well  the 
genera,  prosperity  of  the  country  as  a 
whole. 

Visit  Will  Do  Good 
"I  believe  your  visit  to  this  country 
will  have  some  effect,"  said  Mr.  Hunter, 
"on  the  men  who  are  handling  your 
goods.  In  handling  them,  they  wild 
associate  your  personalities  with  these 
goods  that  they  are  handling.  I  think 
it  is  an  advance  step  in  business  meth- 
ods that  you  have  gone  to  the  trouble 
and  expense  to  make  a  tour  of  this 
country  for  the  sake  of  protecting  the 
name  you  have  soi  carefully  made  for 
yourselves  as  manufacturers  of  wool- 
lens." 

W.  Thow  Munro 
The  chairman  of  the  delegation,  W. 
Thow  Munro,  after  referring  in  grate- 
ful terms  to  the  hospitality  with  which 
the  delegation  had  been  met  since  ar- 
riving on  this  side  of  the  water,  pro- 
ceeded to  outline  the  aims  and  objects 
which  they  had  in  view  in  making  this 
trip  to  America.  The  Scotch  trade,  he 
said,  was  a  trade  with  a  great  deal  of 
tradition  behind  it.  They  all  had  a 
great  pride  in  that  tradition  and  they 
now  had  a  reputation  for  producing  a 
very  high  class  and  quality  of  goods. 
In  their  activities,  they  had  stretched 
out  into  the  far  corners  of  the  earth, 
but  perhaps  they  had  spent  too  much 
of  their  time  in  the  manufacturing  end 
of  it  and  not  enough  on  the  men  who 
actually    sell    their    product.     The    time 


Reading  from  left  to  right,  front  row — Robert  S.  Hayward,  G.  W.  Gray, 

Mrs.   Hayward,   C.   J.   Glenny,   Gilbert   Patterson,   Jr.,    W.    Thow   Munro, 

Robert  Sim  and  Mrs.  Sim. 

Behind— F.  H.  Bisset. 

Rear — George   Rae,  Robert  Christie,  Robert  White,  A.  J.  Sanderson,  Tom 

Ballantyne,  W.  R.  Ovens,  Geo.  A.  Hunter. 

— Photo    by    the    "International" — New    York. 


had  come  when  they  realized  that   this 
must  now  be  done. 

It  was  the  object  of  the  delegation, 
he  said,  to  find  out  the  exact  needs  of 
the  Canadian  trade  and  to  do  so  they 
believed  it  was  far  better  for  them  to 
come  here  than  to  find  out  by  corres- 
pondence. He  felt  that  the  visit  of 
such  a  delegation  would  do  good.  The 
Scotch  trade  for  the  moment  may  seem 
dark  and  gloomy  and  uncertain  and  it 
was  difficult  to  discern  the  outcome  of 
the  slump  that  had  hit  them.  But  so 
far  as  this  trade  was  concerned,  he  be- 
lieved they  had  seen  the  turn  of  the 
road  and  they  were  around  the  corner. 
He  wou.d  not  deny  that  there  were  dif- 
ficult times  ahead  but  felt  sure  that  they 
had  finally  reached  a  stable  basis. 
Suffered    from    Imitation 

The  Scotch  woollen  trade,  continued 
the  speaker,  has  suffered  a  good  deal 
from    imitations   that   had   been    put   on 


the  market.  Thousands  of  yards  of  ma- 
teria s  were  sold  as  Scotch  tweeds  that 
were  not  even  made  in  Scotland.  This 
association  has  been  formed  for  the  pur- 
pose of  protecting  the  good  name  of 
Scottish  woollen  manufacturers  and 
while  they  were  net  sui?  that  they 
could  overcome  this  evil  altogether,  be- 
lieved that  the  greater  part  of  it  would 
be  stamped  out.  "We  are  not  going  to 
tamper  with  any  quality,"  said  Mr.  Mun- 
ro. "We  are  going  to  keep  up  our 
standards.  We  have  been  told  that  if 
we  would  only  make  something  a  little 
cheaper  we  would  do  better  in  this  coun- 
try but  I  think  the  English  manufactur- 
er has  made  a  mistake  in  working  down 
to  price  rather  than  up  to  standards. 
No  sane  man  can  meet  the  competition 
of  some  of  the  firms  that  have  made  a 
sett  ement  and  are  throwing  goods  up- 
on the  market  far  below  their  economic 

(Continued  on   page  34) 
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Delegate  Says  Conditions  Improved 

F.  H.  Bisset,  Secretary  of  Scottish  Woollen  Trade  Mark  Asso- 
ciation, Outlines  Conditions  in  Woollen  Industry — Says  Scottish 
Mills  Now  Running  60  Per  Cent.  Capacity — Serious  Losses  Have 
Been  Taken  on  Account  of  Cancellations — Promoting  Trade  In 

Canada 


THE  VISIT  of  the  seventeen  Scot- 
tish woollen  manufacturers  to 
Canada  and  the  United)  States  for 
the  purpose  of  investigating  these  mar- 
kets on  behalf  of  the  Scottish  Woollen 
Trade  Mark  Association,  which  they  rep- 
resent officiary,  has  been  duly  announc- 
ed in  the  press  in  both  countries.  The 
object  of  the  visit  of  this  delegation 
was  in  reality  for  a  still  greater  pur- 
pose, namely,  to  promote  more  cordial 
relations  between  the  Old  Country  and 
the  two  great  nations  on  this  side  of 
the  Atlantic  as  well  as  to  study  the 
needisi  of  the  various  markets  in  order  to 
increase  the  volume  of  business  in  sea- 
sons to  come. 

The  scope  of  the  Scottish  Woollen 
Trademark  Association  is  well  known, 
comprising  as  it  does  80  per  cent,  of  the 
woollen  and  worsted  trade  in  Scotland, 
and  including  35  manufacturers  and  5 
important  yarn  spinneris. 

British  manufacturers  have  suffered 
severely  from  imitators  in  recent  years, 
and  one  of  the  purposes  of  the  delega- 
tion is  to  familiarize  buyers'  on  this 
side  with  the  trade-mai-k  stamped  on  all 
cloth  manufactured  by  members  of  the 
association.  Cloth  thus  marked  is 
guaranteed  "Made  in  Scotland  of  Pure 
New  Wool." 

Conditions  Improved 

In  discussing  the  present  situation  in 
the  Scotch  trade  with  a  staff  member 
of  Dry  Goods  Review,  the  Secretary, 
P.  H.  Bisset,  pointed  out  that  conditions 
have  materially  improved  since  last 
May  and  mills  are  now  running  about 
60  per  cent  capacity.  Wool  prices  and 
labor  rates  appear  stabilized  and  two 
wage  cu'.s  have  been  made.  British 
woollen  manufacturers  suffered  more 
than  American  producers  because  over 
75  per  cent,  of  their  goods  are  taken  by 
export  trade,  and  the  home  market  nev- 
er consumes  more  than  50  per  cent  of 
the  product.  Though  few  losses  were 
sustained  in  this  country,  many  mer- 
chants lost  heavily  in  South  America 
and  other  markets  where  their  liabil- 
ities were  much  heavier  than  those  of 
American  houses.  British  mills  were 
also  caught  by  the  slump  while  at  full 
production,  and  manufacturers  and  mer- 
chants were  loaded  with  large  stocks 
bought  at  high  prices,  whereas  Ameri- 
can mills  had  their  depression  between 
seasons  and  the  curtailed  production  re- 
suited  in  the  rapid  improvement  at  the 
beginning  of  the  year.  There  have  been 
no  failures  among  the  large  woollen 
mills  and  few  of  importance  in  the  job- 
bing trade  in  Great  Britain. 


Due  to  the  large  export  trade  British 
warehousemen  and  jobbers  had  large 
amounts  in  frozen  credits  outstanding, 
besides  being  compelled  to  carry  over 
the  clothing  manufacturers  who  got  in- 
to difficulties.  Mills  are  compelled  to 
grant  long  extensions  to  merchants  and 
are  themselves  being  carried  by  banks. 
An  examp'e  of  difficulties  in  export 
trade  is  the  situation  of  one  large  firm 
of  jobbers  which  had  £800,000  in  can- 
cellations from  South  America.  The  re- 
sult of  all  this  is  to  restrict  working 
capital  available  for  new  operations. 

Orders  during  the  year  from  Austra- 
lia and  New  Zealand  have  been  excellent 
and  Japan  has  also  bought  large  quan- 
tities for  shipment  to  China.  Good 
business  was  also  done  with  United 
States  early  in  1921.  British  manufac- 
turers like  Americans,  are  at  present 
shut  out  of  Germany  and  Austria  by  the 
rate  of   exchange. 

"The  brightest  spot  of  the  year," 
concluded  Mr.  Bisset,  "was  the  woollen 
hosiery  trade,  which  has  greatly  aided 
in  stabilizing  raw  wool  prices  due  to 
unusually  large  consumptions.  Mills 
are  running  full  time  and  are  booked  up 
to  (he  end  of  next  May." 

The  delegation  arrived  in  New  York 
on  January  10th  last  and  since  that 
time  have  been  in  Philadelphia,  Wash- 
ington, Boston,  etc.,  in  the  States,  as 
well  as  in  Montreal,  Toronto,  Hamilton, 
Niagara  in  Canada.  The  trip  concluded 
by  a  visit  to  Rochester,  Cleveland  and 
Chicago  while  the  party  sai'ed  from 
New  York  on  February  14th  for  home. 
During  their  stay  in  Montreal  the  party 
were  entertained  by  the  Canadian  Asso- 
ciation of  British  Manufacturers  and 
the  Montreal  Board  of  Trade  as  well  as 
the  Association  of  British  agents  and 
His  Majesty's  Senior  Trade  Commis- 
sioner, Mr.  Milne. 

During  the  course  of  the  dinner  ten- 
dered to  the  delegates  by  the  Associa- 
tion of  British  Agents  in  Montreal,  W. 
Thow  Munto,  the  Chairman,  gave  an  ad- 
dress which  was  listened  to  with  un- 
usual interest. 

Mr.  Munro  said  that  the  two  main 
purposes  of  the  delegation  in  Canada 
were  to  become  acquainted  with  busi- 
ness men,  and  to  become  acquainted 
with  trade  condi'ions  here.  He  thought 
it  most  important  that  business  men 
from  both  sides  of  the  At'antic  were 
getting  to  know  each  other  more  intim- 
ately. 

"We  are,  no  doubt,  insular,"  said  Mr. 
Munro,  "and  possibly  a  little  egotistical; 
and  for  these  reasons  we  have  probably 


suffered  from  insufficiency  in  supplying 
the  foreign  markets.  I  maintain,  how- 
ever, that  the  greatest  factor  in  selling 
is  trust  in  the  seller,  and  I  would  a 
thousand  times  rather  be  regarded  as 
slow  and  insular,  than  not  maintain 
that  reputation  for  integrity  which  the 
British  business  man  enjoys." 

John  H.  Shaw,  one  of  the  original 
founders  of  the  British  Agents'  Asso- 
ciation, outlined  the  work  performed  by 
that  body  during  the  twenty  years  of 
its;  existence.  It  was  felt  that  such  an 
institution  was  necessary  on  account  of 
the  absurd  jealousies  then  rampant 
among  the  agents  representing  British 
firms  in  this  country.  They  were  now, 
he  said,  in  close  touch  with  each  other, 
and  were  able,  through  concerted  action, 
to  deal  wi  h  laws  considered  unjust  or 
not  in  the  interests  of  inter-Empire 
trade.  He  instanced  several  cases 
where  the  association  had  protested  in 
this  manner,  and  obtained  concessions 
which  had  been  a  great  benefit  to  t 
general  trade.  In  one  case — that  of  the 
Banking  Act — he  said  that  the  associa- 
tion had  Tiot  been  successful  in  its  at- 
tempts at  amending  this  law.  He 
thought  that  the  shipper  of  goods 
should  have  the  priority  of  right  of  pay- 
ment, and  that  the  hypothecation  of 
goods  by  the  banks  was  not  a  fair  meas- 
ure. 

Black  Eye  to  Credit 

"It  is  no  good  mincing  matters,"  said 
the  speaker,  "there  are  some  of  our 
laws  which  give  a  great  big  black  eye 
to    Canada's    credit." 

F.  H.  Bisset,  secretary  of  the  Scottish 
delegation,  in  a  witty  speech,  said  that 
the  clothing  industry,  which  his  group 
was  representing,  was  as  necessary  as 
food — even  though  the  opposite  sex 
seemed  doubtful  about  it  just  now.  He 
was  glad  to  be  among  countrymen  after 
two  strenuous1  weeks  in  the  United 
States,  but  he  felt  that  good  re'ations 
between  all  the  English-speaking  peo- 
ples were  essential  to  the  trade  and  the 
civilization  of  the  world. 

Brief  addresses  were  made  by  Mr.  G. 
T.  Milne,  H.  M.  senior  trade  commis- 
sioner in  Canada;  Messrs.  C.  J.  Glenny 
and  J.  Laffoley,  president  of  the  Dry 
Goodls  Association  of  Montreal.  The 
arrangements  were  in  the  hands  of  J. 
Hugh  Peattie,  honorary  secretary  of 
the  British  Agents'  Association.  Mr 
W.  M.  Capper  presided. 

The  Delegates 

The  delegation  is  composed  of  the  fol- 
lowing: 

(Continued  on  page  37) 
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Dry  Goods  Revieu, 


KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WINDOW  SHADE  JOBBERS 


Made   by 


JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 


Robert  Morton  &  Sons 

MUSLIN  MANUFACTURERS 

34  Albion  Street,  Glasgow 


-    SPECIALTIES    - 

Buckrams  -  Sparteries  -  Marlys 

MILLINERY  MUSLINS  IN  BLACK, 
WHITE  AND  COLORS 

Also 
PALE  BOOKS,  NAINSOOKS, 
LAWNS,  INDIAN  LINENS, 
PERSIAN  LAWNS,  CHECK 
CRINOLINES,  MADRAS  AND 
HARNESS     MUSLINS,     ETC. 


Cables:  Morton,  Glasgow 


Code:  Marconi 


Your 

Partner 


The  name  "Horrockses"  is  one  of  the  best 
salesmen  in  your  store. 

As  your  customers  lift  the  material,  feel 
it  gently,  passing  it  between  finger  and 
thumb,  they  see  the  name  on  the  selvedge, 
and  the  sale  is  closed. 

No  one  needs  to  know  more  about  India 
Longcloths,  Nainsooks,  Cambrics,  Diapha- 
lenes,  Madapolams  or  any  fine  cottons. 
Spring  will  see  the  usual  big  demand  for 
Horrockses'  goods.  Do  not  hold  back  your 
order.  We  will  gladly  give  you  the  benefit 
of  any  reductions  in  prices  before  shipment 
from  Manchester. 

John  E.  Ritchie 

Canadian   Agent, 

591    St.    Catherine    Street    West,    Montreal. 
Branches  in  Toronto  and  Vancouver. 

United   States   Agents: 

Wright    &    Graham    Co.,    110    Franklin    St.. 

New  York  City. 

Made  by 

Horrockses,  Crewdson  &  Co.,  Limited 

Cotton  Spinners  and  Manufacturers 
Manchester,  England 
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The  Fine  Scotch  Underwear 
with  the  Fine   Scotch  Finish 


i 


It  is  nothing  to  know  that'"Pesco"  is 
produced  in  the  largest  Hosiery  fac- 
tories in  Scotland.  It  is  much  to  the 
point  that  the  "Pesco"  factories  them- 
selves are  spacious,  lofty,  clean,  well 
ventilated  and  provide  the  ideal  con- 
ditions for  the  production  of  quality 
goods. 

Situated  in  Hawick  in  the  South  of  Scot- 
land as  these  factories  are,  Pesco  has,  more- 
over, many  natural  advantages.  Workers  are 
skilled  in  their  craft  and  jealous  of  the  repu- 
tation of  their  productions,  technical  in- 
struction is  free  and  taken  advantage  of  by 
many,  chemical  research  is  proceeding  apace. 
the  water  supply  is  pure  and  plentiful,  and 
even  the  atmosphere  is  fresh  and  favourable. 
And  amongst  a  hundred  other  contributory 
causes  must  surely  be  mentioned  a  sturdy 
local  patriotism  which  visibly  influences 
character,  and  through  character  work. 

Proud  of  "Pesco"?    Certainly!    It  is  the 
life's  work  of  some  hundreds  of  us. 

Sole  Makers: 

Peter  Scott  &  Co./  Limited 

Hawick,  Scotland 

London  (England):  Carey  House,  Carey  Lane,  E.C.  2 

Agents  in  Canada: 

Messrs.    C.    &    A.     G.    Clark,    95    Wellington    Street, 

West,  Toronto. 
Mr.    R.    C     Poyser,     418    King's    Hall    Building,    St. 

Catherine  Street  W.,   Montreal. 
Messrs.    Hanley    &    Mackay    Co.,    Hammond    Building 

Winnipeg 

Showcards,   Window   Tickets  and   Literature   Supplied. 

Enquiries  invited. 


Obtainable  In  Pure  Wool  and  Silk 
and  Wool  textures — 

For  Ladies  —  Combinations,  Vests, 
Spencers,  Bodices,  Drawers,  Knick- 
ers, Nightdresses,  Bib  Vests,  etc.. 
etc. 

For  Children  —  Combinations,  Night- 
dresses, Sleeping  Suits,  Shirts, 
Trousers.    Knickers,    etc.,    e'c. 

For  Infants — Binders,  Wraps.  Kilt- 
lets.    Gowns,   etc. 

For    Gentlemen  —  Shirts,     Trousers. 
Combinations,   etc.,   etc. 
Also 

Pesco  Hose  and  Half  Hose  in   Black. 

Colours    and    Mixtures 

and 

Pesco   Sports  Coats.    Jumpers,    Under- 

vests.     Sweater     Coats.     Scarfs     an<' 

Caps   In  the  latest  styles   and   colour 

effects. 

Guaranteed  Unshrinkable 


*  •■     i 


,..••••••••.... 
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LION  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
Casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex. 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 


Established  over  a  Cenlury-and-a-half 

WM.  iGIBSON  &  SON 

LIMITED 


Hosiery  and  Underwear  Manufacturer* 


Head  Office  and  Warehouse: 
THURLAND  STREET,  NOTTINGHAM,  ENG. 

Telegraphic  Address  :  "Wigibson,  Nottingham" 


Factories : — 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.     Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands  : 
ACT7EON,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 

Allan  &  Macpherson,    31-33  Melinda  St.,  Toronto 


TELEGRAMS: 
WAKEFUL 
GLASGOW 


CODE: 
A.B.C. 
5TH  EDITION 


WILSON  &  CO. 

48  ALBION  STREET 

GLASGOW 

Manufacturers 

Ecru  and  Colored  Madras  Muslins, 
Coin  Spots  and  Figured  Harness 
Book  Muslins         Robe  Muslins 

Voiles 

Anglo-Swiss  and  Broche  Muslins, 

"Wilsco"  Lawns,  "Zelette" 

LACE  CURTAINS 

LACE  NETS 
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THE  HOLLINS  MILL  CO.,  LTD. 


KNOWN 
AS 


FOR   SHORT. 


Cotton  Spinners  and  Manufacturers. 


Telegrams  : 
'SHEAF,  MANCHESTER." 


5  PORTLAND  STREET, 

MANCHESTER,  ENGLAND. 


Calicoes,  Sheetings,  Longcloths,  Shirtings,  Flannelettes,  Window 
Hollands,  Pillow  Cottons,  Apron  Cloths,  Voiles,  Gaberdines, 
Poplins,  Dress  and  Casement  Fabrics,  Tailors'  and  Dressmakers' 
Linings,  Sateens,  Cotton  Italians,  Apron  Prints,  Printed  Pyjama 
and  Blouse  Fabrics,  Dyed  and  Printed  Velvets  and  Velveteens, 
Plain    and    Fancy     Muslins,       Lawns,      Nainsooks,      Madapolams, 

Cotton  Georgette. 


Wholesale  and  Shipping  Supplied. 
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AB.C   5'"&6T."E°  WESTERN  UNION  ( 5  LETTER), 
BENTLY,     MARCONI    INTERNATIONAL- 


AMERICAN     AGENTS 

JeW.  BASTARD  (BOSTON1  C 

184   SUMMER   ST 
BOSTON.  U.S.A. 


TELEGRAPHIC  ADDRESS  YARNS" LEICESTER..  TELEPHONE  2470-1 


■  ■» 
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PURE   IRISH   LINEN  THREAD 

Manufactured  by 

ISLAND  SPINNING  CO., 


Lisb 


urn 


Ireland 


Give  this  Thread  a  fair  trial  and,  if 
you  desire  to  gain  for  your  merchandise 
a  reputation  for  durable  and  depend- 
able qualities,  you  will  realize  the  wis- 
dom of  using  "Fountain  Brand"  Thread 
exclusively. 

Walter    Williams    &    Co.,     Limited 

MONTREAL  TORONTO  QUEBEC 

508  Read  Building        20  Wellington  St.  W.        533  St.  Valier  St. 
VANCOUVER,  217  Crown  Building 


TEXTILE  SMALLWARES 

JAMES  CARR  &  SONS,  LIMITED 
CLARENCE  MILLS 

CLARENCE  STREET.     CHESTER  ROAD 

MANCHESTER 

Manufacturers  of  all  classes  of  Webs, 
Cords  and  Bindings,  in  cotton,  wor- 
sted and  linen;  Curtain  Webs,  Edg- 
ings, Layon  Borders,  Blind  Cords, 
Carpet  Binding,  Cotton  Banding,  etc. 

Original  Patentees  of 
CARR'S  WOVEN  LADDER  TAPE. 

WHOLESALE  ONLY. 

Agent  for  Canada: 

Mr.  D.  F.  Moore 

Manchester  Building,         Melinda  Street 
TORONTO 


The  Mark  of  Fine  Merchandise 


With  the  March  issues 
of  leading  Canadian 
magazines  there  will  ap- 
pear some  striking  new 
advertisements  for 


» 


(Reg'd) 


» 


(Reg'd) 


"Viyella 
"Aza 

(Re( 

"Clydella" 

•/  (Reg'd) 

Unshrinkable  Flannels 


These  goods  are  partic- 
ularly adapted  to  meet 
the  fashions  of  the  day. 
For  Spring  1922  we  are 
also  showing  an  exten- 
sive range  of  English 
cotton  shirtings. 


Stock  in  Toronto 


WM.  HOLLINS  &  CO.,  LTD. 

(OF  ENGLAND) 

62  Front  Street  W.,  Toronto 

Wm.  Hollins  &  Co.,  Inc.,  45  E.  17th  Street,  New  York 
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Does  not 
Stretch 


SPEEDWELL); 


Will  not 
Shrink 


SUPER  INDIA  SHRUNK  TAPE 

Manufactured  by 

George  H.   Wheatcroft  &  Co. 

Wirksworth,  Eng. 
gives  more  satisfaction  than  other 
tapes,  is  more  durable  and  is,  also, 
stronger.     Have  you  tried  it?       If 
not,  one  trial  will  convince  you. 


WALTER 
WILLIAMS 

&CO. 
LIMITED 


THE   STAC. 


MONTREAL 

508  Read  Bldg, 

TORONTO 

20  Wellington  St.  W. 

QUEBEC 

533  St.  Valier  St. 

f.  VANCOUVER 

217  Crown  Bldg. 


What  the  eye 
doesn't  see — 


is  nevertheless  an  important  factor 
with  your  cloth.  Unless  the  cloth  is 
properly  shrunk  good  tailoring  becomes 
wasted    labour. 

Why  risk  your  customer's  goodwill  by 
supplying  him  with  insufficiently 
shrunk  cloth  with  nameless  stamps 
such  as  "Well  Shrunk"  or  "London 
Shrunk"   etc? 

The  best  guarantee  and  absolute  sat- 
isfaction is  obtained  when  the  cloth 
bears    the   name 

JENNENS,  WELCH  &  CO.,  LTD. 

LONDON   ■   HUDDERSFIELD  ■   BRADFORD 

The  world's  premier  firm  of  cloth 
workers,  shrinkers,  finishers  etc.,  are 
also  proprietors  of  the  renowned  JBNN- 
WEL  Waterproof  Rubberless  finish  ap- 
plied to  Tweeds,  Serges,  Coverts,  Fancy 
Worsteds,     Costume    Cloths    etc. 


JENNENS,  WELCH  &  CO.,  LTD. 

SPRING  WOOD  WORKS,     HUDDERSFIELD 


JOHN  WATSON 

EAGLE  DOWN  QUILT  WORKS 
MANCHESTER,  -  ENGLAND 

Manufacturers  of  REAL  DOWN  and  KAPOK  Comforters 

Embroidered  and  lace  insertion  BED  SPREADS, 

CUSHION  COVERS  and  CASEMENT  CURTAINS 

Eagle  Chamoisette  dusters  and  polishers 


CANADIAN     REPRESENTATIVES: 

Messrs.  R.  H.  Ball  &  Company 

716  Empire  Buildings, 

64  Wellington  St.  West,  Toronto,  Ont. 


Sole  proprietor  of  "LINWEAR" 
(Reg.)  a  high-class  cotton  cloth  with 
the  wear  and  appearance  of   LINEN 

Mist  Walton  will  again  be  Visiting  Canadian  Representatives  in  the  Fall 


Send  for 
Your 
Copy 
Today! 


You  should  be  in  a  position  to  know  what  are  sound  stocks  and  bonds  and 

what  are  purely  speculative — perhaps  you  can't  afford   to    speculate — If 

not,  you  must  be  assured  that  you  are  really  investing. 

THE  FINANCIAL  POST  specializes  in  an  Inquiry  Service  noted   for  its 

accurate  and  sound  replies  regarding  investment.     This  service  is  free  at 

all  times  to  subscribeis. 

The  careful  opinions  backed  solidly  by  facts,  the  accurate  news  and  the 

weekly  market  reports  that  appear  in  THE  FINANCIAL  POST  are  your 

sure  guides  to  the  knowledge  that  means  safety. 

Send  for  a  sample  copy  today.     The  subscription  price — $5.00  a  year  of 

fifty-two  issues — is  really  insurance  on  your  invested  money. 

THE  FINANCIAL  POST  S&SBrr^SKto 
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SHEETS 

and  SHEETINGS 

-the  standard  product  of  the  British 

Market—99 

Steadily  maintain  that  irreproachable  quality  which 
has  made  them  famous  and  appreciated  throughout 
the  world. 

The  reputation  of  the  makers  is  a  guarantee  of  the 
worth  of  Rigg's  Sheets. 

Made  only  of  specially  selected  pure  cotton.  Contain 
no  filling  matter  whatever. 

RIGG'S  SHEETS  give  most  wear  with  the  highest 
degree  of  comfort.     They  neither  shrink  nor  roughen. 

Look  for  the  name  "Rigg's  Sheets"  on  the  selvedge.     Accept  no   substitutes. 

Rigg's  Motto:  Quality  at  a  Consistent  Price    \ 

Canadian  Agents: 


From  Vancouver  to  Winnipeg:  E.  W.  Dean  &  Son,  82 
Seymour  Street,  Vancouver,  B.C. 

East  of  Winnipeg:  Mcintosh,  Banfield  &  McClelland, 
25  Toronto  Street,  Toronto. 

Sole   Manufacturers: 


Rigg  Brothers,  Limited 

Cotton  Spinners  and  Manufacturers 

since  1836. 

6    Mosley  St.,   Manchester,    Eng. 

Cables:  Rigg  Brothers,   Manchester 


^^^^M^^^^mBa^^^MBM^B^M^MHHMHBBJ[ 
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ANDERSON  &  THOMSON 

103  UNION  STREET  -  ABERDEEN 

Cables:    "Woollens  Aberdeen" 

WHOLESALE    WOOLLEN    MERCHANTS 

SPECIALIZE  IN 

SCOTCH,  ENGLISH  and  IRISH  SUITINGS  IN  CHEVIOT,  SAXONY  and  WORSTED, 
HOMESPUNS,  SERGES,  COATINGS  and  LADIES'  COSTUME  CLOTHS 

London  Office:    59  Gresham  Street,  E.  C.  2.  Established  1773. 
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The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cost. 

FIRST  IN  THE  FIELD  AND  STILL  LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP,  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS, 
THE    INSTEP   AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


What  do  YOU  Wish1  to 
BUY 

IN  EUROPE 

Being  in  touch  with  all  manufacturers,  we 
can  furnish  you  with  ROCK  BOTTOM 
PRICES.     WRITE  US  your  needs" 


FOGELIN  &  CIE. 

4 1  bis  Rue  de  Chateaudun 


PARIS, 
FRANCE 


A  HALF  HOSE 
FOR   HARD  WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  House 

fTTHMTTmHIIITMTTiniMTIMMMTIITMm 


INFANTS  FOOTWEAR  Limited 
LONDON,  ENGLAND 

Soft  Sole  Shoes 
in  Kid,  Silk, 
Poplin,  Wool, 
etc.,  and  Hard 
Sole  Shoes, 

Children's  Woolly-Wear,  Bonnets, 

Gaiters,  Mitts,  etc. 

CANADIAN     BRANCH 

GREENE-SWIFT     BUILDING 

LONDON,      ONTARIO. 


Good  papers  furnish  A.  B.  C.  reports  to  their  advertisers. 
Dry  Goods  Review  is  a  member  of  the  Audit  Bureau 
of  Circulations. 
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MATERIALS 

THAT    ARE   WORTHY 
OF  THE    FINEST    AND 

MOST    EXCLUSIVE   TAILORING 


from  one  of 
ENGLAND'S 

best 
representative 
organisations. 


EVERY  PROCESS  FROM  RAW  WOOL  TO 
THE  FINISHED  MATERIAL  IS  CARRIED 
OUT  IN  OUR  OWN  MILL. 


TV  yf  ATERIAL  plays  as  large  a 
■*■  part  in  the  production  of  a 

"  selling  "  suit  as  the  "  cut  " 
— nothing  so  conduces  to  a  shabby 
appearance  as  second-rate  fabrics. 

The  TWEEDS  produced  by 
Joseph  Hoyle  &  Son,  Ltd.,  are 
made  under  ideal  conditions  by 
highly  skilled  labour.  Every  care 
is  employed  in  the  selection  of 
the  right  grade  of  wool  and 
scrupulous  attention  paid  to  the 
weaving  and  finishing. 

The  dyes  are  fast  to  wash  and  to 
sun,  and  the  material  as  a  whole 
may  be  entirely  relied  upon  to 
give  sterling  service  under  the 
most  strenuous  conditions. 


OUR     SPECIALTIES 
FOR    GENTLEMEN 
INCLUDE . 

SUITINGS 

TROUSERINGS 
OVERCOATINGS 
SPORTS  TWEEDS 
CAP    CLOTH  S 

FOR  LADIES- 
DRESS,    MATERIALS 
MANTLE     CLOTHS 
V  E  LOURS. 


WHOLESALE    &    EXPORT    ONLY. 

JOSEPH  HOYLE  &  SON  LTD. 

WOOLLEN      MANUFACTURERS      FOR      ALL      MARKETS. 
PROSPECT  MILLS,        LONGWOOD,  YORKSHIRE. 


Telephone  : 
219    MILNSBRIDGE    (2    lines). 

Telegrams  : 
HOYLE.     LONGWOOD  YORKS.' 


A.I.,    A.B.C,    BENTLEY 
AND   MARCONI   CODES 


London  Office : 
6-7  ADDLE  STREET. 

Telephone  : 
P.O.    CENTRAL    377. 
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BUYERS  SHOULD  VISIT 

THE     TWO 

GREAT  BRITISH 

TEXTI LE 
EXHIBITIONS 

TO  BE  HELD  IN  THE 


SPR 


922, 


Lon  Don 


EMC. 


Tickets  of  admission]  can  be 
obtained  fromjthe  office  of 
this  paper. 


*     ROYAL     * 
AGRICULTURAL 

HALLLCNDON 

CLOTHING  CrWOOIlEN  TRADf  S 

CLOTHING  &  WOOLLEN  TRADES 

MAR.  28-AP.  7 

DRAPERY    &  TEXTILE    TRADES 
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WRITE  TO  BROCK'S 

Good  Service  Brings  Success 


EVERY    FIRM,    to  carry    on  Business 

successfully,     must     be     based  on     the 

solid    foundation    of    serving    a  satisfied 
trade. 

A  disappointed  customer  is  often  a 
lost    customer. 

If  our  traveller  is  not  in  your^ vici- 
nity when  you  run  short  of  some  Jines, 
OUR  MAIL  ORDER  DEPARTMENT 
is    at    your    service. 


THE  W.  R.  BROCK  CO.,  LIMITED 

Wholesale  Dry  Goods 
MONTREAL 


Ask   for    samples    of  Fancy    Dress    Voiles,    Beach 
Cloths    and    Swiss    Organdies., 


3gS  >< —  "  ■»■—"         — m  »c 


28 


DRY    GOODS    REVIEW 


The  Load  ? 


"Y7DU  intend  buying  a  truck. 
A  You  have  a  varying  quan- 
tity and  weight  to  move  from 
one  place  to  another  in  each 
working  day. 

Can  you  transport  the  necessary 
quantity  daily  in  one  ton  loads?  If  so, 
you  should  buy  a  Ford  One-Ton  Truck 
rather  than  a  heavier  truck. 


Stake  Body 

Platform  —  97"  x  64  '/£"  inside 
measure  .  racks  —  24"  high  with 
four  slats  running  all  around 
platform  Sign  board  21"  x  29" 
on  each  side  of  racks.  Stakes  and 
racks  solid  hardwood  .  cab  has 
full  length  doors  and  double- 
ventilating  windshield 


Because. 

(1) 

(2) 
(3) 
(4) 


Express  Body 

94"  x  57"  inside  measure; 
panels  13"  high  inside  with  7" 
flare  board  .  rear  end  gate  hinged 
and  chain  fasteners.  Heavy  mal- 
leable braces  on  panels  and  flare 
boards  ,  stringers,  panels,  etc., 
hardwood.  Cab—  full  length 
doors  and  double  ventilating 
windshield  ,  drop  windows  in 
doors. 


Canopy  Top  Body 

96"  x  46"  inside  measure; 
panels  14"  high,  flare  board  5  Yt" 
high  ;  top  of  roof  from  floor  58". 
drop  tail  gate,  with  chain  and 
hinges.  Top  is  removable ;  side 
rear  and  driver's  storm  curtains 
with  Parelyn  lights;  full  ventilat- 
ing windshield. 


The  first  cost  of  a  heavier  truck  is  at 
least  three  times  that  of  a  Ford  One- 
Ton  Truck. 

A  heavier  truck  demands  Unemploy- 
ment of  a  more  expert  and  conse- 
quently a  higher  paid  driver. 
Theoperating  cost  of  a  Ford  One-Ton 
Truck  is  only  a  fraction  of  that  of  the 
heavier  truck. 

Service — which  is  so  essential  in  the 
operation  of  commercial  vehicles — 
is  always  available  "round  the  cor- 
ner" when  you  own  a  Ford  Truck. 

Call  up  the  nearest  Ford  dealer,  he  can  prove  these  state- 
ments by  cold  hard  figures  from  the  experience  of  others. 

Dealers  are  now  able  to  make  delivery  of  the  Ford  Truck 
Chassis  equipped  with  standard  Stake,  Express  or  Canopy 
Top  body. 

Ford  Motor  Company  of  Canada,  Limited,  Ford,  Ontario 
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WE  ARE  READY 


"HER  LADYSHIP" 

READY-TO-WEAR  GARMENTS 
MEN'S  FURNISHINGS 
CARPETS 

Our  warehouse  offers  every  facility  for  promptly  completing  sorting 
orders,  and  a  thoroughly  dependable  service  in  connection  with  ship- 
ment of  goods. 


TO  C-  |Qh>^) 


TORONTO 


- 
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For  the  benefit  of  buyers  who  may  find  it  convenient  to  visit  the 
Toronto  market  during  February  or  March  we  can  assuredly  state 
that  we  are  fully  prepared  to  demonstrate  as  a  special  feature  the 
fact  that  our  showing  of  Wash  Goods  this  season  is  very  exceptional  in 
character,  variety  and  value.  In  consequence,  worthy  of  special  con- 
sideration at  this  time.  Further  we  would  announce  that  all  of  our 
eight  departments  have  thoroughly  complete  assortments  now  on  hand 
for 

SPRING  SEASON  1922 


Including  all  classes  of 

STAPLES 

WASH  GOODS 

DRESS  GOODS 
WOOLLENS 


SMALLWARES  ! 


s 


J 


1 


I 


Letter  order  department  always  at  your  service 
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ALL  WOOL 

Pure  Silk  and  Artificial  Silk  Hosiery  as  well 

as  Cotton  and  Thread  Hosiery  dyed  u  Hawley's 

Hygienic  Black w  can  now  be  obtained* 


Attractive 

Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 

gladly  sent 
upon 

application 
to  the 

Offices  of 
The 

Dry  Goods 
Review, 
143453 

University 
Avenue 
Toronto. 


HAWLEYS 

HYGIENIC  BLACK 


BRITISH    DYE 


fftye  deepest  Vye 
for 

HOSE  and  SOCKS 

Every  pair 
bearing  Hawley's  stamp  is 
Warranted  Fast  &  Stainless 
to  Washing  Wear &Perspiration 


are  now 


Every  pair  is  clearly  stamped  with  the  name 
"Hawley's"  and  is  a  guarantee  to  the  purchaser 
of  the  Fast  and  Stainless  qualities  of  the  Dye. 
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Pioneer  Edmonton  Firm  has  Kept  Abreast 

With  the  Latest  Development  of  the  Time 

"The  Caledonian"  of  Twenty  Years  Ago  Gave  Place  to  Living- 
ston's Limited  and  Added  "Ladywear" — "Everything  in  Sight 
and  Value  for  Money  Received" — Only  Two  Sales  a  Year — 

History  of  the  Store 


THE  older  residents  of  Edmonton, 
capital  city  of  Alberta,  have, 
among  other  landmarks,  a  depart- 
mental store  called  "The  Caledonian," 
owned  by  Alex.  Livingstone.  As  one  of 
the  business  houses  which  gained  the 
confidence  of  the  public  more  than  twen- 
ty years  ago,  it  has  had  a  somewhat  re- 
markable career,  in  that  the  owner  has 
never  for  a  moment  rested  on  his  pion- 
eer reputation.  But  as  the  city  grew, 
his  aim  has  ever  been  that  his  business 
should  expand  with  it,  and  as  the  busi- 
ness centres  changed  somewhat,  Mr. 
Livingstone  was  sure  to  be  on  the  spot 
almost  ahead  of  the  changes. 

So  it  happened  that  about  five  years 
ago,  "The  Caledonian,"  located  for  years 
in  the  eastern  business  portion  of  the 
city,  not  only  changed  its  location,  its 
dress,  but  also  its  name.  A  splendid 
new  brick  block  began  to  rear  its  head 
in  the  very  heart  of  the  shopping  dis- 
trict— Jasper  Avenue,  west — just  across 
the  corner  from  the  Hudson  Bay,  and 
when  completed,  the  new  name  that 
shone  on  the  door  plate  was  "Living- 
stone's, Limited."  The  Caledonian  had 
been  moved  part  and  parcel  from  its 
east  end  location,  and  with  the  move 
it  took  on  more  of  the  nature  of  a  spec- 
ialty shop  than  it  had  formerly  aimed 
at.  Livingstone's  is  a  store  into  which 
the  woman  shopper  may  walk  and  be 
dressed  from  tip  to  toe,  and  not  only 
that  but  she  may  fit  out  many  depart- 
ments of  her  home  as  well.  The  store 
is  exceedingly  spacious,  airy  and  well- 
lighted,  occupying  but  one  floor — except 
for  the  offices  on  the  balcony — but 
everything  so  excellently  arranged  that 
the  floor  space  is  ample  for  display  pur- 
poses. 

Nothing  Spectacular 
The  proprietor,  Mr.  Livingstone,  lives 
up  to  his  good  Scotch  record  by  aiming 
at  nothing  spectacular  in  his  store  ar- 
rangement, sales,  or  advertising.  His 
object  has  always  been,  during  his  many 
years  of  business  experience  in  Edmon- 
ton  to   see  that  the  firm's  name  was   a 


guarantee  of  quality  and  square  dealing, 
and  his  patrons  are  a  living  testimony 
of  his  success  along  these  lines.  Just 
the  same,  there  is  nothing  slow  about 
the  store  policy  as  was  demonstrated  by 
the  first  move  mentioned,  and  Living- 
stone's had  a  further  surprise  in  store 
for  the  public  which  materialized  about 
a  year  ago. 

A   Second   Store 

Bright  new  stores,  lots  of  window 
space,  fresh  paint,  polished  floors,  sun- 
light and  good  air  must  be  Mr.  Living- 
stone's hobby — and  one  might  add  a 
hobby  which  catches  the  public  fancy — 
for  in  possibly  the  other  best  location 
in  Edmonton  (101st  St.  near  the  corner 
of  Jasper,  and  with  the  Market  Square 
very  near)  another  brand  new  store  be- 
gan to  rear  its  head  about  a  year  ago. 
This  one  followed  the  plan  of  Living- 
stone's Limited  on  Jasper  West,  though 
on  a  somewhat  smaller  scale,  and  the 
name  which  appeared  over  the  door  in 
due  time  was  "Ladywear." 

Mr.  Livingstone  realized  that  a  store 
midway  between  his  old  Caledonian 
stand  and  his  present  west-end  location 
would  catch  a  good  deal  of  the  country 
trade  in  particular,  and  of  the  transient 
customers  as  well,  for  the  C.N.R.  depot 
lies  a  few  blocks  down  the  street  from 
"Ladywear"  and  the  traveller  must 
needs  wend  her  way  down  town  along 
101st  street,  then  the  MacDonald  Hotel 
— the  big  Canadian  National  Railway 
hostel — is  not  far  in  the  distance. 

Help  Yourself 

So  the  new  store  made  its  bow  to 
the  public  particularly  as  a  woman's 
outfitting  establishment,  a  place  where 
the  visitor  to  the  city,  whether  from 
town  or  country  could  step  in,  see  every- 
thing on  display,  ticketed,  and  in  good 
open  sight,  so  that  she  might  really 
make  her  choice  without  the  services  of 
an  attendant  should  there  be  a  rush  on, 
or  she  is  in  a  particular  hurry.  "Lady- 
wear" specializes  on  the  popular  price 
garmen1- — not  the  cheap,  shoddy  article 


— but  the  dress,  suit,  or  coat  which  has 
conservative  lines,  is  made  of  reliable 
materia],  and  which  can  be  offered  to 
the  buyer  without  too  much  of  a  strain 
on  her  pocket  book.  The  farming  com- 
munity is,  as  a  rule,  more  on  the  look- 
out for  value  in  texture  of  material  than 
the  sometimes  more  casual  city  shopper. 
The  farm  woman  knows  that  the  coat 
she  buys  must  stand  the  scuffing  of 
many  a  long  ride  in  her  trusty  car,  that 
her  hat  must  weather  many  a  dust 
storm  and  rain  shower  probably,  and  so 
it  is  that  the  windows  of  "Ladywear"  try 
to  show  the  shopper  of  this  kind  that 
they  have  the  article  she  wants  both  in 
quality  and  style. 

It  is  a  pretty  little  shop  indeed;  light 
greys  and  creams  predominate  in  the 
store  fittings  and  window  settings;  there- 
are  two  comfortable  fitting  rooms,  and 
on  the  balcony  a  really  tempting  mil- 
linery display — ready-to-wear  of  course.. 
The  system  is  followed  of  clearing  the' 
store  of  one  season's  goods  to  make 
room  for  the  next  season's  new  goods, 
and  as  there  is  no  extra  space  in  either 
the  main  store  or  the  branch  for  the 
storing  of  old  stock,  there  is  no  chance 
for  "moth  and  rust  to  corrupt,"  and  the 
public  to  have  any  old  goods  foisted  on 
it. 

The  two  yearly  sales  then  are  real 
events.  J.  F.  Harler,  advertising  man- 
ager, who  has  been  with  the  firm  for 
many  years,  puts  all  his  energy  into 
making  them  real  value-giving  events, 
and  when  the  public  is  once  trained  to 
expect  something  really  worth  while  at 
a  certain  season  of  the  year,  half  the 
battle  is  won,  and  there  is  nothing  much 
further  needed  than  merely  to  announce 
the  sale.  Mid-summer,  and  January  then 
are  busy  times  for  Livingstone's  Lim- 
ited and  Ladywear,  and  after  "the  shout- 
ing and  the  tumult"  have  died  away 
there  is  nothing  more  to  do  than  to 
sweep  out  the  waste  paper,  and  put  in 
the  new  season's  stock. 

(Continued  on   page  37) 
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A  Churches  and  Charities  Contest 

Successfully  Operated  By  The  Arcade  Of  Hamilton — Giving 
Away  $5,000  To  Churches  And  Charities— The  Nature  Of  The 
Awards — An  Important  Change  In  The  Nature  Of  The  Contest — 
Over   5,000,000   Votes   Secured — Closing   Date    An    Important 

Factor 


MAKING  it  worth  while  to  the 
churches  and  charities  of  Hamil- 
ton and  vicinity  to  interest  them- 
selves and  their  friends  in  a  contest  has 
been  the  effort  of  The  Arcade,  Limited, 
of  Hamilton  for  a  couple  of  years.  In- 
cidentally, it  has  been  worth  while  to 
The  Arcade  as  well.  Along  with  various 
other  activities  of  this  progressive  or- 
ganization they  conceived  this  p. an 
whereby  the  members  of  many  of  the 
city  and  vicinity  churches  would  become 
salesmen  and  saleswomen  for  The  Ar- 
cade. In  other  words,  the  interest  which 
could  be  created  in  this  contest  would 
result  in  actual  purchasing  at  The  Ar- 
cade because  the  various  contesting 
churches  would  not  only  enlist  their  own 
membership  in  a  campaign  of  buying  at 
this  store,  but  would  get  after  other 
church  members  as  well  whose  own 
church  might  not  be  a  contestant  in  the 
Church  and  Charities  Contest.  The 
Arcade  has  recently  finished  the  third 
contest  of  this  nature  and  an  evidence 
of  the  manner  in  which  it  has  grown  is 
shown  by  the  number  of  votes  cast.  In 
the  first  contest  there  were  over  2,500,- 
000  votes  cast;  in  the  second  over  3,000,- 
000,  and  in  the  one  just  closed  over 
5,000,000.  The  iarge  increase  during 
the  last  contest  may  be  explained,  par- 
tially, by  a  new  regulation  adopted 
which  encouraged  the  smaller  churches 
to  stay  with  the  campaign  tiJ  the  end. 
Formerly,  it  was  noted  that  some  of  the 
smaller  churches  dropped  out  before  the 
contest    ended. 

How  It  was  Launched 

The  original  contest  of  The  Arcade 
called  for  the  dispensing  of  $5,000  to  the 
churches  and  charities  in  Hamilton  and 
vicinity  by  this  firm.  Of  this  amount 
$2,000  was  for  charities;  $1,500  to  the 
churches  of  Hamilton,  and  $1,500  to  the 
churches  in  the  vicinity  of  Hamilton,  and 
within  a  radius  of  25  miles.  The  sales' 
check  made  out  with  each  purchase  of 
merchandise  acted  as  the  pivotal  point 
of  the  contest.  A  ten  cent  check  or  any 
multiple  of  ten  cents  entitled  the  church 
member  (who  must  be  fifteen  years  or 
over)  to  either  one  vote  or  to  the  number 
equal  to  the  division  of  ten  into  the  mul- 
tiple of  ten.  Thus,  if  $1.00  worth  of 
merchandise  was  bought,  it  entitled  the 
church  member  to  ten  votes.  The  con- 
test ran  for  a  number  of  months  and 
closed  about  the  middle  of  December 
during  the  last  contest,  but  even  later 
than  this  during  the  first  contest.  This 
closing  date  is  rather  an  important  fea- 
ture of  the  contest  which  wi.l  be  men- 
tioned later  in  this  article. 


A   HINT  TO   ADVERTISERS 

In  a  new  text-book  on  the  psy- 
chology of  advertising  an  interest- 
ing paragraph  occurs  of  interest 
to  the  men's  wear  trade  in  par- 
ticular. It  is  headed  "Men  and 
Women  as  Purchasers"  and  states 
that  "the  only  article  of  clothing 
bought  by  men  exclusively  is  col- 
lars, whereas  80%  of  men  buy 
their  own  shoes  and  hats.  In  50% 
of  the  cases  of  purchases  of  men's 
wear,  women  are  the  buyers  of 
handkerchiefs,  socks,  underwear 
and  jewelry,  not  the  men  them- 
selves. In  a  third  of  the  cases 
where  shirts  are  bought,  women 
help  to  pick  them  out.  To  sum  up 
these  general  statistics,  it  has 
been  found  that  women  buy  men's 
things  exclusively  eleven  times  as 
often  as  men  buy  women's  things. 
This  information  should  materially 
assist  the  advertisement  writer  in 
selecting  his  view-point  and  should 
be  especially  recalled  during  the 
weeks  preceding  Christmas  and 
Easter  when  more  than  the  usual 
amount  of  purchasing  of  wearing 
apparel  is  done." 


The    awards    of    the    contest   were    as 
follows: — 
10  AWARDS  TO  CHARITIES 

$500  to  the  charitable  institution  re- 
ceiving the  largest  vote. 

$500  to  the  charitable  institution  re- 
ceiving the  second  largest. 

$300  to  the  charitable  institution  re- 
ceiving the  third  largest. 

$200  to  the  charitable  institution  re- 
ceiving the  fourth  largest. 

$100  to  the  next  six  charitable  institu- 
tions. 

10  AWARDS  TO  CHURCHES  IN  HAM- 
ILTON 

$500  to  the  church  receiving  the  larg- 
est vote. 

$300  to  the  church  receiving  the  se- 
cond largest  vote. 

$200  to  the  church  receiving  the  third 
largest  vote. 

$100  to  the  next  three  churches  re- 
ceiving the  largest  vote. 

$50  to  the  next  four  churches  receiv- 
ing the  largest  vote. 

10   AWARDS   TO     CHURCHES   NEAR 
HAMILTON 

$500.  to  the  church  receiving  the  larg- 
est vote. 

$300.  to  the  church  receiving  the  se- 
cond largest  vote. 

$200  to  the  church  receiving  the  third 
largest  vote. 

$100  to  the  next  three  churches  receiv- 
ing the  largest  vote. 


$50  to  the  next  four  churches  receiving 
the   largest  vote. 

A  Change  in  Last  Contest 

A  change  was  made  in  the  last  con- 
test, due  to  the  fact  that  it  was  found 
that  smaller  churches  that  entered  the 
contest  dropped  out  before  it  was  finish- 
ed because  they  felt  they  had  no  chance 
against  the  larger  ones.  In  the  contest 
of   1921,   therefore,     the   churches   were 

classified  as  fol.ows- 

CLASS  A 

Shall    consist    of   churches    having    over 

750  members 
7  AWARDS 

$300  to  the  church  receiving  the  largest 
number  of  votes. 

$200  to  the  church  receiving  the  se- 
cond largest  number  of  votes. 

$100  to  the  church  receiving  the  third 
largest  number  of  votes. 

$50  each  to  the  four  churches  receiv- 
ing the  next  largest  number  of  votes 
CLASS  B 
Shall    consist    of   churches    having    over 

500  and  not  more  than  750  members 
5  AWARDS 

$300  to  the  church  receiving  the  larg- 
est number  of  votes. 

$200  to  the  church  receiving  the  se- 
cond largest  number  of  votes. 

$100  to  the  church  receiving  the  third 
largest  number  of  votes. 

$50  each  to  the  two  churches  receiving 
the  next  largest  number  of  votes. 
CLASS  C 
Shall    consist    of   churches    having    over 

250  and  not  more  than  500  members 
7  AWARDS 

$300  to  the  church  receiving  the  larg- 
est number  of  votes. 

$200  to  the  church  receiving  the  se- 
cond largest  number  of  votes. 

$100  to  the  church  receiving  the  third 
largest  number  of  votes. 

$50  each  to  the  four  churches  receiv- 
ing the  next  largest  number  of  votes. 
CLASS  D 
Shah    consist     of   all  churches     with  a 

Membership  of  not  over  250 
13   AWARDS 

$300  to  the  church  receiving  the  larg- 
est number  of  votes. 

$200  to  the  Church  receiving  the  se- 
cond largest  number  of  votes. 

$100  to  the  church  receiving  the  third 
largest  number  of  votes. 

$50  each  to  the  ten  churches  receiving 
the  next  largest  number  of  votes. 

In   addition  to  this,  $1,600  was  given 

to  charities  directed  by  the  voter.  $500 

was  the  capital  award,  $400  the  second; 

$250  the  third;  $150  the  fourth,  and  $50 

(Continued  on  page  37) 


Dry  Goods  Review 


GENERAL    SECTION 


33' 


Ritchie's  Long  and  Honorable  Career 

Have  Served  the  People  of  Quinte  District  for  Upwards  of  Three- 
Quarters  of  Century — First  Principles  Laid  Down  Have  Been  Ad- 
hered to  Throughout — Transactions  on  Strictly  Cash  Basis — The 
Advertising  Manager  Acquaints  The  People  With  Heads  of  The 

Firm 


GOOD  store  publicity  was  recently 
given  the  Ritchie  Co.,  Ltd.,  Belle- 
ville, by  their  advertising  manag- 
er. We  cannot  do  better  than  outline  this 
in  the  advertising  manager's  own  words, 
accompanied  by  cuts  of  the  men  in  charge 
of  this  very  progressive  eastern  Ontario 
retail  firm  that,  for  many  years,  has 
commanded  the  respect  and  patronage 
of  many  patrons  in  the  Bay  of  Quinte 
district. 


CHARLES  M.   REID 

President  of  the  Ritchie  Co.,  Limited 

"For  sixty-three  years,"  said  the  ad- 
vertising manager  in  a  five  column  ad- 
vertisement in  their  local  paper  on 
January  14th,  "the  old  firm  of  George 
Ritchie  &  Co.,  known  as  the  Ritchie  Co., 
Ltd.,  have  been  serving  the  people  of  this 
district,  bringing  merchandise  from  al- 
most every  country  in  the  world  and 
laying  it  before  their  many  patrons  in  the 
Bay  of  Quinte  District. 

"Occasionally  some  lady  or  elderly 
gentleman  will  drop  into  the  Company 
store  and  say,  'I  have  traded  in  this  store 
ever  since  it  started  in  business.'  These 
old  customers  are  necessarily  becoming 
fewer  all  the  time,  but  the  business  has 
gone  on  steadily,  forming  new  constitu- 
encies and  a  wider  range  of  patronage 
for  all  these  years  until  it  is  now  recog- 
nized as  one  of  the  leading  businesses  in 
Canada. 

"Not  only  have  the  customers  chang- 
ed, but  the  management  has  changed 
from  time  to  time,  and  it  is  a  great  many 
years  since  there  has  been  anyone  con- 


nected with  it  that  was  in  the  firm  at 
the  commencement. 

"After  the  death  of  George  Ritchie  in 
1878,  the  late  Thomas  Ritchie  became 
head  of  the  firm.  He  gave  his  active  at- 
tention to  the  firm  for  a  great  many 
years,  carrying  on  the  same  principles 
upon  which  the  business  had  been  found- 
ed, viz.: — Goods  bought  in  the  best  mar- 
kets, marketed  at  the  closest  possible 
prices;  equal  service  for  all,  rich  or  poor, 
large  or  small  purchases;  one  price  only; 
and  goods  to  be  bought  and  sold  for 
cash. 

"About  fifteen  years  ago,  Mr.  Thomas 
Ritchie  practically  withdrew  from  active 
work  in  the  Company  and  Mr.  Reid,  the 
president,  took  over  the  controlling 
stock  and  became  the  real  head  of  the 
Company.   Mr.   Reid  has  had  associated 


5.  Exchang2  of  any  goods  that  are  not 
exactly  as  represented. 

6.  Your  money  back  if  you  are  not 
satisfied. 

7.  Absolute  courtesy  at  all  times  no 
matter  whether  you  make  purchases  or 
not. 

8.  Prices  always  the  lowest  at  which 
skilled  merchandising,  advantageous  buy- 
ing, and  complete  equipment  can  place 
the  goods  at  your  disposal. 

9.  Comfort  of  shopping  in  a  well  light- 
ed, well  equipped,  well  ventilated  and 
agreeable  store. 

"We  naturally  feel  very  proud  of  our 
more  than  sixty  years  of  business  suc- 
cess. Not  once  in  all  these  years  have 
we  failed  to  meet  our  financial  engage- 
ments, nor  have  we  failed  to  pay  one 
hundred  cents  on  the  dollar  to  our  cred- 
itors. We  are  glad  to  have  achieved  such 
a  long  and  successful  business  experi- 
ence. 

"But  we  are  not  satisfied.  We  shall 
not  rest  idly  on  past  achievements.  We 
shall  not  allow  ourselves  to  be  thought  of 
as  merely  old  or  reputable.  It  is  not 
enough  that  we  have  built  up  the  largest 
business  of  its  kind  in  this  district. 
Cheerfully  and  courageously  we  shall 
face    the    increased    responsibilities    of 


FRANCIS  P.  THOMPSON 

Managing  Director  the  Ritchie  Co., 

Limited 

with  him  a  lot  of  splendid  men  as  heads 
of  the  various  departments  and  these 
men  are  still  with  the  Company  as  may 
be  seen  from  the  accompanying  photo- 
graphs. They  are  all  stockholders  in  the 
Company  and  will  continue  to  unitedly 
carry  on  the  business  on  the  same  plat- 
form that  has  made  it  such  a  success  in 
the  past.  They  will  assure  the  public  of: 

1.  A  square  deal  in  every  transaction. 

2.  The  best  service  that  can  possibly 
be   rendered. 

3.  Business    conducted    on    a    strictly 
cash  basis. 

4.  Absolute  dependability  of  goods  sold. 


J.  H.  BRYANT 
Manager  Men's  Department 

building  a  bigger  and  better  future.  We 
shall  constantly  strive  to  continue  to 
lead,  and  to  be  worthy  of  the  increased 
patronage  that  we  are  constantly  en- 
joying. 
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C.  DOUGLAS  REID 

Secretary-Treasurer 

"We  ask  you  to  note  the  length  of 
service  of  the  various  heads  of  our  de- 
partments. We  doubt  if  anywhere  in 
Canada  a  better  record  can  be  found. 
Men  remain  with  this  Company  because 
it  is  a  good  place  to  live.  Never  is  anyone 
asked  to  do  a  dishonest  or  dishonorable 
act.  This  business  has  been  built,  and 
will  be  continued,  on  the  principle  of 
the  Golden  Rule. 

"We  ask  for  a  continuance  ol  your 
much-valued  patronage.  We  will  always 
be  at  your  service  with  the  right  goods, 
at  the  right  time,  and  at  prices  that  you 
may  have  confidence  in." 

A  short  biographical  sketch  is  given 
of  each  of  the  heads  of  the  depart- 
ments in  the  store  and  special  emphasis 
is  laid  on  the  length  of  time  they  have 
been  with  the  Ritchie  Company.  It  is  a 
fact  worth  noting  that  the  combined  ser- 
vice of  these  gentlemen  with  the  firm 
totals  144  years. 


"UP  TO  STANDARD  NOT 
DOWN  TO  PRICE 

(Continued  on  page  14) 
cost  of  production.  The  business  we  do 
is  in  the  very  highest  class  of  Scottish 
woollens  and  if  the  market  is  not  ready 
for  this  kind  of  merchandise  at  the  pre- 
sent time  we  will  have  to  au  revoir  and 
come  back  again  at  a  later  date.  We 
cannot  come  down  to  mass  production 
first,  because  we  are  not  in  a  position 
to  do  so;  and  second,  because  it  is  not 
in  the  blood  to  do  so  and  with  us  that 
is  the  more  important  point."  In  con- 
clusion, Mr.  Munroi  referred  to  some  of 
the  difficulties  they  were  experiencing 
in  the  different  markets  of  the  world. 

Sir  James   Woods 

Prior  to  Mr.  Munro's  reply  to  the  var- 
ious speakers  of  the  afternoon,  Sir 
James  Woods,  President  of  the  Gordon 
MacKay  Co.,  Ltd.,  Toronto,  spoke  on 
behalf  of  the  wholesale  Dry  Goods 
Trade  of  Toronto.     He  said  he  was  glad 


JAMES  BUCHANAN 

Manager  Ladies  Ready-to   Wear 

Department 


S.  McGUIRE 
Manager  Dress  Goods  Department 

to  welcome  the  delegation  on  behalf  of 
the  Dry  Goods  trade,  particularly  be- 
cause of  the  relationships  that  existed 
between  two  parts  of  a  great  empire. 
He  hoped  this  would  not  be  the  last  de- 
legation of  business  men  from  the  old 
land  to  visit  Canada  to  strengthen  the 
hands  of  trade  across  seas.  Referring  to 
trade  conditions,  Sir  James  referred  to 
the  Fordney  Bill  that  has  recently  been 
passed  by  the  congress  of  the  United 
States;  during  the  last  seven  months, 
he  said,  there  had  been  an  alarming 
falling  off  in  exports  from  Canada  to  the 
United  States.  The  Motherland,  on  the 
other  hand,  was  the  one  sure  customer; 
but  it  could  not  be  expected  that  we 
would  receive  a  great  deal  of  trade  from 
there  if  we,  in  turn,  did  not  trade  more 
extensively    with    the   United    Kingdom. 


H.  J.  B.  POSTE 

Manager  Carpet,  Rug,  Furniture 

and   Drapery  Department 

"Your  coming  here  in  the  prosecution 
of  a  campaign  to  protect  a  name,"  said 
Sir  James,  "is,  along  the  lines  of  ad- 
vertising, one  of  the  best  things  I  have 
ever  known.  You  are  building  up  to  a 
standard  and  not  coming  down  to  a  price. 
The  fact  that  you  will  not  allow  any  one 
to  become  a  member  of  your  association 
who  does  not  agree  to  live  up  to  a  high 
standard  is  an  assurance,  I  think,  that 
your  trade  mark  will  not  suffer." 

T.  W.  Learie 

T.  W.  Learie  of  the  W.  R.  Johnston 
Co.,  Ltd.,  of  Toronto,  spoke  on  behalf  of 
the  clothing  manufacturers  of  the  city 
and,  in  their  name  extended  a  welcome 
to  the  de.egates.  He  highly  commended 
the  banding  together  of  these  Scottish 
manufacturers  for  the  simple  purpose 
of  protecting  a  trad«  mark  and  all  it 
meant  to  the  quality  of  their  merchant- 
ddse.  He  felt  that  such  a  step  would  not 
fail  to  enlist  the  active  interest  of  Can- 
adian business  men. 

As  an  indication  to  the  visitors  of  the 
extent  of  the  Canadian  clothing  trade, 
Mr.  Learie  referred  to  some  statistics^ 
that  would  be  worth  while  their  consid- 
ering. In  1910,  the  investment  in  the 
clothing  industry  in  Canada  amounted 
to  $16,350,000,  and  in  1919  it  was  $38,- 
629,000.  In  1910,  they  had  manufactur- 
ed goods  to  the  value  of  $33,745,000  and 
in  1919,  $70,498,000.  Seventy  per  cent, 
of  the  clothing  trade  was  the  ready-to- 
wear  in  comparison  with  the  tailor  made 
clothes.  In  1918,  Canadian  c.othing 
manufacturers  purchased  in  the  raw 
material  state  $25,422,000  worth  of 
goods  while  in  1919  it  was  $16,836,000, 
"We  have  a  market  here  worth  develop- 
ing," said  Mr.  Learie. 

John  O'Connor 

Speaking    for   the   retail    trade,   John 

O'Connor  of  the  Murray  Kay,  Co.,  Ltd., 

of   Toronto,    commended    the    traditional 

policy  of  the  Scottish  woollen  manufac- 

( Continued   on   page   37) 
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Turn  In  The  Road 

THE  MANAGING  director  of  one  of  the  large 
wholesale  houses  in  Canada  who  is  also  the  director 
of  one  of  the  chartered1  banks  of  this  country  made 
the  statement  to  Dry  Goods  Review  a  few  days  ago  that 
he  believed  the  turn  of  the  road  had  been  reached.  He 
believes  business  has  definitely  started  on  the  upward 
grade.  His  opinion  is  formed,  not  by  events  that  are 
transpiring  in  the  large  centres  of  population,  but  by 
things  that  are  happening  in  the  more  strictly  rural  por- 
tions of  the  country;  and  it  is  worth  while  remember- 
ing that  prosperity  in  this  country  begins  with  improv- 
ing conditions  in  agricultural  areas.  His  opinion  is  con- 
firmed by  reports  that  reach  him  from  the  travellers 
of  his  own  house — and  he  takes  it  for  granted  that  other 
houses  are  meeting  with  as  favorable  responses  from  the 
trade  all  over  the  country.  From  two  departments  in  an 
ordinary  sized  store  in  Ontario,  one  of  their  travellers 
booked  $15,000  worth  of  business — and  this  retailer 
was  not  more  their  customer  than  any  other  wholesaler 
house  in  the  country. 

The  reason  assigned  for  the  opinion  of  this  man  is, 
to  use  his  own  words,  "the  farmer  has  come  out  of  his 
sulks."  For  a  loug  time  the  farmer  has  sulked.  His 
produce  was  about  the  first  to  hit  the  toboggan  slide  of 
prices  and  it  hit  hard.  In  comparison  with  many  other 
commodities,  the  farmer  has  not  heen  receiving  a  fair 
price  for  his  productive  effort.  This  knowledge  not  only 
engendered  a  feeling  of  resentment  to  "the  city*'  but  it 
found  expression  in  his  refusal  to  purchase  absolute  re- 
quirements. Over  a  year  ago  Premier  Drury  in  address- 
ing the  Credit  Men's  Association  in  Toronto  stated  that 
the  farmers  in  this  province — he  knew  it  for  a  fact — 
were  refusing  to  buy  many  things  they  needed  because 
they  believed  prices  were  too  high,  and  he  went  on  to 
say  that  they  would  not  buy  till  they  believed  prices 
were  down  to  a  reasonable  basis. 

Much  water  has  run  under  London  bridge  since  that 
speech.  Prices  have  come  down  materially  in  nearly 
all,  if  not  all,  commodities.  The  farmer  believes,  at  last, 
that  prices  are  down  to  a  reasonable  basis  with  produc- 
tive costs  what  they  are,  with  high  railway  rates  and 
with  other  high  costs  that  enter  into  the  selling  price. 


And  being  convinced  that  this  is  so,  he  is  going  into  the 
market  again  to  buy. 

If  this  statement  of  the  case  is  really  as  presented,  it 
is  a  harbinger  of  steadily  improving  business  conditions 
in  this  country. 

Still  Taking  Losses 

THE  CHARGE  has  too  frequently  been  made 
against  the  retail  trade  of  this  country  that  they, 
have  not  taken  their  losses  during  the  last  eighteen 
months  when  all  markets  have  been  on  the  decline.  In 
some  cases,  this  charge  has  been  all  too  true.  There  have 
been  some  merchants  who  have  been  tardy  in  marking 
down  their  merchandise  to  a  figure  anything  like  re- 
placement values.  They  will  be  the  chief  sufferers  of 
this  unwise  step,  for,  in  the  meantime,  competitors  have 
done  so  and  have  added  to  their  sales  and  their  regular 
store  friends  by  so  doing. 

A  visit  to  many  of  the  dry  goods  stores  in  this  prov- 
ince at  the  present  time  would  convince  the  doubting 
that  retail  dry  goods  merchants  have  taken  their  losses 
and,  what  is  more,  are  still  taking  them.  This  and  Janu- 
ary are  the  months  for  stock-taking  in  manty  stores.  Dry 
Goods  Review  has  been  in  many  of  these  stores  during 
the  last  six  weeks  and  has  seen  merchant^  still  taking 
losses  on  lines  of  merchandise  that  show  a  lower  market 
value  than  when  they  were  last  listed  in  stock.  They  are 
hopeful  that  this  may  be  the  last  one  they  will  have  to 
take  for  it  probably  includes  the  last  bits  of  merchandise 
that  were  purchased  at  prices  anywhere  near  the  peak. 
These  losses  are  not  being  taken  by  aggressive  merchants 
on  many  of  their  lines — only  on  a  few.  They  have  clear- 
ed their  stocks  and  are  in  the  market  to  buy  frequently 
and  when  the  price  suits  them.  There  is  one  thing  in 
addition  that  should  not  be  forgotten — the  retailer  wants 
to  see  a  market  for  the  thing  he  expects  to  buy  before 
he  buys  it.  Hence,  he  buys  from  hand  to  mouth. 


Look  For  More  Profits 

KEEN  MERCHANDISING  men  who  have  their 
stocks  in  the  proper  shape  are  looking  for  more 
profits  this  year  than  last,  not  a  wider  margin  of 
profit  but  a  more  profitable  year.  They  have  taken  their 
losses,  the  last  of  them  in  the  stock-taking  they  have 
just  finished  or  are  finishing  this  month.  The  bulk  of 
these  losses  were  absorbed  during  the  financial  year  of 
1921  and  all  the  profits  that  were  made  would  not  off- 
set this  marking  down  to  meet  replacement  value. 

This  year,  however,  they  do  not  believe  that  such 
losses  will  have  to  be  taken.  They  do  not  contend  that 
there  will  not  be  some  fall  in  prices  in  some  lines;  but 
they  do  know  that  their  stocks  are  in  such  shape  and 
their  buying  policy  is  so  regulated  that  nothing  could 
possibly  happen  that  they  would  have  to  assume  heavy 
losses  again.  They  are  operating  on  a  sixty  or  ninety 
days  policy ;  some  departments  are  on  a  thirty  days  policy. 
Their  contention  is,  therefore,  that  they  can  make 
some  profit  during  the  financial  year  of  1922.  They 
will  go  into  the  market  frequently  and  purchase  merch- 
andise at  a  fair  price  and  make  a  fair  profit  on  it.  Not 
forgetting  that  quality  is  a  bigger  factor  in  the  con- 
sumer's mind  as  time  goes  on,  they  are  not  forgetful  of 
the  fact,  either,  that  price  is  a  big  consideration  and  a. 
big  drawing  card  at  the  present  time.  They  figure  that 
they  may  sell  less  merchandise  than  last  year,  but  that 
there  will  be  a  profit  in  it  against  which  thev  will  not 
have  to  set  other  heavy  losses  as  a  result  of  falling  prices 
on  stocks  that  are  heavy  on  their  shelves. 
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Dry  Goods  Markets  at  a  Glance 

Retailer  Calling  in  Stock  Before  Making  Further  Commitments — 
Novelties  in  Fabrics  Still  Lead — Homespuns  Active  and  Crepe 
Silks  Going  Well — Guaranteed  Price  by  Canadian  Carpet  Mills 
— Manufacturers  of  Silk  Lingerie  Active — Ready-to-Wear  Busi- 
ness Opening  Up 


FEBRUARY  in  the  wholesale  houses  is  usually  a 
quiet  month.  A  traveller  went  into  a  certain  retail 
house  a  few  days  ago  and  found  the  proprietor 
busily  engaged  in  calling  in  stock.  "I  won't  stop  this 
job  for  the  best  traveller  on  the  road;  you'll  have  to  call 
again,"  said  the  proprietor  without  more  than  looking 
up.  That  is  one  of  the  big  causes  for  a  quiet  February. 
Retailers  are  in  the  middle  of  stock-taking  and  they  want 
to  see  how  they  stand  before  they  make  any  more  com- 
mitments. With  them,  too,  it  is  between  seasons  when 
Winter  is  just  hanging  on  by  its  teeth  and  Spring  is  in 
the  offing.  If  a  garment  or  article  can  be  made  to 
hang  together  till  Spring,  it  is  made  to  do  so.  Trade 
is  hard,  almost  impossible  to  force. 

Activity  in  the  wholesale  houses  centres  round  the 
delivery  or  placing  orders  for  Spring  merchandise. 
They  still  expect  to  do  a  good  sorting  business,  however; 
the  amount  of  placing,  comparatively,  has  been  small; 
and  when  seasonal  merchandise  begins  to  move  or  to  be 
in  demand,  they  look  for  good  business.  During  the 
last  few  weeks,  Dry  Goods  Review  has  seen  manv  of  the 
reserve  stocks  held  by  merchants  in  Ontario.  They  are 
very  small,  indeed,  and  if  Spring  business  opens  up  fav- 
orably, there  will  be  some  lively  orders  placed  with  a, 
request  for  immediate  delivery. 

Fabrics 

Novelties  in  fabrics  are  still  in  good  demand  both  with 
the  specialty  houses  and  the  wholesalers.  The  early 
Spring  buyer  from  the  retailer  is  looking  for  the  newest 
things  in  fabrics  and  the  retailer  is  preparing  to  meet 
the  requirements  of  that  buyer.  Bright  colors  are  es- 
pecially good  in  the  plain  colors.  Stripes,  plaids  and 
checks  of  all  descriptions  have  had  a  good  run.  Staple 
lines  are  held  up  for  the  time  being  but  they  will  have 
their  innings  when  the  season  is  more  advanced,  so 
wholesalers  say.  The  whole  woollen  market  points  to 
greater  stabilization.  There  have  been  advances  during 
the  last  few  weeks  which  would  indicate  this.  Whole- 
sale buyers  who  are  looking  ahead  look  for  very  firm 
prices  as  far  as  they  are  able  to  see.  They  do  not  scout 
the  idea  of  fluctuations,  but  believe  they  'will  be  slight. 

The  silk  market  still  continues  to  hold  its  own.  Trad- 
ing in  the  far  eastern  markets  recently  has  been  dull 
almost  to  the  point  of  stagnation  and  buyers  on  the 
New  York  market  are  purchasing  only  their  immediate 
requirements.  Prices,  up  to  this  time,  have  not  been 
affected  to  any  extent  by  this  condition.  Local  whole- 
sale houses  report  a  shortage  of  pongees.  Some  new 
creations  in  silks  from  the  English  market  are  being; 
shown  to  the  trade  and  seem  to  be  meeting  with  a  fair 
response. 

An  evidence  of  the  care  that' has  been  exercised  by  re- 
tailers in  placings  was  seen  in  one  of  the  wholesale 
houses  recently.  Whereas  formerly  whole  pieces  of 
wash  goods  would  be  taken,  retailers  are  asking  for  half 
pieces.  The  result  of  this  is  that  some  of  the  wholesale 
houses  are  late  in  their  deliveries  of  these  goods. 


Wholesale  houses  report  that  some  of  the  Canadian 
mills  are  away  behind  in  their  deliveries  of  factory 
cottons.  There  have  been  no  changes  in  staple  cotton 
prices  during  the  past  month  and  in  the  primary 
markets,  raw  cotton  has  been  quite  firm. 
Knit  Goods 

The  Canadian  carpet  mills  have  assured  the  whole- 
salers that  their  prices  will  remain  firm  until,  at  least, 
the  first  of  July.  Last  year  this  guarantee  was  given 
only  till  the  end  of  March  but  with  a  feeling  that  condi- 
tions are  more  stable  this  year,  they  have  extended  the 
date  till  July.  Wholesalers  state  that  the  'better  grade 
rugs  are  selling  more  freely.  Wilton  and  Axminsters 
are  moving  fairly  well  but  the  tapestry  rugs  are  slow. 
There  is  a  feeling  in  certain  quarters  that  this  will  be  a 
good  year  for  floor  coverings  because  of  the  better  pat- 
terns shown  and  the  greater  economy  of  these  for  house- 
hold use. 

Some  of  the  Canadian  manufacturers  of  tapestry  drap- 
eries are  showing  fabrics  that  are  very  creditable  to 
them  and  they  are  meeting  with  good  success  in  the 
marketing  of  them  to  the  trade. 

Novel  designs  in  cretonnes  are  still  being  featured 
and  some  of  them  might  well  Le  used  for  dresses  as  well 
as  draperies  for  they  are  very  much  after  dres-  pat- 
terns. While  many  of  the  larger  firms  that  place  their 
orders  direct  with  foreign  houses  have  booked  for  the 
Spring,  wholesalers  say  that  many  of  the  merchant? 
throughout  the  country  have  not  yet  hought  their  Spring 
requirements  of  curtains  and  draperies.  Curtains  have 
moved  slowly.  Some  of  the  English  houses  are  show- 
ing some  neat  designs  at  tempting  prices  to  the  Cana- 
dian trade  at  the  present  time  and  are  meeting  with 
fair  success. 

Manufacurers'  agents  handling  various  linen  lines 
say  that  the  price  tendency  still  continues  firm.  They 
believe  that  the  manufacturers  are  about  to  begin  opera- 
tions on  a  more  extensive  scale  because  of  business  in 
sight  and  the  condition  of  stocks  generally  which  are  re- 
ported very  low.  One  agent  stated  to  Dry  Goods  Re- 
view that  their  stock  sheets  pointed  to  almost  empty 
shelves  in  the  warehouses.  Merchants  are  not  doin ^  a 
great  deal  of  buying  at  the  present  time. 

Home    Furnishings 

Manufacturers  stale  that  the  wholesalers  are  placing 
more  freely  with  them  than  they  have  done  for  many 
months  past,  in  fact,  one  agent  stated  that  he  had  book- 
ed three  times  as  much  trade  with  the  wholesaler  this 
year  than  he  hod  done  last  year.  The  sweater  trade  has 
not  opened  out  very  strongly  yet  but  wholesalers  believe 
that  this  end  of  the  knit  goods  business  will  come  into 
its  own  in  due  lime.  The  pullover  style  is  becoming  a 
strong  rival  of  the  tuxedo  and  some  very  new  creations 
of  this  are  being  seen.  Eor  the  present,  many  new 
designs  in  bathing  suits  are  being  shown  and  business 
in  the  seaside  dress  i<  exceedingly  good.  In  som°  indus- 
trial centres  in  Ontario  the  knit  goods  men  are  the  only, 
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or  practically  the  only,  factories  running  on  anything 
like  ful]  time.  The  February  issue  of  Dry  Goods  Re- 
view is  the  special  knit  goods  number  anJ.  we  would 
call  your  particular  attention  to  this  section  this  month. 
The  latest  information  we  have  been  able  to  -eeure  is 
contained  in  this  section,  together  with  some  illustra- 
tions of  new  goods. 

Lingerie 
Manufacturers  of  silk  underwear  are  exceedingly  op- 
timistic of  the  future  and  say  that  the  retailer  has  barely 
begun  to  realize  the  profits  on  these  lines.  It  is  the  case 
that  new  firms  are  springing  up  almost  daily  or  old 
firms  are  adding  special  machinery  for  the  manufacture 
of  silk  lingerie.     New  garments  are  constantly  on  the 


market  and  are  eagerly  examined  by  the  trade.  Manu- 
facturers of  these  lines  are  enjoying  a  fairly  good  busi- 
ness and  look  for  it  to  develop  as  the  year  progresses. 
Ready-To- Wear 
Keady  to  wear  trade  for  the  retailer  is  beginning  to 
open  up  nicely.  Firms  report  active  buying  by  the  con- 
sumer. Taffeta  dresses  are  selling  well,  though  the 
price  is  somewhat  against  them  to  date.  Crepe  effect* 
are  also  moving  well  and  the  recent  advance  in  the  price 
of  crepe  silks  has  advanced  the  prices  of  dresses  to  a 
higher  figure  than  was  expected  at  the  first  of  the 
season.  Manufacturers  are  busy  with  their  Spring  trade 
and  believe  that  the  season  is  going  to  be  a  better  one 
than  a  year  ago. 


PIONEER  EDMONTON   FIRM 

(Continued  from  page  31) 
The  special  appeal  to  the  public  made 
by  the  system  of  running  the  Living- 
stone stores,  is  "everything  in  sight, 
and  value  for  money  received."  For 
instance  when  the  west  end  store  puts 
its  new  spring  models  on  display  the 
splendid  window  space — it  is  a  corner 
store  with  eight  beautiful  windows — is 
entirely  devoted  to  these  gowns  and 
suits.  When  you  enter  the  store,  and 
go  to  the  ready-to-wear  department, 
again  everything  is  in  open  display  and 
good  light;  there  is  no  chance  for  any 
"piling-up"  process  of  unsold  models, 
and  the  buying  policy  of  the  store  is  to 
keep  within  the  limit  of  sales,  so  that 
the  most  up-to-date  is  constantly  on 
display. 

You  have  only  to  speak  to  Mr.  Living- 
stone to  have  a  good  chance  on  a  guess 
at  the  county  in  old  Scotia  from  which 
he  hails,  and  then  you  recall  the  name 
of  his  first  establishment — the  Caledon- 
ian. This  store  meant  a  great  deal  to 
the  shopping  public  of  Edmonton  twenty 
years  ago.  It  was  a  very  large  depart- 
mental establishment,  of  big  area,  and 
carrying  everything  from  a  button  hook 
to  a  Persian  rug,  with  wearing  apparel 
for  the  whole  family  of  course.  Mr. 
Livingstone  made  his  first  friends,  and 
gained  his  reputation  here,  and  while  his 
new  stores  are,  as  before  stated,  more 
exclusive,  and  cater  more  to  the  spec- 
iality lines,  there  were  many  old  east 
end  friends  who  rued  the  day  the  Cal- 
edonian dissappeared  from  Namayo 
Avenue  to  put  on  its  more  aristocratic 
down-town  dress. 

The  aforesaid  Scotch  temperament  of 
the  proprietor  has  enabled  him  to  gauge 
the  wants  of  his  buying  public  to  a 
nicety,  to  keep  in  touch  with  the  moving 
business  centres,  and  never  to  let  his 
establishments  take  a  back  seat  by  a 
lack  of  innovations  to  keep  them  right 
up-to-date.  The  success  of  the  business 
probably  depends  as  much  as  anything 
else  on  Mr.  Livingstone's  ability  as  a 
keen  buyer,  with  an  eye  on  the  public 
requirements  which  never  gets  him  "in 
bad"  with  unsaleable  stock,  or  poor  val- 
ues. There  is  nothing  of  the  spectacu- 
lar ever  aimed  at  in  the  Livingstone 
business,   consequently   it    has   held    the 


confidence    of    the    public    through    bad 
times   and   good. 

A    City    Father 

Mr.  Livingstone  has  always  taken  a 
keen  interest  in  public  and  welfare  ac- 
tivities in  the  city  of  Edmonton  too;  he 
has  acted  on  the  city  council  for  differ- 
ent terms,  being  Chairman  of  the  Health 
Committee  for  two  years,  and  filling  this 
position  with  his  customary  energy  and 
thoroughness  in  the  "clean-up"  line. 
Mr.  Livingstone  is  also  a  member  of 
some  of  the  fraternal  societies — the  St. 
Andrews  not  being  among  the  missed 
out  of  course — and  is  an  enthusiastic 
golfer.  Any  city  is  the  better  for  busi- 
ness men  of  the  type  of  Mr.  Livingstone, 
a  type  standing  for  fair  dealing,  integ- 
rity, and  business  enterprise  with  a  solid 
basis. 


DELEGATE  SAYS 

CONDITIONS  IMPROVE 

(Continued  from  page  15) 
W.  Thow  Munro,  of  Munro  &  Co., 
Ltd.,  Edinburgh;  C.  J.  Glenny,  of  Wil- 
son &  Glenny,  Ltd.,  Hawick;  Tom  H. 
Ballantyne,  of  D.  Ballantyne  Bros.  & 
Co.,  Ltd.,  Peebles;  A.  L.  Brown,  of 
Brown  Bros.,  Galashiels;  M.  M.  Thor- 
burn  of  Edward  Gardiner  &  Sons,  Ltd., 
Selkirk;  Robert  White,  of  Gibson  & 
Lumgair,  Ld.,  Selkirk;  Robert  Sim,  of 
Heather  Mills  Co.,  Selkirk;  Geo.  Alex. 
Hunter,  of  Hunter  &  Co.,  Galashiels; 
W.  R.  Ovens,  of  Ovens  &  Shaw,  Gala- 
shiels; Gi'bert  Paterson,  jr.,  of  J.  &  D. 
Paton  &  Co.,  Ltd.,  Tillicou'try;  A.  J. 
Sanderson,  of  P.  &  R.  Sanderson,  Gala- 
shiels; Robert  S.  Hayward,  of  R.  &  A. 
Sanderson  &  Co.,  Galashiels;  Charles  P. 
Sanderson,  of  Sime,  Sanderson  &  Co., 
Ltd.,  Galashielsi;  George  Rae,  of  Sime, 
Wiliamson  &  Co.,  Ltd.,  Hawick;  Robert 
Christie  of  Simpson  &  Fairburn,  Ltd. 
Earlston;  G.  Washington  Gray,  of 
B'enkhorn,  Richardson  &  Co.,  Ltd.,  Ha- 
wick, and  F.  H.  Bisset,  secretary  of  the 
Association. 


test.  Between  the  1920  contest  and  the 
one  in  1921,  there  was  a  difference  of 
about  2,000,000   votes. 

An  Additional  Feature 

One  of  the  features  of  this  contest  was 
the  value  of  the  sales'  check  to  the  hold- 
er. As  a  matter  of  fact,  it  was  worth 
two  and  a  half  per  cent,  of  its  face  value. 
If  a  person  presented  $50.00  worth  of 
checks,  he  not  only  received  a  coupon  en- 
titling him  to  500  votes  in  the  cost  but 
a  merchandise  coupon  as  well  which  en- 
titled him  to  $1.25  worth  of  merchan- 
dise in  the  store.  The  Arcade  encourag- 
ed their  customers  to  save  up  these  cou- 
pons and  present  them  in  December  as 
an  aid  to  the  fund  for  Christmas  pre- 
sents. It  is  at  this  point  that  mention 
may  be  made  of  the  closing  date  of  the 
contest.  The  Arcade  feel  that  the  clos- 
ing date  should  be  made  early  in  De- 
cember— at  least  not  later  than  the  10th 
of  the  month — so  that  ear^y  Christmas 
buying  would  result.  It  can  be  under- 
stood that  the  presentation  of  hundreds 
of  thousands  of  votes  in  a  very  busy 
month  would  entail  a  good  deal  of  time 
when  that  time  might  be  better  spent. 
It  is  for  this  reason  that  they  believe 
the  contest  would  be  of  more  benefit  to 
the  organization  attempting  it  if  the 
closing  date  were  made  early  in  Decem- 
ber. They  found  out  that  fully  90  per 
cent,  of  these  checks  were  presented 
during  the  month  of  December. 


CHURCHES  AND  CHARITIES 

(Continued  from  page  32) 
each  to  the  next  six.     By  the  re-classi- 
fication   many    more    hundreds    of   thou- 
sands  of  votes  were  added  to  the  con- 


"UP  TO  STANDARD  NOT 

DOWN  TO  PRICE" 

(Continued  from  page  34) 
turer     represented — that  of     giving    16 
ounces    to   the   ipound    and   twenty    shil- 
lings to  the  pound  sterling. 

He  said  that  had  been  the  policy  of 
the  firm  he  had  the  honor  to  represent 
for  years.  There  was  no  other  trade 
that  had  the  hazards  of  the  retail  trade. 
He  believed  that  to  a  very  large  degree 
the  retail  trade  of  this  country  was  can- 
ducted  on  a  vei-y  high  plane.  There  had 
been  propaganda  that  called  the  retail- 
ers profiteers  but  the  fact  remained  that 
an  investigation  by  Harvard  University 
of  305  retail  establishments  in  the  Unit- 
ed States  and  Canada  of  firms  doing- 
business  ranging  from  a  few  thousand 
dollars  to  over  $29,000,000  had  shown 
that  the  average  net  profit  on  turnover 
was  less  than  5  per  cent. 


38 


MEN'S    WEAR    SECTION 


Dry  Goods  Review 


Advertises  by  Means  of  Hand  Bills  Distributed 
To  Worshippers  as  They  Come  Out  of  Church 

Only  Available  Method  Used  By  St.  Hyacinthe  Merchant — Big 
Bulk  of  Trade  Friday  and  Saturday  And  Weekly  Papers  No 
Good  For  Advertising  Sales  For  These  Days — Church  Sextons 

Distribute  Hand  Bills 


ABOUT  an  hour's  journey  from  Mon- 
treal is  situated  the  town  of  St.  Hya- 
cinthe which  as  everybody  knows  is 
a  very  important  manufacturing  centre,  fam- 
ous as  the  home  of  nationally  advertised 
goods  of  all  sorts.  The  population  of  this 
town  is  given  by  various  authorities  as  be- 
tween 11,000  and  13,000,  which  denotes 
a  population  of  considerable  size  as  Canad- 
ian towns  go.  Owing  to  the  presence  of  so 
many  important  factories  in  the  town,  there 
is  little  unemployment  among  the  people  and 
even  in  these  hard  times  all  the  industries 
have  operated  on  half  time  or  more  continu- 
ally. Still,  in  the  face  of  these  facts,  it  is 
notable  that  there  is  but  one  men's  furnish- 
ing store  in  the  place  and  the  bulk  of  the 
haberdashery  purchased  in  the  town  is 
bought  at  a  small  department  store  in  which 
nothing  costs  more  than  $1.  Nobody  can 
account  for  this  state  of  affairs,  still  less  the 
manager  of  the  department  store  in  question, 
who  is  on  intimate  terms  with  the  proprietor 
of  the  shop  which  caters  exclusively  t  o  men 
and  who  has  no  desire  to  take  away  his  trade. 

75%  of  Men's  Wear  Bought  by  Women 

To  a  staff  member  of  Dry  Goods  Review 
the  former  explained  his  views  on  the  sub- 
ject. "Since  I  began  business  here  I  have 
found  that  over  75%  of  the  women  of  St. 
Hyacinthe  buy  men's  things.  And  the  oth- 
er 25%  do  the  actual  purchasing  when  ac- 
companied by  their  husbands  or  sons.  The 
men  apparently  have  nothing  to  say  in  the 
matter,  standing  back  and  merely  paying 
for  the  article  selected.  When  this  store 
was  opened  last  year,  we  quickly  discovered 
that  it  would  pay  us  to  concentrate  more 
upon  men's  lines,  so  we  transferred  the  sec- 
tion to  the  front  door  in  the  hope  that  men 
might  feel  more  inclined  to  shop  for  them- 
selves without  feeling  embarrassed  in  the 
presence  of  women.  But  though  sales  of 
underwear,  hose,  shirts,  etc.  have  gone  on 
increasing,  I  cannot  say  that  the  men  them- 
selves are  doing  any  more  shopping  than 
they  did.  This  disposition  to  pay  so  little 
for  their  furnishings  is  due,  I  think,  to  an 
innate  spirit  of  thrift.  The  French  Can- 
adian of  these  parts  is  careful  of  his  money, 
and  only  spends  so  much  of  what  he  earns, 
saving  as  much  as  he  can.  If  he  finds 
that  a  suit  of  underwear  of  heavy  wool  can 
be  bought  at  our  store  for  one  dollar,  he 
would  not  dream  of  going  to  another 
and  paying  a  few  cents  more  for  it.  Con- 
sequently, our  business  is  becoming  very 
popular  with  the  people  of  the  place  and  the 
outside  farming  community  simply  because 
we  sell  the  kind  of  goods  they  want  at  the 
lowest  price  possible." 

Ties  Sell  Best 

Asked  what  lines  sold  best,  the  manager 


of  this  store  said  that  ties  were  probably 
the  best  sellers.  "I  am  told  that  we  sell 
more  ties  than  all  the  other  shops  put  to- 
gether here,"  he  remarked,  "and  I  attrib- 
ute it  to  the  fact  that  we  can  sell  a  really 
good  flowing-end  tie  for  as  low  as  59  cents, 
in  neat  color  combinations  which  appeal  to 
French  tastes.  The  bow-tie  also,  is  very 
popular  and  we  can  scarcely  get  enough  of 
them  to  satisfy  us.  Heavy  underwear  is 
another  very  good  seller  as  well  as  socks  of 
the  heavier  wool  sorts  and  as  for  overalls,  I 
imagine  we  must  have  sold  practically  all 
that  are  worn  here,  as  we  have  none  left  and 
unfortunately  cannot  secure  any  more  at 
the  former  low  price."  Negligee  shirts 
priced  at  $1.00  apiece  are  sold  rapidly  in  half 
dozen  lots,  to  the  women  purchasers  who 
consider  them  excellent  bargains.  It  is 
seldom  that  a  French  Canadian  woman  buys 
anything  singly,  she  always  likes  to  buy  in 
bulk,  either  threes  or  half  dozens." 

Church  Sextons  Distribute  Handbills 

"We  have  a  curious  way  of  securing  our 
publicity  in  this  town,"  continued  the  man- 
ager. "Owing  to  the  fact  that  our  three 
newspapers  are  only  published  weekly,  they 
are  not  much  good  to  us  as  advertising  med- 
iums. The  great  business  days  here  are  Fri- 
day and  Saturday  when  the  market  is  open 
and  swarms  of  country  people  for  some  20 
miles  around  come  to  town  with  their  prod- 
uce. The  papers  appear  on  Saturdays,  too 
late  to  reach  the  country  people  until  the 
following  Monday,  and  too  late  to  feature 
any  sales  or  bargains  for  the  Friday,  so  we 
are  obliged  to  find  other  ways  to  get  the 
necessary  publicity.  However,  it  is  an  es- 
1  ablished  custom  down  here  to  engage  a  man 
to  distribute  'dodgers'  or  handbills  hrough- 
out  the  different  villages,  these  being  en- 
trusted to  the  sextons  of  the  different  parish 
churches,  who  in  turn  distribute  them  to 
the  farmers  and  their  families  as  they  come 
out  of  church  each  Sunday  morning.  The 
farmer  is  a  man  who  never  throws  anything 
away.  He  puts  the  handbill  into  his  pocket 
and  when  he  arrives  home,  the  family  study 
it  and  compare  notes  on  the  different  bar- 
gains printed  thereon,  so  that  when  they 
arrive  in  town  on  the  following  Friday,  they 
know  exactly  what  they  want  to  get.  Our 
windows,  of  course,  have  to  be  filled  with  all 
sorts  and  varieties  of  merchandise,  because 
quantity  appeals  to  them  rather  than  art- 
istic display.  It  all  simmers  down  to  the 
price  asked,  and  if  that  is  right  then  it  makes 
no  difference  whatever  about  the  atmosphere 
of  the  store,  the  service  or  anything  which  is 
usually  understood  to  affect  the  successful 
selling  of  merchandise.  On  this  account,  I 
expect  to  develop  our  men's  furnishings  de- 
partment by  degrees,  since  I  have  found  the 
secret  of  catering  to  the  habitant's  needs." 


NEW  MODEL  MEN'S  PAD  GARTER 

RECENTLY  INTRODUCED 

INTO  CANADA 

The  extra  wide  width  of  this  garter,  to- 
gether with  the  new  style  of  fastening 
which  can  be  adjusted  in  a  second  com- 
mends it  to  the  consideration  of  trade. 
Shown  by  Courtesy  of  the  Arrow  Gar- 
ter Mfg.  Co.,  of  Montreal. 


POINTERS    FOR    SALES- 
PEOPLE 

They  pay  your  salary  and  sup- 
port the   organization. 

Without  customers  the  store 
would  cease  to   exist. 

Customers  as  a  rule  have  a 
clear  and  definite  idea  of  what 
they   want. 

If  argued  with  or  contradicted 
they  will  return  to  buy  no  more. 

Customers  are  hard  to  attract 
and  not  easy  to  retain. 

One  pleased  customer  tells  an- 
other, thus  they  multiply 

A  feeling  of  good  will  is  instill- 
ed. 

There  is  no  reason  for  havfhg 
them  feel  otherwise. 

Displeased  cutomers  can  wreck 
a  business  in  short  order. 

No  one  likes  to  have  their  judg- 
ment   questioned. 

A  store  makes  money  from  its 
friends;  enemies  trade  elsewhere. 

It  is  the  only  way  a  business 
will  thrive  and  prosper. 

The  customer  develops  a  kindly 
feeling  for  the  sales  clerk. 
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Display  Will  Play  Big  Part  in  Spring  Openings 
And  in  Usual  Celebration  of  St.  Patrick's  Day 

Methods  of  Getting  Results  Suggested — Don't  Delay  The  Spring 
Opening  Too  Long — How  a  Window  Can  be  Dressed  for  St. 
Patrick's   Day — Featuring   Different   Spring   Displays — Use    of 

Price  Tickets 


OWING  to  the  fact  that  Easter 
occurs  somewhat  later  than  usual 
this  year,  namely,  in  the  middle  oi 
April,  the  retailer  of  men's  wear  will 
have  to  reckon  with  an  "in  between" 
period  following  upon  the  January  clear- 
ance sales.  It  is  felt  to  be  inadvisable 
to  begin  preparations  for  the  Easter 
trade  too  early,  and  yet  should  the 
weather  man  take  it  into  his  head  to 
send  along  several  weeks  of  glorious 
sunshine  in  late  March,  the  retailer  is 
apt  to  be  caught  napping.  There's  n(o 
reason  whatever  for  leaving  (prepara- 
tions for  Spring  trade  until  the  last  ten 
days  before  Easter.  The  preceding  week 
before  this  season  is  a  very  short  one, 
and  every  man  finds  out  almost  in  the 
same  week  that  his  suit  looks  worn  and 
his  last  season's  top-coat  is  in  the  same 
condition  or  else  that  he  will  need  a 
new  hat  or  shirt  or  gloves.  Hence  the 
rush  during  one  short  week  or  two. 

According  to  a  display  manager  in 
one  of  Montreal's  largest  department 
stores,  a  new  policy  will  be  followed 
this  Spring  in  this  regard.  Instead  of 
saving  up  the  new  goods  until  the  last 
of  Marclh,  they  intend  to  feature  displays 
at  the  beginning  of  the  month.  Their 
plan  will  be  to  begin  to  interest  the 
public  in  the  new  styles  and  novelties  by 
degrees  until  the  regular  formal  Spring 
opening  is  announced  around  the  20th  of 
March. 

St.  Patrick's  Day 

According  to  the  display  manager  of 
this  store,  he  intends  to  pay  more  atten- 
tion to  special  displays  than  formerly, 
even  through  the  goods  featured  are 
nev.her  exclusive  nor  expensive.  He 
mentioned  the  fact  that  St.  Patrick's  Day 
will  practically  coincide  wtih  the  dates 
selected  for  the  Spring  openings  and  he 
advocated  the  lavish  use  of  green  along 
with  other  Spring  decorations  in  order 
to  link  up  the  idea  and  emphasize  the 
color  note  in  displays.  "We  have  more 
reason  than  ever  to  be  wearing  the 
green  this  year,  since  things  have  im- 
proved over  there,"  he  added. 

Everyone  is  familiar  with  the  type  of 
accessories  appropriate  to  the  day,  but 
it  may  be  worth  while  to  reiterate 
some  of  them.  First  and  foremost, 
there  should  be  a  harp,  a  real  Irish  harp 
if  such  can  be  borrowed  for  the  occasion. 
This  instrument  should  centre  the  display 
of  clothing  or  furnishings,  tied  with  a 
large  bow  of  emerald  ribbon.  Such  a 
trim  as  this  was  featured  by  the  R.  J. 
Tooke  store  on  St.  Catherine  St.  West, 
and  was  a  source  of  great  interest  to 
pedestrians. 


This  is  an  excellent  occasion  upon 
which  to  feaure  Irish-made  goods  in 
window  disp  ays.  Coupled  with  the 
date  and  the  decorations,  the  merchan- 
dise will  take  on  an  added  significance, 
especially  Irish  linen  handkerchiefs  or 
Donegal  tweeds  or  even  green  neckwear. 
Linen  collars  are  also  properly  included 
in  such  a  disp  ay.  The  idea  underly- 
ing the  display  should  not  be  mere  show 
but  to  make  sales. 

Suitable  Decorations 

The  minor  accessories  which  belong 
properly  to  such  displays  as  this  are 
shamrocks,  Irish  flags,  clay  pipes — the 
Irishman's  Dudeen,  silk  hats,  pigs,  po- 
tatoes, shil'elaghs  and  pictures  of  Paddy 
and  his  colleen.  The  phrases  "Erin- 
Go-Bragth"  and  "Erin  Mavourneen"  are 
appropriate  for  showcards. 

For  the  Spring  opening  proper,  the 
consensus  of  opinion  among  Montreal 
men  this  year,  tends  to  the  belief  that 
they  must  exert  themselves  more  than 
usual  in  order  to  get  results.  The  less 
demand  there  is  for  merchandise  the 
greater  the  effort  that  must  be  put  for- 
ward to  make  sales.  An  attractive 
background  or  setting  gains  the  atten- 
tion of  the  possible  buyer,  they  say,  and 
the  charm  of  a  setting  enhances  the  val- 
ue of  the  merchandise  in  the  eyes  of  the 
beholder.  There  will  be  a  general  over- 
hauling of  display  windows,  fresh  var- 
nish and  paint  will  be  applied  and  any 
leaks,  cracks  or  scratches  eliminated.  If 
f  oors  are  too  high  or  too  low  this  will 
be  remedied,  while  the  lighting  will  also 
be  examined.  In  many  cases  new 
fronts  are  going  to  be  constructed  in  the 
smaller  stores.  The  store's  name  will 
be  repainted  or  a  new  brass  sign  order- 
ed. Rejuvenation  will  be  the  order  of 
the  day. 

Then,  when  the  Easter  season  arrives 
the  store  will  be  in  readiness  for  a  big 
Spring  campaign.  One  Montreal  man 
is  planning  to  feature  a  different  dis- 
play in  each  of  his  windows  appropriate 
to   a  different  class   of  goods.  One 

window  will  include  sports  clothes, 
showing  a  go'fer,  a  fisherman  and  a  fig- 
ure in  riding  habit,  together  with  the  cor- 
rect accessories  for  the  Winter  sports. 
Another  will  show  formal  dress  for  Eas- 
ter Day,  including  the  correct  morning 
coat,  silk  ha%  grey  trousers  and  haber- 
dashery. A  third  window  is  to  show 
ordinary  business  clothes  for  Spring, 
1922,  among  which  it  is  said  the  staple 
navy  blue  suit  will  be  very  prominent. 
These  three  windows  are  to  be  featured 
for  the  Spring  opening  with  no  other  de- 
corative note  than  the  use  of  quantities 


of  real  flowers.  Most  display  men  are 
of  the  opinion  that  artificial  flowers  are 
out  of  place  in  the  men's  stores  but 
agree  that  potted  plants  such  as  lilies, 
tulips,  daffodils  or  azaleas  are  good, 
when  in  conjunction  with  pieces  of  furni- 
ture or  a  pedestal. 

The  more  exclusive  men's  wear  stores 
of  Montreal  will  not  alter  their  legular 
plans  for  displays  in  honor  of  the 
Easter  season,  but  will  continue  to  show 
smart  merchandise  m  the  usual  man- 
ner, without  the  aid  of  more  than  an 
artistic  show  card  announcing  the 
"Spring  Showing."  The  colors  that  will 
predominate  will  be  white  and  purple 
or  white  and  mauve,  and  neckwear, 
shirts,  socks,  etc.,  will  be  featured  in 
these  combinations  almost  exclusively. 

The  use  of  wax  forms  for  showing 
men's  clothing  is  growing  slowly  in 
Montreal,  although  confined  to  very  few 
stores  as  yet.  One  or  two  display  man- 
agers have  a  decided  antipathy  to  using 
them,  stating  that  they  prefer  to  em- 
ploy a  headless  form  with  the  necks 
softly  draped.  With  the  recent  intro- 
duction to  this  country  of  French  and 
other  wax  figures  representing  men  of 
life-like  appearance,  it  is  likely,  however, 
that  these  aids  to  better  display  will 
become  more  widely  used  in  stores  which 
possess  sufficient  window  space  to  show 
them  to  advantage.  In  this  connection 
it  might  be  noted  that  at  the  recent 
Exposition  of  French  products  in  Mont- 
real, several  persons  were  completely 
deceived  regarding  a  striking  figure 
clad  in  a  luxurious  lounging  robe,  and 
actually  touched  him  to  see  if  he  were 
alive  or  not. 

"Easter"  and  "Spring"  Openings 

The  main  thing  to  remember  in  con- 
nection with  Easter  displays  as  apart 
and  distinct  from  ordinary  Spring  open- 
ings, is  the  fact  that  Easter  is  a  re- 
ligious festival,  and  that  the  ideas  used 
to  accentuate  the  season  must  not  be 
overdone,  nor  exaggerated  so  as  to  be 
extreme  and  even  ridiculous.  Rabbits 
and  chickens  are  appropriate  enough  but 
are  out  of  place  in  the  men's  store, 
whereas  the  simple  use  of  flowers,  soft 
draperies  of  purple  velours  or  ribbon, 
or  a  background  suggesting  a  stained 
glass  window  are  dignified  and  suitable 
for  both  clothing  and  furnishings. 

Finally,  the  use  of  the  price  ticket  is 
highly  recommended  in  the  average  store 
for  the  Easter  opening  although  for  the 
formal  Spring  showing  it  may  be  omit- 
ted, an  artistic  show  card  sufficing.  Let 
them  be  small,  however,  and  incon- 
spicuous. 
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What  fabric  so  delicate,  yet  so  serviceable  as  cotton  ? 

— so  dainty,  yet  so  simple  and  unpretentious  ? 

— so  inexpensive,  yet  so  lasting  ? 

The  best  cottons  are  PRUE  COTTONS. 

Made  by  Canadians  in  Canada. 


DOMINION  TEXTILE  COMPANY 

"  The  ultimate  choice  of  LIMITED 

the  PRUdent  housewife." 

MONTREAL  TORONTO  WINNIPEG 
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Homespuns  are  Popular  for  Spring 

Montreal  and  Ottawa  Houses  Make  Big  Showings  of  Domestic 

and  Imported  Lines — Great  Variety  in  Offerings  of  American 

Houses — Some  Very  Striking  Scotch  Woollens  Are  Shown — New 

French  Fabric  Called  "Kasha"  Being  Asked  For. 

i  HE  coming-  season  will  witness 
a  marked  revival  in  demand  for 
British  woollens  of  all  sorts," 
stated  a  prominent  Montreal  woollen  im- 
porter to  Dry  Goods  Review  this  month. 
"Prices  are  now  upon  a  stable  basis 
and  the  mills  have  begun  once  more  to 
accept  orders  which  are  coming  in 
quite  freely  and  in  much  greater  quan- 
tity than  last  year.  All  that  is  now  re- 
quired is  some  sort  of  equality  in  ex- 
change rates  between  the  different 
European  countries  to  put  matters  upon 
the  permanent  up  grade." 

Asked  what  he  considered  to  be  the 
popular  fabrics  for  the  Spring  and  Sum- 
mer season,  this  authority  endorsed  the 
vogue  for  homespuns  with  great  em- 
phasis. "We  have  only  begun  to  see 
the  possibilities  of  these  fabrics,"  he 
explained.  "I  believe  that  for  wo- 
men's wear  it  will  be  pre-eminent  before 
long  for  tailored  garments,  not  only  in 
our  own  domestic  weaves  but  in  those 
which  are  imported  from  Scotland  and 
England.  Bright  colors  are  particular- 
ly strong  at  present." 

A  homespun,  oil  proofed  by  a  special 
process  is  being  featured  for  coats,  es- 
pecially for  rainproof  coats  because  a 
certain  amount  of  the  natural  oil  is  thus 
restored  to  the  wool  fibre,  making  it 
more  or  less  rainproof  in  character. 
Shown  in  blues  and  purple,  it  is  very 
effective.  Twilled  effects  are  much 
wanted  but  the  smartest  of  all  are  the 
hand-loom  effects,  reproducing  the  habi- 
tant weave. 

Tweeds  of  all  sorts  are  in  enormous 
demand,  it  was  said,  especially  in  Scotch 
mixtures  of  two  colors  or  of  a  number 
of  colors  and  la  fleck  of  white.  Blue 
and  brown  is  perhaps  the  most  popular 
color  combination  in   demand  just  now. 

Blues   are   Varied 

After  so  long  a  season  of  black  attire, 
women  are  demanding  plenty  of  vivid 
colorings  in  their  dress  goods,  it  was 
said,  and  for  this  season  the  early  show- 
ings of  fabrics  for  next  fall  are  featur- 
ing quite  an  unusual  number  of  bright 
tones,  particularly  in  blues,  which  have 
until  now  been  confined  to  about  three 
staple  shades.  In  smooth  finished  goods 
especially  is  this  trend  noticeable.  Tri- 
cotine  continues  in  good  demand  for  the 
making  up  trade  in  women's  garments, 
but  jersey  is  not  so  strong,  most  re- 
tailers seem  to  be  making  an  effort  to 
clear  out  this  stock  as  far  as  yardage 
g*oods  are  concerned. 

Quite  a  novelty  in  sports  skirtings 
was  spoken  of  as  a  feature  of  the  early 
spring  business.  This  material  was  de- 
scribed as  a  white  homespun  fabric 
heavily  striped  in  deep  blue  or  vice  ver- 
sa.    The  skirting  is  woven  so  that  pleats 


Three  of  the  new  fine  texture  homes-puns!  The  one  on  the  left  is  plain,  the 
one  in  the  centre  is  a  brown  and  tan  mixture  and  that  on   the  right  has 
a  design. — Shown  by  Hawthorne  Mills,  Carleton  Place,  Cnt. 


of  different  sizes  can  be  inliaid  to  create 
an  entirely  white  effect  or  one  of  the 
blue  as  desired.  Of  the  two  effects — 
checks  or  stripes — the  preponderance  of 
favour  goes  to  the  latter  entirely  for 
skirts,  although  in  silks  and  other  light- 
weight fabrics,  checks  are  spoken  of  as 
being  sure  of  a  wide  vogue. 

American  Ranges  for  Fall 

In  the  range  of  fine  woollens  for  next 
Fall  recently  opened  up  by  a  well  known 
American  firm,  great  variety  is  offered 
in  weights,  colors  and  textures,  the  op- 
inion being  given  that  never  before 
have  so  many  fine  materials  been  fea- 
tured at  a  single  opening.  Among  the 
different  lines  offered  are  the  following: 
Normandy  cloths,  Tricotines  and  twill 
cords,  velours,  cheviots,  broadcloths, 
serges  and  knitted  fabrics.  Among  the 
napped  coating  fabrics  there  are  many 
new  names  to  be  found  which  will  be- 
come familiar  next  fall  when  the  open- 
ings get  under  way.  These  include, 
Avalon,  Rubadre,  Lanclo,  Rlattanna, 
Beverly.  The  famous  Normandy  cloth 
will  be  repeated  again  for  this  fall  with 
a  variation  on  the  name — Normanglo. 
Then  there  will  be  similar  fiabrics  shown 
such  as  Touraine,  Delysia,  Shawsheen, 
Deloraine  (which  resembles  Normandy 
but  has  a  gold  thread,)  Monetta  and 
Valprace. 

Among  the  very  high  grade  eiashmere 
cloths  are  included  Ormadale,  Veldecia, 
Duv-bloom,  Velveretta  and  Velfina. 
Polaire  cloths    are   shown   in   a    line    of 


pastel  shades  as  well  r.s  reversible 
pollaires  with  plaid  backs.  Tweed  fancy- 
backs  and  chinchilla  cloths  are  other 
favorites  which  conclude  the  showing  for 
fall  and  winter  1922. 

Scotch  Woollens  are  Striking 

Among  the  interesting  exhibit  of 
Scotch  woollens  shown  by  the  visiting 
delegation  to  Canada  and  the  United 
States  this  month  there  were  novelties 
to  be  found  which  were  of  interest  to  the 
Canadian  trade.  Of  course,  every  pat- 
tern shown  by  these  manufacturers  is 
typically  Scottish  in  character,  whether 
of  woollen  or  worsteds,  such  as  Saxonies, 
herringbones,  tweeds,  stripes,  Bannock-* 
burns  and  Glen  checks,  cheviots  and 
mixtures.  The  color  effects  were  espe- 
cially beautiful,  some  patterns  having 
as  many  as  ten  or  twelve  or  even  six- 
teen blendings  which  tradition  says  were 
adopted  to  imitate  the  many  colored 
gravel  in  the  river  beds  of  Scotland  or 
the  native  heather  colorings.  The 
weights  of  these  fabrics  ranged  from 
12  ounce  for  suitings  up  to  32  ounce 
for  heavy  overcoatings.  According  to 
Mr.  Bisset,  the  Secretary  of  the  Dele- 
gation, it  has  been  found  that  little 
change  in  the  colorings  has  been  asked 
for  by  buyers  although  the  question  of 
weights  has  proved  of  considerable  im- 
portance. British  fabrics  are  wider  than 
American  made  materials  on  the  aver- 
age, it  was  found,  and  16  ounces  is 
about  the  equivalent  of  14- Y2  ounces  in 
(Continued  on  page  45) 
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New  Silks  in  Montreal  Warehouses 


Many  Colors  But  White  Is  A  Favorite — Popularity  of  Crepe 
Weave — Some  New  Silk  Skirtings  And  Some  of  The  British  Nov- 
elties— Georgette  Under  A  New  Name — Roshanara 
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HAT  IS  THE  leading  color 
for  spring  and  summer  in 
silks?"  was  the  query  put  by 
Dry  Goods  Review  to  a  leading  Montreal 
wholesaler  this  month.  "Well,  the  Tex- 
tile Color  Association  decrees  peri- 
winkle blue,  rubellite,  canna  and  apple 
green  and  everybody  admires  these  col- 
ors sure  enough,  but  when  it  comes  to 
actual  buying,  everybody  takes  plain 
white,"  was  the  reply  which  was  given 
promptly. 

Everywhere  that  Dry  Goods  Review 
put  the  same  question,  the  same  answer 
was  received.  The  evidence  is  therefore 
in  favor  of  an  all-white  season,  as  was 
predicted  in  Dry  Goods  Review  some 
time  back.  Possibly  the  reason  for  this 
lies  in  the  fact  that  never  before  have 
there  been  so  many  exquisite  sports 
garments  devised  in  knitted  fabrics  or 
other  materials,  these  being  in  vivid 
colors  for  the  most  part,  necessitating 
ths  use  of  plain  white  skirtings  to  show 
up  their  appearance  to  the  best  effect. 
Undoubtedly,  the  white  skirt  or  frock 
will  be  selected  to  accompany  the  sweat- 
er or  pullover  of  "bonfire"  red  or  peri- 
winkle blue. 

Crepes  Prevail 

Crepe  weaves  carry  the  day  entirely, 
it  is  said,  for  summer  wear,  the  bright 
artificial  silks  or  baronet  satins  not  be- 
ing s"o  good,  although  the  new  jacquard 
patterned  baronets  are  good.  Cantons 
of  the  very  best  qualities  are  still  very 
strong,  but  owing  to  the  fact  that  they 
are  being  imitated  in  lighter  weights 
and  in  less  beautiful  finishes  they  are 
being  watched  closely  as  time  passes, 
lest  their  popularity  wane  with  sudden- 
ness. Great  demand  is  felt  for  heavy 
weaves  brocaded  in  a  large  allover  de- 
sign in  self  color,  especially  in  white, 
and  in  this  connection  "Silkway"  a  new 
American  product  is  exceptionally  pop- 
ular. 

According  to  the  Montreal  silk  buyer 
quoted  before,  good)  quality  crepe  de 
chines  are  exceedingly  scarce  for  rebuy- 
ing.  Swiss  goods  have  gone  up  and  it  is 
impossible  to  secure  quick  deliveries 
on  these  fabrics  for  several  months. 

Krepe-Knit  Advances 

The  big  seller  as  was  predicted  in  Dry 
Goods  Review  last  month  has  proved  to 
be  the  different  variations  on  Chinchilla 
cloth  or  Krepe-Knit.  Although  a  very 
large  stock  of  this  knitted  silk  was  re- 
ceived a  month  or  so  ago  by  this  whole- 
saler only  one  piece  now  remains,  prices 
from  mills  have  advanced  fifty  cents  per 
yard  on  repeat  orders,  and  no  deliveries 
can  be  made  until  next  May.  Navy 
blue  and'  black  (are  selling  fast  in  this 
material  which  lends  itself  to  the  mak- 
ing   of   tailored    garments    even    better 


than    its    predecessor    tricolette,      which 
had  the  fault  of  sagging. 

A  novelty  crinkle  crepe  especially  wo- 
ven for  the  making  of  Jupon  blouses 
was  another  effective  novelty  shown. 
This  was  mjade  in  navy  blue  with  a  very 
wide  rose  pattern  border  in  natural 
pinks  and  foliage  shades  printed  across 
the  material  from  selvage  to  selvage  at 
yard  intervals  This  material  is  intend- 
ed to  be  cut  into  lengths  suitable  for 
making  the  new  long  overblouses  lasi  the 
rose  border  comes  just  at  the  correct 
depth  to  be  used  as  a  finish.  The  tex- 
ture of  this  crepe  was  like  a  real  old 
Chinese  Canton,  exquisitely  fine  and 
rippled  to  the  touch. 

New  Silk  Skirtings 

Still  another  striking  novelty  noticed 
was  a  sports  skirting  of  a  similar  crepe 
weave,  this  time  of  ivory  white  striped 
boldly  in  navy  blue,  the  stripes  being 
fully  three  inches  wide  and  set  at  equal 
distances  one  from  the  other.  Upon  this 
magpie  effect  was  printed  in  even  spac- 
ing, a  serious  of  enormous  floral  motifs 
featuring  roses  in  pinks  and  greens,  the 
whole  presenting  the  effect  of  a  magni- 
ficent drapery  fabric  or  a  wall-paper. 
However,  when  the  skirting  was  pleat- 
ed together,  the  roses  magically  disap- 
peared, leaving  behind  a  sombre  blue 
ground,  relieved  by  the  merest  piping  of 


Broken  check  pattern  in  white  develop- 
ed in  flocked  design  on  black  Normandy 
voile. — Imported  by  the  John  M.  Gar- 
land Son  &  Co.,  Cttawa. 


white  at  the  edges  of  the  pleats.  A 
great  success  is  predicted  for  this  silk. 
For  summer  evening  frocks  nothing 
can  be  imagined  more  lovely  than  the 
newest  Swiss  chiffon  taffetas  in  that  pe- 
culiar finish  known  as  "taffetas  change- 
ant."  This  consists  of  a  silvery  sheen 
that  is  indescribably  lovely  on  the  pastel 
shades  such  as  palest  green,  blue  and 
rose. 

British  Novelty  Silks 
A  prominent  Montreal  firm  has  been 
exceptionally  fortunate  in  discovering  a 
British  manufacturer  of  crepe  silks  who 
is  turning  out  designs  in  jacquard  ef- 
fect fully  as  lovely  as  any  to  be  found 
elsewhere.  Having  contracted  for  a  large 
quantity  of  these  silks  this  firm  will 
shortly  be  in  a  position  to  offer  the  very 
latest  sports  silks,  British  made,  at  a 
fraction  of  the  cost  of  those  imported 
from  other  countries.  Owing  to  the 
craze  for  plain  checks  which  has  swept 
the  country  in  cotton  goods,  silk  buyers 
are  feeling  out  a  new  path  with  a  line 
of  chiffon  taffetas,  checked  in  black  and 
white  or  in  colors  which  are  decidedly 
smart  and  unusual.  In  the  range  of 
black  and  white  checks,  there  will  be 
four  different  sizes  offered,  while  iin 
blues,  reds  and  browns,  etc.,  there  will 
be  at  least  three  selections  to  choose 
from.  The  favorite  size  is  said  to  be 
the  inch  check.  For  skirts  especially, 
these  taffetas  are  promised  a  wide 
vogue. 

Pongees  in  Demand 
Pongees  are  both  scarce  and  high  and 
supplies  .on  hand  in  Montreal  wholesale 
houses  are  not  plentiful.  There  is  still 
a  small  quantity  available  in  the  33-in. 
width  at  85  cents,  but  buyers  are  warn- 
ed not  to  delay  placing  orders  much 
later.  Qualities  in  pongees  are  improv- 
ing however,  which  a  little  offsets  the 
matter  of  price  increases,  which  are  now 
fully  45  per  cent,  above  six  months  ago. 
Buyers  are  waiting  for  the  Japanese 
market  to  come  down  and  are  delaying 
orders  to  effect  this. 

According  to  reliable  authorities  one 
of  the  reasons  for  the  difficulty  in  de- 
liveries this  season  is  due  to  the  fact 
that  so  much  millinery  is  being  made  of 
silk  this  season.  Formerly  much  straw 
was  employed  in  the  manufacture  of 
spring  hats  but  now  the  contrary  holds 
true.  Miladi  must  have  a  hat  of  "Gros 
de  Lbndres"  or  faille  silk  to  be  in  the 
fashion  and  in  the  brighter  shades  there 
is  not  a  yard  to  be  had.  Bluet  or  peri- 
winkle blue  is  simply  sold  out  every- 
where, it  is  said.  Spring  millinery  calls 
for  "intense"  shades  and  few  are  strong 
enough  to  measure  up  to  the  demand. 
The  leading  colors  wanted  are  rubellite, 
flame  and  canna,  pumpkin,  Copenhagen 
blue  and   apple  green. 

(Continued  on  page  45) 
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Few  Woollen  Novelties  in  Paris 

Manufacturers  Are  Reducing  Prices  on  Some  of  Last  Year's  Nov- 
elties— Customers  Cannot  Pay  Above  Certain  Price — Serge  to  be 
Popular  and  Revival  Talked  Of  in  Broadcloths — Many  Plain 
Silks  Being  Offered — Fabrics  for  The  Seaside 

Written  specially  for  Dry  Goods  Review  by  JEANNE  GSELL,  of  Paris,  France 

PARIS,  January,1922 

THIS  letter,  announced  in  my  prev- 
ious mail  as  relating-  to  Summer 
woollens,  will  not  be  such  a  long- 
one  as  I  anticipated  for  the  following 
reason: 

On  seeing-  various  collections  and  talk- 
ing with  the  salesmen  of  the  leading  cloth 
houses  here,  I  came  to  the  conclusion  that 
there  would  not  be  many  regular  novel- 
ties in  the  woollen  line  this  season. 

Last  year  was  not  a  very  profitable 
one  for  them,  because  the  prices  they 
were  compelled  to  ask  for  novelties  was 
too  hig-h;  here,  the  customers  are  willing 
to  buy  but  they  cannot  and  will  not  pay 
more  than  a  certain  price;  they  will  rath- 
er do  without  the  things,  this  from  the 
wholesaler  to  the  retailer,  and  to  the 
latter's  customer. 

Lowering  Prices 

Under  such  circumstances,  the  whole- 
salers, rather  than  spend  a  lot  of  money 
to  create  new  designs,  which  they  were 
not  sure  to  sell,  thought  it  would  be 
better  to  lower  the  price  of  last  year's 
collections  (which,  by  the  way,  will  still 
be  novelties,  since  they  were  not  sold 
extensively,)   and  bear  the  loss. 

This  does  not  mean  that  there  will  not 
be  any  variety  in  the  stuffs  ordered,  for, 
you  will  remember  by  my  letter  of  a 
year  ago  on  the  same  subject,  that  any 
amount  of  striped,  checked,  fancy-woven 
materials  were  offered  then.  The  lat- 
est style  proposed  was  a  "fil  a  fil,"  viz: 
a  nice  pure  wool  fabric  woven  in  white 
and  black,  so  as  to  give  a  grey  effect, 
one  white  thread  and  one  black  both 
ways.  Although  it  was  extensively  seen 
in  the  full  Summer,  it  is  likely  to  be 
still  largely  demanded  for  suits  this 
Summer,  as  it  was  very  stylish  indeed. 

Serge  Patterns 

Serge  is  sure  to  be  asked  for,  as  it 
makes  delightful  Spring  dresses,  either 
plain  or  trimmed  with  braiding,  and 
even  embroidered.  Some  houses  have, 
now,  ready-made,  some  embroidered 
serge,  which  may  be  papular,  although 
it  may  become  too  common,  at  it  gener- 
ally happens  with  machine  embroidery. 
Still,  in  many  cases,  it  may  be  found 
useful  to  make  suits  effective,  and  not 
too  expensive. 

I  have  also  seen  a  few  different  pat- 
terns of  serge,  navy  or  black,  with  silk  or 
satin  looking  motifs  woven  in  the  stuff. 
This,  too,  was  rather  nice,  and  suitable 
either  for  whole  garments  or  as  trim- 
mings. 

The  revival  of  broadcloth,  which  start- 
ed   last    year,    is    sure    to   be    continued 


Above — Gingham  patterned  dress  cretonne  which  is  much  in  demand  for  summer 
frocks,  shown  in  a  range  of  dainty  color  contrasts  and  designs.  In  this 
sample  blue  and  yellow  checks  are  combined  with  conventional  roses  and 
violets  in  the  nosegay  motif. 

Below — "Bouvelle  Velours" — The  newest  drapery  fabric  is  printed  iti  corduroy 
velvet,  a  36  inch  fabric  shown  in  three  different  patterns  and  varied 
grounds.  This  is  well  spoken  of  for  upholstery  for  wicker  furniture. — 
Shown  by  W.  R.  Brock  &  Co.,  Ltd.,  Montreal. 

In  that  respect,  it  is  most  likely,  the 
warm  travelling  and  motoring  coats  will 


this  season,  especially  with  longer  skirts, 
and  more  elaborate  dresses.  Broad- 
cloth, in  black  especially,  is  very  becom- 
ing, and  has  a  good  many  adepts  in  the 
middle-age  class  of  ladies.  It  is  not  yet 
extensively  seen  in  colors,  although 
there  are  cases  when  it  is  striped  or 
checked  in  the  bright  shades  at  present 
in  favour,  green,  red,  saxe,  etc. 
Fancy  Flannelettes 
Although  it  is  rather  late  in  the  sea- 
son for  such  materials.  I  must  point  out 
some  very  pretty  reversible  flannelettes, 
suitable  for  saut  de  lits,  peignoirs,  which 
has  just  come  out:  it  is  generally  in  light 
shades  with  dots,  plain  or  fancy,  some 
checks,  plaits,  etc.:  the  shades  mostly 
seen  are  white  and  light  blue  or  pink, 
mauve  of  two  shades,  mole  and  blue,  etc. 
Some  more  fanciful  patterns  are  khaki 
with  bright  green  patches,  which,  at  a 
distance  looks  very  much  like  the  velours 
de  laine  we  made  our  Winter  coats  of. 


not  vary  much,  as  far  as  the  material 
is  concerned,  and  I  may  say  that  we 
shall  have  to  choose  between  the  usual 
velours  de  laine,  or  ratine,  or  bure,  that 
I   have   mentioned   many   times    already. 

New    Silks 

In  the  silk  department,  much  is  said 
about  the  plain  silk  fabrics  known  as 
"crepe  morocain,"  a  thick  creipe  de  chine 
that  was  already  seen  last  season,  crepe 
georgette,  crepe  satin,  a  thick  fabric 
still,    and    foulard. 

The  latter,  especially  if  the  fashion 
for  black  and  white  still  prevails,  will  be 
seen  in  a  great  many  instances,  with 
fancy  printing-s  of  a  most  irregular 
shape,  motifs  in  length  being  favoured 
by   the   manufacturers. 

As  a  rule,  all  kinds  of  stuffs  will  be 
(Continued  on  page  45) 
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HOMESPUNS   ARE   POPULAR 

(Continued  from  page  42) 
American  materials.  Comment  was 
made  also  on  the  habit  common  on  this 
side  of  the  Atlantic  of  following  styles 
closely  and  almost  universally.  In  Bri- 
tain, it  was  said,  that  there  are  much 
greater  divergences  due  to  individual 
tastes  than  here,  which  accounts  for  the 
fact  that  Scottish  manufacturers  gen- 
erally make  up  a  greater  number  of 
patterns'  than  is  the  case  with  American 
makers.  The  main  point  emphasized  by 
the  visiting  members  of  this  delegation 
was  the  fact  that  they  are  not  trying  to 
compete  with  Canadian  trade  but  to  in- 
troduce essentially  individual  fabrics  to 
this  country,  which  could  not  be  produc- 
ed outside  of  Scotland  on  account  of  at- 
mospheric conditions. 

Although  not  shown  among  the  collec- 
tion of  samples,  white  fabrics  lare  expect- 
ed to  be  very  much  in  demand  next 
summer  for  skirts  and  costumes. 
Serges  are  being  sold  in  large  quantities 
as  well  as  soft  flannels  of  the  better 
grades.  The  new  French  fabric  called 
Kasha  is  already  being  called  for  by 
certain  stores. 

French   Broadcloth   Arrives 

In  conversation  with  a  leading  Ot- 
tawa wholesale  firm  this  month,  Dry 
Goods  Review  was  informed  that  east- 
ern Ontario  retailers  are  demanding 
large  quantities  of  the  new  sport  flan- 
nels in  high  colors  in  plain  or  fancy  de- 
signs. Of  all  shades,  American  Beauty 
is  proving  most  popular.  White  and 
cream  serges  are  also  exceedingly  popu- 
lar with  this  Ottawa  firm  as  are  t 
better  qualities  of  cream  flannels.  The 
Same  house  reports  a  recent  shipment  of 
fine  French  chiffon  broadcloth,  the  first 
received  since  before  the  war,  and 
states  that  in  brown  shades  particularly 
this  fabric  is  finding  quick  buyers. 

Cross  bred  serges  in  40  inch  widths 
for  popular  priced  trade  have  long  been 
scarce  but  large  shipments  are  expected 
by  the  middle  of  February  which  will  in 
some  measure  satisfy  the  great  demand. 
Staple  tricotines  and  Scotch  tweeds  are 
exceptionally  good  with  Ottawa  trade 
this  month,  heather  mixtures  selling 
plentifully. 

Owing  to  the  large  purchases  in  Eu- 
ropean markets  stocks  in  Ottawa  ware- 
houses are  now  well  assorted  land  moder- 
ate in  price.  No  falling  off  in  the  de- 
mand for  yardage  goods  is  being  felt 
but  a  remarkable  increase  in  novelty 
fabrics  is  already  noticeable. 


NEW  SILKS  IN   MONTREAL 

(Continued  from  page  43) 
There  is  not  much  demand  for  plain 
colored  taffeta  this  spring,  the  reason 
being  given  that  once  the  Easter  dress 
trade  is  over,  the  consumer  wants  sports 
clothes  and  to  feature  these  effectively 
only  the  rough  textured  fabrics  are  suc- 
cessful. This  also  hampers  the  vogue 
for  silk  to  a  greater  degree. 

Speaking  of  georgette,  a  buyer  stated 
that  this  is  likely  to  be  revived  to  a 
great  extent  this  summer  but  under  an- 
other   name.        Already      a    considerable 


quantity  of  what  is  called  "triple  crepe" 
is  being  called  for  to  make  dressy  hats, 
and  this  fabric  is  really  a  heavy  Geor- 
gette with  a  lit.le  stiffening  in  it. 

"Roshanara" 

Supplies  of  heavy  Roshanara  crepe  in 
bordered  effects  suitable  for  forming  a 
handsome  trimming  are  now  received  at 
Montreal.  This  crepe  is  especially  ef- 
fective in  navy  blue  but  is  featured  in 
all  colors.  Silk  ratine  in  white  or  bright 
colors  is  likewise  a  big  seller  already, 
while  honeycomb  cloth,  which  is  a  mix- 
ture of  wool  and  artificial  silk  with  a 
crinkly  or  rippled  surface,  almost  cired 
in  effect  and  quite  uncrushable,  is  an- 
other popular  novelty. 

Jacquard  designs  on  heavy  baronet 
satins  are  coming  in  now  daily,  and 
many  large  and  unusual  patterns  are  in- 
cluded  among  the  all-white  range. 


FEW    WOOLLEN    NOVELTIES 

(Continued  from  page  44) 
printed,  even  cotton  crepe,  some  samples 
of  which   are    most   extraordinary:    huge 


Japanese  designs,  mostly  for  kimonos, 
prevail. 

Taffeta  is  sure  to  be  proposed  many 
times,  for,  although  it  was  favoured  to 
a  fairly  large  extent  already,  its  vogue 
has  not  yet  been  complete,  and  it  won't 
go  out  of  fashion  so  soon. 

It  seems  that  silk  jersey,  and  all  kinds 
of  silk  hosiery  are  still  favoured,  and 
yet  it  took  them  years  to  come  out! 

For  the  Seaside 

Sponge  cloth  is  also  sure  to  be  very 
much  in  favour  for  the  seaside,  and  even, 
if  the  shades  are  pretty,  in  plain,  and 
the  stripes  effective,  some  Summer 
dresses  may  be  seen  in  various  instances 
in  town.  In  the  country,  this  material, 
together  with  all  light  cotton  fabrics,  is 
sure  to  be  very  much  in  favour. 

Ail  these  hints  are  suggestions;  next 
month,  the  first  collections  of  the  sea- 
son will  be  out,  and  I  shall  be  able  to 
tell  you  in  a  more  precise  way  what  will 
be  favoured,  and  what  will  the  new 
shapes    and    styles    be. 

Yours   very  truly, 

Jeanne  Gsell 


Upper  Left — 

Chiffon  taffetas  in  large  block  checks  for  pleated  skirts  are  to  be  in 
demand  for  summer  wear  to  accompany  silk  sweaters.  Four  sizes  of 
checks  are  offered  in  black,  scarlet  or  blue  with  white. 
Upper  Right — 

Novelty  oriental  crepe  de  chine  featuring  the  familiar  Persian  pattern 
on  a  blue  around.  For  linings,  scarves  and  dress  trimmings. 
Lower — 

New  honeycomb  silk  just  arrived  from  England,  which  is  guaranteed 
uncrushable.  This  silk  is  made  of  wool  and  silk  fibre  and  comes  in 
various  plain  shades  with  a  high  finish.  The  surface  has  the  new  blis- 
tered or  rippled  finish. 

All  Fabrics  Imported  and  Shown  by  Courtesy  of   Greenshields 

of  Montreal. 
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NOW  READY 

New  Lines  for  the  New  Season 

by 

SILKS  LIMITED 
RIBBONS  LIMITED 
NOVELTIES  LIMITED 
DRESS  FABRICS  LIMITED 
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Your  mail  orders  given  prompt  attention.      Salesmen  are  now  on  the  road  with  our 
complete  lines.     Buyers  while  in  the  city    are  asked  to  call   and  see   our  splendid 


range  of  merchandise. 

MONTREAL 


TORONTO 


WINNIPEG 
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Fashion  Sponsors 
Maline 

Followers  of    Fashion    demand 

DYNAMO  MALINE 

BECAUSE 
Dynamo    Maline    never    becomes    sticky 
and  is  guaranteed  rain-proof,  moisture- 
proof,  perspiration-proof,  sun-proof,  and 
will  not  fade. 

The    "DYNAMO    BRAND"    stamp    pro- 
tects you  when  you  buy  malines. 

CHAS.  MOUTERDE 

{United  Makers) 


MONTREAL 

Room  705 

Read  Bldg. 

Tel.  Main  6524 


TORONTO 
80  Wellington 

St.  West 
Tel.  Adel.  4184 


DYNAMO  BRAND 
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Homespuns! 

LEAD  THE  WAY. 

It  is  an  established  fact  that  Homespuns  are  the  keynote  for  Spring  1922 
and  repeat  orders  coming  in  from  every  Province  confirms  the  fact  that 
the  women  of  Canada  are  calling  for  and  buying  Homespuns. 

Our  range  contains  four  outstanding  numbers  and  Dressgoods  Buyers 
should  make  a  point  of  seeing  each  of  the  following  qualities  before 
making  final  purchases. 

The  "PENTLAND"  56-inch  wool  dyed,  shown  in  nine  solid  and  seven 

two-tone  effects,  closely  resembles  the  Hand-made 
Homespun.  Shades,  Nile,  Rose,  Fawn,  Tan  and  Blue, 
and  in  combinations  of  these  colors. 

The  "WESTERDALE"       54-inch  Homespun  having  a  beautiful  soft  finish — 

the  eighteen  colorings  include  all  of  the  Season's  popu- 
lar mixtures.     Unexcelled  for  Sport  Suits. 

The  "HARPSDALE"  A  cloth  having  a  soft  flannel  touch,  54  inches  wide, 

in  nine  different  combinations  from  Light  Grey  to  Olive 
and  Brown  tints. 

The  "STROMA"  A  cloth  specially  adapted  in  weight  and  finish  for 

the  smart  tailored  suit  in  six  mixture  shades  of  darker 
tones. 

Our  Department  of  Novelty  Skirtings  has  on  display  the  latest  productions  in 
Striped  and  Checked  Effects  in  Worsteds,  Flannels,  Tweeds  and  Homespuns. 

Buyers  visiting  the  warehouse  while  in  the  City  will  find  the  call  a  profitable 
one  and  we  shall  appreciate  the  visit. 

Samples   to   the   Trade  on  Request. 

DAVID     W.     ROSS 

Wholesale    Textile    Fabrics 

78  BAY  STREET,   TORONTO 
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Large  Hats  for  Spring  and  Summer 

Buying  From  Maritime  Provinces  Has  Been  Up  To  Last  Year — 
Trimmings  Used  in  Paris  This  Season  Will  be  Seen  Here — Jute 
to  Feature  Strongly  for  Spring — Hats  for  Younger  Girls — Some 

of  the  Models  Described 


BUYERS  from  the  Maritime  pro- 
vinces and  the  west  have  almost 
completed  their  shopping  in  Tor- 
onto. The  wholesale  houses  are  more 
than  pleased  with  the  volume  and  kind 
of  business  done  by  these  visitors.  They 
say  it  compares  favorably  with  that  of 
this  time  last  year.  Quebec  and  Ontario 
have  shown  little  interest  as  yet  but 
there  is  every  reason  for  faith  in  these 
provinces  when  business  is  good  in  the 
extremities.  One  millinery  manufactur- 
er and  importer  says  that  he  will  have 
his  eastern  and  western  orders  all  out 
before  February  25,  in  good  time  for 
late  buyers. 

The  early  prophecy  in  regard  to  flow- 
ers and  fruits  can  now  be  corroborated, 
designers  declare.  In  fact  all  of  the 
trimmings  which  Paris  is  using  this  sea- 
son will  be  seen  here.  It  is  a  peculiar 
thing,  that  while  shapes  take  one  or  two 
seasons    to    find    their    way    here,    trim- 


mings usually  come  over  in  their  first 
season.  Large  hats  which  took  Paris 
by  storm  last  summer  did  not  appear 
even  in  New  York  last  Fall  to  any  ex- 
tent. There  is  every  reason  to  believe, 
however,  that  they  will  be  strong  in  the 
late  Spring  and  all  Summer. 

Though  early  indications  pointed  to 
bright  shades  with  black  the  last  two 
weeks  have  found  a  good  demand  for  the 
all-black  ones.  This  may  have  followed 
in  the  wake  of  the  sudden  vogue  for 
contrasting  colors  on  the  Spring  frocks, 
which  are  shown  so  far. 

Jute  the  Newest  Thing  for  Spring 

Jute  is  nothing  but  the  old-fashioned 
hemp  in  various  shades.  This  all-over 
material  is  especially  favored  because 
of  its  flexibility  and  it  is  not  as  expen- 
sive as  the  cellophane  and  other  straws 
which  are  good  this  year. 

Angora  braids  are  being  talked  of  in 


millinery  circles.  They  form  the  basis 
for  splendid  midseason  chapeaux  and  in 
fact  rival  the  haircloth  in  some  houses. 
The  latter  will  of  course  be  very  good 
for  black  hats  while  the  braids  will  be 
seen  in  most  of  the  pastel  shades. 

One  or  two  millinery  firms  are  stress- 
ing hats  which  have  tweed-like  straw  for 
wear  with  tweed  suits.  These  are  very 
chic  and  give  a  tailored  effect  ho  neces- 
sary with  the  new  suits.  They  fill, 
moreover,  a  real  need.  The  ordinary 
bright  colored  dress  hat  has  no  place 
with  the  homespun  and  tweed  costume, 
while  the  all-black  is  a  trifle  severe  with 
it. 

Floppy  Garden  Hats  Expected 

That  the  floppy  shape  so  becoming  to 
many  women,  will  be  worn,  is  almost 
certain,  several  designers  who  have  just 
returned  from  New  York,  declare.  They 
have  been  talking  with  Paris  buyers  on 
(Continued  on  page  62) 


Millinery  trimmings  this  Spring  have  a  decided  oriental  character.  Most  unusual  are  the  shapes  and  colors  em- 
ployed, especially  in  the  devising  of  novelty  effects.  The  accompanying   sketch  reproduces   some   of   the   best   liked 
trims  of  the  month,  including  the  nuitchstick,  which  is  he^e  shown  in  a  rosette  effect,  as   well  as  used  in  flat 
embroidery. — Trimmings  Shown  by  Courtesy  of  Debenhams  (Canada)  Ltd.,  Montreal. 
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In  Readiness  for  Millinery  Openings 

Montreal  Display  to  Open  on  February  27th — Handmade  Hat  of 
Novelty  Allover  of  Braid  Dominates — Parrots  Among  the  Late 
Novelties — Fruits  in  Realistic  Effects — Circular  Veils  of  Sheer 

Quality 


FEBRUARY  finds  the  Montreal 
wholesale  millinery  houses  in 
readiness  for  the  openings  which 
take  place  upon  the  27th  according  to 
custom.  Already  buyers  are  coming  in 
and  many  of  the  choicest  models  appear 
in  the  show  rooms  only  to  take  wings, 
so  to  speak,  and  are  quickly  dispatched 
to  eager  purchasers  throughout  Canada. 
Business  is  opening  up  briskly  and  on 
all  sides  the  comment  is  being  made 
that  models  were  never  smarter  nor 
more  varied  and  individual  in  type  than 
this    spring's    showing. 

There  is  of  course  a  similarity  in  the 
general  trend  of  style  as  observed  dur- 
ing visits  to  the  leading  wholesalers 
this  month.  The  handmade  hat  of  nov- 
elty allover  or  braid  dominates  the 
scene  in  a  bewildering  variety  of  types. 
French  models  are  now  among  those 
prerent  also,  and  give  distinction  to  all 
the  showings  by  reason  of  their  daring 
originality  and  superb  workmanship. 
New  York  is  also  liberally  represented, 
but  it  is  whispered  that  insofar  as  style 
is  concerned  Canadian  made  models 
have  nothing  to  fear  by  way  of  compar- 
ison with  imported  effects  this   Spring. 

A  designer  in  a  leading  store  stated 
to  Dry  Goods  Review  that  part  of  the 
present  rush  for  new  millinery  is  at- 
tributable to  the  fact  (hat  Easter  comes 
later  than  usual  and  women  must  have 
something  now  for  immediate  wear  but 
they  will  require  hats  of  more  summery 
character  for  May.  Provided  the  weath- 
er man  sends  a  warm  sunny  month  in 
April,  there  is  no  reason  why  Summer 
millinery  should  not  be  launched  earlier 
than  usual,  with  immense  success. 

Unconventional  Brims 
Hats  for  immediate  wear  therefore 
favor  both  small  turbans  and  rather 
larger  brimmed  shapes,  both  of  whi~h 
may  be  characterized  as  more  youth 
ful  and  even  dashing  as  has  been  the 
case  with  spring  hats  in  several  seasons 
past.  Brims  are  anything  but  conven- 
tional and  crowns  are  scarcely  ever  of 
the  same  material  as  their  brims.  Flow- 
ers appear  everywhere  in  colorings  that 
never  were  beheld  in  nature,  yet  which 
are    charming    withal. 

Mention  was  made  in  last  month's  is- 
sue of  the  vogue  for  the  novel  "match- 
stick  trimming"  upon  hats.  This  Ir- 
is decidedly  the  smartest,  apart  from 
the  floral  type,  of  any  shown  and  buyers 
can  seldom  resist  these  models  which 
are  trimmed  with  cabochons  or  a  fence- 
like  border  of  this  realistic  bead-work. 
As  the  trade  is  now  familiar  with  this 
type  of  trimming,  it  is  not  necessary  to 
dila'e   upon   "match    sticks"   other   than 


to  say  that  they  can  be  utilized  in  a 
great  variety  of  ways,  including  pom- 
pons, facings,  edgings,  etc.  Mon.real 
milliners  are  using  a  large  quantity  of 
white  sticks  with  a  black  bead  tip,  or 
else  the  high  shades,  such  as  emerald, 
sealing  wax  red  or  bright  blue  tipped 
by  a  bead  of  black  or  white.  The  mat-h 
sticks  carry  out  the  idea  of  shiny,  stiff 
effects  admirably  and  are  closely  allied 
to  the  theme  of  lacquered  and  cire  novel- 
ties, which  is  tV  dominent  key  note  of 
the  entire  spring  showing. 

"Birds  of  a   Feather" 

Another  amusing  novelty  is  the  vogue 
for  parrots,  either  imitations,  made  of 
feathers  lacquered,  or  merely  etched  up- 
on celluloid  plaques.  Other  tiny  bi  c< 
which  appear  10  be  dipped  in  silver 
paint,  or  entirely  made  of  beads  and 
mother  of  pearl  spangles  with  a  topaz 
eye,  or  even  cleverly  devised  of  past 
feathers  of  various  color  contrasts.  The 
bird  idea  is  well  brought  out  although 
its  composition  may  be  something  en- 
tirely  foreign   to    nature! 

Composition  quills  with  painted  sur- 
face, continue  to  be  displayed,  while 
plume-like  effects  cut  out  of  galilith  or 
celluloid  are  exceedingly  smart  in  the 
brighter  shades.  So-called  "lightning 
rods,"  studded  with  brilliants  are  very 
effectively  used  on  the  front  of  blac'- 
cloth  turbans,  adding  distinction  with 
their  brilliancy. 

Berries  and    Fruit  Clusters 

Fruits — such  as  would  tempt  the 
most  case-hardened  Adam — are  offered 
in  realistic  effects,  mostly  all  glazed 
and  highly  polished.  Such  are  raspber- 
ries, cherries,  grapes,  currants  and  even 
blackberries.  Leaves  are  not  much  us?  1 
except  to  surround  soft  cockades  of 
flowers.  Flowers  form,  an  inexhaust- 
ible topic  of  interest  to  all  millinery  de- 
signers, who  are  enthusiastic  over  the 
new  flat  effects  of  taffeta  and  velvet 
wi.h  pinked  edges,  usually  centred  by  a 
speck  of  hand  embroidery  to  complete 
the  realism.  A  flower  of  any  size  is 
seldom  made  completely  of  one  color 
but  is  often  composed  of  several  .shaded 
tones  blending  from  deep  to  palest  tints. 
Thus  are  made  many  charming  flower 
turbans  which  are  colorful  near  the  face 
but  shade  off  to  a  pastel  tone  towards 
the  crown.  Flowers  are  usually  adapt- 
able to  all  sorts  of  crushed  effects  and 
are  frequently  caught  into  odd  corners 
betwixt  brim  and  crown  to  fill  out  an 
awkward  hiatus. 

Great  enthusiasm  is  shown  for  bioux 
or  duck  feathers,  whether  they  are  em- 
ployed as  a  fringe,  pompon  or  imitation 


bird  effect.  Ribbons  also,  particularly 
trie  lacquered  varieties  of  a  supple 
drapy  quality,  are  favored  to  form  smart 
outstanding  wing  effects  at  either  side 
around  the  crown  of  small  milan  tur- 
bans. Ribbons  are  much  used  also  as 
bindings.  Padded  effects,  which  are 
composed  of  massed  appliques  of  tubu- 
lar crepe  are  a  very  smart  brim  finish 
on  small  hats. 

Small  Round  Veils 

Small  circular  veils  of  the  sheerest 
quality  are  lavishly  used  on  ce 
shapes  merely  as  a  softening  effect. 
Veils  in  general  do  not  descend  over  the 
eyes  at  all,  but  are  arranged  to  hang 
to  the  back  or  to  frame  the  hair  softly 
all   round. 

A  prominent  milliner  informed  Dry 
Goods  Review  that  there  would  not  be 
as  much  of  the  fuchsia  or  periwinkle 
colorings  shown  in  Canada  as  in  New 
York  for  the  reason  tha„  they  are  rather 
trying  to  any  one  without  much  color. 
New  York  women,  she  pointed  out,  are 
careful  to  seleci  millinery  colorings  to 
bring  out  their  individual  type  of  com- 
plexion and  they  do  not  hesitate  to  im- 
prove on  nature  if  they  are  deficient  in 
natural  coloring.  Canadian  women,  as 
a  rule,  are  not  blessed  with  pronounced 
complexions  and  should  select  the  new 
spring  shades  with  extreme  care.  Even 
bright  blue  is  trying  to  anyone  but  the 
debutante. 

The  same  authority  spoke  enthusias- 
tically of  the  extensive  variety  of  sports 
hats  which  she  has  originated  for 
spring.  Wool  braid  mixtures  are  used 
for  the  most  part,  blended  in  such  a  way 
that  the  hats  are  practically  umcrush- 
able  and  can  be  turned  inside  out  if  so 
wanted,  either  to  show  another  color 
contrast  or  to  give  an  added  lease  of 
life  to  the  hat.  The  new  spring  costume 
of  homespun  or  tweed  calls  for  a  hat 
of  this  type  with  soft  roll  brim  and 
plenty  of  dash  and  character.  But  wool 
braids  are  by  no  means  all.  There  are 
also  chenille,  hemp,  timbo,  etc.,  which 
are  all  appropriate  to  wear  with  severe- 
ly plain  clo  hes  on  the  links  or  for  boat- 
ing, etc. 


W.  C.  Bland,  president  of  the  Bland 
Manufac  uring  Co.,  representing  the 
Merchants  Bank  of  Canada  and  Aaron 
Rabinovich,  head  of  the  firm  of  A.  Rab- 
inovich  &  Co.,  Winnipeg,  have  closed 
a  deal  involving  over  $300000.  The 
transaction  concerns  the  Standard  Fac- 
tory and  the  Exchjsive  Ladies'  Wear 
Company,  both  of  Montreal,  which  have 
been  taken  over  by  Mr.  Rabinovich. 
John  Harwitz  is  associafed  with  Mr. 
Rabinovich  in  the  deal. 


50 


MILLINERY 


Dry  Goods  Review 


New  York  is  Showing  the  Bell  Crown 

Fully  Fifty  Per  Cent,  of  The  New  Shapes  Are  Blocked — In  Spite 
of  Bright  Colors  Belief  Is  That  Canadian  Trade  Will  Stick  To 
Black  and  White  or  Grey — Some  of  The  Montreal  Models  Are 

Described 


MILLINERS  returning  from  New 
York  speak  enthusiastically  of 
the  new  bell  crowns  which  char- 
acterize the  latest  shapes.  Shapes  vary 
in  size  but  the  crown  is  the  sign  which 
indicates  that  the  hat  dates  from  this 
Spring.  According  to  one  buyer,  the 
lines  of  the  new  hats  require  much  more 
study  than  has  been  necessary  for  many 
seasons.  "Lines  do  not  suit  everyone," 
she  remarked,  "and  it  must  be  remem- 
bered this  season  that  we  no  longer  have 
to  deal  with  the  soft  crushable  effects 
which  can  be  given  a  touch  here  and  a 
pat  there  to  make  them  becoming  to  any 
profile.  Another  thing  which  is  mcst  im- 
portant to  remember  is  that  trimming  has 
become  a  very  significant  factor  in  mil- 
linery nowadays,  and  where  a  milliner 
used  to  be  able  to  get  away  with  any 
sort  of  trimming,  she  must  now  give  the 
matter  her  closest  attention,  otherwise 
Spring  hats  will  be  utterly  spoiled.  The 
new  trimmings  are  unusual  this  season, 
and  are  well  worth  devoting  time  to 
study.  There  are  many  novelties  which 
are  somewhat  stiff  and  difficult  to 
handle  in  order  to  achieve  a  smart  re- 
sult. In  my  opinion,  the  trimming  of  the 
new  hats  is  going  to  be  the  most  im- 
portant phase  of  millinery  this  season, 
and  I  should  recommend  that  every  mil- 
liner give  careful  attention  to  manipulat- 
ing all  the  varied  forms  of  beadwork, 
feathers,  flowers  and  ribbon  so  as  to 
make  millinery  more  distinctive  and  less 
imitative  in  general." 

50  Per  Cent.  Blocked 

Fully  50  per  cent,  of  the  new  shapes 
shown  in  New  York  this  month  we>e 
blocked,  it  was  said  by  this  authority, 
who  also  predicts  that  in  spite  of  the 
much  talked  of  vogue  for  bright  colors, 
the  most  exclusive  trade  will  still  con- 
tinue to  wear  black  and  white  or  grey. 
It  has  often  happened  that  when  vivid 
shades  were  most  widely  spoken  of  for 
millinery,  black  and  white  effects  were 
demanded  by  the  highest  class  of  trade. 
Grey  is  likewise  to  be  very  popular 
with  smart  women  this  Spring, 
especially  when  made  of  black  and  white 
closely  intermingled.  Practically  every 
shape  is  fashionable  this  Spring  but 
the  sides  must  have  width  whether  the 
hat  be  small  or  large.  The  bandeau  is 
reappearing  and  is  used  to  elaborate 
some  charmingly  quaint  models  on  which 
flowers  are  lavishly  used. 

The  wanted  materials  for  dress  and 
general  purpose  millinery  as  indicated 
this  month  comprise  real  French  horse- 
hair braid  in  combination  with  taffeta; 
flower  appliques  in  shaded  tones; 
French  timbo  handmade  of  finely  woven 


straw  closely  resembling  the  Bankok  of 
last  year;  fine  Swiss  mthair  in  combin- 
ation with  cire  Chantilly  lace  and  beads; 
Yaak  lace;  hand  sewn  Milan  straws; 
Kandy  cloths,  all  kinds  of  *visca,  both 
plain  and  iridescent;  lisere  braids.  Soft 
woolen  fabric  braids  and  Yedda  straws 
are  much  used  for  sports  models,  which 
this  season  are  being  developed  in 
shapes  which  approximate  the  dress 
types  of  last  year.  Triple  crepe  softly 
arranged  over  a  French  willow  shape 
makes  dress  hats  of  very  effective 
charm. 

The  trimmings  on  better  hats  include 
hackle  breasts,  long  ostrich  flues,  Bioux 
feathers,  wide  moire  ribbons,  huge  fab- 
ric roses,  ospreys,  lace  veils  over 
flowers  and  bead  outlines,  cut  jet  cab- 
ochons,  wing  effects  in  all  colors,  glazed 
and  transparent  fruits,  swathed  os- 
trich, and  a  multitude  of  celluloid  pins, 
mounts  and  fancies. 

Montreal  Models 

The  show  rooms  of  the  leading  Mcnt- 
real  houses  are  now  filled  with  late 
Spring  models,  mention  of  which  indi- 
cate the  trend  of  style. 

The  new  "shredded  wheat"  straw  in  a 
pale  onion  color  was  effectively  illus- 
trated in  a  smart  turban  in  draped  ef- 
fect. Glazed  leaves  of  the  same  shade 
were  caught  oetween  the  folds. 

A  small  hat  of  shiny  haircloth  in 
black  was  brightened  by  the  use  of  a 
bird   developed     in      black      and      pearl 


spangles  placed  on  the   side  brim. 

A  dashing  model  of  black  haircloth 
with  sharply  upturned  brim  off  the  face, 
was  faced  with  an  upstanding  edge  of 
match-sticks  in  white  and  black.  A  very 
narrow  back  was  a  feature  of  this  shape. 

A  snug  little  visor  front  model  was  de- 
veloped in  glazed  braid  in  black  with  a 
white  beaded  motif  as  the  sole  trim- 
ming  placed   on  the  top   of   the   crown. 

A  black  tricorne  in  the  new  small 
shape  had  its  back  section  faced  with  a 
handmade  applique  of  taffeta  flowers, 
the  edges  of  which  were  pinked  out  ir- 
regularly. The  tones  of  the  flowers  were 
in  the  new  periwinkle  shades,  varying 
from  a  deep  fuchsia  to  a  pastel  pink.  A 
small  circular  veil  fell  softly  over  this 
shape  extending  about  an  inch  below 
the  hat  all  round. 

A  Vasselin-Villetard  model  seen  re- 
cently was  of  fine  hand  sewn  milan  com- 
bined with  a  brim  of  soft  satin,  broader 
at  the  sides.  The  entire  brim  was  veil- 
ed in  Yaak  lace  which  extended  over 
the  edge  and  lace  wings  were  wired  to 
stand  out  at  either  side.  Two  cut  jet 
cabochons  finished  the  trimming. 

A  superb  model  matron's  hat  from 
Hyland  was  developed  in  soft  white 
hackle  breasts  which  formed  the  high 
crown  and  a  narrow  rolled  side-brim 
slightly  shaded  the  face.  Long  black 
ostrich  flues  gave  the  necessary  sweep 
to  this  toque  which  was  admirably  suit- 
ed to  a  woman  of  mature  years. 

Colored  facings  upon  leghorn  hats 
are  spoken  of  already  for  summer  wear, 
and  it  is  expected  that  English  sports 
hats  will  be  in  large  demand  for  the 
entire  season. 


Draped  sash-end  turban  made  of  fancy 
navy  straw  allover,  fringed  off  into  ends 
over  each  ear.  A  novelty  ornament  of 
white  celluloid  is  upstanding  in  front. — 
Imported  by  Debenhams  Limited,  of 
Montreal. 


A  Chicago  retail  firm,  the  Fair, 
has  adopted  an  interesting  new 
method  of  merchandising  its  base- 
ment goods.  The  entire  basement 
is  now  given  the  status  of  a  sep- 
arate store,  with  its  own  selling 
and  buying  forces,  which  are  ab- 
solutely independent  of  any  up- 
stairs department.  Instead  of  hav- 
ing one  buyer  for  an  upstairs  de- 
partment who  can  dispose  of  odds 
and  ends  as  well  as  goods  below 
the  standard,  in  the  basement, 
there  is  now  one  buyer  for  each 
upstairs  department  and  one  for 
each  basement  department.  Each 
basement  man  is  absolutely  in- 
dependent and  is  not  required  to 
buy  any  stock  from  the  upstairs 
buyers  unless  he  sees  fit  to  do  so. 
This,  it  is  claimed,  will  soon  lead 
to  better  merchandising  methods 
and  mtore  cereful  buying  in  the 
various    upstairs    departments. 
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Millinery  Department  can  Cater  Successfully 

To  Exclusive  and  Medium  Priced  Trade 

Well  Known  Expert  in  Promoting  Sales  in  Millinery  Depart- 
ment Explains  How  This  Can  be  Done — Requires  Skill  and  Ex- 
perience— Price  Not  The  Most  Important  Consideration — Things 
to  Avoid  in  Selling  Hats — Service  of  Specialized  Nature  Really 

Counts 


THE  retailing  of  millinery  has  un- 
dergone many  subtle  changes  of 
late  seasons,  according  to  those 
who  have  studied  the  subject  closely  for 
many  years.  Where  once  a  store  consid- 
ered it  necessary  to  boast  of  its  large 
workroom  with  a  staff  of  employees  num- 
bering above  a  score,  its  heavy  stocks  of 
trimmings  and  materials,  and  its  well 
assorted  range  of  shapes  becoming  to 
all  faces,  the  contrary  now  rules. 
Whereas  it  was  once  considered  more 
correct  to  purchase  an  untrimmed  hat 
for  economy's  sake,  selecting  the  trim- 
ming according  to  the  heaviness  of 
Miladi's  purse,  nowadays,  it  is  the  most 
exclusive  trade  which  desires  its  hats 
made  to  order  and  the  rank  and  file  are 
more  than  content  with  the  enormous 
selection  of  trimmed  models  which  are 
continually  on  display  in  all  the  millin- 
ery salons. 

Passing  of  Workroom 

According  to  the  merchandise  mana- 
ger of  a  large  store  in  Ottawa  the  work- 
room today  is  passing  from  our  midst, 
and  is  no  longer  essential.  It  is  practic- 
ally impossible  for  the  average  store  to 
make  profit  on  a  workroom  since  the 
loss  on  materials  which  are  not  used 
is  greatly  increased  since  the  old  days 
when  workrooms  were  the  rule  rather 
than  the  exception.  To  keep  an  aver- 
age workroom  supplied  with  even  a 
moderate  quantity  of  the  usual  wanted 
materials  including  satins,  silks,  nets, 
ribbons,  wire,  buckram,  velvet,  etc.,  not 
to  speak  of  the  no  less  considerable 
range  of  expensive  trimmings,  would  re- 
quire an  investment  of  far  more  money 
than  the  actual  return  would  warrant. 
Whether  the  woman  of  today  has  learned 
to  prefer  the  ready  trimmed  hat  because 
she  must  take  it,  'faut  de  mieux,'  or 
whether  because  hat  manufacturers  have 
succeeded  in  turning  cut  millinery  which 
is  smarter  and  more  individual  than  the 
average  modiste's  product,  who  can 
say?  The  fact  remains, — the  store 
workroom  is  passing. 

Pursuing  data  upon  the  subject,  a 
staff  member  of  Dry  Goods  Review  re- 
cently interviewed  the  manager  of  the 
millinery  department  in  the  A.  J.  Frie- 
man  store  of  Ottawa,  Mr.  Kirtley,  who 
is  well  known  throughout  Canada  as  an 
expert  in  promoting  sales  in  this  de- 
partment. Mr.  Kirtley  has  had  wide  ex- 
perience in  all  the  leading  cities  of  Can- 
ada, and  speaks  of  conditions  generally, 
not  as  they  appear  locally  in  Ottawa. 

'"Can  a  millinery  department  cater 
successfully  to  both  the  medium   priced 


trade    and    to    the    exclusive    customer?" 
was   the  question  asked. 

"It  can,"  was  Mr.  Kirtley's  reply,  "but 
it  requires  considerable  skill  and  experi- 
ence. It  must  never  be  forgotten  that 
it  is  the  label  on  the  hat  that  enhances 
its  real  worth  in  the  eyes  of  its  possess- 
or. If  a  woman  is  wearing  a  French 
model  which  is  signed  across  the  inside  of 
the  crown  by  a  world  famous  name,  she 
feels  such  a  sense  of  pride  that  she  can 
scarcely  resist  the  temptation  of  show- 
ing it  to  her  friends.  If  alongside  of 
Maria  Guy  or  Reboux  there  is  also 
attached  a  little  tag  bearing  the  name 
of  the  local  store,  the  glamour  of  the 
imported  model  and  its  reputation  for 
style  is  cast  over  the  department  which 
sold  the  hat.  French  hats  are  commonly 
supposed  to  be  expensive  luxuries  but 
they  undoubtedly  give  distinction  to  the 
department  which  features  them  even  if 
they  have  to  be  sacrificed  later  on  in  the 
season.  At  the  same  time  they  help  to 
build  up  a  reputation  for  style  and  ex- 
clusiveness  which  can  do  no  harm  to  the 
regular  trade. 

"We  are  finding  out,"  continued  Mr. 
Kirtley,  "that  price  is  not  so  tremen- 
dously important  after  all  as  we  used 
to  think  it  was.  I  believe  that  price  is 
of  secondary  importance  to  the  vast  ma- 
jority of  women,  notwithstanding  their 
own  declarations  to  the  contrary.  Style 
and  becomingness  are  far  more  import- 
ant factors  in  encouraging  women  to 
buy,  and  granted  that  the  department 
can  offer  a  good  variety  to  select  from, 
it  should  never  be  necessary  to  base  its 
reputation  upon  prices  alone.  After  all, 
a  hat  makes  or  mars  a  woman's  appear- 
ance more  quickly  than  any  other  item 
of  apparel,  and  the  wrong  type  of  hat 
can  actually  change  and  alter  a  person- 
ality to  an  extraordinary  degree.  I 
should  insist  that  hats  be  shown  to  a 
customer  entirely  with  regard  to  their 
suitability  to  her  type  rather  than  be- 
cause she  does  not  care  to  pay  more 
than  $4.98. 

Service   Really   Counts 

"When  it  comes  down  to  a  fine  point," 
explained  Mr.  Kirtley,  "it  is  really  the 
kind  of  service  which  the  department 
renders  to  the  customer  which  deter- 
mines the  sort  of  clientele  it  will  attract. 
Cheap  service  brings  only  cheap  trade. 
Specialized  service  attracts  particular 
customers  who  appreciate  extra  effort 
made  on  their  behalf.  They  are  willing  to 
pay  for  this  additional  courtesy  and  su- 
perior knowledge  on  the  part  of  the 
staff,  who  in  many  cases  are  specialists 


in  the  subject.  To  my  own  staff  I  usual- 
ly recommend  the  following  rules  with 
regard  to  selling.  First,  never  ask  the 
customer  how  much  she  wants  to  pay 
She  would  invariably  tell  the  saleslady 
less  than  the  actual  amount  she  had  in 
mind,  yet  she  would  feel  uncomfortable 
at  having  to  disclose  the  fact  that  she 
is  unprepared  to  purchase  an  expensive 
model.  Rather  show  a  good  style  first 
and  judge  from  the  customer's  remarks 
whether  to  show  her  more  expensive  or 
less  costly  millinery.  Second,  do  not 
show  too  many  models  at  once  If  th" 
saleslady  is  at  all  expert  she  will  know 
instinctively  the  type  of  hat  the  custom- 
er requires,  whether  lines  or  soft  ef- 
fects, and  by  dint  of  tactful  questioning- 
she  can  elicit  information  regarding  the 
suitable  colors  to  accompany  costumes 
A  mistake  commonly  made  by  customers 
is  to  try  on  a  dress  hat  when  wearing 
an  old  blouse  or  frock  which  is  totally 
different  in  style  to  the  gown  which  will 
be  worn  with  the  hat  in  question.  It  is 
in  most  cases  well  nigh  impossible  to 
achieve  the  right  effect  with  a  hat  when 
it  is  tried  on  with  the  wrong  sort  of 
dress.  Few  hats  are  suitable  to  wear 
with  several  costumes.  Third,  be  pleas- 
ant to  the  customer  and  secure  her  con- 
fidence and  good-will  at  all  costs,  but  do 
not  determine  to  sell  her  a  hat  if  you  die 
in  the  attempt.  She  may  take  a  hat  but 
it  will  probably  be  the  last  one  she  will 
ever  select  in  the  store." 

Early  Spring  Season 

Mr.  Kirtley  inclines  to  the  belief  that 
the  Spring  millinery  season  should  be 
started  as  early  as  possible.  As  early  as 
the  last  of  January  this  year  his  own 
department  blossomed  forth  with  vividly 
colored  spring  models,  due  to  the  far 
that  winter  stocks  were  disposed  of 
earlier  than  usual.  It  should  not  be 
necessary  to  wait  for  the  calendar  to 
show  new  millinery,  far  better  to  keep 
an  eye  on  the  weather  and  begin  to  at- 
tract customers  by  interesting  advertis- 
ing and  pretty  window  displays. 

The  millinery  department  in  the  Frie- 
man  store  is  located  upon  the  first  floor 
up  and  occupies  more  than  5,000  square 
feet  or  practically  half  the  entire  floor 
space.  It  is  placed  well  to  the  front 
where  the  lighting  is  excellent,  while 
overhead  quantities  of  incandescent 
lights  swing  from  chains,  shaded  in  in- 
direct globes.  Small  compartments  are 
railed  off  here  and  there  to  display  the 
more  exclusive  models  which  are  shown 
upon  gilded  strands  in  a  French  pattern, 
(Continued  on  page  63) 
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The  Fisk  Spring  showings 

of  millinery  are  now  in  progress 

If  you  cannot  visit 

CHICAGO 

you    will   find  a  Complete  .  Display  at 

NEW  YORK— 411  Fifth  Avenue 

also 
SAINT  PAUL— Saint  Paul  Hotel 

The  Fiskhat  reputation  for  "Style  and 
Quality  Assured" — Fiskhat  national  ad- 
vertising — and  prompt  deliveries,  com- 
bine to  make  a  wonderful  proposition 
for  the  dealer. 

D.   B.  FISK    &   CO.,    Creators  of  Correct  SMiMnery 

225  N.  Wabash  Avenue,  Chicago     :     :     411  Fifth  Avenue,  New  York 

"Fiskhat"  national  advertising  for  19Z2  starts  in  March  issues  of  leading  women's  publications 


Spring    Styles  are    Ready 

Millinery  Frames 

Always  the  Newest  in  Stock 

From  Best  Makers  at  Best  Prices 


Milliners  everywhere  are 
making  up  Spring  stock. 
We  have  an  assortment  of 
hat  frames  that  will  permit 
milliners  to  make  the  most 
stunning  of  hats. 
Also  the  newest  in  trim- 
mings and  materials  in  stock. 
Letter  orders  promptly  filled 
and     poods     sent     on     approval. 


C.  H.  STARR 

Wholesale    Millinery 

Adelaide    3439 
77  YORK  ST.  TORONTO 


We're  Ready 

with  the  best  and  most  complete  showing 
of  millinery  merchandise  we  have  ever  had 
in   our  showrooms. 


Fruits 

of   Cellophane 

Baronet  Satin 

Iridescent    effects    in    combination    with 

Lacquered  Flowers 

Smart    designs    in    new    calcamined 

effects 

Glycerined   Ostrich 


Select  Range  of  Pattern  Hats 

Bright  Colors  Attractive  Prices 

'gffif*1  Order  Early 

DOMINION  OSTRICH  FEATHER  CO. 

Limited 

78  Wellington  St.  West     -     Toronto 

Representatives : 

H.   B.   Taylor,   Mappin   Bldg.,   Montreal. 

J.    G.    Martin,    Hammond    Bldg-.,    Winnipeg. 

Geo.     Strachan,     Welton     Block.     Vancouver. 
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Spring 
Opening 


continuing  throughout  Feb- 
ruary, features  a  line  of  Model 
Hats  that  are  the  crowning  ef- 
fort of  our  designers. 


There  is  just  that  note  of  indi- 
viduality and  finish  to  these 
creations  that  attracts  you  and 
satisfies  your  customer. 

We  invite  your  inspection 


G.  GOULDING  U  SONS 

55  Wellington  St.  West,  Toronto 


Winnipeg 
66  King  Street 


Ottawa 
236-237  Jackson  BlJg. 


Hamilton 
2Sy2  Jokn  St.  N. 
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More  Circulation 

■No  Increase  in  Rates! 

BY  UNDERTAKING  to  fill,  for  their  unexpired  terms,  all  paid-up  subscrip- 
tions to  FARMERS'  MAGAZINE— which  ceased  publication  with  its  issue 
of  February  2nd— MACLEAN'S  MAGAZINE  has  thus  added  to  its  list  at  one 
stroke  approximately  20,000  paid-in-advance  subscribers. 


Through  the  general  use  of  the  automobile,  the 
farmer  has  become  to-day  practically  a  sub- 
urbanite. Canadian  farmers  of  the  class  who 
have  been  subscribing  to  FARMERS'  MAGA- 
ZINE are  in  a  position  to  buy  automobiles, 
pianos,  phonographs,  and  all  other  articles  or 
conveniences  that  make  for  comfort  and  a  higher 
standard  of  living. 

Besides  being  consumers  of  the  best  grades  of 
merchandise,  they  are  to-day  taking  the  keenest 
interest  in  politics  and  all  public  and  economic 
questions. 


FARMERS'  MAGAZINE  and  MACLEAN'S 
MAGAZINE  have  been  the  outstanding  mediums 
in  Canada,  serving  separately  the  rural  and  urban 
fields.  The  decision  to  discontinue  FARMERS' 
MAGAZINE  and  to  fill  the  subscriptions  with 
MACLEAN'S,  is  the  result  of  the  maturity  of 
a  conviction  that  the  subscribers  to  our  farm 
magazine  are  ready  now  to  demand  and  appre- 
ciate a  general  national  magazine  like  MAC- 
LEAN'S in  order  to  have  the  information  and 
entertainment  which  they  desire  —  a  magazine 
that  will  furnish  them  with  good  fiction,  political 
articles  and  Canadian  national  news  of  a  char- 
acter not  found  in  the  farm  papers  or  news- 
papers. No  change  is  being  made  in  the  physical 
make-up  of  MACLEAN'S  MAGAZINE,  or  in  the 
character  of  its  editorial  contents. 


95,000  Gross  Circulation 

Rate  Based  on  70,000  A.B.C. 

The  addition  of  FARMERS'  MAGAZINE  subscription  list  to  MACLEAN'S  circulation,  after  all 
arrears  and  duplications  are  eliminated,  commencing  with  February  15th  issue,  gives  MACLEAN'S 
MAGAZINE   at  once   a  total   circulation  of  more   than  Ninety-Five  Thousand  copies  each  issue. 

This  gives  a  big  general  covering  of  town  and  city  circulation,  plus  a  highly  selected  farm  circulation. 
It  provides  the  tremendous  influence  of  the  "leadership"  families  in  every  city,  town  and  village  right 
across  the  Dominion,  together  with  the  most  prosperous  and  progressive  farmers  in  each  trading 
territory;  and  constitutes  a  service  which  is  not  equalled  or  even  approximated  by  any  other  general 
publication  in  Canada. 

95,000  National  magazine  circulation  in  Canada,  on  a  per  capita  basis,  is  equal  to  at  least  1,500,000 
in  the  United  States. 

MACLEAN'S  is  the  outstanding, 
big,  covering  medium  in  Canada. 

The  line  rate,  for  the  present,  remains  at  70  cents 


First  and 
Fifteenth  of 
Entry  Month 


s 


Most  Talked  of 
Publication 
In  Canada 


'CANADAS  national  magazine 

The  MacLean  Publishing  Company,  Limited,  143  University  Avenue,  Toronto,  Ont. 
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%_yor  Style,  Quality  and  Value 

Monarch-Knit 

SWEATERS  HOSIERY 
KNITTING  YARNS 


MONARCH-KNIT  products  have  attained  a  reputation  for  quality  which 
we  take  great  care  to  preserve. 

It  is  a  point  of  settled  policy  with  us  to  use  only  the  best  quality  of  mater- 
ial, and  to  maintain  a  system  of  rigid  inspection  throughout  each  process  of 
manufacture. 

Watch  for  the  new 

Monarch  Style  Book 

We  are  now  completing  Book  No.  8  of  "Art  in  Knitting  Monarch  Yarns." 
Monarch  style  books  have  always  been  in  great  demand  and  No.  8  will  be 
no  exception.  It  is  full  of  the  very  newest  styles,  attractively  illustrated, 
and  with  full  and  clear  instructions  for  knitting  with  our  new  yarns,  as 
well  as  with  Floss,  Dove,  Down  and  Butterfly.  Send  us  your  reservation 
order  now. 

The  Monarch  Knitting  Co.,  Limited 

Head  Office:  Dunnville,  Ont. 

Factories:  Dunnville,  St.  Catharines  and  St.  Thomas,  Ontario 
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Refinement  of  Style  and  Finish  Feature 

Models  of  Montreal  Knit  Goods  Manufacturers 

Do  Not  Believe  That  Canadian  Trade  Wants  the  Embellishments 
Shown  by  American  Houses  in  Bathing  Suits — The  New  Square 
Neck  Line  a  Good  Feature — The  Roll  Top  Hosiery — Some  of  The 

Children's  Models 

MONTREAL  manufacturers  are 
not  in  favour  of  embroidering 
women's  bathing  suits  of  knit- 
ted fabrics,  which  is  now  being  talked 
of  in  the  United  States.  On  the  con- 
trary, although  one  of  the  biggest  sea- 
sons in  the  history  of  the  knit  goods 
trade  is  anticipated,  little  effort  will  be 
directed  towards  such  embellishment, 
the  reason  given  being  that  embroidery 
is  unsuitable  upon  knitted  cotton  or 
woolen  materials  unless  the  bathing  suit 
is  destined  merely  for  beach  wear,  in 
which  case,  it  will  be  made  in  all  prob- 
ability of  satin  or  crepe  fabrics.  As 
there  are  no  ultra-fashionable  beach 
resorts  in  Canada  similar  to  Palm 
Beach  or  the  California  resorts  in  the 
States,  Canadian  makers  will  continue 
to  confine  their  efforts  to  staple  lines. 

Many  refinements  of  style  and  finish 
are,  however,  to  be  found  in  the  differ- 
ent ranges  of  bathing  suits  for  women 
and  children  as  typified  by  the  showing 
of  Spring  models  in  Montreal  show 
rooms.  For  example,  the  one-piece 
model  suit  is  now  featured  exclusively, 
in  colors  which  will  not  attract  attention 
to  the  fair  bather  but  that  will  be  serv- 
iceable and  becoming.  There  is  extra 
roominess  in  the  legs  of  the  new  suits, 
reinforcements  at  the  crotch  give  great- 
er strength  for  swimming  and  armholes 
are  finished  with  a  new  "crescent"  sleeve 
or  shield  which  stretches  in  any  direc- 
tion by  reason  of  being  cut  upon  a  bias 
strip  and  set  on  in  a  curve  left  open  at 
the  upper  end. 

New  Neck  Fastening 

Another  good  feature  is  the  new 
square  neck-line,  the  lower  front  corners 
of  which  are  slashed  and  fastened 
down  with  snap  fasteners.  The  slash- 
es give  plenty  of  extra  room  in  slipping 
the  suit  over  the  head  and  prevent  the 
stretching  or  tearing  of  the  opening  as 
is  the  case  with  ordinary  suits.  Besides 
the  square  or  Dutch  neck  is  a  be- 
coming outline  and  is  rather  unusual  in 
bathing  suits.  A  scarlet  knitted  isuit 
was  piped  in  black  braid,  little  V-shap- 
ed insets  of  the  black  being  introduced 
at  the  sides  of  the  short  skirt.  Navy 
blue  was  effectively  used  in  the  same 
way  with  the  red,  while  black  and 
white  formed  still  another  smart  con- 
trast. With  these  suits  should  be 
featured  the  new  roll-top  hose,  which, 
while  primarily  intended  for  wear  by 
youngsters  up  to  14  years  of  age,  are 
made  up  to  size  9*£  and  are  thus  ex- 
tremely smart  as  a  bathing  accessory 
for  grown-ups. 


Faahion'a  latest  demand  is  for  fringe  on  sweaters.  This  one  is  adapted  for 
sports  wear  as  it  is  light  in  weight  and  comes  just  to  the  hips.  The  hose  in 
this  illustration  should  be  very  much  appreciated  by  women  who  like  to  wear 
golf  stockings  and  to  have  their  knees  covered  at  the  same  time.  These  fold 
back  showing  the  stripe  in  the  regular  way  and  come  several  inches  above 
the  knee.  Sweater  and  hose  are  in  olive  green  and  white. — Shown  by  Lavoib 
Knitters.  Peterboro,  Ontario. 
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The  "Rollette"  is  the  latest  thing  in 
rolled  top  hosiery,  this  being  merely  a 
three  quarter  length  hose  with  a  cuffed 
top,  permanently  turned  down.  These 
are  shown  in  all  the  leading  staple  col- 
ors and  bright  shades.  In  wool  hose 
they  are  particularly  good  for  early 
spring  wear. 

Juvenile  Styles   Plentiful 

Knitted  goods  for  children  are  quite 
plentiful  this  season  insofar  as  novel- 
ties are  concerned.  One  of  the  most 
charming  novelties  noticed  for  some 
time  was  a  new  style  of  knitted  jumper 
dress  for  kiddies  of  three  upwards.  For 
either  boys  or  girls  there  is  shown  the 
Oliver  Twist  or  regulation  overall  effect 
in  either  bloomers  or  straight  skirts  to 
be  worn  with  a  little  white  sweater 
shirt  finished  with  pearl  buttons.  The 
jumper  effect  is  cleverly  copied  from  the 
garments  of  older  people  and  is  both 
smart  and  effective  for  little  boys  and 
girls.  Bright  blues  and  browns,  etc., 
are  the  colors  favoured  in  conjunction 
with  white  for  the  upper  part. 

In  children's  lines  one  notices  that  the 
apparel  of  grown-ups  is  reproduced  in 
miniature  for  the  younger  generation, 
and  the  same  attention  to  details  in 
making  fabric,  design  and  trimming  is 
given  to  these  little  garmants  as  to 
those  of  their  elders.  Dear  little  slip- 
over frocks  of  sensible  coloring,  just 
right  for  playtime  or  school  days  are 
shown  by  one  Montreal  firm,  the  trim- 
ming of  which  consists  of  delicate  pin- 
stripes of  contrasting  wool.  A  cord 
girdle  generally  finishes  the  waist  and 
the  neck  is  round,  but  not  too  low, 
while  the  sleeves  may  be  either  long  or 
short  as  desired. 

A  middy  dress  for  a  little  girl  of 
four  was  developed  in  jade  green  wool 
finished  with  a  sailor  collar  and  laced 
up  at  the  front.  Shell  pink  was  also 
a  favoured  style  designed  after  the 
middy  pattern.  Older  children  can  wear 
tarns  to  match  their  frocks  and  later  it 
is  expected  that  capes  will  be  offered  as 
is  the  case  with  the  grown  ups. 
Children's  Suits 

Bathing  suits  for  children  mow  more 
diversity  of  treatment  than  lmial,  this 
spring.  It  is  now  recognized  that  the 
knitted  suit  is  better  for  them  than  is 
the  fancy  affair  made  of  silk  or  mohair, 
and  to  this  end  the  Montreal  makers 
are  showing  a  pretty  style  for  young 
girls  of  ten  or  so,  made  of  tangerine 
knitted  fabric  or  sky  blue,  trimmed  with 
bands  around  the  neck,  sleeves  and 
knees  of  black,  while  a  braided  wool 
girdle  encircles  the  waist. 

For  the  larger  children  the  bright 
colors  are  used  more  for  trimmings,  the 
body  of  the  suits  being  of  navy  blue  or 
black.  A  smart  leaf-green  suit  of 
knitted  cotton  showed  white  inserts  of 
the  same  fabric  on  the  skirt  and  round 
the  sleeve  caps.  This  combination  is 
said  to  be  very  strong  for  next  summer. 

In  men's  styles  the  all  wool  suit  in 
black  trimmed  with  a  very  narrow 
banding  of  purple  and  gold  is  consider- 
ed good. 

As  regards  the     possible     vogue     for 


artificial  silk  sweaters  or  other  gar- 
ments next  summer,  opinions  are  vari- 
ed. One  firm  stated  to  Dry  Goods  Re- 
view that  they  were  now  working  on 
orders  for  these  silk  sweators  similar  to 
those  worn  last  season  but  which  can  be 


retailed  at  less  than  $15.  which  it  is 
thought  will  appeal  to  the  popular  pric- 
ed trade.  These  will  show  a  pretty  open- 
work pattern  and  a  fringe  edge,  though 
not  as  extreme  as  was  .leatured  last 
season. 


"1922  IS  HOMESPUN  YEAR." 

Novelty  homespun  is  one  of  the  most  popular  fabrics  for  skirtings.   Th<>, 

skirt  shown  here  is  checked  in  black  and  white.  The  fringe  is  also  a   big 

feature    for    sports     wear. — Shown    by    Hawthorne    Mills,    Limttko, 

Carleton  Place,  Ontario. 
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A  Year  of  Knit  Goods  Novelties? 


Manufacturer  States  That  Former  Policy  of  Showing  Samples 
Twice  a  Year  Will  be  Discontinued  and  he  Will  Show  Every 
Month — Knitted  Dress  in  Feather  Weight  Mohair  Yarn  to  be 
Leader — Prices  Will  Compete  With  Ready-to-Wear — Some  of 

The  Novelties  Described 


"W 


E  ARE  THROUGH  with  staple 
knit  goods,"  remarked  a 
prominent  knit  goods  man  to 
Dry  Goods  Review  this  mjonth.  "Wie 
believe  the  coming  season  is  going  to  be 
the  biggest  sports  summer  yet,  and  the 
public  will  want  novelties  of  every  kind 
in  order  to  be  correct.  Where  the 
greater  part  of  our  output  used  to  be  on 
sweaters  and  plain  staple  lines  of  bath- 
ing suits,  etc,  now  we  feature  nothing 
but  new  ideas  every  month.  We  have 
discontinued  our  past  policy  of  showing 
samples  twice  a  year,  and  we  shall  now 
bring  out  something  new  each  month, 
working  ahead  of  time  and  only  showing 
samples  when  the  entire  output  is  prac- 
tically ready.  Then  we  can  be  in  a  posi- 
tion to  ship  goods  at  a  minute's  notice 
in  larger  quantities  than  would  be  poss- 
ible under  the  former  method." 

This  man  emphasized  the  fact  that 
the  retail  trade,  especially  the  larger 
stores  in  the  more  important  Canadian 
cities,  are  anticipating  a  big  season  in 
fancy  knit  outerwear,  and  are  bending 
every  nerve  to  clearing  out  present 
stocks  of  staples  and  last  season's  goods 
in  order  to  be  in  a  position  to  feature 
a  good  assortment  of  novelties  as  the 
Spring  season  opens.  It  should  not  be 
assumed,  however,  that  the  Canadian 
trade  will  accept  the  more  bizarre  nov- 
elties and  designs  which  are  now  being 
offered  in  New  York.  Far  from  it.  On 
the  contrary,  the  smart  Canadian  wom- 
an will  continue  to  demand  quieter  ef- 
fects always  in  good  taste,  both  in  color 
combinations,   designs   and   style. 

Then  again,  another  remarkable  change 
is  recorded  in  the  matter  of  price,  both 
retail  and  wholesale.  The  makers  of 
smart  knitted'  outerwear  recognize  the 
fact  that  the  knitted  dress,  costume,  or 
coat  has  to  compete  to  a  certain  extent 
with  the  ready-to-wear  garment  put 
forth  by  the  cloak  and  suit  and  the  dress 
trades.  Therefore  it  has  been  their  aim 
to  perfect  their  knitted  wear  in  such  a 
manner  as  to  make  it  more  attractive  in 
appearance  and  less  expensive  than  the 
ordinary  garment,  and  this  ambition  has 
been  fully  realized  at  the  present  time. 
When  it  is  remembered  that  a  smart 
knitted  outfit  including  frock,  cape  or 
scarf  and  hat  can  be  purchased  by  the 
consumer  for  less  than  $35  it  can  readi- 
ly be  understood  that  the  ready-to-wear 
department  stands  in  keen  competition 
with  the  knit  goods  section  as  has  really 
never  been  the  case  previously. 

Knitted  Frocks 

In  discussing  new  goods  with  various 
leading  Quebec  manufacturers,  Dry 
Goods  Review  is  informed  that  the  knit- 


ted dress  in  feather  weight  mohair 
yarns  is  to  be  a  leader.  This  type  of 
frock  is  offered  in  a  wide  diversity  of 
charming  effects  and  colors,  including 
all  white,  all  black,  navy  blue,  fawn, 
brown,  etc.,  in  nearly  every  case,  the  el- 
aboration being  an  overcheck  in  one  or 
more  color  contrasts.  An  all-white 
frock  of  chiffon-weight  mohair  was 
shown  developed  in  a  plain  ribbed  finish 
with  pin  stripes  of  black  wool  set  on 
about  four  inches  apart  vertically,  while 
contrasting  cross  stripes  were  applied  in 
three  rows  from  the  knee  downwards. 
The  neckline  is  cut  on  the  bateau  or 
Jenny  effect  with  a  hign  standing  ex- 
tension in  contrast.  Occasionally  the 
neckline  is  cut  in  deep  V  shape,  which 
undoubtedly  is  more  becoming  to  wear, 
if  not  as  new.  The  waist  line  is  not 
fitted  to  any  extent  but  is  retained  by  a 
loose  string  girdle  of  knitted  mohair, 
fastened  in  front  with  a  pearl  slide.  The 
sleeves  are  elbow  length  in  general,  an 
occasional   long  sleeve  being  found. 

The  frocks  of  heavier  yarn  are  also 
exceedingly  attractive  in  navy  blue  with 
the  same  over-check  stripings  of  pillar 
box  red  and  fawn  superimposed.  The 
same  effect  is  carried  out  in  separate 
skirts  with  short  box  coats  exactly  like 
the  prevailing  style  in  "chicken's"  gar- 
ments for  spring.  The  necks  are  fin- 
ished with  the  small  turn-down  collar 
and  a  jaunty  little  bow  of  scarlet  wool. 

An  all-black  frock  of  medium  weight 
yarn  was  relieved  by  deep  inset  portions 
upon  sleeves  of  white  mohair,  while  the 
bateau  collar  was  also  of  the  same. 
This  chiffon  weight  mohair  is  success- 
fully used  to  develop  dainty  little  pull- 
over blouses  with  all  kinds  of  novel  col- 
lar effects,  ranging  from  a  simple  little 
scarf,  knotted  carefully  about  the  V 
shaped  outline,  and  finished  with  a  pearl 
slide,  to  the  smart  Peter  Pan  or  Puritan 
collar,  which  together  with  the  turn-up 
cuffs,  is  piped  with  black  braid  or  edged 
with  black  wool.  These  blouses  are 
finished  either  as  plain  pullovers,  fitting 
the  figure  somewhat,  or  as  Balkan 
middies,  the  lower  edge  being  finished  by 
a  broad  band  or  turned  up  after  the 
same  effect.  Such  a  blouse  as  this  is 
delightfully  appropriate  for  wear  with 
the  sleeveless  type  of  jumper  dress 
which  is  predicted  a  successful  Spring 
season.  A  scarlet  jumper  design  of 
knitted  jersey  was  designed  with  an  ob- 
long front  opening  and  deeply  cut  arm- 
holes  through  which  the  white  wool 
blouse  showed  to  the  best  effect.  These 
jumpers  will  continue  to  be  worn  with 
capes  and  tarn  o'shanters  to  match,  or 
else  with  a  wide  scarf  when  the  snow 
goes  and   Spring  is  really  here. 


Far  from  being  defunct  from  a  style 
standpoint,  the  cape  is  to  be  revived  in 
all  sorts  of  novel  ways  for  next  summer, 
although  no  samples  are  ready  as  yet. 
By  March  it  is  expected  that  the  cape 
will  be  shown  to  the  trade  in  its  smart- 
est forms  and  no  knitted  dress  will  be 
really  complete  without  its  accompany- 
ing cape  wrap.     These  capes  will  be  en- 


A  clever  bathing  suit  sititable  for  both 
the  beach-comber  and  the  genuine  swim- 
mer. The  trunks  and  upper  part  are  in 
one  piece  and  the  skirt  fastens  on  the 
three  buttons  shown  in  the  illustration, 
giving  a  neat  short-waisted  appearance. 
The  skirt  is  black  and  the  rest,  rose  em- 
broidered in  black.  The  pocket  is  far  the 
key  to  the  bath-house.  This  su.it  ansu'ers 
the  call  for  something  which  will  not 
give  way  at  the  waist,  as  some  do  wh°n 
the  parts  are  sewn  together. — Shown 
by  the  Monarch  Knitting  Co.,  Dunn- 
ville,  Ontario. 
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tirely  different  from  those  which  receiv- 
ed such  an  apathetic  welcome  from  the 
trade  last  season.  Developed  out  of 
feather-weight  yarns,  such  as  the  mo- 
hair, and  lacy  in  the  extreme,  they  will 
offer  the  last  word  of  lightness  and 
smartness.  They  will  constitute  the 
universal  costume  for  country  and  in- 
formal city  wear  next  summer  and  are 
assured  of  instant  approval   already. 

Tuxedo    to   Have   Competitor 

Insofar  as  the  regulation  sweater  is 
concerned,  the  more  exclusive  designers 
of  knit  goods  declare  that  the  tuxedo  is 
on  the  wane,  that  is  to  say,  that  buyers 
are  on  the  lookout  for  novelty  goods 
and  are  no  longer  interested  in  the  ultra 
conservative  line  sweater.  To  begin  with, 
the  Canadian  silhouette  has  now  fully 
fallen  in  with  that  which  has  prevailed 
in  the  United  States  for  the  past  year, 
and  where  formerly  the  Canadian 
women  looked  askance  upon  the  pull- 
over style  as  being  too  extreme  for  her 
type  or  too  unbecoming  in  line,  now 
fully  three-quarters  of  the  demand  is 
for  the  "over-the-head"  garment.  It  is 
true  that  many  new  varieties  have  been 
evolved  which  camouflage  the  slip-over 
into  a  very  becoming  garment  even  to 
the  stout  figure,  and  with  the  tendency 
to  feature  narrow  pinstripes  in  vertical 
effect,  in  contrasting  color  upon  all  the 
newer  models,  every  figure  does  appear 
more  slender  than  it  is  in  reality.  The 
only  model  shown  which  in  any  manner 
resembled  the  tuxedo  style  was  short  in 
length,  loose  in  fit,  and  had  a  vestee  of 
the  same  yarn  set  at  the  opening.  A 
jaunty  turn-down  collar  however,  was 
used  at  the  neck  and  there  was  no  turn- 
back effect  whatever  to  face  the  front. 
Crocheted  buttons  or  a  string  tie  at  the 
neck  were  the  sole  elaborations. 

Where  the  tuxedo  reigned  supreme 
the  cape  will  now  be  in  demand,  it  is 
thought,  and  the  pullover  will  be  the 
ideal  garment  for  golfing,  tennis  or  all 
other  sports  of  an  active  nature  which 
require  snugly  fitting  garments  per- 
mitting much  freedom  of  action. 

Sleeveless    Sports    Coats 

Many  more  novelties  are  shown  by 
other  Montreal  manufacturers,  which  in- 
clude a  smart  sleeveless  style  of  pillar- 
box  red  yarn  striped  with  white  arti- 
ficial silk  in  wide  barred  effect.  A 
plain  sash  of  the  red  yarn  finished  the 
waist.  When  worn  over  white  the  effect 
is  extremely  smart.  Another  very  ef- 
fective little  sweater  was  of  cardinal 
wool  cut  very  short  but  with  the  lower 
edge  Van  Dyked  into  deep  points  all 
round.  The  short  sleeves  and  tuxedo 
front  were  of  pearl  gray  brushed  wool 
in  a  furry  finish. 

Other  Novelties 

Silk  and  wool  mixed  combined  to  form 
a  very  striking  model  in  American 
Beauty  shade  knitted  in  a  loose  fancy 
stitch.  The  collar  was  of  white  and  the 
edges  all  round  were  buttonholed  as 
though  by  hand.  Another  very  unusual 
novelty  was  in  a  "Peggy  O'Neill"  coatee 
of   black    and   white   wool,   knitted    in    a 


curious  twisted  effect  combining  the 
two  colors  in  a  mottled  finish.  This 
model  was  hip  length  and  finished  with 
a  tuxedo  front  and  short  sleeves.  A 
Balkan  middy  sweater   in  pullover  style 


of  fawn  wool  had  its  collar  developed  out 
of  white  brushed  wool  which  closely  re- 
sembles the  new  Krepe-Knit  fabric,  most 
unusual  and  smart.  This  was  a  child's 
model. 


Complete  srdt  of  jersey  cloth  made  for  children  up  to  seven  years.     It  is 
light  in  weight  and  washable.  Made  in  navy,  brown,  green  and  heather  mix- 
tures.— Shown  by  the  Albion  Knitting  Co.,  Petekboro,  Ontario. 
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Is  Tuxedo  to  Have  Rival  in  Pullover 

Question  Raised  by  Action  of  American  Makers  in  Promoting 

Pullover — Knitted   Goods  Have   Had   Unusual  Advertising  by 

Consumer  Press — Some  of  The  New  Bathing  Models — Silk  and 

Wool  Combinations  in  Outer  Garments 


THKKE  is  reason  to  believe  that  the 
Tuxedo  will  have  as  a  rival  the  pull- 
>ver  or  slip-on  sweater  this  Spring 
and  Summer.  American  makers  of  knitted 
goods  are  stressing  the  pullover  again. 
One  prominent  Canadian  manufacturer 
believes  that  the  heavy  stocks  of  these 
garments  which  some  mills  have  held 
over  from  last  year  and  even  from  the 
year  before,  is  responsible  for  the  stress 
which  is  being  placed  on  this  style  now. 
The  trade 'would  not  buy  anything  but 
Tuxedos  last  Spring  at  any  price  and 
many  manufacturers  had  not  prepared 
for  such  a  heavy  season  in  these  and 
were  consequently  left  with  thousands 
of    pullovers. 

The  best  sweater  in  the  pullover 
style  for  this  Summer  will  be  one  with 
the  very  deep  V  neck.  This  is  more  be- 
coming than  the  old  style  and  more 
easily  worn  with  a  lace  yoke.  The>  j 
will  not  be  as  many  sweaters  of  one 
color  as  in  other  seasons,  designers  de- 
clare. Women  want  combinations  of 
colors  this  year,  not  only  in  sweaters 
but  in  sports  sui's,  bathing  suits,  hose 
and  wraps. 

Unusual    Publicity    for   Knitted   Goods 

Two  manufactuers  of  worsted  yarns, 
one  in  Peterborough  and  one  in  Toron- 
to, say  that  the  great  publicity  which 
consumer  papers,  not  interested  except 
in  a  general  way,  have  been  giving  to 
knitted^  goods,  has  already  been  felt. 
The  Ladies'  Home  Journal,  the  Pictorial 
Review  and  one  or  two  Canadian  papers 
have  stressed  them  considerably  this 
year.  Sentiment  is  better  than  it  ever 
was.  The  consumer  and  the  trade  are 
looking  for  their  Spring  and  Summer 
supplies  in  knitted  wear,  just  as  they 
are  for  ready-to-wear  and  millinery.  A 
year  ago,  travellers  said  that  retailers 
were  very  much  afraid  that  the  vogue 
was  only  transient  and  that  last  year 
was  not  the  time  to  take  a  chance.  They 
do  not  discuss  the  possible  dangers  this 
Spring.  Most  buyers  are  very  partic- 
ular as  to  quality  and  workmanship. 
They  are  on  the  lookout  for  something 
new  and  are  not  looking  for  the  cheap- 
est lines. 

One  manufacturer  who  has  built  m>  a 
splendid  business  in  a  little  more  than 
a  year  by  his  steady  attempt  to  give 
service,  says  that  the  trade  is  ordering 
all  the  time  but  that  their  policy  of 
buying  from  hand  to  mouth  last  year 
was  found  to  have  so  many  merits  that 
many  continued  i*  without  any  mone- 
tary reason.  He  thinks  that  manufac- 
turers should  not  be  discouraged  with 
small  orders,  for,  in  the  long  run.  mer- 
chants are  buying  just  as  much  or  more 


than  they  did  by  '.he  old  system.  He 
believes  that  manufacturers  should  pre- 
pare for  a  season  of  this  by  stocking 
enough  ahead  to  ship  immediately  on 
receipt  of  orders.  The  trade  have  be- 
come so  discouraged  with  the  months 
of  waiting  which  have  inevitably  follow- 
ed orders  during  the  last  few  years, 
that  they  are  ready  to  notice  a  man 
who  can   ship  immediately. 

The  demand  for  yarns  tends  toward 
the  vivid  hues  t'.iis  Spring.  There  is 
less  call  for  black  and  white  than  there 
was  last  year  though  these  may  come 
back  lateo-  on.  At  present  the  trade 
want  hand-knit  ing  in  burnt  orange, 
Harding  b'ue   and   peacock   bliie. 


A  sweater  designed  for  warmth  as  well 
as  appearance.  The  checks  in  black  and 
white  on  the  reverse  and  at  bottom  of 
sweater  have  been  made  on  a  special 
machine.  Dome  fasteners  fasten  the  rev- 
eres down  when  worn  in  the  tuxedo  style 
and  loops  and  buttons  allow  the  sweater 
to  be  buttoned  up  at  the  throat  for  win- 
ter sports.' — Shown  by  the  Cornell 
Knitting  Company,  Peterboro,  Ont.  . 


One  manufacturer  is  doing  a  splendid 
business  in  brush  wools  These  he  sells 
by  the  yard  and  in  different  widths.  He 
has  them  as  narrow  as  two  inches  and 
as  wide  as  twenty-four  inches.  There 
has  been  a  splendid  demand  for  these 
for  collars  and  cuffs  in  suits  and  sweat-, 
ers.  Not  only  garment  manufacturers 
but  the  public  are  glad  to  find  a  knitted 
material  which  may  be  cut  and  sewn 
on,  like  ordinary  piece  goods. 
New  Bathing  Suits 

All  the  knitting  mills  say  that  they  do 
not  intend  to  lose  business  this  Summer 
as  they  did  last  year,  by  not  having 
bathing  suits.  They  say  that  those  who 
had  them  feel  no  reason  to  be  grateful 
.0  the  trade  for  clearing  them  out  but 
1o  the  public  who  forced  the  sale  of 
them. 

Most  of  the  bathing  suits  are  made 
up  in  two  color  combinations,  the  con- 
trast being  shown  not  only  with  trim- 
mings but  by  making  the  parts  in  dif- 
ferent colors.  For  example,  one  suit 
has  a  black  skirt  and  upper  part  with 
green  trunks  and  sleeves.  Thei  strap 
is  being  used  in  bathing  suits  for  this 
year  also  although  it  does  not  seem  as 
serviceable  a  garment  as  the  one  with 
the  surplice  shoulder. 

Trade    Not    Buying    Locally 

One  manufactrurer  who  is  doing  a 
splendid  business  in  ladies'  and  chil- 
dren's wear,  says  that  he  can  sell  every- 
where in  Canada  but  in  the  towns  with- 
in a  radius  of  twenty-five  miles  where 
his  mill  is.  Not  long  ago  he  picked  up 
a  sweater  in  a  retail  store  in  his  vic- 
inity. He  asked  where  it  was  bought 
and  was  told  in  Monteral.  It  was  one 
of  a  lot  which  he  had  sent  to  a  whole- 
sale house  in  Montreal.  The  retailer 
had  told  him  some  weeks  previously 
that  he  liked  the  garments  he  was  ob- 
taining from  Toronto  and  Montreal 
better  than  the  ones  this  manufacturer 
had  to  offer.  He  says  that  the  mer- 
chants who  fail  to  buy  at  home,  are 
losing  excellent  opportunities  of  help- 
ing themselves  by  giving  work  to  their 
customers.  They  should  try  and  forget 
the  old  buying:  policy  that  the  best 
sroods  are  obtained!  farthest  from  home. 
Moreover  the  additional  expenses  caus- 
ed by  handling  and  shipping  should  be 
taken  into  account. 

Silk  and  Wool  Good 

There  is  a  call  for  silk  and  wool  com- 
binations in  outer  apparel.  At  the  mo- 
ment it  is  very  good  in  almost  every 
line.  The  effect  of  silk  on  wool  ans- 
wers the  appeal  for  combinations  of 
colors  and  there  is  very  little  expense 
(Continued  on  page  63) 
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Believe.  Wool  Hose  Strong  for  Fall 

Manufacturers  Have  Faith  That  Sports  Styles  Will  Be  Popular 
For  Next  Season — Salespeople  Should  Study  Manufacture  So 
They  Can  Sell  Better— Soft  Tones  Are  Favored  For  Fall  Wear- 
New  Hose  For  The  Lumberman 


"Nowadays,  knitted  wool  hose  plays 
such  a  prominent  part  in  the  sale  of 
knitted  goods,  that  salespeople  should 
be  conversant  with  the  salient  points  in 
regard  to  their  care,"  declares  a  man 
who  is  making  a  splendid  line  of  all- 
wool  hose.  "Ten  or  fifteen  years  ago," 
he  says,  "when  wool  was  worn  much 
more  extensively  in  underwear  and  in 
stockings  than  it  is  now,  women  under- 
stood how  to  prevent  shrinking.  Their 
mothers  taught  them.  To-day  they  know 
a  great  deal  about  silks  but  very  little 
about  wools.  Clerks  who  understand 
something  about  them,  can  do  much  to 
help  both  the  retailer  and  the  manufac- 
turer in  promoting  their  use." 

Wool  fibre  consists  of  a  hollow  cyl- 
inder, which  is  filled  with  oil.  When  one 
considers  that  there  are  500  corusca- 
tions to  the  square  inch  of  material, 
some  idea  may  be  obtained  of  the  num- 
ber of  these  hollow  fibres  in  an  ordin- 
ary wool  stocking.  These  cylinders  are 
filled  with  animal  oil,  which  gives 
warmth  and  elasticity  to  the  wool.  When 
the  oil  dries  out,  the  cylinders  collapse 
and  this  collapse  causes  the  shrinkage 
of  the  article. 

There  are  two  principal  causes  of  the 
drying  up  of  this  oil.  One  is  hot  water. 
Water  hotter  than  the  hands  can  stand, 
is  too  hot  for  wool.  The  other  is  alkali. 
Cheap,  alkaline  soaps,  break  down  the 
molecules  in  the  oil  and  cause  the  col- 
lapse of  the  fibre." 

Hosiery    for    Fall 

Nearly  all  the  manufacturers  of  knit- 
ted goods  in  Canada,  are  laying  special 
emphasis  on  wool  hose  for  next  fall  and 
winter.  They  have  faith  in  the  duration 
of  sports  lines  and  of  hose  in  particular. 
It  is  not  probable  that  heavy  buying  will 
begin  this  month  however,  as  buyers 
seem  in  doubt  as  to  the  stability  of 
prices.  There  is  a  great  deal  of  shopping 
being  done  and  low-priced  goods  are 
getting  a  certain  amount  of  prominence 
in    most    centres. 

There  is  a  general  feeling  of  confi- 
dence in  wool  and  silk  mixtures  and  in 
cotton  and  silk  mixtures.  With  raw  silk 
at  a  price  which  is  still  considered  high, 
there  is  every  reason  to  believe  that  the 
public  will  be  satisfied  with  mixtures. 
The  lightweight  mixture  hose  will  be 
very  much  better  than  the  heavy  lines. 
The  bulkiness  of  the  latter  is  very  much 
against  them  and  of  course  they  are 
much   higher   in   price. 

For  women's  sport  hose,  manufactur- 
ers are  favoring  the  soft  tones,  especial- 
ly   the    dull    blues,      grays,      light-fawn, 


sand  and  tan.  Some  are  em- 
broidered in  such  a  way  that 
while  they  enhance  the  value  of  the 
whole  costume  they  do  not  clash.  Sales- 
women who  are  interested,  have  splen- 
did opportunities  these  days  of  instruct- 
ing customers  in  the  importance  of 
hosiery  in  the  general  color  schemes. 
Many  women  seen  on  the  golf  links  and 
on  the  ice  these  days  ruin  their  outfits 
with  the  hosiery  they  wear.  A  traveler 
who  has  made  a  study  of  costuming  the 
sportwoman  declares  that  she  should 
wear  hose  that  contain  both  the  color  of 
the  suit  worn  and  of  the  shoes  as  well. 
If  her  shoes  are  tan,  her  hose  should 
have  brown  or  tan  stripes,  and  if  they 
are  black,  she  should  select  stockings 
which  have  at  least  a  black  clock. 

One  Canadian  mill,  at  any  rate,  is  try- 
ing to  give  Canadians  the  same  hose  as 
may  be  obtained  in  the  old  country. 
These  are  made  of  long-fibred  English 
wools.  They  are  fashioned  and  fit  the 
ankle  like  silk  hose,  although  they  are 
of  heavy  weight.  The  top  of  the  hose  has 
85  s'^chP1-'-  these  drop  to  58  at  the  nar- 
rowest point. 

Footlets    for    Lumbermen 

The  salesman  for  an  Ontario  mill  is 
carrying  a  footlet  to  be  worn  with  socks 


by  lumbermen  who  need  additional 
warmth.  The  trade  have  not  yet  seen 
them  but  the  large  lumber  companies 
have  placed  splendid  orders  for  them. 
This  footlet  idea  is  one  which  originat- 
ed with  a  desire  to  prevent  bulk  around 
the  ankle,  which  is  always  the  case  when 
several  pair  are  worn.  These  come  just 
to  the  boot-top.  They  are  only  about 
two-thirds  the  price  of  the  whole  sock. 

Underwear  Lines  Not  So  Active 

Retailers  and  wholesalers  agree  that 
there  is  no  time  like  the  present  to  make 
a  study  of  underwear  needs.  The  revival; 
of  business  should  bring  with  it  the  ap- 
plication of  all  the  lessons  which  manu- 
facturers have  learned  about  the  mak- 
ing of  undergarments.  The  public  want 
first  of  all  comfort,  which  means  fit, 
then  price,  and  finally  decoration.  Man- 
ufacturers who  are  working  along  these 
lines  cannot  go  far  astray  because  they 
are  offering  merchants  saleable  gar- 
ments. :  .   I   1] 


The  Phoenix  Novelty  Co.,  has  moved 
to  larger  quar.iers  at  the  corner  of  Dun- 
can &  Adelaide  St.,  Toronto.  The  new 
factory  is  bright  and  airy  and  well 
adapted  for  the  fine  neckwear  made  by 
this  company. 


Two  lovely  scavfs  for  sports  wear.  They  are  of  silk  on  one  side  and  brushed' 
ivool  on  the  other.  The  scarf  on  the  left  has  a  bright  red  ground  with 
stripes  of  black  and  white.  The  other  is  black  and  white.  The  lustre  of  the 
silk  is   very   effective. — Shown  by   the    Monarch    Knitting   Company, 

Dunnville,  Ontario. 
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Featuring  Fancy  Hosiery  for  Easter 

Will  Be  Important  Accessory  For  Spring  Wear — New  Colors 
And  Fancy  Embroideries  Shown  By  Montreal  Importers — The 
"Nothing  At  All"  Shade— Embroidered  Anklets  Is  One  Of  The 
Newest  Things  On  The  Market. 


«TTTE  BELIEVE  that  Easter  1922 
V/V/  is  going-  to  see  the  biggest 
fancy  hosiery  seasons  ever  ex- 
perienced in  the  trade,"  said  a  Montreal 
hosiery  and  fancy  goods  importer  to 
Dry  Goods  Review  this  month.  "Every- 
thing points  to  a  tremendous  demand  for 
fancy  goods  of  this  description,  includ- 
ing heathers,  colored  hose  in  silks  and 
mixtures,  clocked  effects  and  openwox'k 
novelties.  The  demand  just  now  is  for 
either  heavy  wool  or  ribbed  silk  sports 
hose  or  the  finest  of  sheer  thread  silks 
elaborated  in  unusual  ways.  There  is  no 
other  line  of  accessories  to  feminine 
dress,  with  the  possible  exception  of 
gloves,  which  is  so  completely  confined 
to  fancy  numbers  to  the  exclusion  of  the 
regular  staple  lines." 

This  authority  believes  that  we  shall 
continue  to  see  heather  mixtures  worn 
until  next  fall  at  least,  and  that  once  the 
vogue  for  woolen  stockings  wanes  with 
the  advent  of  spring  days,  the  heavy 
ribbed  silk  varieties  will  replace  them  for 
sports  wear  and  for  accompanying  the 
homespun  suits  decreed  by  the  mode. 
These  wide  ribbed  stockings  are  partic- 
ularly attractive  in  neutral  shades  and 
come  in  ribs  varying  from  4  to  1,  and  6 
and  2,  to  11  and  3.  Silk  and  wool  in  shot 
effect  can  be  counted  upon  to  remain  in 
favor  for  some  months  at  least. 

Beaded  Hose  For  Formal  Wear 

In  hosiery  for  formal  wear,  sheer 
weights  in  thread  silk  seem  to  be  in 
greatest  demand,  especially  in  the  new 
pointed  heel  effect  which  lends  the  ankle 
such  a  slender  appearance.  This  partic- 
ular type  of  stocking  is  now  being  offer- 
ed to  the  trade  in  a  seamed  back  or 
fashioned  effect  leg  and  can  be  obtained 
in  fancy  dropped  stitch  in  addition.  The 
leading  colors  in  silk  hosiery  for  spring 
will  include  seal  and  cordovan  browns 
and  beige,  but  a  strong  bid  for  favor  is 
being  made  by  all  white  hosiery  and 
since  innumerable  smart  novelties  are 
shown  in  both  Italian  and  thread  silk, 
featuring  lacy  effects  and  clocking,  quite 
different  from  ordinary  elaboration. 
Beads,  of  th,e  tiny  crystal  variety,  are 
being  lavishly  employed  on  dressy 
hosiery  for  evening  wear  with  quite 
charming  results.  One  smart  chestnut 
brown  pair  seen  in  a  Montreal  showroom 
this  month  had  a  three  inch  motif  in 
floral  design  done  entirely  in  beads  just 
over  the  instep.  The  manufacturers 
claim  that  the  beads  will  in  no  way  in- 
terfere with  the  washing  properties  of 
the  hose,  and  the  richness  of  the  beading 
upon  the  silk  is  unusually  smart,  esp?ci- 
ally  when  worn  with  beaded  slippers. 
These   new   stockings   may   be   obtained 


in  the  fashionable  shades  as  well  as  in 
white  and  black. 

Embroidery  Reproduces  Gems 

Embroidered  anklets  are  the  latest 
word  from  some  Canadian  silk  hosiery 
makers,  one  of  whom  is  planning  to  put 
out  an  exclusive  range  this  month,  which 
will  be  more  unusual  than  any  style  yet 
created.  The  effect,  it  is  said,  will  by  that 
of  a  jewelled  bracelet,  developed  in  vivid 
silks,  to  reproduce  the  effect  of  a  bit  of 
barbaric  or  antique  jewellery  worn 
around  one  ankle.  Practically  every 
wanted  color  combination  will  be  obtain- 
able when  this  line  is  placed  on  the  mar- 
ket, and  the  workmanship  will  be  of  su- 
perlative quality,  being  entirely  hand 
done  by  experienced  embroiderers. 

"Nothing  at  All" — New  Evening  Shade 

A  few  striking  imported  hose  are  on 
view  in  a  leading  Montreal  showroom  for 
immediate  selling  and  include  such  start- ' 
ling  effects  as  the  "nothing  at  all"  or 
nude  shades,  which  are  unrecognizable 
from  flesh  itself.  Then  there  are  some 
striking  novelties  in  lace  clocks  which  are 
sufficiently  open  work  in  effect  to  ap- 
pear in  good  contrast  to  the  darker 
shade  of  stocking.  Open  work  clocks  are 
said  to  promise  well  for  Easter  selling 
as  well  as  the  solid  embroidered  type  in 
either  single  or  triple  stripe  effect. 

For  the  Sportswoman 
Heavy  angora  hose  in  a  smart  camel's 
hair  shade,  clocked  in  brilliant  blue  or 
brown  are  considered  very  smart  at  pres- 
ent for  winter  sports  and  are  frequently 
sold  with  gauntlets  to  match  or  with  a 
voluminous  scarf  of  the  same  shade.  Men 
are  enquiring  for  vests  in  camel's  hair 
effect  as  well,  it  is  said. 

Several  leading  importers  of  hosiery 
in  Montreal  state  that  no  more  full- 
fashioned  hosiery  can  be  obtained  till 
June  next  from  the  manufacturers,  des- 
pite rumors  that  there  will  be  a  plenti- 
ful supply.  Canadian  mills  are  booked 
with  orders  till  August  next  and  in  cer- 
tain lines  of  hosiery,  notably  children's 
fancy  socks  and  three-quarter  length 
hosiery,  it  is  impossible  to  get  merchan- 
dise of  any  description.  There  is  an 
enormous  demand  for  striped  socks  for 
children,  especially  with  brightly  colored 
fibre  silk  bands  inset  in  the  cuffs,  and 
no  further  deliveries  can  be  got'  on  this 
line  for  many  months  to  come.  It  is  an- 
ticipated that  the  demand  for  three- 
quarter  and  "roll-top"  hosiery  will  be 
greater  than  ever,  despite  the  decrees 
of  the  censors,  and  the  trade  is  advis- 
ed to  look  for  its  stocks  as  early  as  pos- 
sible lest  a  shortage  take  them  unawares. 


LARGER  HATS   FOR   SPRING 

(Continued  from  page  48) 
this  subject.  These  people  say  that 
there  will  be  very  little  trimming  used 
except  lace  or  one  large  flower.  This 
large  hat  trims  itself  by  its  effective 
droop. 

Appliqued  flowers  will  be  favored  on 
the  allover  straw  hats.  Flat,  pale  pink 
ones  and  the  deeper  tones  of  rose  pink 
flowers  are  best.  There  will,  however, 
not  be  a  great  many  of  the  allover  straw 
shown  for  the  first  few  months.  Solid 
straws  have  no  place  in  public  favor 
either  in  New  York  or  here. 

With  each  day  the  turban  shape  be- 
comes more  prominent.  Three  and 
four-cornered  toques  are  best  of  all. 
Before  the  Summer  is  over  only  the  very 
large  and  the  very  small  shapes  will  be 
prominent.  The  in-between  sizes  of  this 
winter  will  scarcely  be  seen. 

The  soft  pull-on  type  of  hat  is  largely 
favored  for  the  younger  set.  Even  the 
sailors  lack  the  stiffness  usually  asso- 
ciated with  them.  Some  sailors  have  a 
soft  scarf  draped  on  the  side.  Tile  blue 
is  the  favored  shade  in  these  youthful 
hats  but  lemon  is  in  demand  also. 

In  all  the  houses  there  is  a  distinct 
absence  of  the  black  and  white  combin- 
ation. Many  of  them  still  keep  to 
brown,  there  is  some  henna,  and  as  men- 
tioned before,  black  is  good  but  never 
black  and  white. 

A  short-brimmed  mushroom  sailor  has 
a  folded  crown  of  tile  blue  Milan  and  is 
faced  with  blue  and  white  novelty  rib- 
bon. 

Tricorne,  with  crown  and  brim  top  of 
black  cire  serge  ribbon  and  facing  of 
taffeta  flowers  in  tile  blue. 

A  very  smart  chapeau  of  beige  and 
brown  hemp  combined  with  haircloth, 
the  draped  crown  having  a  circle  of 
large   daisies. 

One  hat  of  black  tagel  has  its  brim 
rolling  very  softly  upwards  in  front  and 
is  faced  with  black  grosgrain  ribbon. 
The  ribbon  is  looped  at  the  back  and 
there  are  long  quills  at  either  side  of  the 
hat. 

An  allover  lace  hat  of  large  propor- 
tions with  jet  pin  and  ornaments. 

Semi-sports  model  is  a  satin  pull-on 
of  nigger-brown  with  the  brim  faced 
with  terra-coitta  georgette.  Both  the 
satin  and  the  georgette  are  quilted  in 
diamond   shape. 

A  mushroom  hat  of  satin  finely  tuck- 
ed on  the  bias,  has  a  novelty  brim  edged 
with  a  stiff  row  and  covered  with  a 
corded  ribbon  of  cinnamon  brown.  The 
hat  itself  is  mole  color. 

One  draped  turban  in  the  new  Sahara 
shade  has  a  bird  for  trimming  along 
with  hair-braid. 
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Sales  Staff  in  Underwear  Dept. 

Important  Factor  in  Larger  Sales — Can  Use  Dozen 
Suits  of  Underwear  a  Year — Three  Distinct  Seas- 
ons— Merits  of  Knitted  Underwear 


((TTTHY  is  it  that  all  the  sales 
l/y/  girls  with  personality  and  sell- 
"  "  ing  ability  are  put  in  the  de- 
partments that  do  not  require  stimulus?" 
asked  a  customer  in  a  Montreal  store 
the  other  day.  "I  can  tell  for  myself 
whether  or  not  a  frock  or  a  hat  is  go- 
ing to  be  suitable  for  my  purposes,  but 
I  never  seem  to  be  able  to  get  accurate 
information  about  underwear  for  my- 
self or  my  husband,  for  some  reason  or 
other." 

This  opinion,  overheard  in  the  eleva- 
tor of  a  department  store,  suggested  ar. 
idea  which  when  put  to  practical  test 
proved  that  the  lady  was  nearly  right. 
In  one  case,  a  sales  girl  at  the  under- 
wear counter  seemed  to  have  plenty  of 
information  at  her  command  regarding 
what  was  in  stock  and  the  various  quali- 
ties of  the  merchandise  but  she  never 
seemed  to  grasp  the  fact  that  she  could 
have  sold  more  garments  than  the  cus- 
tomer intended  buying  or  a  better  grade 
than  she  asked  for. 

Three  Seasons  for  Underwear 
Underwear  nowadays  is  possessed  of 
almost  as  many  advantages  to  use  as 
talking  points  as  is  ready  to  wear,  and 
certainly  the  style  element  is  no  longer 
absent.  With  three  different  seasons  to 
look  after,  and  their  varying  weights 
and  styles  peculiar  to  each,  and  the  fad 
for  colors  and  different  textiles,  not  to 
mention  the  hundred  and  one  styles  of 
neck  and  sleeves  which  are  now  on  the 
market,  it  would  seem  as  though  only 
sales  girls  possessed  of  much  more  than 
average  ability  were  needed  to  merchan- 
dise goods  of  so  varied  a  type. 

Another  case  investigated  proved  that 
the  sales  girl  in  question  was  over-anx- 
ious to  sell  only  high-priced  garments 
and  continually  embarrassed  the  custom- 
er by  remarking,  "Of  course  we  have 
cheaper  lines  than  these,  but  you  would 
not  want  to  see  those,  would  you?" 
Still  another  sales  clerk  proved  to  be  so 
bored  with  her  work  that  she  could  not 
summon  up  enough  energy  to  look  for 
the  different  lines  enquired  for  by  the 
customer. 

Of  course,  it  is  recognized  that  all 
sales  girls  cannot  be  possessed  of  the 
kind  of  wide-awake  personality  which 
stands  for  success  in  business  life,  but 
at  least  it  is  the  store's  duty  to  see  that 
the  departments  which  are  deficient  in 
color  and  attractiveness  shall  at  least  be 
provided  with  a  selling  force  of  more 
than  usual  ability.  For  knit  underwear 
is  one  of  the  few  lines  in  a  store  which 
has  little  or  no  personality  of  its  own 
and  depends  upon  that  which  is  given 
it  by  the  sales  clerk. 

Formerly  the  average  store  had  the 
idea  that  no  more  suits  of  underwear 
could  be  sold  than  could  be  worn  out  by 
a  customer  in  a  year.  Now  that  is  all 
changed.     The  average  woman  can  find 


a  use  for  a  dozen  different  kinds  of  un- 
derwear each  season,  depending  upon  the 
purpose  she  wishes  to  wear  it  for.  But 
first  of  all,  there  must  be  the  right  kind 
of  sales  staff,  each  member  of  which 
knows  the  secret  of  investing  her  mer- 
chandise with  the  magic  of  personality, 
maybe  by  the  inflection  of  her  voice  or 
the  manner  in  which  she  holds  up  a  vest 
for  examination,  and  most  of  all  in  the 
knowledge  she  imparts  to  her  customer 
regarding  the  character  of  the  goods. 
Which   is   Better? 

What  are  some  of  the  properties  of 
cotton  and  wool  underwear  which  should 
be  thoroughly  understood  by  the  selling- 
force?  For  example,  which  are  best, 
the  knit  or  woven  varieties  of  under- 
wear? 

According  to  a  manufacturer  who  has 
given  the  question  considerable  thought, 
there  is  no  definite  advantage  in  one 
type  over  another.  Woven  underwear  is 
made  of  yarn  tightly  twisted  in  spinning 
and  it  is  a  fact  that  moisture  will  eva- 
porate from  it  more  slowly  than  from 
the  knitted  yarn.  The  looseness  of 
knitter  parn  means  that  this  type  of  un- 
derwear will  absorb  more  moisture  than 
woven  fabric  underwear  in  the  long  run, 
and  it  will  also  permit  its  moisture  to 
pass  rff  more  quickly  into  the  air. 
Knitted  light  weight  underwear  is  the 
ideal  raiment  for  a  hot  day,  for  not 
only  does  it  take  a  good  deal  more  pers- 
piration to  make  it  cling  but  even  when 
thoroughly  wet,  it  has  a  certain  amount 
of  elasticity  which  prevents  the  clammy, 
sticky  feeling  of  the  woven  fabric.  This 
point  of  comparison  is  employed  because 
the  chief  competition  between  knitted 
and  woven  underwear  comes  in  hot 
weather. 


TUXEDO  TO  HAVE  RIVAL 

(Continued  from  page  60) 
in  running  the  two  together  in  the  dye- 
ing, as  the  silk  will  not  take  the  same 
color  as   wool. 

Manufacturers  are  taking  peculiar 
care  this  year  in  the  matter  of  cut. 
Most  of  the  best  grades  are  knitted  in- 
to shape  instead  of  stitched  and  all  he 
edges  are  selvaged  to  prevent  stretch- 
ing. Some  very  attractive  models  are 
going  out  to  the  trade  during  the  next 
few  weeks.  Three  piece  outfits,  which 
have  found  favor  for  skating  and  sports 
this  Winter  will  be  stressed  more  than 
ever  for  Fall  buyinig.  Peter  Pan  collars 
are  shown  on  both  tuxedos  and  slip- 
ons.  Roman  borders  are  favored  but 
they  will  be  shown  mostly  in  the  nigh- 
priced  goods.  One  desie-ner  believes 
that  by  next  Fall,  both  the  slip-on  and 
the  tuxedo  will  give  way  to  the  suit- 
coat  and  sweater  of  the  Russian  Mouse 
style,  buttoning  up  at  the  neck  and 
oDening  at  the  side. 


Here  is  a  choker  which  should  take 
with  the  little  ones.  It  is  modelled  like 
the  grown-up's  fur  choker.  Comes  in  all 
the  heather  shades  and  is  made  of  brush- 
ed wool.  It  is  very  neat  in  appearance 
and  inexpensive. — Shown  by  the  Mon- 
arch  Knitting  Co.,    Dunnville,  Ont. 

MILLINERY   DEPT.   CAN   CATER 

(Continued  from  page  51) 
and  plenty  of  mirrors  are  provided  both 
on  the  walls  and  upon  the  display  tables, 
as  well  as  innumerable  easy  chairs  of 
wicker,  cushioned  in  gay  cretonnes.  Over 
head,  canary  birds  sing  continually  in 
quaint  wicker  cages,  and  create  an 
illusion  of  summertime  amid  this 
garden  of  flowery  millinery.  According 
to  Mr.  Kirtley,  it  is  essential  that  the  de- 
partmert  be  accessible  from  all  sides, 
otherwise  women  are  not  so  likely  to 
pass  through  or  to  be  impelled  to  pur- 
chase. Fullv  three  out  of  every  five 
sales  of  millinery  are  what  are  called 
"impulse"  sales,  bought  because  the  hat 
attracted  the  buyer's  fancy,  not  because 
it  was  really  necessary. 

The  Salesladies 

The  salesladies  in  the  millinery  de- 
partment should  be  of  varied  types, 
young  and  mature,  blonde  and  dark, 
slim  and  plump.  The  reasons  for  this 
dictum  according  to  Mr.  Kirtley,  are 
rational.  Customers  like  to  be  wa;tcJ 
on  by  girls  who  approximate  them  in 
appearance,  and  they  can  be  more  read- 
ily persuaded  to  buy  when  they  see  how 
a  hat  looks  upon  someone  else  of  their 
own  type. 

Never  under  any  circumstances  should 
a  "spiff"  or  "P.  M."  be  placed  upon  mil- 
linery to  push  it  out  quickly.  Vanity 
goods  must  never  be  sold  upon  this  basis. 
Far  better  put  the  hats  on  sale  at  a  price 
which  will  move  them  than  to  resort  to 
this  means. 

Above  all  other  things  get  the  people 
into  the  department.  Do  not  attempt  to 
sell  millinery  over  the  telephone  or  en- 
courage customers  to  ask  for  goods  in 
this  manner. 
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LAST  Spring  and  Fall  were  good  seasons  for 
Knitted  Fabrics.  But  every  indication 
points  to  the  conclusion  that  the  coming  Spring 
will  surpass  all  others  in  this  branch  of  the 
trade  —  that  Knitted  Fabrics  and  Homespuns 
will  come  first  and  foremost  in  sports  suits, 
cloaks  and  coats.  The  above  page  from  the 
Dry  Goods  Economist  is  ample  proof  of  this 
fact. 

Hawthorn  Fabrics  have  long  since  proved  their 
worth.  They  have  even  invaded  the  style  centres 
of  New  York,  while  in  Canada  they  will  be 
demanded  more  than  ever  this  Spring.  They 
will  be  made  up  in  some  delightfully  novel  styles 
for  the  Spring  trade  by  Canada's  leading  manu- 
facturers. And  every  garment  will  bear  the 
Hawthorn   label. 

Hawthorn  Mills  Limited 

Carleton  Place,  Ont. 


CANADA  PRODUCT 
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A  similar  machine 
condenses  the  fibres 
into  this  soft  wool 
rope  called 
roving!1 


V 


The  spinning  mule, 
by  twisting  the 
strand,  compresses 
the  roving  into  fine 
wear  resisting  yarn. 


Qreaf  looms  wave 
the  tasted  yam 
into    Jblankets 
WO  inches  wife 


r/<?<? 


ONI/Ycfeni.iiev  wool 

and  NEW  wool  only 

is  used  in 

KENWOOD 
BLANKETS 

The  ■wool  is  dyed 
Tyfalein  this  state. 


H. 


V%V*"  -.S*^^^"* 


l 


It  is  not  too  late 

to  profit 
THIS  SEASON 

from  the  sale  of 


****** 


l&ed  buns  called  teazles 
revotano'dgajjist  Uie  unfin 
ished  iabric  raise  the  sur- 
face into  the  soft  wool  down 
that  so  closely  resembles 
fur  in  feel  and  warmth. 


4    0 
0    0 


KENWOODwoLoLLBED  BLANKETS 


A  window  of  these  attractive  bed  blankets 
with  the  interesting  display  material  pictured 
above  will  quickly  demonstrate  its  efficiency 
in  building  sales  and  profits. 

These  Kenwood  All  Wool  Bed  Blankets  are 
the  attractively  patterned,  delightfully  col- 
ored, Canadian  made  bed  blankets  which  have 
won  the  attention  of  so  many  of  our  best 
stores  the  past  year. 

The    display    material    is    furnished    free    on 


request  to  dealers  who  purchase  24  pairs  or 
more. 

Order  a  case   to-day,   make   the   display,   and 

test    for    yourself    the    profit    possibilities    of 

this  quick  turning  line. 

The  solid  colors  with  worsted  edging  can  be 

profitably    featured    throughout    the    summer 

for  camp  and  cottage  use. 

Please    specify    the    finish    desired  —  whether 

whipped    all    around    with    worsted    or    bound 

across  ends  with  3-inch  satin  ribbon. 


KENWOOD  MILLS,  LIMITED 

Arnprior,  Ontario 

Canada 


KENWOOD  All  Wool  Bed  Blanket  SPECIFICATIONS 

Sizes— 72  x  84  and  60  x  84. 
Weight    erf    larger   size — Approximately    4    pounds    each 

blanket,  8  pounds  the  pair. 
Stock — Pure  new  wool  only. 

Shrinkage — Woven  100  inches  wide,  shrunk  to  72  inches 
at  the  mill. 

Patterns — Solids  and   Kenwood  checks. 

Colors — Unfading   dyes. 

Solids   of  Checks  of 

43-C  Rose-white 
43-D  Blue-white 
43-E  Tan-white 


43-N  Tan 
43-B   Grey 
43-A  White 


Bindings — Either  embroidered  with  worsted 
edging,  or  finished  across  ends  with  3- 
inch   satin   ribbon. 
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UNSHRINKABLE 

The  Underwear 
ikat  Overyears 

ATLANTIC  UNDERWEAR 

LIMITED 

MONCTON        -  -         N.B. 

E.  H.  Walsh  &  Company 
Montreal  &  Toronto 

Selling  Agents  for  .< 

Quebec,  Ontario  and  Western  Provinces 


A  Burritt  Creation 

Something  New  in  a 
Knitted  Suit 

Fashioned  from  the  choicest  of 
yarn  in  the  most  popular  of 
color  combinations,  this  strik- 
ing sports  model  is  bound  to 
create  a  demand. 

Travellers  now  on  the  road 
with  newest  samples. 

A.  Burritt  &  Co. 

Mitchell,  Ont. 

Established   1875 

Manufacturers  of  Sweaters,  Pure  Camel  Hair 
Men's  Seamless  Gloves,  Pullovers,  Toques, 
Boys'    and    Men's    Ribbed    Worsted    Hosiery. 
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Sturdy  Stockings- 
Rapid  Sellers 

"LJ  ERE'S  a  line  of  youngsters'  stockings  specially  suit- 
able for  cold  weather  sales — Rock  Rib  and  Hercules. 

These  strong,  durable  stockings  are  closely  knit  from  ex- 
tra long  yarn,  with  a  double-ply  leg  and  three-ply  heel  and 
toe.  They'll  keep  youngsters  warm  on  the  coldest  day. 
And  just  as  important — they'll  save  mother  mending. 

Sizes  5  to  IO14.    In  boxes  of  one  dozen  pairs. 

Your  wholesaler  can  supply  you  with  these  fine  stockings. 
Check  over  your  stock  and  fill  your  incomplete  sizes  now. 

The  Chipman-Holton  Knitting  Company,  Limited 
Hamilton,  Ontario 

Mills  at  Hamilton  and  Wetland,  Ontario 

ROCK  RIB  HERCULES 

Ifos£&r*j/  For* 
Bays  and  Girls 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


PRINCESS 


~  ~¥  -:' 


s 


Princess  stockings  are  ex- 
cellent for  the  girls.  Made 
from  two-ply  English  Lisle 
yarn.  These  stockings  are 
hard  wearing,  and  have 
a  most  attractive  appear- 
ance.    Sizes  4  1-2  to  .10. 


R  EGISTERE  D 
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They  Sell  the  Mothers 

Link-and-link  purl  stitched  kiddie  garments  of 
finest  Australian  botany  yarn  are  now  made 
possible  by  special  machinery  which  we  have  in- 
stalled to  meet  the  wide  demand  among  mothers 
for  this  class  of  goods. 

PRISCILLA 

Knit  Goods  for  Kiddies 

in  this  style  have  the  attractiveness  and  closely- 
knit  strength  of  the  best  hand-made  woollens, 
which  are  the  ideal  of  all  mothers.  They  sell 
the  mothers  and  make  them  your  steady  cus- 
tomers. 

We  know  that  you  will  be  interested  in  the 
exceptionally  attractive  prices  we  are  able  to 
give  you  eta  this  high  class  of  goods. 

HENRY  DAVIS  &  CO.,  LIMITED 


259  Spadina  Avenue 


Toronto 


ma&fii^iu'M^iMiMia^ 


Supreme  in  Value,  Quality  and  Demand 

The  continual  demand  for  Peerless  Underwear  is 
born  of  a  Dominion-wide  recognition  of  its  value — its 
supreme  Quality  and  long  lasting  merit. 

Peerless  Underwear,  too,  offers  a  good  profit  to 
the  retailer. 

For  Women — Children — Infants 


MOODIES 


Peerless  Underwear 
Company,  Limited 

Controlled  by 

J.  R.  Moodie  &  Sons,  Limited 
Hamilton,  Ont. 


ik^Am^MmitfcitMfc^  liu.  iui  ini  uii  rnTrnr^TTvjnrfrrrir^iftt^ 
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2/1   Ribbed  Cotton  Hose  for  Children 


I  / 1   Ribbed  Cotton  Hose  for  Children 


Thomson  Knitting  Co.  Limited 

Manufacturers 

BOWMANVILLE  -  ONTARIO 


SELLING  AGENTS 

WM.  R.  BEGG  &  COMPANY  A.  E.  MONTGOMERY 


20  Wellington  St.  West 
Toronto 


Hammond  Block 
Winnipeg,  Man. 


J.  B.  TROW  &  CO. 

Old  Birks  Building 

Montreal. 
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Your  Patrons  Are 

WELL    DRESSED    MEN 

They  Will  Appreciate 

Circle-Bar  Hosiery 


They  want  hosiery  that  fits  perfectly  and  is  of  superior  quality — the  unobtrusive 
hosiery  that  harmonizes  with  well-cut  clothes.  Circle  Bar  Hosiery  provides  for 
perfect  fit  and  comfort  with  its  tapering  toe,  extra  heel  depth  and  narrowed 
ankle.  And  using  only  the  pure  silk,  the  finest  wool  and  long  fibre  cotton, 
quality  is  guaranteed. 


All  styles  in  silk,  wool,  mercerized,  lisle  and  cotton. 

The  Circle-Bar  Knitting  Co.,  Limited 


Head  Office 


Kincardine,  Ont. 


•Kimato 

HOSIEE5Y 


MILLS  AT  KINCARDINE  AND  OWEN  SOUND 


Buy  British  Goods 

Deliveries   can   be  given   from   stock   or 
for   import — 

HORROCKSES:  Cottons,  Nainsooks,  Sheet- 
ings, etc.  • 

NEWMAN,    SMITH    &    NEWMAN,    LTD.: 
Draperies,    Comforters,    etc. 

JAFFE  BROS.,  LTD.:   Fancy  Irish  Linens, 
and   Handkerchiefs. 

MILLER    &   PORTEOUS,    LTD.:    All    wool 
Scotch    blankets. 

WM.    HOLT   &    SONS:   Towels   and   quilts. 

JOHN  E.  RITCHIE 

Dry  Goods  Commission  Agent 
591  St.  Catherine  St.  W.,  Montreal 

Branches: 

64    Wellington    St.    W..  615    Pender  St.   W 

Toronto  Vancouver,    B.C. 

29    Minshull   St.,    Manchester.    Enp. 


GOLF  HOSE 

The  newest  shades  for  Men, 

Women,  Boys  and 

Children 

Send     us      your    requirements.      We 
will  submit  samples  and  prices. 

Lavoie  Knitting  Co. 

Peterborough  -  Ontario 


You  Can  Endorse 
Mitchell  All-wool  Plaids 

to  the  limit  and  know  that  the  material  will  live 
up  to  your  every  endorsement. 
The  Spring  demand  is  brisk.     Order  in  time  to 
meet  it.     WE  ARE  READY  WITH  A  COMPLETE 
LINE  AT  ATTRACTIVE  PRICES. 

Mitchell  Woollen  Co., 

Limited 

Mitchell         .     .     .         Ontario 


Men's  & 

Boys' 

Jerseys 

Sweaters 

Underwear 

Socks 

Sport  Crps 

Heather  Sox 

Black  and 

White 

Worsteds 

Tweeds 

Homespun 

Cashmere 
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TRAD 


REGISTERED 

Now  is  The  Normal  Placing  Season 

for 

O.  V.  BRAND 

Pure  Wool  Products 

Get  Back  to  Normal  ! 

When  the  mills  work,  the  workman  buys 

0.  V.  BRAND  PURE  WOOL  UNDERWEAR 

"Weight  and  warmth  for  the  outdoor  man" 
Combinations  that  fit,  and  two-piece  garments  for  Men  and  Boys 

0.  V.  BRAND  PURE  WOOL  BLANKETS 

Quality  goods  that  rank  with  the  world's  best 

In  whites  and  fancy.     Special — Attractive  line  of  pure  wool  bed  covers 

and  nursery  blankets 

0.  V.  BRAND  PURE  WOOL  WHEELING  YARNS 

Dyed  in  the  wool  fast  colors.     Write  for  shade  card 

Our  guarantee  backs  every  sale 
Sold  through  the  wholesale  trade 

Agents  : 


H.   J.   FOX. 

C.  E.  WINKS. 

W.    R.   MILLER, 

152  Bar  St., 

44    Aiken   Bldg., 

807  Mercantile  Bldxr 

TORONTO 

WINNIPEG. 

VANCOUVER. 

General  Sales  Office  :    35  St.  Nicholas  St.,  Montreal 

Manufactured  by 

BATES  &  INNES  LIMITED 

Carleton  Place  -  Ontario 
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There  is  only  one  make  of 
knitted  underwear  made  in 
Canada  that  is  reinforced 
at  all  wearing  parts. 

That  is 


CEETEE 

THE  PURE  WOOL 

UNDERCLOTHING 

THAT  WILL  NOT  SHRINK 


Our  travellers 
are  now  on 
the  road 
with  new 
samples  and 
prices — 
with  a  full 
line  of 
CEETEE 
and  Turn- 
bull's 
Ladies', 
Children's 
and  Infants' 
garments. 

Don't  place 
your  order 
until  you 
have  seen 
our  lines. 


Made  only  by  £fa 


of  Gait,  Canada 


PtftTuf^O    y<?uTTiyv   T/-^trFnyO   V'SHIp^j  V<5T3?M    y tfnrn?< 
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°7/ie  Gloves  and  Jiosiozy  7/ou&e  <g/  Ganadg 


This  is  a 

Griffin 


amaBsaa 


Glove 


"Made-in-Canada  by 
Canadian     Workers" 


A  beautiful  material  of  soft  texture  and  rich  finish  that  washes 
perfectly.  The  Chamo  Suede  lends  itself  to  some  of  the  most 
pleasing  effects  possible  in  gloves. 


MADE  IN 
CANADA 


Travellers  now  on  the  road 

Griffin  Gloves  Limited 


TORONTO 
ONTARIO 


IONDONKNIT 

Hose 
QUALITY 

Is  the  keynote  of  the  London  knit  range  of  women's,  boys'  and 
girls'  hosiery.  Whether  it  be  the  lower  priced  lines  in  cotton  or 
the  finer  silk  lisle  or  cashmere,  the  quality  is  always  of  that 
standard  that  builds  confidence  through  satisfaction. 

Now  Showing  for  Fall  1922 
IQNDONIASS 

|^  i  ijSEBmMSBSBSw 


MADE  IN 
CANADA 


London  Hosiery  Mills 


Limited 


Sol©  Sellina  Agents  ^===:::^^ 

Richard  L.Baker^Ca  W 

LIMITED  JEB 

84WellingtonStUfest         ^JP 
Toronto 
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The  "Buyword" 

for 
Silk  gloves,  glove  silk  lingerie,  glove  silk  hosiery 

Originality  of  design  adds  ioo  per 
cent,  to  the  selling  value  of  Queen 
Quality  products.  New  numbers 
are  showing  now. 

See  them  now  for  Fall  1922  and 
Sorting 

ST.  CATHARINES  SILK  MILLS 

Limited 

St.  Catharines,  Ontario 


SERVICE 

There  is  no  matter  connected  with 
silk  hosiery  too  small  or  too  great  tor 
us  to  willingly  look  after.  That 
single  pair  of  hose  in  an  odd  shade 
to  match  a  gown  that  means  your 
rputation  for  service  with  the  cus- 
tomer, the  delivery  of  orders  as 
specified  and  when  specified,  so  that 
you  can  fulfil  your  promises,  are  but 
items  in  a  service  that  backs  up 
Venus  quality  at  every  turn. 

Venus   Silk    Hosiery  Mills 

Limited 

TORONTO  ONTARIO 


Selling  Agents 

d  L. Baker  LCo 
Wellington  Si. West 
Toronto 
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Dods-Knit  Beaver  Fleece 

For  Men,  Women  and  Children 


See  this  Trade  Mark  on 
every  garment 

Selling  Agents 

Ontario  and  Western 
Canada: 

R.  Reade   Davis, 

Manchester  Building, 

33  Melinda  Street, 

Toronto,  Ontario. 

Quebec  and  Maritime 
Provinces : 

William  C.  Forster, 

128  Bleury  St. 

Montreal,  Quebec 


AS  A  RESULT  of  many  suggestions 
from  the  trade,  that  we  extend  our 
Dods-Knit  Beaver  Fleece  lines,  we 
are  pleased  to  announce  that  our  selling 
agents  are  out  in  their  territories,  with  a 
full  line  of  Dods-Knit  Beaver  Fleece, 
which  includes — vests,  drawers,  combin- 
ations and  bloomers  for  ladies,  and 
waists,  bloomers,  vests,  drawers,  combin- 
ations and  sleepers  for  children. 

The  samples  being  shown  also  include 
the  usual  Beaver  Fleece  quality  lines  in 
two-piece  and  combinations  for  boys  and 
men. 

Our  representatives  are  also  showing 
very  fine  samples  of  Dods  Scotch  and 


100' 


pure 


Elastic    Knit,    guaranteed 
wool,  and  Dods  Merino. 

You  would  do  well  to  see  them.  Every 
garment  will  cany  the  new  trade-mark — 
our  guarantee  that  the  quality  is  there 
as  always. 

(Sold  Wholesale  Only) 


The  Dods  Knitting  Co.  Limited 


Orangeville 


Ontario 
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Maple 


Leaf 


MADE  BY 
t«< GODERICH  KNITTING  C» 


Hosiery 


Bring  down  the  H.  C.  of  L.  by 
selling  High  Grade  Hosiery  at 
greatly  reduced  prices. 

See  our  line  in  Heather,  Lovat, 
solid  colors,  black  and  white,  be- 
fore placing  your  Spring  or  Fall 
order. 

Our  agent  will  call  on   you 
with  samples.    Wait  for  him. 


The  Goderich  Knitting  Co. 

LIMITED 
Goderich,  Ontario 
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CELTIC 

SILK  HOSIERY 


Our  representatives  are  now  on  the  road  with 
our  new  line  of  CELTIC  SILK  HOSIERY,  in 
attractive,  embroidered  novelties  of  undeniable 
originality,    highest    quality    and    careful    finish. 

You  will  find  it  worth  your  while  to  inspect  this 
latest  "CELTIC"  showing. 

Selling    Agents  ; 

HARVEY  BROS.  &    SEMPLE  Ltd. 

224  Empire  Bldg.  313  Fort  St.  325  Howe  St. 

TORONTO  WINNIPEG  VANCOUVER 

THE  CELTIC  KNITTING 

CO.,  LIMITED 
14  Turgeon  St.  Montreal 


Knitted  Sweaters 

for  the  Stout  Woman 

Do  you  realize  that  one-third  cf  the 
women  are  in  the  "stout"  class?  It's 
up  to  you  to  capture  this  large  portion 
of  the  Sweater  Trade. 

The  quality  of  Fainer  Sweaters  is  de- 
pendable and  the  prices  are  advantage- 
ous to  you. 

Sizes  41-43-45. 

$48.00  dc3en 

Made  in  Navy,  Fawn,  Cadet  and 
Turqucise 

The  Fainer  Knitting 
Mills  Limited 


399  St.  Lawrence  Blvd. 


MONTREAL 
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Range,  Quality  and  Price 


These  are  the  three  features  which  distinguish 
Mercury  products  in  1922 — 

And  we  are  going  to  tell  this  to  the  public  in 
all  the  leading  daily  newspapers  and  magazines 
from  coast  to  coast. 

Advertisements  distinctively  Mercury  will 
begin  to  appear  in  the  papers  early  in  March 
and  should  be  of  very  material  help  to  your  sales- 
manship in  marketing  Mercury  Underwear  and 
Hosiery. 

We  want  our  goods  behind  the  counters  of 
every  good  retail  store  in  Canada  because  people 
are  asking  for  Mercury  products  by  name. 

Write  us  for  full  particulars  of  all  our  lines. 


Underwear  and  Hosiery 


Mercury  Mills  Limited 

Hamilton,  Ontario 

MAKERS    OF    HOSIERY   AND    UNDERWEAR 
FOR    MEN,     WOMEN    AND     CHILDREN 
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ACCESSORIES 


Created  by  Canadian  Handkerchiefs,   Ltd. 
Executed    by    British    &    Colonial    Press. 

MADE  IN  CANADA 
For  the  Wholesale  Trade  only,  by 
THE  CANADIAN  HANDKERCHIEFS,  LTD. 
Montreal 
Selling  Agents: 
Western  Canada  Eastern  Canada 

E.  H.  Walsh  &  Co.,  Winnipeg  and  Province  of  Quebec   and   Maritime 

Vancouver  Provinces, 

W.  R.  Beggs  &  Co.,  Toronto  W.  F.  Macoun,  Montreal 
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Smart  Novelties  for  Easter  Trade 

Montreal  Houses  Have  New  Things  in  Accessories,  Gloves,  Hos- 
iery and  Neckwear — Revival  of  Jabot  Frill — Arrival  of  Waist- 
coats— Silk  and  Wool  Hose  Blended  to  Wear  With  Black  and 
Tan  Shoes  to  be  Strong  for  Fall  Trade — Loose  Gloves 


EASTER  1922  will  witness  a  mark- 
ed revival  of  smart  novelty  neck- 
wear, according  to  a  leading  Mon- 
treal manufacturer  whose  designers  are 
busily  engaged  at  present  in  evolving 
charming  conceits  of  colored  handker- 
chief linen  of  sheer  texture  which  will 
ultimately  be  placed  upon  the  market  in 
the  form  of  vestees  and  collar  and  cuff 
sets  along  the  line  of  the  Bramley  ef- 
fect, now  firmly  established  in  popular 
regard. 

Insofar  as  Canadian  trade  is  concern- 
ed, simplicity  will  prevail  in  neckwear. 
Since  fashion  decrees  that  sports  ef- 
fects shall  reign  supreme,  simple  and 
tailored  styles  will  naturally  receive 
the  most  attention.  The  vogue  for  sports 
attire  has  of  necessity  had  an  important 
bearing  upon  the  choice  of  materials 
utilized  in  the  making  of  the  newest 
neckwear,  since  for  accompanying  se- 
vere tweeds  or  strictly  tailored  home- 
spuns, the  fluffy  and  lace  trimmed  ac- 
cessories of  yester  year  would  be  en- 
tirely out  of  place. 

Jabot    Frill    Revived 

One  Montreal  designer  whose  pro- 
ducts are  exceedingly  smart  and  indi- 
vidual slated  this  month  that  she  ex- 
pected the  jaibot  frill  to  be  revived 
somewhat  on  account  of  the  fact  that 
many  suits  are  so  severe  in  line  that 
some  sort  of  softening  effect  is  imper- 
ative. However,  she  expects  that  real 
linen  sets  in  either  natural  or  colorful 
effects  will  be  the  rage  as  soon  as  furs 
are  left  off  and  the  new  suits  are  don- 
ned. She  is  showing  a  smart  flat  vestee 
of  real  linen,  pleated  in  flat  unstitched 
folds  vertically,  finished  at  the  neck  by 
a  shallow  Bramley  collar  which  fastens 
at  the  back  only.  A  small  bow  of  black 
ribbon  edged  with  white  is  the  sole  dec- 
oration. The  same  vestee  is  also  shown 
trimmed  with  tiny  bullet  buttons,  self 
covered,  placed  in  clusters  upon  the 
fronts  of  the  collar  and  down  the  front. 
The  favorite  colors  are  shell  pink,  tan, 
natural,  and  delft  blue  while  grass  green 
and  rose  are  also  shown. 

Linen  BramJey  sets  inset  with  real 
filet  ]aoe  are  another  popular  fad.  These 
are  also  shown  in  the  same  range  of 
colors  as  those  above.  The  filet  lace 
takes  the  form   of  corner  motifs. 

The  sleeveless  fi-ock  still  demands  a 
sheer  guimpe,  and  to  satisfy  the  insist- 
ent call  for  something  new  and  differ- 
ent this  designer  is  creating  a  smart 
guimpe  of  fine  ecru  net  featuring  a  tux- 
edo collar  of  real  filet  lace  and  inset 
motifs  of  emjbroidered  net.  The  sleeves 
are  rather  different  from  those  featur- 
ed last  fall  and  altogether  this  new  var- 


iation should  take  the  fancy  of  the  pub- 
lic without  delay. 

Flat  vestees  of  lace  and  net  are  again 
offered,  but  are  now  composed  of  many 
rows  of  fine  val  lace,  row  upon  row, 
stitched  toge  her  quite  flat.  This  ef- 
fect is  exquisite  and  quite  unusual,  since 
ihe  lace  is  kept  entirely  smooth  and  un- 
ruffled, creating  an  appearance  of  an 
allover  rather  than  the  fluffy  effect  of 
last  season. 

Other  collar  sets  are  finished  by  a 
folded  bias  edge  with  no  s  itching  show- 
ing at  all,  while  others  are  piped  in  pa- 
tent leather  or  black   ( ire. 

Among  the  novel  neckwear  accessor- 
ies imported  this  month  by  a  Montreal 
house,  were  some  dainty  checked  ging- 
ham vests  combined  with  natural  linen. 
These   vests   or  "gilets,"  are   spoken   of 


NEW  PURITAN  COLLAR 

With  jabot   attached  trimmed  with   fine 

Duchess    lace. — Shown    by    the    A.    B. 

Minnie  Company  o?  Montreal. 


as  the  newest  thing  in  New  York  and 
come  in  many  different:  styles  including 
plain  white  linen  finished  with  filet 
lace,  gingham  edged  with  organdy  ruffr 
les,  natural  linen  edged  with  checked 
gingham  and  also  checked  pique.  The 
last  named  group  of  vests  are  made  in 
slip-on  style  finished  with  a  roll  collar 
and  two  button  closing,  the  bottom  edge 
being  finished  with  pointed  tabs  or 
some  other  novel  manner  which  will  be 
suiable  for  wearing  with  a  tweed  or 
jersey  suit.  Cire  organdie  is  said  to  ' 
very  popular  for  edging  the  new  vestees 
and  collar  sets. 

Hosiery  Notes 

A  leading  Montreal  firm  states  that 
silk  and  wool  hose  blended  to  wear  with 
black  and  tan  shoes  will  be  strong  for 
fall  wear,  while  for  spring  there  is 
quite  a  call  for  medium  grey  and  beige 
as  leading  colors  in  silk  hosiery.  Prices 
on  silk  gloves,  hose  and  underwear  are 
expected  to  advance  if  the  present  stif- 
fening in  the  raw  silk  market  continues. 
Raw  silk  having  jumped  to  $8.65  within 
the  past  three  months,  past  prices  figur- 
ed on  the  $6  basis  can  only  hold  as  long 
as  present  stocks  exist.  Orders  for  fu- 
ture delivery  cannot  be  accepted  for  silk 
goods  of  any  kind  until  prices  on  raw 
silk  are  known. 

A  hosiery  buyer  in  an  Ottawa  store 
commented  to  Dry  Goods  Review  on  the 
fact  that  patent  leather  footwear  is  rap- 
idly becoming  the  rage  both  in  New 
York  and  here.  Patent  leather  brogues 
are  spoken  of  as  being  the  latest  to  ac- 
company the  tailored  suit  and  in  conse- 
quence stocks  of  black  silk  hosiery,  or 
anv  colors  which  will  look  smart  with 
black  footwear,  are  being  watched  care- 
fully. Store  buyers  say  that  it  is  to  be 
a  big  season  for  silk  hosiery  again,  with 
heavy  wool  varieties  quiet  so  far  r~ 
general  wear  is  concerned. 

There  is  a  new  sock  or  rolled  top 
hose  offered  which  features  an  elastic 
gartered  top  concealed  under  the  cuff 
of  the  ton.  In  black,  in  short  lengths, 
this  noveltv  will  be  especially  popular 
for  bathing  hose  as  the  elastic  will  keep 
it  up  unwrinkled. 

LooFe    Gloves    Favored 

In  leather  gloves  there  is  a  distinct 
call  for  the  new  "slip-on  gloves"  for 
both  men  and  women.  These  are  not 
in  the  least  bulky  about  the  wrist  and 
have  the  appearance  of  gauntlets  with- 
out the  strap  or  elastic  gusset.  Devel- 
oped in  mocha,  cape,  kid  or  chamois 
these  gloves  are  rapidly  becoming  pop- 
ular with  exclusive  trade. 
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Radium  Still  Very  Strong  For  Fall 

Importers  Say  It  Has  Had  a  Phenomenal  Run  for  a  Lace — Popu- 
larity of  Spanish  Laces  and  Shawls — Paris  Promotes  Greater  Use 
of  Girdles — Some  of  the  New  Things  in  Earrings  and  Necklaces — 
Jeweler  Says  Dry  Goods  Store  The  Place  For  Novelties 


I! 


¥ REALLY  believe  tha;  radium 
laces  will  be  good  until  fall  and 
even  last  all  during-  the  fall 
months,"  declared  a  manufacturer)  of 
laces  in  Toronto.  "Never  since  I  have 
been  m  business  has  one  lace  lasted  as 
long  as  radium,"  says  an  importer.  A 
third  man  who  has  just  returned  from 
Paris  remarked  on  ;he  way  that  radiums 
are  still  being  featured  over  there.  "If 
radium  lace  has  any  rival  next  season, 
it  will  be  the  Spanish.  Spanish  has 
really  been  used  a  li.tle  longer,  but  it 
was  not  quite  so  universally  taken  up 
as  the  other  and  for  that  reason,  1 
think  Paris  will  promote  it  again."  In 
the  meantime,  wholesale  houses  are  do- 
ing a  record  business  in  radiums.  One  im- 
porter has  already  sold  300  of  the  900 
pieces  he  is  expecting  from  France  dur- 
ing the  next  three  weeks. 

The    representative    of    a    Swiss   house 


A  Bramley  collar  and  vestee  which  is 
of  linen  crash.  The  embroidery  and 
drawn-work  are  hand-done. — Shown  by 
Dress    Essentials,    Limited,  Toronto. 


informed  our>  nepreslentla'uive  that  all- 
over  materials  will  not  be  as  s.rong 
next  season.  Flouncings  will  take  their 
place.  He  says  that  in  the  laces  and 
other  materials  used  for  veiling  over 
silks  and  satlins,  chenille  will  be  seen. 
This  chenille  work  is  usually  of  a  con- 
trasting material  and  is  hand-done. 

It  is  used  in  combination  with  se- 
quins and  sometimes  with  metal  and 
metallic  bead.s.  Our  informant  believes 
that  chenille  will  replace  t|he  all-sequin 
materials  but  another  importer  has  just 
received  a  shipment  of  the  latter  for  fall 
orders  and  says  that  he  is  not  afraid 
of  being  unable   to  dispose  of  it. 

Canadian  taste  for  staples  is  the  sav_ 
ing  grace  for  many  dress  accessory 
houses.  Though  most  of  them  are 
anxious  to  feature  whatever  is  new  in 
Paris  or  New  York,  they  usually  carry 
as  well  a  quantity  of  the  things  which 
those  ci  ies  have  relegated  to  the  for- 
gottjen  past,  because,  as  one  whole- 
saler says,  "things  die  harder  here."  In 
that  way,  they  are  not  so  often  caught 
wth  lines  which  they  cannot  dispose  of 
and  which  would  be  the  downfall  of 
novel  »y  houses  in  the  big  American 
cities. 

Frills  and  Furbelows  in   Lace 

That  Spanish  laces  and  Spanish 
shawls  will  have  even  a  stronger  run 
than  last  year  is  evident  from  the  way 
that  designers  and  artists  are  taking 
them  up.  For  the  "Wild  Cat,"  a  produc- 
tion which  is  running  in  the  Park  The-- 
atre,  New  York,  a  drop-curtain  has  been 
made  of  a  Spanish  shawl.  It  is  35  feet 
high  and  40  feet  long  and  there  is  a 
fringe  of  six  inches  depth  running  along 
sides  and  bottom. 

Lace  is  also  finding  i  s  way  into  the 
realm  of  fans.  While  the  feather  fan 
still  holds  its  own,  the  enormously  largo 
ones  have  given  way  to  the  small  and 
medium  size  ones.  The  French  train 
which  toured  ibis  country  last  fall, 
showed  real  lace  and  handpalnting  on 
the  fans  exhibited.  It  is  expected  that 
these  will  be  very  strong  in  America 
next  winter.  The  sticks  are  of  tlortoise 
shell  or  amber  inlaid  with  gold  leaf. 
In  small  fans,  spangles  and  ne's  will  be 
good  to.  All  the  bright  colors  are 
favored  as  usual,  the  pastel  shades  not 
finding  favor  in  these  ornaments. 

Headdresses  have  been  popular 
enough  this  season  to  warrant  a  splen- 
did run  for  them  next  year.  Rhinestone, 
foliage,  silver  and  gold  are  probably 
the  strongest  sellers  in  these  bandeaux. 
The  wholesale  houses  in  Toronto  did  not 
stock  very  heavily  in  them  this  year  be- 
cause they  were  not  cer'ain  of  them  but 
several  are  now  placing  orders  for  next 
season. 


Girdles,  girdles,  girdles,  says  Paris. 
Some  are  elaborate  and  some  are  most 
simple,  some  are  of  ribbon  and  more  are 
of  metal.  Anything  is  good  as  long  as 
it  goes  around  the  waist  and  hangs 
down.  Yes,  it  must  hang  down,  either 
at  one  side  or  at  both  or  in  the  front. 
It  is  the  vogue  for  the  straight  line, 
which  is  straighter  if  possible  than  ever, 
on  all  the  Paris  gowns  and  suits,  which 
has  simply  forced  importers  to  get  in 
large  supplies  of  these  girdles.  Were  it 
not  for  these,  the  mere  male  observer 
would  wonder  whether  the  female  form 
divine  possesses  a  waist  line  any  longer. 

Probably  the  newest  thing  in  girdles 
is  the  one  of  beads.  These  beads  are 
rounded  on  the  sides  and  flat  on  the  top 
like  the  old-fashioned  ones.  They  are 
usually  fairly  large  in  size  and  are 
strung  firmly  in  conventional  patterns. 
Beads  of  wood  are  also  used.  The  color 
scheme  follows  that  of  the  old  West 
(Continued  on   page   84) 


NARROW  BELTS  FOR  NEW  SPRING 
FROCKS 

Novelty  English  leather  belts  just  re- 
ceived in  Montreal  which  feature  unusual 
lacings  and  cut  work  effects  d°v?loped 
in  black  patent  leather  and  white  kid. 
Tan  and  blue  are  also  featured  in  heavier 
leathers. — Shown  by  G.  A.  O'Dell  of 
.'Montreal. 
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Accessories  in  Montreal  Houses 

Yardage  Veils  Said  To  Be  in  The  Lead  in  Large  Spot  Patterns— 

The  Leather  Bag  Preferred  For  Spring  With  Brisk  Demand  For 

Moire  Silk  for  Summer  Use — Silk  and  Chamoisette  Varieties  in 

Washable  Gloves— Return  of  The  Belt 


M 


"ONTREAL  importers  of  veilings 
state  that  yardage  veils  are 
distinctly  in  the  lead  in  spot 
patterns  of  considerable  size.  The 
newest  veilings  indeed  are  quite  unusual 
on  account  of  the  size  of  the  patterns 
employed.  Fuchsia  tones,  navies  and 
browns  are  good  in  addition  to  the 
staple  black.  The  tendency  is  to  get 
away  entirely  from  the  small  effects 
and  to  feature  instead  the  large  "cherry 
spots"  in  sizes  approximating  1% 
inches. 

Likewise,  the  retail  buyers  are  getting 
away  from  the  Chantilly  effects  in  veil- 
ings but  are  retaining  a  partiality  for 
Shetland  veilings  for  spring.  Although 
various  sized  meshes  are  demanded,  only 
the  hexagon  pattern  is  preferred  by 
smarter  women,   it  is   said. 

The  draped  veil  is  being  largely 
featured  in  conjunction  with  the  spring 
millinery  openings  and  many  smart  hats 
owe  their  distinction  to  the  use  of  a 
beautifully  embroidered  veil  draped  in 
long  points  over  the  back. 

It  is  recognized  that  no  country  can 
excel  France  in  point  of  veilings  and  the 
latest  importations  received  in  Canada 
bear    out    this    view.     Although    it    may 


Dainty  net  guimpes  are  still  decreed  t  > 
accompany  Spring  frocks.  This  out  is  of 
icru  trimmed  with  real  filet  lace — Show.v 

BY   THE   A.    B.    FlNNIE    CO.    OF    MONTREAL. 


take  time  to  accustom  the  conservative 
Canadian  women  to  adopt  the  veil  coL 
orings  and  somewhat  startling  border 
effects  sponsored  by  Paris  this  year,  yet 
ultimately  they  will  be  adopted,  the  im- 
porters feel  sure.  One  such  veil  noticed 
had  a  scroll  design  of  brilliant  berries 
and  grapes  in  clusters  worked  on  it.  A 
spider  web  veil  radiating  from  a  center 
where  the  mesh  is  more  closely  woven 
than   at  the  edges  was  another  novelty. 

The   Spring  Hand   Bag 

Leather  is  once  more  fashion's  favor- 
ite as  regards  the  development  of  smart 
hand  bags  for  spring.  Although  there 
is  a  good  demand  for  more  silk  bags  for 
summer  use,  leather  is  nevertheless  be- 
coming more  and  more  strongly  en- 
trenched in  favor.  Possibly  this  is 
accounted  for  by  the  fact  that  the  vari- 
ations on  leather  products  are  now  al- 
most numberless  in  quantity,  permitting 
great  latitude  in  designing  novelties  of 
this  description. 

Among  the  best  liked  shapes  selected 
for  the  coming  season  are  the  "melon" 
styles  in  various  sizes,  the  majority  of 
which  are  somewhat  larger  than  the 
average  in  past  seasons.  One  very 
striking  example  was  developed  in 
Hippo  leather  tending  more  toward  an 
oblong  effect.  It  was  lined  with  tan- 
gerine faille  silk  and  fastened  with  a 
novelty  clasp  reproducing  a  plaster 
plaque  in  effect.  This  bag,  as  well  as 
others  of  the  same  maker,  are  finished 
with  flat  straps  crushed  at  either  end 
to  give  the  desired  spring  without  the 
use  of  metal  rings. 

Bordered  India  leather  is  effectively 
used  for  bags  which  show  an  embossed 
motif  on  the  flap.  These  are  shown  in 
party  bags  as  well  as  in  flat  purses  and 
handbags.  All  shades  are  popular  in- 
cluding black,  brown,  navy  and  grey. 

Brocaded   Leather  for  Novelties 

Brocaded  leather  is  becoming  increas- 
ingly popular  as  Spring  advances,  es- 
pecially where  novelty  goods  are  con- 
cerned. This  satiny  and  luxurious  fab- 
ric develops  most  successfully  into  flat 
hand  purses,  memo  pads,  etc.  It  comes 
in  many  delicate  shades  resembling  rich 
silk.  Spider  grain  leather  was  used  to 
make  a  large  and  unusually  clever  party 
box,  designed  in  such  a  way  that  the  two 
sides  could  be  unfastened  and  the  con- 
tents reached  with  ease.  Monte  Carlo 
grain  was  still  another  new  leather  em- 
ployed to  develop  these  novelties  which 
are  all  the  rage  at  present  in  New  York. 
Lambskin  makes  a  charming  party  case 
with  purse  attached  in  dull  grey.  The 
fittings  in  this,  as  well  as  the  models  al- 
readv  described  are  more  luxurious  than 


for  many  seasons  past,  the  mirrors, 
vanity  cases  and  perfume  bottles,  etc., 
being  manufactured  out  of  the  best 
materials,  in  many  cases  sterling  or  en- 
amel finished.  Miladi  need  no  longer 
carry  a  miscellaneous  assortment  of 
toilet  accessories  in  her  bag,  with  dis- 
astrous results  to  the  other  contents, 
for  the  reason  that  in  the  newest  spring 
bags  all  the  fittings  are  placed  in  pro- 
tected sections  of  the  interior,  and  the 
mirror  is  very  often  cleverly  concealed 
in  the  outside  of  the  bag  so  that  it  is 
not  even  necessary  to  lift  it  out  for  use. 

Many  unusual  bags  were  noticed  in 
Florentine  finished  brocaded  leather 
while  others  were  in  process  of  manu- 
facture out  of  Elite  grain,  in  new  tones 
which  are  heightened  by  a  metallic  finish. 
Boarskin  will  likewise  be  much  used  in 
rich  plain  shades  of  blue,  red,  green  and 
brown. 

Genuine  Morocco  appears  in  several 
distinguished  models  which  are  superbly 
finished  in  shot  silk  effects.  One  such 
bag  was  unusual  by  reason  of  the  fact 
that  it  contained  no  fewer  than  eight 
different  sections,  each  of  which  was 
roomy  and  easily  accessible,  yet  the  bag 
had  the  fashionable  flat  appearance. 
(Continued  on  page  84) 


Embroidered  anklets  are  a  novelty  shown 
this  season  in  silk  hosiery.  This  model  is 
entirely  hand  embro'dered  to  reproduce 
the  effect  of  jewels  in  rich  colors. — 
Hosiery  Designed  and  Shown  by  Cour- 
tesy of  the  Celtic  Knitting  Company, 
Montreal. 
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Sport  Collar  Has 

Big  Innings 

Bramley  Is  Popular  Because  It  Suits 
Sports  Clothes— Called  "The  Col- 
legian" in  U.  S. 
Ohe  might  almost  say  that  in  some 
circles  the  Bramley  collar  is  being  pro- 
moted to  the  exclusion  of  every  other 
type.  A  buyer  who  has  just  returned 
from  New  York  reports  that  this  is  true 
in  that  city  too.  Most  stores  there  call 
it  the  Collegian.  The  reason  for  the 
impetus  that  is  given  this  spring  to 
the  Bramley  or  Collegian  is  that  it  is 
particularly  suited  to  the  sport  type  of 
suit  which  is  being  made  of  homespun 
or  tweed  and  looks  well  with  both  the 
Tuxedo  and  the  sMp-on  sweater.  Many 
manufacturers  are  featuring  vestees 
with  the  collar.  There  is  a  great  deal 
of  variety  in  the  way  of  ornament  and 
material  in  fact  nearly  every  maker  has 
something  which  is  his  own  in  the  way 
of  design.  One  importer  is  stressing 
suede  and  others  are  making  theirs  of 
linen,  fancy  cotton  and  piques,  because 
they  believe  they  are  particularly  suited 
to  this  season  of  the  year.  The  bright 
shades  are  shown  because  it  is  expected 
that  many  of  the  sweaters  worn  will  be 
made  of  dark  wools.  Jade,  orchid,  cin- 
namon, rose,  canna  and  yellow  are  prob- 
ably seen  most  of  all.  One  collar  in  the 
natural  shade  has  inserts  of  filet  and 
another  shows  a  motif  of  Irish  lace. 

Jabot  Coming  Back 

A   Toronto   manufacturer  who   makes 
a    special    point    of    introducing    every- 


A  novelty  in  the  Bramley  collar.  Shoe 
eyelets  have  been  used  to  make  a  very 
effective  design.  They  are  rust-proof. — 
Shown  by  Phoenix  Novelry  Company, 
Toronto. 

thing  new  in  neckwear  at  the  first  pos- 
sible moment,  has  made  up  a  net  guimpe 


Two  of  a  French  collection  of  girdles  just  arrived  in  Toronto.  The  one 
on  the  left  is  made  of  the  new  "square  round"  beads  in  black  and  white. 
It  hooks  in  front,  the  ends  extending  from  the  waist  almost  to  the  knees. 
The  girdle  on  the  right  is  of  black  jet  and  wood  beads,  with  a  relieving 
design  in  yellow,  red,  green  and  white  ones.  The  flat  portion  at  the  front 
is  a  very  new  feature. — Shown  by   Sterling   Lace  and   Novelty  Co., 

Toronto. 


with  a  jabot,  which  he  believes  will  be 
good  this  summer  and  fall.  The  day 
that  this  type  of  collar  returns,  will  be 
a  gala  one  for  the  neckwear  man,  as 
there  was  never  a  time  when  neckwear 
was  so  universal  as  when  these  were  in 
before.  If  Paris  decides  against  the 
boat-shaped  neck  and  the  large  round 
one,  there  is  every  reason  to  think  that 
neckwear  will  come  back  into  its  own. 
And,  after  all,  nothing  is  as  feminine  as 
the  V  neck  with  the  pretty  collar  and 
many  wome.n  are  complaining  against 
the  wide  neck  which  is  often  uncomfort- 
able and  becoming  to  very  few.  Manu- 
facturers did  try  to  make  collars  which 
would  fit  on  these  wide  necks  but  it  was 
found  almost  impossible  because  they 
vary  so  much  in  size  and  shape. 

The  Peter  Pan  collar  is  selling  well 
particularly  to  manufacturers  of  misses' 
and  children's  clotthes.  It  is  featured  in 
sports  flannel  in  most  of  the  popular 
bright  shades. 

For  wear  with  the  jumper  dresses, 
guimpes  with  sleeves  are  shown.  Some 
are  of  organdy  and  others  of  Georgette 
and  net.  One  manufacturer  is  making 
up  quantities  of  cotton  loop  which  is 
narrow  braid'-like  banding,  usually  of 
organdy  and  in  all  colors.  It  is  used 
very  effectively  in,  one  or  two  colors  on 
these  guimpes  and  the  few  retailers  who 
have  seen  it  like  it  very  well. 

Salesmen  who  are  out  with  spring 
neckwear,  report  excellent  business  in 
the  larger  places.  Montreal  and  Ottawa 
are  taking  particular  notice  of  the  lines 
offered. 

A  Novelty  Lace  of  Wool 

A  Toronto  importer  has  just  brought 
back  with  him  from  France  a  sample 
of  lace  made  of  wool.  It  is  done  on  a  ma- 
chine in  the  same  way  as  silk  or  cot- 
ton. The  sample  he  has  is  of  an,  all- 
over  piece  but  he  is  expecting  this  lace 
in  flouncings  and  in  laces  of  various 
widths.  The  colors  are  ivorv,  cham- 
pagne, white  and  grey.  Another  piece 
has  a  wool  ground  relieved  by  occasional 
touches  of  silk  thread,  in  a  flower  de- 
sign. On  coarse  filet  mesh  this  wool 
lace  is  very  effective.  New  York  is  fav- 
oring it  very  highly  as  a  pleasant  re- 
lief from  the  brilliant  laces  used  this 
year. 

Handkerchiefs 

Colored  handkerchiefs  are  even 
stronger  than  they  were  last  fall,  a  re- 
presentative of  a  dress  accessory  house 
informed  Dry  Goods  Review.  Openwork 
in  almost  every  type  is  more  popular 
than  the  solid  work.  Applique  squares 
of  a  contrasting  shade  in  the  corners 
of  handkerchiefs  are  very  good  and  the 
basket  designs  and  gay  flowers  are  still 
being  asked  for.  The  broad  hem  with 
the  double  hemstitching  is  used  more 
than  the  narrow  rolled  hem,  because  it 
gives  handkerchiefs  a  more  finished  and 
durable  effect  than  the  other. 


J.  C.  McConnachie  of  New  Glasgow, 
Nova  Scotia,  has  bee»  appointed  Mari- 
time representative  for  Ham  &  Riley 
Silk  Co.  of  Toronto. 
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(Continued  from  page  82) 
Other  soft     effects     were     achieved     in 
India    leather,    in    which    the    share    was 
achieved     by     clever     handling     of     the 
leather  to  imitate  fabric. 

The  large  leather  shopping  bag  equip- 
ped with  car-ticket  flap  on  the  outside 
and  safety  fastener  is  proving  to  be  a 
good  seller  already.  These  bags  are 
developed  in  smart  tan  or  brown  shades 
in  fancy  leathers  including  the  spiders. 
Bags  for  Formal  Use 

For  more  formal  use  and  to  accompany 
the  summer  costume  of  silk,  etc.,  there 
are  many  delightful  little  bags  shown, 
developed  in  rich  moire  faille  and  lined 
in  tangerine,  ivory,  etc.  Also  many 
smart  melon  shaped  bags  are  shown, 
made  of  combinations  of  silk  fabrics, 
including-  panel  shaped  protions  of  met- 
allic brocade  upon  plain  sections  of  har- 
monizing satin.  The  frames  which  are 
used  with  such  bags  are  inconspicuous 
and  conform  to  the  melon  outline,  being 
finished  merely  by  slender  cords  and 
small  silk  tassels,  but  no  large  or  heavy 
tassels  are  now  found  upon  the  bottoms 
of  the  bags.  The  bags  are  designed  to 
do  away  with  the  hard  bottom  effect  en- 
tirely. The  silver  of  the  frames  is  us- 
ually chased  or  oxidized  but  the  finish  is 
kept  as  quiet  and  inconspicuous  as  poss- 
ible. 

Washable    Gloves 

The  new  spring  samples  of  washable 
gloves  from  Paris  have  just  arrived  in 
Montreal  and  are  decidedly  interesting 
in  point  of  novelty  and  originality.  Both 
silk  and  chamoisette  varieties  are  rep- 
resented in  some  half  a  dozen  different 
shades.  The  vogue  for  the  flare  cuff 
seems  to  be  definitely  established,  and 
such  a  finish  on  the  longer  gauntlet  is 
very  smart,  especially  when  the  flaring 
section  is  attached  to  the  glove  proper 
by  means  of  a  tiny  tubular  piping  of 
contrasting  color.  Some  doubt  is  ex- 
pressed here  that  this  type  of  glove  will 
be  appropriate  with  the  prevailing  styles 
in  sleeves  for  spring,  but  the  coining 
season  will  be  very  little  different  in 
this  respect  than  former  years,  when 
Paris  said  one  thing  and  New  York  an- 
other. The  gauntlet  will  be  "the  thing" 
insofar  as  Canada  is  concerned. 

The  majority  of  the  new  gloves  show 
a  tendency  to  follow  the  straight  cuff 
gauntlet   effect   with   applique   work   and 

f 
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cut  work  used  as  decorative  features. 
For  example,  on  a  smart  pair  of  putty 
colored  gloves,  a  pattern  resembling  the 
"sawtooth"  was  appliqued  in  black 
silk  to  the  edges  of  the  glove  all  round. 
This  trimming  was  left  free  at  the  top, 
being  sewn  at  the  edge  only. 

A  considerable  amount  of  chain  stich- 
ing  was  shown  on  other  gloves,  which 
was  carried  right  up  the  cuff  to  the 
back  of  the  hand.  Other  styles  which 
featured  the  turnback  cuff  were  decor- 
ated with  small  triangles,  diamonds  or 
circles  of  dark  fabric  showing  through 
cutwork.  Pearl  domes  were  exclusively 
employed  as  fasteners  and  in  most 
cases  the  duplex  finger  tip  was  featured. 
Belts  Return 

On  account  of  the  almost  universal 
acceptance  of  the  sweater  or  scarf  for 
sports  wear  belts  have  found  favour 
once  more.  A  Montreal  importer  of 
British  leather  goods  has  just  received 
a  shipment  of  novelty  belts  especially 
suitable  for  wearing  on  jumper  dresses 
or  with  scarves,  etc.  These  are  for  the 
most  part  of  patent  leather  with  lacings 
or  threaded  effects  of  white  kid  which 
are  rather  like  hand  embroidery  in  ef- 
fect. Some  belts  of  tan  leather  are 
shown  also,  trimmed  with  blue  contrasts 
showing  through  cut  work  such  as 
triangles  or  circles.  Plain  buckles  are 
used.  Th;  prices  on  these  new  belts 
show  a  surprising  decline  and  the  finest 
specimens  are  obtainable  for  less  than 
sixty  cents  apiece. 


RADIUM    STILL    VERY    STRONG 

(Continued  from  page  81) 
Indian  necklaces,  red  being  probably 
most  prominent  of  all.  Some  of  these 
girdles  hook  neatly  around  the  waist. 
One  collection  of  imported  girdles 
shows  a  tendency  to  utilize  ribbon  with 
beads  and  metal.  Faille  ribbon  is  hand- 
embroidered  in  a  pattern  of  steel  beads. 
Streamers  ending  in  heavy  cut-steel 
tassels  hang  from  each  side.  Another 
girdle  in  black  and  red  has  the  long  cas- 
cade fringe  and  still  another  has  huge 
knobs  of  wood  covered  with  tiny  beads. 
Crystal  and  Jade  Earrings  and  Neck- 
laces 
Crystal  and  jade  are  the  favorites  in 
ornaments  a  New  York  buyer  declares. 
Sometimes  these  are  combined  with 
other   semi-precious    stones    such   as   jet, 


and  onyx.  Girdle,  ear.inss,  ring,  neck- 
lace, and  comb  are  made  to  match.  These 
are  worn  wLh  the  simple j.  of  frocks, 
otherwise  the  effect  of  the  ornaments 
will  be  completely  lost.  Earrings  may 
be  in  any  way  desirable  as  long  as  they 
are  large  and  have  drops. 

Combs  may  be  of  jet  or  jade  as  de- 
scribed above  and  they  may  be  of  brill- 
iants. They  must  above  all  give  an  ir- 
idescent effect  if  Dame  Fashion  is  to 
smile  upon  them.  They  too,  should  be 
large.  The  necklaces  which  are  attract- 
ing most  attention  are  the  combination 
ones  of  pearl  and  crystal.  Black  silk 
cords  are  used  also  finished  with  an 
onyx  oblong  or  a  fringe  of  pearls.  One 
noticeable  necklace  was  a  silver  chain 
set  with  onyx. 

Bags  for  fall  are  shown  in  the  pouch 
shape.  Many  flat  bead  envelopes  are  used 
as  well  and  some  string  bags  are  among 
the  best  collections.  Moire  and  faille 
silk  are  promised  to  have  a  vogue  and 
there  are  many  lovely  bags  being  shown 
already  in  these  materials. 

Where  Should  Novelties  Sell  Best? 

A  Toronto  jeweller  is  of  the  opinion 
that  the  place  for  novelties  is  not,  as 
many  retailers  and  indeed  manufactur- 
ers .hink,  the  jewellry  store.  He  savs 
that  last  Christmas  he  made  particular 
note  of  the  number  of  inexpensive  nov- 
elties he  disposed  of.  They  were  few  in 
number  as  compared  with  those  sold  in 
some  of  the  small  dry  goods  stores  up- 
town. For  example,  he  ordered  two 
dozen  ivory  perfume  novelties  for  holi- 
day business  and  disposed  of  onlv  eleven 
of  them  while  a  friend  of  his  who  has  a 
general  store  on  the  outskirts  of  the 
city  sold  more  than  three  dozen.  He  be- 
lieves that  the  same  applies  to  lines  like 
necklaces,  earrings  and  other  ornaments. 
People  come  into  a  jeweller's  only  when 
they  are  prepared  to  buy  expensive 
things  and  to  a  department  store  or  gen- 
eral dry  goods  or  accessory  house  when 
they  want  the  cheaper  ornaments. 

In  connection  with  this,  he  said  that 
he  believes  many  stores,  especially  in 
smaller  places,  lose  many  opportunities 
for  sales  in  these  things.  Inexpensive 
ornaments  are  usually  picked  up  by 
chance  and  who  is  better  able  to  give 
that  chance  than  the  man  who  supplies 
the  necessities  like  thread  and  shoes 
and  dress   goods  ? 


New  design  in  Peasant  lace  for  making  collars  which  conform  to  uvumal  necklines,  such  as  pointed,  oval  or  square. 
This  is  a  new  American  pattern  just  imported  by  the  John   M.  Garland  Son  and  Co.,  of  Ottawa. 
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Buy  Direct  from  the  Maker 


Avenue 
Bags 

Swagger 
Bags 

Vanity 
Purses 

Lucille 
Bags 

Beauty 
Boxes 

Silk 
Bags 

Matinee 

Fitted 

Bags 


Writing 
Folios 

Music 
Rolls 

Bill 
Folds 

Letter 
Cases 

Ladies' 
Belts 

Collar 
Boxes 

Children's 
Purses 


Made  in  Canada 
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MANUFACTURED  BY 


None  Better  Made 


CANADIAN  LEATHER  PRODUCTS 

LIMITED 
144  FRONT  STREET  WEST ••ppmteun.c/w.on  TORONTO 
BUY    DIRECT    FROM    THE 
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Gloves 

Hosiery 


Our  affiliation  with  Hall,  Acme, 
Canada  Limited,  London,  Ont., 
enables  us  to  put  before  the  trade 
our  own  line — merchandise  that 
for  material,  style,  finish  and  val- 
ue, cannot  be  surpassed.  Further, 
it  assures  our  customers  of  prompt 
deliveries  and  an  efficient  sorting 
service. 

Staple  and  Fancy  Lines 
are     now     in     Stock. 


Acme  Glove  Works 

LIMITED 

MONTREAL 
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IDEAL 


Made    in   England. 

Chamoisettes 
Lisle  Thread 

For  fit  and  finish  there  is  no 
popular-priced  line  to 
equal  these  gloves  for 
ladies  and  children. 

We  are  now  taking  orders 
for 

Spring  Delivery 


Acme  Glove  Works 

LIMITED 

MONTREAL 

Sole  Selling  Agents  for  Canada 


88 


CORSETS    AND    LINGERIE 


Dry  Goods  Review 


Three  Designs  Featured  for  Spring 

The  Regulation  Elastic-topped  Corset,  Another  Design  for  Slight 

Figures,  And  New  Models  for  Heavy  Figures — A  Number  of 

Variations  Offered — New  Surgical  Corsets — Some  Changes  Made 

In  Brassieres— Manufacturers  Are  Busy. 


THE  Province  of  Quebec  is  becom- 
ing justly  famed  for  its  many 
ranges  of  fine  corsetry  which  are 
now  accepted  by  the  trade  as  fully  equal 
if  not  superior  to  corresponding  styles 
put  out  in  the  United  States.  Spring 
samples  for  1922  are  now  ready  and  are 
being  shown  to  the  trade,  among  which 
are  quite  a  few  decided  novelties. 

The  watchword  continues  to  be  "the 
uncorseted  effect"  but  as  one  le.ading  de- 
signer pointed  out  to  Dry  Goods  Review, 
not  more  than  one  woman  out  of  ten  in 
Canada  actually  discarded  corsets  even 
during  the  hot  weather  last  summer. 
Practically  all  who  did  give  up  boned 
corsets  adopted  the  corselette  style,  of 
garment  for  the  sake  of  the  hose  su 
porlers  and  the  brassiere  effect.  At 
any  rate,  he  concluded  by  emphasizing 
the  fact  that  business  has  been  greater 
than  ever  with  his  firm.  This  point  is 
corroborated  by  corset  makers  in  Quebec, 
Montreal  and  St.  Hyacin'he,  all  of 
whom  are  now  working  at  full  ca" 
and  turning  out  new  models  in  greater 
number  than  formerly. 

Three   General   Styles 

"We  are  making  few  changes  in  our 
styles  this  Spring,"  said  one  of  these 
manufacturers,  "'and  I  believe  the  same 
is  true  of  our  competitors.  We  shall 
continue  to  work  on  lines  which  con- 
form to  the  natural  lines  of  the  body  in 
our  different  models.  Generally  speak- 
ing I  consider  that  there  are  three  out- 
standing models  for  next  Spring  which 
represent  distinct  types,  each  giving  the 
desired  s'raight  lines.  First,  there  is 
the  regulation  elastic-topped  corset  in 
either  front  or  back  laced  effect,  shown 
in  figured  brocade,  or  plain  fabric  in 
fairly  long  length  skirt  effect.  This 
corset  features  a  comfortably  low  bust 
and  comes  in  either  flesh  or  white. 

"Another  leader  is  designed  for  very 
slight  figures,  which  is  a  dainty  girdle 
model  developed  in  rich  silk  brocade 
edged  with  imported  silk  lace.  The  fea- 
ture of  this  new  model  is  the  fact  that 
it  closes  at  the  left  side  by  snap  fasten- 
ers set  underneath  self  covered  buttons 
and  has  the  usual1  back  lacing.  Across  the 
front  of  the  corset,  there  is  inset  a  wide 
panel  of  rubber  webbing  which  prevents 
any  uncomfortable  'digging  in'  of  the 
boning,  which  is  thus  entirely  eliminat- 
ed. The  garters  are  covered  in  heavy 
corded  ribbon  which  is  shirred  on  and 
finished  with  tiny  bows.  This^  model  is 
an  exact  copy  of  a  Paris  model  import- 
ed lately,  and  will  probably  rank  as  the 
most  beautiful  style  ever  created  in 
Canada.  It  can  be  retailed  for  about 
$7  a  model,  which  is  about  half  the 
price  of  a  similar  design  made  in  an- 
other country. 


"Then  we  are  also  showing  new  mo- 
dels fcr  the  heavy  figure  as  well,"  con- 
tinued this  authority.  "In  these  styles 
we  are  offering  several  variations  among 


The  side  closing  is  a  new  feature  in  cor- 
sets, especially  tvhen  snap  fasteners  are 
used.  This  model  was  developed  in  white 
silk  brocade  with  a  wide  front  Insert  of 
webbing  which  prevents  any  discom- 
fort. Silk  torchon  lace  edges  this  model 
and  the  suspenders  are  shirred  with  col- 
ored ribbon — Designed  and  Fhown  by 
the  E.  T.  Corset  Company,  St.  Hyac- 
inthe,  Que. 


which  a  reducing  model  is  proving  popu- 
lar with  the  trade.  It  is  full  at  the 
bust  and  is  cut  higher  above  the  waist 
than  the  ordinary  styles  for  Spring.  This 
model  is  skilfully  cut  so  as  to  ensure 
support  and  great  strength  against 
strain,  and  in  addition  to  being  equipped 
with  6  reinforced  hose  supporters  is 
finished  with  a  wide  abdominal  belt  of 
surgical  elastic  about  3  inches  wide 
which  hooks  easily  in  front  without  any 
difficulty  and  which  gives  a  flat  effect 
very  desirable   for  present  styles." 

Novelty   Girdles 

In  addition  to  these  three  leading  mo- 
dels there  are  many  other  striking  vari- 
ations offered,  differing  here  and  there 
from  those  described  above.  A  girdle 
of  flesh  brocade,  for  example,  was 
shown  which  featured  two  inserts  of 
webbing  'at  either  side  of  the  front. 
This  model  was  scarcely  boned  at  all 
and  was  lightness  personified.  Another 
girdle,  also  of  pink  brocade,  had  its 
sides  and  hip  portions  made  of  wide 
webbing.  The  brocade  was  employed 
only  at  the  back  and  front  to  ensure 
flatness  and  better  form.  This  model 
laced  in  the  back.  Another  front  lace 
model  of  flesh  colored  fibre  silk  brocade 
featured  three  spiral  bonings  at  each 
side.  Triangular  sections  of  heavy 
webbing  were  inserted  on  either  side  to 
give  the  necessary  stretch  for  bending 
over.  This  corset  is  finished  with  6 
hose  supporters,  and  while  it  may  be 
worn  by  a  slender  type  it  is  ideal  for  the 
more  mature  figure  since  the  spiral  bon- 
ing, the  elastic  and  the  extra  hose  sup- 
porters are  decidedly  good  features. 
The  use  of  fibre  brocade  is  growing  in 
popularity  with  Canadian  women,  since 
it  ensures  a  showy  and  luxurious  finish 
with  no  extra  expense.  Many  women 
are  unwilling  to  pay  for  a  satin  corset 
because  it  is  difficult  to  launder  proper- 
ly, but  with  the  art  or  fibre  silk  variety, 
fvequent  tubbings  can  be  administered 
with  no  detriment  to  the  garment. 

Surgical  Corsets 

The  trade  will  be  interested  to  hear 
that  it  is  now  possible  to  obtain  a  ma- 
ternity corset  of  very  superior  design 
and  quality,  made  by  a  leading  Quebec 
firm  who  have  spent  much  time  in  per- 
fecting their  models.  These  are  advis- 
able in  all  cases  of  surgical  operations 
and  are  equipped  with  an  underneath 
adjustable    band. 

The  use  of  elastic  webbing  is  growing 
in  demand  according  to  one  corset  manu- 
facturer, while  another  is  of  the  opinion 
that  ordinary  models  without  elastic  in- 
serts are  wanted.  In  the  case  of  front 
lace  corsets  it  is  now  the  rule  rather 
(Continued  on  page  89) 
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Increasing  Sales  in  Notions  Dept. 

Manageress  of  Notions  Department  Outlines  Rules  Enforced  That 
Make  For  Bigger  Sales  and  Better  Salespersons— Difference  Be- 
tween "Waiter"  and  Salesperson — Customers  Come  Into  Store  by 
Invitation  and  Should  So  Be  Treated 


A  TORONTO  retailer  declares  that 
the  day  of  white  muslin  and  cotton 
underwear  for  everyday  use,  is 
over.  The  whitewear  sales  of  this  year 
have  proved  this  to  some  extent.  Even 
older  women  like  to  wear  silk  under- 
things.  As  a  matter  of  fact  they  are 
more  economical  than  the  cotton.  Silk 
underwear  may  be  worn  without  ironing- 
Moreover  selections  of  very  plain  pat- 
terns may  be  made  in  these  without  giv- 
ing too  much  severity  to  an  outfit.  One 
manufacturer  says  he  sells  two  dozen 
hemstitched  garments  to  every  dozen 
of  the  lace-trimmed.  Cotton  underwear 
on  the  other  hand  must  have  some  trim- 
ming or  it  is  decidedly  unattractive.  Yet 
this  very  trimming  shortens  the  life  of 
the  cotton  garment  which  is  very  durable 
in  itself.  A  salesgirl  who  has  catered  to 
women's  requirements  in  underwear,  for 
many  years  in  a  store  in  Toronto,  says 
that  even  the  old  ladies  nowadays  like 
the  silk  and  give  as  their  excuse  that  it 
is  softer.  Of  course  the  dye  question 
plays  a  prominent  part  in  the  promotion 
of  the  sale  of  silk.  The  dyes  on  the  mar- 
ket now  will  renew  the  life  of  silk  many 
times,  while  they  do  not  behave  nearly  so 
well  with  cotton  materials. 

Novelties    Sell    Underwear 

There  are  few  departments  of  women's 
wear  which  depend  on  display  as  much 
as  the  silk  lingerie  department.  The 
manager  of  the  undergarment  branch  of 
a  Toronto  house,  informed  Dry  Goods  Re- 
view that  a  display  case  for  novelties 
was  almost  necessary  in  a  store  which 
sells  any  quantities.  At  the  time,  he  had 
on  display  a  smoking  set,  which  was  little 
different  from  a  two  piece  pyjama  out- 
fit. Not  ten  women  in  Toronto  he  be- 
lieved would  buy  this  smoking  set  in  a 
month,  yet  it  attracted  the  necessary 
attention  to  his  department.  Women  like 
to  be  shocked  and  many  a  woman  active 
in  the  Women's  Christian  Temperance 
Association,  would  stop  to  view  open- 
mouthed,  another  evidence  of  the  un- 
Christianlike  tendencies  of  to-day  and 
then  turn  to  the  purchase  of  a  white 
muslin  nightgown  with  high  neck  and 
long  sleeves.  He  makes  it  a  point'  to  find 
a  novelty  at  least  every  ten  days  for  a 
special  case  which  is  placed  just  at  the 
head  of  a  main  staircase  and  near  the 
rest  room. 

What  Are  They  Wearing? 

To  the  question,  "which  is  the  latest 
color  in  silk  lingerie?"  all  the  manufac- 
turers are  answering  "black."  Canadian 
women,  however,  are  too  conservative  for 
black  to  take  a  very  strong  hold  this  sum- 
mer, they  declare,  so  they  are  making  it 
up  in  high-priced  novelty  garments  and 


the  big  stores  are  featuring  these.  The 
colors  that  are  really  being  worn  are 
orchid,  jade  green,  taupe  and  lemon.  For 
the  first  time  in  many  years,  pink  has 
to  work  for  its  laurels,  although  it  can 
by  no  means  be  said  to  have  disappear- 
ed. 

Colored  pongee  is  getting  stronger  as 
the  Spring  approaches.  This  is  not  only 

THREE    DESIGNS    FEATURED 

(Continued  from  page  88) 
than  the  exception  to  find  the  models 
equipped  with  a  front  shield  to  protect 
the  laces  from  scoring  the  flesh  when 
tied.  These  shields  are  sewn  right  to 
the  corset  and  no  longer  attached  by 
means  of  snaps. 

Speaking  of  the  enormous  vogue  for 
girdle  corsets,  even  by  quite  stout  wo- 
men, this  manufacturer  pointed  out  that 
the  coming  spring  and  summer  are  ex- 
pected to  be  great  sports  seasons  and  it 
is  felt  that  the  girdle  is  especia'ly 
adapted  to  accompany  the  new  knicker 
suits  or  regulation  sports  attire.  Then 
again  it  was  stated  that  the  demand  for 
light  corsets  from  women  who  hitherto 
have  worn  no  corsets  at  all,  or  else  have 
been  wearing  models  which  are  too  hea- 
vy for  comfort,  is  steadily  increasing, 
and  both  these  classes  prefer  the  girdle 
because  it  is  light  during  warm  weather 
yet  is  now  designed  to  give  real  support. 

Brassieres  Show  Changes 
Brassieres  are  also  showing  certain 
modifications  this  Spring  designed  to 
still  further  accentuate  the  flat  front 
effect  so  essential  to  the  proper  appear- 
ance of  sports  clothes.  Realization  of 
the  tremendous  market  potentialities  of 
a  brassiere  designed  to  appeal  to  the 
slender  figure  is  another  factor  which  is 
stimulating  business  unexpectedly.  The 
bandeau  is  practically  supreme  as  re- 
gards style  and  an  interesting  number 
introduced  by  a  Quebec  firm  features  an 
elastic  waist  line  which  is  made  to  fit 
over  the  new  topless  corsets.  This 
number  is  attractively  developed  in  bro- 
cades and  satin,  in  some  cases  lace- 
trimmed.  Another  new  bandeau  re- 
sembles a  modified  corset  brassiere  and 
has  an  extra  section  fitting  over  the 
diaphragm  and  well  down  over  the  hips. 
It  is  not  boned  or  inset  with  webbing 
but  it  is  finished  with  suspenders  and  an 
adjustable  shoulder  strap,  the  latter  a 
very  practical  feature.  This  can  be 
worn  without  a  corset  and  is  recom- 
mended for  sports,  negligee  or  bathing 
use. 

That  business  in  corsets  and1  bras- 
sieres will  be  extremely  good  this  spring 
is  the  unanimous  opinion  of  several 
manufacturers. 


seen  in  the  natural  shades  but  in  almost 
all  the  high  colors.  The  pongee  lines  are, 
for  the  most  part,  tailored,  as  they  seem 
to  take  the  place  of  the  cotton  garment 
for  everyday  use,  while  the  wash  silk 
and  crepe  de  chine  is  more  elaborate. 

Philippine  and  French  Lingerie 

It  is  a  strange  thing  that  while  both  of 
these  lines  have  always  a  steady  mar- 
ket, the  public  will  not  pay  as  high  a 
price  as  they  do  for  the  best  silk  gar- 
ments. The  average  customer  wants  to 
buy  them  from  the  merchant  for  $2.50 
or  at  the  most  $5.00. 

As  to  petticoats,  one  manufacturer 
says  that  the  combination  camisole- 
petticoat,  or  as  it  used  to  be  called,  the 
Princess  slip,  will  be  stronger  than  the 
single  petticoat.  This  will  be  a  pleasant 
thing  for  both  manufacturer  and  retail- 
er as  it  demands  a  higher  price  than  the 
one  piece  garment  does. 

Built-up  Shoulder  in  Everything 
The  surplice  shoulder  or  as  the  under- 
wear manufacturers  call  it,  the  built-up 
shoulder  in  camisoles,  has  proven  itself 
so  well  with  the  trade,  that  manufactur- 
ers are  trying  it  in  everything — chenises, 
nightdresses,  pyjamas  and  princess  slips. 
The  vogue  for  "boat-shaped"  necks  in 
dresses,  is  no  doubt  mostly  responsible 
for  this.  The  strap  always  showed  be- 
cause it  came  too  far  in  from  the  should- 
er. This  was  of  course,  necessary,  in  or- 
der to  hold  up  the  garment.  With  the 
surplice  shoulder,  however,  the  upper 
part,  coming  as  it  does  from  the  middle 
of  the  garment  and  reaching  to  the  very 
point  of  the  shoulder  there  is  a  fair 
amount  of  security  and  at  the  same  time 
everything  is  hidden. 

Pyjamas  are  selling  even  beyond  ex- 
pectations of  last  month.  The  demand 
is  for  the  trouser  cuffs  especially  in  the 
black  and  bright  shades. 
Elastic  Girdles  Stronger  This  Summer 
Corset  makers  are  looking  for  a  de- 
mand for  girdles  this  year  far  beyond 
that  of  last  season.  It  was  mostly  Ameri- 
can tourists  who  bought  them  then  and 
Canadian  women  did  not  show  any  lean- 
ing toward  them  until  rather  late  in 
August.  Propaganda  in  the  United  States 
by  leading  manufacturers  may  have  stop- 
ped the  spread  of  the  girdle  there  for 
this  year,  but  as  there  has  been  little 
talk  against  them  on  this  side,  it  is  be- 
lieved they  will  go  in  Canada. 

Measuring  the  Uncorseted  Figure 

A  woman  who  has  made  a   study  of 

corset  fitting  for  many  years,  says  that 

clerks  will   never   attain   any  degree  of 

perfection  in  fitting,  unless  they  measure 

(Continued  on  page  108) 


90  CORSETS     AND     LINGERIE      •  Dry  Goods  Review 


"The  Diamond  Gore" 

A  Warner  patent,  brought  out 
this  season,  and  found  only  in 

Jfjarher's 

CORSETS 


For  many  years  the  problem  in  long  skirted  corsets  has  been 
to  keep  them  snug  around  the  lower  hips.  Elastic  has  been 
used  extensively,  but  up  until  a  few  months  ago,  when  the 
Warner  designers  worked  out  a  method  of  cutting  and  shap- 
ing the  elastic  inserts  to  perfectly  hug  the  figure  at  all  times 
and  in  all  positions,  the  secret  had  not  been  found. 

This  feature,  "The  Diamond  Gore,"  is  being  shown  this 
season  in  both  our  Canadian  and  United  States  lines,  and  has 
met  with  instant  popularity. 

It  is  used  in  back-lace,  front-lace,  and  elastic  girdles  in  our 
Canadian  made  line  as  follows: — 

Style     364,  Pink  Coutil,  Back  lace,  sizes  20-28,  $24  doz. 
0985,  Pink  Brocade,  Back  lace,  sizes  20-28,  $42  doz. 
547,  Pink  Coutil,  Front  lace,  sizes  22-30,  $36  doz. 
E-932,  Elastic  Girdle,  Pink,  sizes  22-30,  $36  doz. 


The  Warner  Brothers  Company 

356  St.  Antoine  St.  Montreal,  P.Q. 
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A  glance  at  this  picture  will  show  you  why  merchants   collectively   are   so   enthusiastic    about 


GOSSARD 


FRONT 
LACING 


CORSETS 


It  is  an  established  fact  that  whenever  you  find  a  store  or  specialty  shop  building  a  corset 
business  of  the  lasting  kind,  you  are  likely  to  find  Gossards  the  featured  corset  of  the 
department. 

The  majority  of  corset  buyers  consider  these  original  front  lacing  corsets  the  backbone  of 
their  business  because  of  the  frequent  turnovers  they  are  able  to  accomplish  with  them. 
This  is  due  to  the  universal  demand  that  exists  for  Gossard  Corsets  and  the  complete  satisfaction 
that  goes  with  every  sale. 


The  Canadian  f-f.W  (nlossard  (p.  umra 

366-37i     West     Adelaide      St.,     Toronto,     Canada 
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Boosting  Spring  Business 


np  HE  RE'S  every  promise  that  this 
Spring's  sales  will  show  a  decided 
improvement  over  those  of  past 
months,  but  you  can't  do  a  big  business 
unless  you've  got  the  goods. 

There  are  two  things  about  P.  C.  Cor- 
sets that  will  recommend  them  to  your 
customers, — they  fit  the  form  and 
they  fit  the  pocketbook. 

Women  haven't  got  out  of  the  habit  of 
looking  for  value  in  the  goods  they  buy 
and  they  are  realizing  more  and  more 
that  in  P.  C.  Corsets  they  do  get  value. 


This  factor  combined  with  the  abso- 
lute wearing  satisfaction  which  P.C.'s 
afford  should  make  them  one  of  the 
biggest  sales  builders  in  your  store. 


Mail  your   orders  to 

Montreal,  Quebec 

Toronto 


THE 

Parisian  Corset 
Mfg.  Co.,  Limited 

QUEBEC 

Montreal  Toronto 


Style  No.  970 


GUARANTEED 
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Bankrupt  Stocks 

of 

Standard  Factories  of  Canada 

and 

Exclusive    Ladies   Wear   Ltd. 

held  by 

The  Merchants  Bank 
of  Canada 

have  been  turned  over  to  us  for  disposal. 
These  stocks  consist  of: 


WOOLLENS 

DRESSES 

REEFERS 

PIECE   GOODS 

JUMPERS 

LADIES* 

LACES 

WAISTS 

READY  TO   WEAR 

COATS 

SKIRTS 

ETC.,    ETC. 

We  are  unable  to  send  samples  or  accspt  any  mail 

order.      It  will   be  to  your  advantage   to  come     to 

Montreal  and  inspect  these  stocks. 


Merchants  Liquidators 

Reg'd 

SOMMER   BLDG. 

MONTREAL 


Are  the  newest  creations  of  the 
season  at  prices  that  mean  im- 
mediate business  for  the  buyer. 
We  are  particularly  attentive  to 
quality  and  workmanship. 

We  can  suit  you  with  furs  for 
every  season  of  the  year. 

Visit  us  or  send  us  your  inquiries. 

Our  representative  will  call — See  Samples 

It  will  pay  you. 

THE  SANDHAM  CO., 


59-61  Wellington  St.  W. 


Toronto 
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Canadian  Made" 
COTTON  BATTING 

The     higher     grades     of 
snow-white    Cotton     Bat- 
ting are  being   demanded 
by  retail  customers 

VICTORY 

Small  Size   Batts. 

POLAR  BEAR 

Comforter  Size  Batts 
are  superior  to  the  finest 
imported  Batts  and  the 
price  to  the  merchant  is 
especially  attractive  in 
comparison. 

Your  wholesaler  will  supply 

you    with    these    lines,    also 

the  following 


NORTH  STAR 

CRESCENT 

PEARL 

K.  P. 


Small  Sty'e 
Batting 


Comforter 
Style  Batting 


THE  DOMINION 
WADDING  CO. 

LIMITED 

MONTREAL 
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FURS 
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Canadian  Women  Will  Still  Wear  Soft  Furs; 

f^  Lamb  for  Older  Women,  Soft  Furs  for  Younger 

Adapt  Themselves  Very  Readily  to  Styles  Desired  by  Canadian 
Women — Toronto  Designer  Believes  Dolman  Type  has  Limita- 
tions in  Canada — Increasing  Demand  for  Muskrat  and  Coon — 
Some  Furriers  Say  Cheap  Prices  Are  Not  Good  Custom-getters. 


A  DESIGNER  for  a  Toronto  fur 
manufacturer  says,  that  while 
lamb  will  without  doubt  replace 
seal  for  the  nv'ddle-aged  and  older 
woman's  coat  next  winter,  it  will  not  be 
worn  by  the  "flapper,"  who,  after  all,  is 
the  leading  lady  nowadays  in  the  world 
of  fashion.  He  believes  that  lamb  will  be 
considered  too  severe  for  the  younger 
set,  particularly  as  it  is  not  as  well 
suited  to  the  extreme  styles  which  many 
women  demand.  The  sale  of  'amb,  he  ad- 
mits, will  eclipse  any  one  of  the  other 
furs  in  this  country  at  any  rate.  Amer- 
ican women,  particularly  those  of  New 
York,  Chicago  and  the  other  large  cities, 
are  more  inclined  to  favor  the  wrap  than 
Canadian  women  are,  and  for  that  rea- 
son will  buy  the  soft  furs  again  next 
winter. 

He  explains  the  fact  that  while  the 
wrap  style  has  been  in  vogue  on  the  other 
side  for  more  than  two  seasons,  almost 
to  the  exclusion  of  the  coat,  without  be- 
ing adopted  here,  in  the  following  way: 
the  fur  garment,  whether  it  be  wrap  or 
coat,  is  worn  by  the  wealthy  women  who 
frequent  Fifth  Ave.  and  Michigan 
Plvd  ,  and  not  by  the  middle  c^ss  which 
wears  them  here.  There  is,  therefore,  not 
as  much  reason  that  fur  garments  be 
nractical  in  those  cities  as  there  is  in 
Canada.  Th;s  seems  a  very  reasonable 
explanation.  Outside  of  those  seen  on  the 
fashionable  thoroughfares,  not  many 
women  wear  all-fur  garments  in  New 
York.  It  would  be  almost  safe  to  say  that 


four  girls  in  Toronto,  who  are  earning 
ordinary  salaries,  wear  fur  coats  for 
every  one  in  New  York.  Dry  Goods  Re- 
view made  the  same  observation  while 
on  a  recent  visit  to  Detroit.  This  is  the 
reason  also,  why  the  seal  imitations  so 
very  common  in  the  United  States  were 
not  so  noticeable  here.  Over  there  one  can 
either  afford  an  extravagant  f  arment  or 
a  very  cheap  one;  in  Canada,  few  of  us 
are  very  wealthy  and  poverty  is  less 
common  also,  because  the  average  woman 
can  live  fairly  comfortably  on  the  salary 
she   earns. 

This  designer  is  of  the  opinion  that 
the  dolman  type  will  never  become  real- 
ly popular  here.  Our  Anglo-Saxon  an- 
cestors have  given  us  a  desire  for  utility 
and  service  in  everything  we  prize,  which 
finds  expression  in  the  things  we  wear. 

Coon  and  Muskrat  Better  Than  Ever 
Muskrat  has  by  no  means  reached  the 
zenith  of  its  popularity,  Dry  Goods  Re- 
view was  told.  For  the  younger  girls  it 
will  be  better  than  ever  next  year,  be- 
cause of  the  high  price  of  seal  and  the 
fact  that  lamb  will  not  be  used  as  a  sub- 
stitute altogether  for  seal. 

Coon  is  the  coming  fur  for  coats  that 
are  higher-priced  than  muskrat.  The 
blends  and  the  matching  of  the  coo  l  to- 
day are  far  superior  to  that  which  was 
on  the  market  a  year  ago  and  there  is  no 
longer  the  complaint  made  that  it  is  cum- 
bersome. Designers  are  taking  particu- 
lar care  that  coon  be  cut  as  carefully  as 


lamb  or  seal  and  the  results  are  worth 
while. 

Mink  will  be  used  again  in  coats.  There 
has  been  a  general  advance  of  ten  per 
cent,  in  the  price  of  this  fur  but  furriers 
believe  that  there  will  be  many  women 
in  the  next  few  years  buying  it  because 
they  are  tired  of  the  cheaper  ones  and 
the  other  better  grade  skins  such  as  mole 
and  squirrel  are  unserviceable.  There  is 
an  increase  in  the  call  for  some  of  the 
expensive  furs  for  trimming.  Ermine  is 
being  used  and  so  is  Russian  sable. 

High  Prices  Attract  m  Furs 

Whatever  the  feeling  is  among  retail 
ers  in  general  as  to  the  popular  price  fot 
their  merchandise,  furriers  agree  tha1 
women  who  buy  their  line,  particularly 
those  who  want  good  ones  are  often  de- 
terred from  buying  by  substantial  reduc- 
tions. During  the  usual  clearance  sales 
of  January  and  February,  price  is  prob- 
ably the  big  feature  but  for  all  the  year 
round  business,  many  merchants  declare 
that  women  are  not  attracted  by  bar- 
gains. One  furrier  told  of  a  woman  who 
refused  to  buy  two  Russian  sable  skins 
from  him  for  $1,100  and  purchased  two 
others  from  another  store  for  $1,500.  The 
first  two  skins  were,  if  anything,  a  little 
better  than  the  ones  she  bought  because 
this  merchant  had  examined  the  four 
very  carefully  at  the  wholesale  house 
from  which  they  came,  but  his  low  valu- 
ation had  hurt  them  in  her  estimation. 
(Continued  on  page  109) 


"OUR  LADY  OF  THE  SHOWS." 
To  provide  a  fitting    background  in   honor  of   the   liand-.cme  silver  trophu  shown  in  the  foreground  of  the  above 
picture,  the  Freiman  Company  of  Ottctica.  staged  this  nalistic  snow  storm.  The  cup  was  awarded  to  the  Freiman 
-Snow  Shoe  Club  for  making  the  best  showing  on  na'adc.The  central  figure  is  wearing  the  Snoiv  Shoe  Club  uni- 
form of  blue  and  while.  Windoiv  dressed  by  Mr.  Griest,   Display  Manager. 
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Quebec  Trappers  for  Quarter  Century 

Have  Sold  Furs  to  Lanoix  Co.  St.  Hyacinthe 

Fur  Specialists  and  Large  Retailers  of  Headwear — Sold  10,000 
Straw  Hats  During  1921 — Use  the  Movies  as  Medium  of  Ad- 
vertising— Very  Careful  Selection  of  Furs — The  Home  of  Many 

Tourists 


THE  habitant  trappers  of  Quebec 
who  depend  to  a  great  extent  up- 
on the  money  they  receive  for 
their  furs,  have  for  the  past  quarter  of 
a  century  brought  the  best  of  thei^- 
pelts  to  a  certain  small  store  located 
in  St.  Hyacinthe  which  is  about  an 
hour's  train  journey  from  Montreal. 
This  store,  which  is  Known  by  the  name 
of  Lanoix  Company  Ltd.,  is  familiar 
to  both  the  trapper  and  the  wearer  of 
furs  as  one  of  the  best  places  to  obtain 
fair  and  generous  treatment,  and  as  a 
consequence,  it  is  not  surprising  to  hear 
that  practically  every  fur  coat,  every 
scarf  or  neckpiece  worn  by  men  or  wo- 
men some  twenty  miles  around  comes 
from  this  'store.  "We  are  known  for 
just  two  things,"  remarked  the  proprie- 
tor of  this  successful  business  tD  Dry 
Goods  Review.  "First  of  all  we  are  fur 
specialists  and  we  also  lay  claim  to  be 
the    largest    retailers    of    headwear    for 


men  and  children  in  this  part  of  the 
country.  We  find  that  these  two 
branches  of  business  work  in  together 
splendidly  both  summer  and  winter,  so 
that  there  is  never  a  slack  season  with 
us  at  any  time." 

"Value  Plus"  in  Service 
The  present  owner  of  the  store,  J.  B. 
Durocher,  took  over  the  business  seve:*al 
years  ago  with  the  intention  of  carrying 
only  these  two  lines.  "After  analysing 
carefully  the  purchasing  power  in  this 
locality  I  realized  that  we  must  under- 
sell the  big  city  stores  'and  also  provide 
equally  good  service.  The  business  is 
therefore  conducted  along  the  policy  of 
'value  plus'  which  means  that  we  are  not 
content  with  merely  selling  one  hund- 
red cents  worth  of  goods  for  a  dollar; 
we  make  sure  that  the  custcmer's  goo;! 
will  is  ours  for  all  time,  and  also,  what- 
ever she  wants   she  shall  have." 


This  sounds  like  a  big  contract  to 
carry  out,  especially  when  it  is  remem- 
bered that  the  store  is  comparatively 
small  in  size.  The  front  part  is  practically 
all  devoted  to  the  display  of  fine  felt 
hats  for  men,  together  with  caps  and 
children's  headwear.  This  is,  however,  a 
minor  display  during  the  winter  months 
as  furs  play  the  important  role,  but  in 
summer  the  store  blossoms  out  into  a 
veritable  garden  of  straw  hats  for  men 
and  last  year  all  records  were  broken 
when  the  sales  of  these  hats  surpassed 
the  ten  thousand  mark.  This  figure, 
by  the  way,  was  the  equivalent  of  all 
the  other  hat  sales  in  the  town  put  to- 
gether, and  proved  that  where  hats 
were  concerned  also  the  townspeople  of 
St.  Hyacinthe  prefer  to  purchase  at 
one  store  only. 

To  touch  on  the  selling  methods  of 
the  Lanoix  store,  it  might  be  mentioned 
(Continued  on  page  109) 


Interior  of  the  Lanoix  Regd.  store  of  St.  Hyacinthe,  Que.,  showing  how  the  stock  is  displayed  openly  for  the  con- 
venience of  purchasers.  This  small  store  does  an  enormous  business    in   furs    and    men's    hats,    all    business    being 

iiansacted  in  the  space  here  shown. 
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Important  Facts  About  Perfumes 

Knowledge  The  Only  Road  to  Effective  Salesmanship — How  the 

Sale  of  Perfumes  and  Toilet  Accessories  is  Increasing — The  Cost 

of  Oils — Difference  Between  Toilet  Water  and  Florida  Water — 

Some  Helpful  Hints  For  Salespeople 


THE  manager  of  a  large  firm  in 
Canada  engaged  in  making  toilet 
accessories,  informs  Dry  Goods 
Review  that  his  sales  in  perfumes  and 
toilet  waters,  have  increased  from  $8,000 
in  1913  to  $500,000  last  year.  This 
gives  some  idea  of  the  amount  used  by 
Canadian  women  to-day.  It  shows  as 
well,  the  field  which  merchants  have  in 
this  class  of  merchandise.  There  is 
every  reason  to  believe  that  dry  goods 
stores  and  department  stores  are  not 
the  least  to  have  profited  by  this  de- 
mand of  recent  years.  Outside  of  the 
toilet  goods  sold  by  druggists,  dry 
goods  merchants  are  the  only  cnes 
handling  them  to  any  extent.  Though 
this  increase  is  so  marked  during  the 
last  eight  years  because  in  the  first 
place,  makers  and  retailers  are  push- 
ing this  class  of  merchandise  and  in  the 
second  place,  the  better  grades  are  the 
only  ones  that  women  will  buy. 

A  man  who  has  carried  these  lines  for 
several  years  and  increased  his  turn- 
over by  one  half  every  year  since  he 
went  into  business,  says  that  he  be- 
lieves that  a  fair  amount  of  technical 
knowledge  is  very  necessary  on  the  part 
of  the  saleswoman  behind  the  toilet 
counter.  Customers  like  to  ask  about 
perfumes^,  powders  and  creams,  because 
there  is  so  much  mystery  connected  with 
them  and  because  women  are  always 
ready  to  hear  of  things  which  will  en- 
hance their  appearance. 

Cheap   Perfumes  and   Good  Ones 

There  are  many  clerks  who  have  very 
little  idea  of  the  difference  between  per- 
fumes. This  is  easily  understood  since 
few  have  the  opportunity  of  seeing  how 
they  are  made.  A  representative  from 
Dry  Goods  Review  made  a  visit  the 
other  day  to  a  manufacturer  of  toilet 
accessories.  He  asked  for  information 
in  regard  to  several*  lines,  which  he 
considered  would  be  of  value  to  sales- 
people who  do  not  pretend  to  be  drug- 
gists but  are  cnly  attempting  to  help 
increase  the  sales  of  toilet  goods  in  their 


BEADS 

Lustre  Beads 

Bugle  Beads    Wood  Beads 

Pearl  Beads 

Latest  Novelties  in 

Bead   Necklaces  And 

Girdles 

Send    your    requirements    to    us 

Prices  Right 

THE  BEAD  HOUSE 

R.  A.  PHILLIPS 

77    York    Street,   Toronto,    Ont. 


stores  by  knowing  some  important  facts 
in  regard  to  them. 

What  constitutes  the  real  difference 
between  perfumes  which  retail  for  50 
cents  an  ounce  and  those  which  sell  fcr 
three  dollars?  was  one  of  the  questions 
asked.  There  are  two  things  respon- 
sible. These  are  the  quality  of  the 
flower  oils  used  and  the  degree  of  pop- 
ularity which  an  odor  attains.  The  first 
reason  seems  to  the  casual  observer  by 
far  the  more  important  but  every  manu- 
facturer knows  that  sometimes  the  most 
expensive  odors  will  not  command  a 
good  price  because  they  do  not  meet  with 
favor.  Moreover,  perfumes  come  and 
go  just  like  every  other  thing.  Odors 
which  sold  strongly  two  years  ago  are 
very  often  not  heard  of  to-day. 

Of  course  the  flower  oils  are  the 
standard  by  which  the  original  price  is 
determined  As  the  alcohol  used  is  net 
very  different  in  different  perfumes  and 
as  alcohol  constitutes  90  per  cent  of  the 
quantity  of  perfume  made,  it  can  be 
readily  seen  how  important  that  little 
10  per  cent,  of  oil  is.  The  cost  of  gath- 
ering natural  flowers  varies  .consider- 
ably. For  example,  two  tens  of  violets 
are;  needed  to  make  one  pound  of  oil. 
Then  the  refining  process  is  very  ex- 
pensive. Some  of  the  very  cheap  oils 
undergo  only  one  process  while  the  best 
grades  are  passed  through  five  or  six 
times. 

Artificial   Oils   Dear   as   Natural   Ones 

Many  people  are  under  the  impres- 
sion that  the  better  grades  of  perfumes 
contain  the  natural  essence  and  that  ar- 
tificial oil  is  used  altogether  in  cheap 
perfumes.  This  is  not  always  the  case. 
While  the  natural  oils  may  be  just  as 
dear  and  foir  that  reason,  are  sometimes 
found  in  the  very  best  perfumes,  the 
process  of  refining  is  mostly  responsible 
for  the^  final  cost  of  the  artificial  oil. 

While  popularity  has  a  great  influ- 
ence on  the  price  of  a  perfume,  manu- 
facturers have  found  that  only  those 
grades  made  from  the  best  materials, 
whether  they  be  natural  or  artificial,  are 
liked.  Some  idea  may  be  obtained  of 
the  cost  of  oils,  when  one  considers  that 
containers  holding1  one  pound  of  the 
better  oils  are  valued  by  the  manufact- 
urer at  $350.  One  room  measuring 
about  twelve  feet  by  seven,  contained, 
Dry  Goods  Review  was  informed,  $60,- 
000  worth  of  oils.  These  were  both 
natural  and  artificial. 

Natural  oils  are  obtained  from  flowers, 
fruits  and  animals,  scattered  all  over 
the  world.  Our  informant  says  that 
Greenland  is  the  only  country  he  knows 
of,  which  does  not  produce  something  of 
value    to    the    perfumer.     The    average 


perfume  contains  from  twenty  to  twenty- 
five,  different  odors.  There  are  three  in- 
gredients which  are  common  to  all  ex- 
cept probably  some  of  the  very  lowest 
grades.  These  are  musk,  civet  and 
ambergris.  Chemists  declare  that  one 
grain  of  musk  will  not  lose  its  odor  in 
a  hundred  years.  Moreover  it  gives 
that  sticking  quality  which  is  needed  in 
perfume.  In  the  days  of  early  Greece 
and  Rome,  musk  played  an  important 
part  in  the  making  of  precious  oils  and 
perfumes  and  modern  science  has  been 
able  to  find  nothing  which  will  take  its 
place.  Musk  is  obtained  from  the  plant 
of  that  name  which  grows  in  northern 
China. 

Civet  is  taken  from  the  civet  cat  of 
South  America  and  ambergris  comes 
from  the  oil  glands  of  the  whale  cap- 
tured off  the  coast  of  Iceland  and  North- 
ern   Norway. 

Flower  oils  are  distilled  in  Grasse, 
France.  They  are  then  shipped  to  the 
manufacturer  who  removes  two  unneces- 
sary ingredients.  These  are  wax,  which 
is  useless  because  it  is  odorless  and  resin 
which  stains  and  is  greasy.  Wax  is 
removed  by  freezing;  some  manufact- 
urers nowadays  use  lime  in  freezing  the 
oils. 

Many  of  the  fruits  used  in  making 
perfumes  come  from  Italy.  These  are 
distilled    in    Messina. 

Toilet    Water  and   Florida  Water 

What  are  the  chief  differences  be- 
tween perfume,  toilet  water  and  Florida 
water?  Toilet  water  is  perfume  with 
a  small  percentage  of  alcohol  and  a 
large  proportion  of  water.  Florida 
water  is  a  special  toilet  water  containing 
eight  or  nine  essential  oils.  The  pro- 
portion of  alcohol  and  water  is  about 
the  same  in  toilet  water  as  in  Florida 
water.  The  fact  that  these  are  diluted 
of  course,  makes  them  much  weaker  than 
perfume  but  the  small  percentage  of  al- 
cohol used  is  also  responsible  for  the 
weaker  odor. 


Travellers   Now   Out  with 
Complete  Lines 

French  Ivory. 

Greeting:  Cards   and    Post  Cards    for  all 
occasions. 

Purses    and    Wallets. 

Pennants,    Cushions    and    Textile    Nov- 
elties. 

Supplies     for     Celebrations,     Old     Boys' 
Reunions,   etc. 

Souvenir       Novelties       (a       tremendous 
variety.) 

Christmas    Stockings. 

Conservo    Lunch   Sets,    Splashers,    Table 
Sets,   Infants'   Bibs  and  Sets. 
The  product  of  five  factories  we  own 
or  control  \ 

Pugh  Specialty  Co.,  Ltd. 

38  to  42  Clifford  St.,    Toronto,   Canada 
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All  Aboard  Across  Canada 

Canadian  toymakers  closed  their  ex- 
hibition of  "Made  in  Canada"  toys  on 
February  15.  This  marks  the  first  at- 
tempt by  manufacturers  in  this  country 
in  the  way  of  a  joint  effort  to  show  the 
retail  trade  and  the  public  what  has 
been  accomplished.  It  shows  as  well,  the 
extent  to  Which  Canada  has  grown  away 
from  dependence  on  German,  Japanese 
and  American  sources  for  her  toys. 
There  were  nearly  twenty  firms  repre- 
sented in  the  exhibition,  which  occupied 
the  whole  ground  floor  of  the  Queen's 
Hotel,  Toronto. 

There  was  shown  every  manner  of 
toys  and  like  novelties  which  might  be 
classed  as  fancy  goods  and  china.  Glass- 
ware, pottery,  lamps  and  silverware 
were  displayed.  Buyers  from  all  over 
this  country  and  from  the  United  States 
and  Great!  Britain,  expressed  their  sur- 
prise at  the  quality  and  variety  of  the 
goods  manufactured  in  Canada.  One 
retailer  from  Moncton,  N.  B.,  said  that 
he  had  had  no  idea  of  the  extent!  to 
which  manufacturers  were  making  these 
lines.  When  salesmen  came  to  him  in- 
dividually, he  had  never  been  able  to 
form  a  complete  opinion  as  to  Canadian 
toys  and  fancy  goods  but  displayed  as 
they  were  at  this  exhibiiiion,  to  the  very 
best  advantage  and  at  one  time,  he  dis- 
covered exactly  where  certain  lines  he 
wants,  are  to  be  obtained. 

In  games  especially  there  are  several 
points  worthy  of  note.  When  children 
in  this  country  were  dependent  on  for- 
eign games,  they  found  little  which  cor- 
responded to  their  everyday  amuse- 
ments. Now  that  Canadian  designers 
are  working  on  these,  games  which 
every  fullblooded  boy  and  girl  likes  in 
the  outdoors  are  being  made  in  minia- 
ture. For  example  baseball.  One  de 
signer  has  a  baseball  game  which  is 
even  being  taken  up  by  veterans  of  the 
professional   league. 

Canadian  dolls  are  becoming  better 
looking  every  day;  and  they  are  just  as 
clever  as  any  French,  German  or  Amer- 
ican dolls.  One  firm  displayed  a  doll 
which  walked  as  well  as  a  three  year 
old  child  if  held  by  the  hand.  There 
were  several  talking  and  crying  dolls 
too,  which  were  the  peers  of  any  im- 
ported ones. 

Vetcraft  Work  of  Special  Merit 

The  display  by  this  firm  whose  work- 
ers are  veterans  of  the  Great  War,  de- 
serves special  mention.  The  copper  and 
brasswork  were  remarkably  well  done 
and  the  variety  offered  bo  ih  in  price 
and  articles  were  suited  to  the  needs  of 
every  type  of  store  dealing  in  fancy 
lines. 

Another  firm  is  making  a  child's  tray 
which  attracted  the  attention  of  visit- 
ors. It  has-  a  little  trough  which  pre- 
vents tlhe  spoiling  of  the  tablecloth  if 
something  is  spilt  on  the  tray  and  it 
fastens   to  the   edge  of  the   table. 

A  firm  in  London,  Ont.,  is  specializ- 
ing in  Wedgewood  china  in  the  Mikado 
pat/tern    and    in    the    original    rich    blue 


wi.h  which  this  china  was  associated 
before  so  many  imitations  came  on  the 
market.  Several  other  lines  of  porce- 
lain and  china  in  beautiful- colors  were 
exhibited  by  the  same  company. 

The  boudoir  lamps  shown  by  one  ex- 
hibitor deserve  special  mention.  They 
are  about  eighteen  inches  high  and  have 
a  parasol  held  open  above  the  figure. 

Building    For    The    Future 

While  several  manufacturers  express- 
ed disappointment  in  the  number  of  r0 
tailers  who  visited  them,  they  were 
agreed  that  this  was  ;he  only  real  meth- 
od of  educating  Carfadians  to  look  here 
before  asking  for  foreign  goods.  That 
the  public  appreciated  the  opportunity, 
was  evident  from  the  number  of  visit- 
ors on  the  nights  the  exhibition  was 
ihrown  open  to  them. 

Not  this  year  or  probably  next  year, 
will  ihe  effect  be  felt  but  as  one  manu- 
facturer expressed  it,  "in  ten  years  this 
exhibi.ion  will  pay  for  tlhe  cost  and 
trouble,  a  hundred  fold."  There  wasi 
not  one  exhibitor  to  whom  Dry  Goods 
Review  was  speaking,  who  did  not  in- 
tend to  exhibit  next  year.  In  fact  it 
is  believed  thatt  the  number  of  those 
coming  into  the  show  in  1923  will  be 
doubled. 


Cire  Ribbons  In  Paris 

Straw  Embroidery  as  Trimming — 

Conditions    Regaining    Normal 

"Paris    is    sponsoring   cire   ribbons    of 

all   colors    and   widths,"     declared     Mr. 

Zabler    of   Muser    Brothers    of    Montreal 

to  Dry  Goods  Review  this  month,  on  his 


return  from  an  extended  trip  to  Europe 
which  included  v.s.ts  to  London,  Paris, 
Brussels  and  St.  Gall. 

The  vogue  for  fancy  ribbons  of  all 
sorts  was  an  outstanding  fe.uaie,  ac- 
cording to  Mr.  Zabler,  whb  commented 
upon  the  fact  that  picot  edged  ribbons 
and  wide  moire  effects  are  selling  as 
well  as  ever.  The  demand  for  millinery 
ribbons  seems  inexhaustible,  and  in  this 
connection,  the  novelty  cire  effects  are 
exceedingly  beautiful. 

Laces  are  still  another  feminine  ac- 
cessory which  is  enjoying  a  wide  vogue 
on  the  other  side,  he  said.  Practically 
every  smart  Parisienne  was  wearing 
black  radium  lace  or  one  of  the  numer- 
ous cire  laces  in  some  form  or  other. 
Beaded  effects  were  also  very  good  in 
Paris  and  it  is  thought  that  ihese  will 
continue  in  popularity  another  y<  - 

One  of  the  newest  trimming  effects, 
observed  Mr.  Zabler,  which  seem  to  be 
used  in  a  bewildering  variety  of  forms 
was  that  of  straw  embroidery.  This 
was  employed  with  good  effect  upon 
millinery,  frocks,  etc.,  in  bright  colors, 
and  seemed  capable  of  infinite  variety 
in  treatment. 

Every  smart  woman  wears  silk  hos- 
iery in  Europe,  according  to  Mr.  Zabler,. 
who  commented  on  the  fact  that  woollen 
hose  are.  not  nearly  so  often  seen  there 
as  on  this  side.  Heavy  ribbed  silk  hose 
are  popular  although  somewhat  costly 
and  are  now  coming  into  this  country. 
The  present  fad  in  footwear  calls  for 
very  elaborate  slippers,  many  of  which 
have  jewelled  heels,  studded  wi  h  bril- 
liants or  other  precious  stones.  Color- 
ed leather  heels  are  another  pretty 
(Continued  on  page  102) 


JUST  ARRIVED  FROM  SWITZERLAND 
These  handkerchiefs  represent  some  of  a  new  collection  which  should  please 
the    trade. 
Top  Row — 1.  White  with  pattern  along  four  sides  of  border,  in  three  colors. 

2.  Periwinkle  hkie  with  Nottingham  lace  edge. 

3.  White   with  point   lace   edge  and  insert  of  filet. 

4.  Spring   beauty  shade  with   Nottingham  lace  edae- 
Bottom  Row — 5.  Mauve  with   hand-crocheted  floral  design    in  while. 

6.  White  with  colored  flowers  and  hand-drawn  work. 
7.  Orange  with  blue  basket  design  and  blue  thread  running 

through. 
8.  White  with  rose  motif  hemstitched  on  corner. 
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EASTER  TOYS 

AND  NOVELTIES 

Every  child  expects  to  receive  an  Easter  Toy  or  basket  of  candy. 
Do  not  be  without  this  popular  and  profitable  line. 
We  have  a  very  complete  assortment  of  Easter  Novelties  ready  for 
early  shipment. 


Our  illustrated  Spring  circular 
contains: — 

Easter  Chickens,  Rabbits 

Candy  Boxes,  Baskets 

Artificial  Flowers 

Marbles  and  Allies 

Skipping  Ropes 


NERLICH  &  CO. 


146-148  Front  St.  W. 
(Opposite  Union  Depot) 


TORONTO 
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Buy  the  "Julian  Sale"  Line 


For  Fine  Goods 


Big  Assortments 


Attractive  Values 


Bags  &  Purses 

And  other  lines  of  Leather  Goods  and  Novelties 


Note  the  dollar  bill 
pocket  on  the  flap. 


The  Newest  in  Swagger  Bags 

Useful,  practical,  novel,  dressy.  A  very  unusual  line  in 
shapes,  styles,  colors.  The  leathers  include  octopus,  frog, 
Monte  Carlo  and  grained  leathers  in  blue,  brown,  grey  and 
black.     See  this  line. 


Monte  Carlo  Bags 

An  attractive  novelty — 
the  newest.  Octopus,  Al- 
ligator and  Spicier  Web 
Leathers. 


Beautiful  Silk  Bags 

Handsome  Effects — in  new 
shapes  and  patterns;  Black, 
Brown,  Blue,  and  Taupe. 
No  tassels. 


See  our  Travellers,  or  write,  phone  or  wire. 

The  Julian  Sale  Leather  Goods  Company,  Limited 

600  King  Street,  West,  Toronto 
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Neckwear  Wants  of  the  Moment 

Bramley  Sets 

Many   new   innovations   in   colored  linens   and 
colored  organdies. 

Vestees 

In  net  and  effective  colorings  of  organdy. 

Gilets 

Specially  adapted  for  the   Spring  suit  in  net 
and  organdy.> 

Dress  Sets 

To  relieve   the   scmbreness    of   Spring    colors, 
in  wide  variety  of  color  and  style. 

See  our  Salesman  or  Write  for  Assortment 

Phoenix  Novelry  Company 

New  Address 
22  Duncan  Street  at  Adelaide  TORONTO 


SliSB 


JULIEN  GIGUET 

2  Cours  des  Chartreux,  Lyons 

FRANCE 


Manufacturers    of 

Gloves 

For  Men,  Women  and  Children 

CHAMOISETTE— for  Ladies  and  Men  only, 
in  all  sizes.  The  reinforced  finger-tips 
are  an  added  sales  attraction. 

SILK — made  in  all  sizes  and  also  with  re- 
inforced finger-tips.  The  quality  of 
these  gloves,  the  workmanship  and  the 
finish,  are  all  that  could  be  desired. 

LISLE  THREAD— for  Children,  in  all  sizes. 
Durable  and  well  able  to  stand  the 
wear  and  tear  to  which  children's  gloves 
are  subject. 

Sole  Agents  for  Canada  : 


M.  CHASSAGNE,  LIMITED 

45  St.  Alexander  Street 

MONTREAL 


NOVELTIES 

from 

Canada's  Oldest   and    Orig- 
inal Trimming  House 

Cords,  Fringes,  Girdles,  Fancy  Braids, 
Tassels,  Ornaments  and  Yard  Trim- 
mings in  Wool,  Tinsel  and  Silk  Effects. 

Our  Policy  has  always  been  "Honest 
Goods  at  Honest  Prices."  We  intend  to 
continue  this  Policy. 

There  is  a  special  finish  about  the 
Moulton  Line  of  Trimmings  that  gives 
satisfaction. 


The  Moulton 

MANUFACTURING    CO..    Ltd. 
4  Inspector  St.,    Montreal 
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WE  HAVE  BUILT  UP 
A  REPUTATION  ON 

BUTTONS 

Buyers  come  to  us  for  the  latest  fan- 
cies as  well  as  for  regular  staples. 
They  know  we  can  cater  to  every  de- 
mand with  our  wide  range  of  these 
important  accessories. 

Let  us  help  you  round  out  your  stock. 

Button  Sales  Limited 

66  Wellington  St.  W.  Toronto 

Manufacturers  and  Importers  of 
Ivory,  Pearl,  Celluloid  and  Composition  Buttons 


CfjattHon,  jWoulp,&ous#eU  c*e. 

Silk  Manufacturers 

Factories  at:  LYONS,  TARARE, 
VEYRINS,  CORBELINS(France) 

pt,RIS    CREPES, 

MUSLINS. 

SATINS, 

DAMASKS. 


LONDON 


LYONS 


NICE 


NEW  YORK 


BROCADES 

Newtst  Creations 

Canadian  Representative:  M.  AUBIN 
46  St.  Alexander  St.,  MONTREAL 


MILAN 


Ladies'  Dress 
GIRDLES 


We  have  in  stock  a 
splendid  line  of  Girdles 
at  popular  prices,  and 
in  the  wanted  colors. 

They  are  in  demand  now 
and  will  'be  good  all 
season. 

We  will  be  pleased  to 
send  you  a  sample 
assortment  on  approval. 


wrinch,  McLaren 

LIMITED 

120  Wellington  Street  W., 
TORONTO 


Sole  Agents  for 

Lady  Dainty  Hair  Nets 
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Spring  Brings  Activity  in  Notions 

Some  Factories  Have  Work  to  Keep  Them  Busy  Till  August — 
Corset  Trimmings  Are  Becoming  Big  Factor  in  Trade — Manu- 
facturer Explains  Reason  for  Few  Cotton  Novelties  in  White  Wear 
— Revival  of  Laces  Comes  With  The  Spring 


SPRING  is  the  time  of  the  year  the 
potions  counter  gets  its  deserved 
inning-s  in  most  stores.  This  season 
will  be  no  exception.  A  manufacturer 
informed  Dry  Goods  Review  the  other 
day  that  he  has  enough  work  ahead  of 
him  to  last  until  August.  Moreover 
he  says  that  at  no  time  since  the  buyers' 
strike  began  last  yeai-,  has  he  had  less 
than  sixty  per  cent,  of  his  factory  help 
working-  a'l  the  time.  Each  season  there 
are  new  developments  in  things  used  in 
dressmaking  and  fancy  work.  One  of 
his  best  lines  is  name  labels.  These  are 
of  silk  and  of  cotton  and  go,  for  the 
most  part,  to  cloak,  suit,  fur  and  under- 
wear manufacturers.  The  wholesale  mil- 
linery houses  of  course  order  a  great 
many,  both  for  themselves  and  for  their 
clients.  In  this  connection,  he  empha- 
sized the  fact  that  Canadian  milliners 
ars  using  labels  much  mors  than  they 
did  a  year  ago.  There  is  no  reason  why 
milliners  in  small  towns,  carrying  hats 
which  they  have  made  themselves,  should 
not  use  these  on  every  hat  they  sell. 
They  are  not  expensive  and  the  advertis- 
ing obtained  by  this  simple  method  ia 
enormous.  The  wholesale  houses  and  the 
large  retail  ones,  never  send  out  a  hat 
without  a  label  in  the  crown  of  some 
kind.  French  exporters  are  very  careful 
about  this  matter.  There  is,  moreover, 
a  certain  air  of  luxury  about  a  hat  with 
a   label. 

Corset  Trimmings  Keep  Canadian 
Factory  Busy 

One  factory  which  our  representative 
called  upon  recently,  has  been  very  busy 
making  corset  trimmings,  which  include 
lace,"  embroidery,  hemstitching  and  tape 
strings.  The  manager  declared  that 
manufacturers  in  this  country  are  giv- 
ing him  more  business  every  year.  In 
fact  there  are  very  few  corsetmakers  in 
this  country,  who  import  their  trim- 
mings. 

The  same  firm  makes  tapes  for  men's 
shoes  but  were  it  not  for  the  corset 
trimming  business,  Dry  Goods  Review 
was  told  that  they  would  have  gone  out 
of  business  long  ago.  Men's  shoes,  like 
so  many  other  lines  carried  by  men,  have 
been  a  dead  issue  so  long  that  the  tapes 
sold  have  been  very  limited.  There  are 
very  few  manufacturers  who  made 
things  for  men  a  year  ago,  that  have 
not  added  one  or  more  lines  for  women. 
Notions  houses  are  no  exception. 
Cotton  Underwear  Has  Few  Novelties 
The  representative  of  a  large  white 
wear  manufacturer,  says  that  to  the 
complaint  sometimes  made  that  cheap 
whitewear  and  cotton  lines  usually  fol- 
low the  same  style  too  carefully,  his 
answer   is   that   makers   of   these   things 


would  go  out  of  business  in  a  few  months 
if  they  attempted  novelties.  All  the  cot- 
ton materials  dropped  so  considerably 
during  the  last  year,  that  production  on 
a  large  scale  is  the  only  way  to  get 
profit.  This  man  makes  five  or  six  lines 
of  women's  cotton  drawers  for  ex- 
ample. Before  any  of  these  styles 
were  attempted  it  was  necessary  to  get 
the  approval  of  a  large  retailer  or 
wholesaler.  Chance  orders,  such  as  are 
taken  on  knitted  wear  lines  or  acces- 
sories, would  never  pay.  This  factory 
turns  out  68  dozen  drawers  alone  of  one 
style. 

Aprons  for  nurses,  maids  and  cooks, 
come  under  the  same  category.  Flan- 
nelette nightgowns,  which  follow  so 
rigidly  two  or  three  styles,  must  also 
be  turned  out  in  great  quantities.  Be- 
cause of  the  drop  in  flannelette  a  few 
weeks  ago,  from  37  cents  to  16  cents, 
there  is  even  more  need  to  speed  up  pro- 
duction. 

In  most  of  notions  and  staple  white- 
wear  lines,  it  is  price  which  counts  first. 
A  woman  will  debate  with  a  clerk  as 
to  whether  she  should  pay  5  or  7  cents 
for  a  yard  of  elastic  and  then  move  to 
the  veiling  counter,  where  she  will  buy 
the  most  expensive  veil   on  the  counter. 

Cannot    Make    Cheap    Pajamas 

Many  women  are  inquiring  these  days 
for  pajamas  which  can  be  bought  as 
cheap  as  nightdresses.  Just  now,  only 
women  who  are  willing  to  pay  about 
half  as  much  again  as  they  do  for  the 
ordinary  nightgown,  can  wear  pajamas. 
Again,  the  reason  was  given  that  pro- 
duction could  never  be  made  to  such  an 


extent  that  the  profit  would  be  worth 
while.  There  is  nearly  three  times  as 
much  work  involved  in  making  pajamas 
as  there  is  in  nightdresses  and  in  cotton 
material,  manufacturers  would  not  at- 
tempt these  garments. 


CIRE  RIBBON  IN   PARIS 

(Continued  from  page  97) 
fashion  used  on  sandals  of  patent  leath- 
er which  are  strapped  in  different  novel 
ways.  The  favored  colors  in  silk  hos 
iery  are  sand  and  nude,  both  of  which 
form  a  striking  contrast  when  worn 
with  patent  slippers. 

Conditions  are  quickly  regaining  nor- 
mal insofar  as  living  is  concerned  in 
Europe.  Hotel  accommodation  is  still 
somewhat  costly  but  travel  is  back  to 
pre-war  volume.  So  great  is  the  traffic 
between  London  and  Paris  that  travel- 
ers are  obliged  to  secure  seats  in  the 
1st  class  compartments  at  least  two 
days  before  setting  forth;  otherwise  they 
must  stand  throughout  the  entire  jour- 
nev.  This  was  a  sate  of  affairs  never 
before  experienced  by  visitors  from  th's 
side  before  the  war. 

The  Swiss  franc  being  so  unusually 
.  valuable,  it  has  been  difficult  to  secure 
products  which  can  be  sold  on  this  side 
at  the  usual  price,  nevertheless,  large 
shipments  of  embroidered  voiles  and  or- 
gandies are  expected  to  arrive  soon 
which  will  be  exceptionally  good  values. 
Embroidered  organdies  in  the  Swiss 
permanent  finish  are  considered  newer 
and  more  unusual  for  summer  wear 
than  the  staple  plain  effects,  in  Mr. 
Zabler's  opinion. 


Here  arc  a  few  of  the  newest  buttons  in  solid  celluloid  and  carved  ivory, 
which  have  been  designed  for  the  spring  cloak  and  suit  trade.— From  the 
Button  Sales  Limited,  Toronto. 
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Plan  to  Meet  Big  Competition 

Method  Followed  by  Toronto  Merchant  to  Combat  ,..<« 

Downtown    Competition — A    Convenient    Way    of 
Handling  Patterns  and  Making  Bigger  Sales — Ad- 
vertising by  Electric  Signs 


HERE  is  a  scheme  which  a  Toronto 
merchant  doing  business  on  a 
smale  scale  used  very  effectively. 

His  name  is  H.  A.  Smith.  He  opened 
a  small  dry  goods'  store  on  Danforth 
Avenue,  the  centre  of  the  new  business 
district  of  that  city  only  a  few  months 
ago.  On  that  street  as  in  most  sections 
uptown,  there  was  a  general  feeling 
among  the  merchants,  that  people  go 
downtown  to  buy  without  giving  the 
small  retailer  the  benefit  of  the  doubt. 
It  is  a  fact  that  some  customers  are 
convinced,  if  they  see  things  for  a  low 
price  in  their  own  neighborhood  that 
they  must  be  cheaper  still  in  the  large 
stores.  Mr.  Smith  realized  at  the  outset 
that  he  would  have  to  go  after  business 
in  a  very  live  manner  in  order  to  keep 
customers  in  their  own  territory.  He 
therefore  made  it  a  point  to  offer  one 
or  more  articles  at  a  price  which  was 
even  lower  than  those  advertised  by  the 
big  stores.  By  getting  customers  into 
the  shop  in  this  way  he  could  then  show 
them  his  merchandise  and  the  price  and 
quality  of  it  as  compared  with  the 
downtown    stores. 

A  sample  of  the  card  which  appeared 
each  day  in  his  window  is  shown  on  this 
page. 

Customers  soon  learned  to  stop  before 
his  window  and  see  what  Mr.  Smith  had 
to  offer.  That  this  must  have  been  ef- 
fective is  proven  by  the  fact  that  he  has 
been  forced  to  move  from  the  premises 
he  took  over  eight  months  ago  and  rent 
one  which  is   very  much  larger. 

Handling    Patterns 

Mr.  Smith  had  twenty  years'  experi- 
ence with  one  of  the  largest  pattern 
houses  in  America  before  going  into 
business.  As  a  salesman  for  this  firm 
he  had  held  many  pet  theories  on  the 
best  way  to  sell  patterns.  He  used  his 
present  opportunity  to  prove  them.  He 
built  four  20-drawer  sections  of  cabinets 
to  hold  the  patterns.  There  is  no  pigeon- 
holing done  so  that  not  a  minute  is  lost 
in  finding  the  exact  pattern  asked  for. 
Besides  these  cabinets  Mr.  Smith  had  a 
special  counter  made.  It  is  ten  feet  long 
and  forty  inches  high.  There  is  no 
strain  involved  in  standing  to  look  at 
patterns  placed  at  this  height.  It  also 
prevents  the  scattering  of  pattern  books 
to  other  counters.  Patterns  are  record- 
ed constantly  by  the  salesgirls.  If  at 
all  possible  a  size  is  not  allowed  to  go 
longer  than  one  day  without  being  re- 
placed. 

Lights    and    Signs    Below    Windows 

Besides  the  four  lights  in  each  of  his 
three  windows  Mr.  Smith  has  used  the 
space  below  for  additional  display.  In 
these  spaces  he  has  placed  glass  and 
high-powered  lights,  behind  signs  which 
change    every    week.      He    believes    that 


Buy  at  Home 

Downtown  Store 
Advertises :- 


Tumday»  Big  Spmial.'  32-inch  Gingham 
T&rYmrd 

Many  »re  the  new  pattern*  now  in  this  gmu\. 
—nev«  before  abbwn.    These  are  tlte  fine  smooth  I 
J  texture  Gingbama  so  desirable    for    the  i>etter  | 
dcewee  Forty  or  more  checked  patterns  are  shown  I 
id  fetching  color  schemes,  guaranteed  to  be  abso- 
|  lutely  fart.    We  will  replace  any  of  these  ginc 
[  hams  jf  they  fade.    Yard        


Smiths  Dry  Goods 
682  Danforth  Ave. 

On  Danforth 
or  Downtown 

you  should  buy 

Qua!  ity . 


he  receives  a  great  deal  of  night  adver- 
tising in  this  way,  because  situated  as 
he  is  where  there  is  a  steady  flew  of 
traffic  to  and  from  motion  picture  houses 
he  attracts  many  leisurely  walking  ped- 
estrians. As  a  matter  of  fact,  the  pub- 
lic will  notice  lights  near  the  street 
level  far  more  quickly  than  they  will 
those  overhead  because  they  are  more 
unusual.  He  changes  the  signs  every 
week  so  there  is  always  a  new  reason 
to  look  in  passing.  His  name,  moreover, 
is  kept  prominently  in  view  not  only 
here  but   above   the   door. 


J.  P.  Donald,  of  Toronto,  has  accepted 
an  important  position  witih  the  Lindsay 
Woollen  Mills,  in  Lindsay,  Ont. 


Isaac  V.  Williams,  who  was  on  tihe 
office  staff  of  Nerlich  &  Co.,  Toronto, 
for  more  than  seventeen  years,  died  in 
Vancouver  recently.  He  had  been  suf- 
fering from  gland  trouble  for  eig-h 
months.  He  is  survived  by  six  daught- 
ers  and    one    fon. 


THE  MAKING  OF 

EM  BROIDERIES 

Spring    Brings    Revival  /fn    Lace> 

That  this  winter  has  brten  a  season 
for  laces  beyond  all  expectation^  one 
cannot  deny;  but  it  has  been  a  season 
for  he  importer  and  not  for  the  home- 
grown brand  of  lace  maker.  The  French 
laces,  particularly  radium,  have  practic- 
ally dominated  the  marketi.  Spring 
gowns  on  .he  other  hand  show  a  ten- 
dency toward  favoring  flouncings,  filet 
and  Cluny  laces,  so  manufacturers  are 
feeling    very   much    encouraged. 

Embroidery  is  also  coming  back  to 
its  own.  There  are  some  very  attract- 
ive designs  on  the  market  just  now  and 
one  salesman  believes  that  it  will  be 
used  for  trimmings  and  flounces  as 
much   as    lace    is. 

Nearly  all  the  embroidery  seen  these 
days,  is  made  by  machinery  and  most 
of  it  by  the  shuttle  embroidery  machine. 
This  machine  is  a  Swiss  invention  dat- 
ing back  fifty  years.  Nottingham, 
Eng.  was  the  first  emibroidery  making 
centre  in  the  world  and  it  was  to  this 
city  that  the  shuttle  machine  was  intro- 
duced in  1883.  The  original  machine 
made  only  40  stitches  a  minute  and  pro- 
duced embroidery  in  lengths  of  four 
and  a  half  yards.  Nowadays,  the  im- 
proved machines  make  120  stitches  a 
minute,  do  all  manner  of  pieced  open- 
work and   produce  any  length   required. 

In  the  early  days,  these  machines 
were  operated  by  pantograph,  which  is 
an  adaptation  of  an  ingenious  invention 
by  a  Jesuit  priest  in  the  17th  century. 
The  general  scheme  is  to  permit  a  de- 
sign existing  in  one  scale  to  be  copied 
large  and  smaller.  The  movable  arm 
in  some  embroidery  machines  is  a  sur- 
vival of  the  pantograph.  The  hand  of 
the  workman  manipulates  it  in  such  a 
way  that  it  traces  the  original  design, 
allowing  the  embroidery  needle  to  ma'e 
the  pattern  like  the  original  but  in  the 
desired  size.  Great  accuracy  is"  neces- 
sary in  guiding  this  arm,  imperfections 
being  made  very  easily  because  of  the 
high  rate  of  speed  at  which  the  machine 
operates. 

The  Jacquard  machine  used  mostly 
nowadays  is  quite  different.  One  skill- 
ed card  puncher  punches  the  pattern, 
there  being  plenty  of  time  to  study  each 
stitch  The  machine  reproduces  the 
work  as  frequently  as  is  required  and 
with  unfailing  accuracy.  Jacquard  ma- 
chines are  used  in  one  form  or  another, 
in  various  branches  of  the  fabric  mak- 
ing industry. 

NEWS  OF  THE  TRADE 

Professor  Maitland  C.  Boswell,  of  the 
Universitv  of  Toronto,  has  discovered  a 
new  chemical  reaction  which  can  be  em- 
ployed in  making  dyesitaffs  from  coal- 
tar  products.  Two  colors,  a  blue  and  a 
beautiful  shade  of  rose,  have  been  pro- 
duced. Thev  can  be  applied  to  cotton, 
wool  and  silk  and  are  fast  to  light  and 
washing. 
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WM.  E.  WRIGHT  SAYS: 

"This  month  we  are  opening  a  new  factory 
for  WRIGHT'S  Bias  Tapes  in  Orange,  New 
Jersey.  It  is  a  very  unusual  factory  and  we 
feel  justified  in  being  proud  of  it. 

"To  begin  with,  it  is  not  in  a  factory  district 
— it  didn't  have  to  be.  The  manufacture  of 
our  bias  tapes  is  so  cleanly,  so  orderly,  so 
attractive  a  process,  that  we  were  permitted 
to  build  in  a  restricted  quarter  where  there 
are  no  other  industries. 

"The  building  of  steel  and  tapestry  brick  is 
architecturally  meritorious  and  contains  ample 
space  for  many  new  units  of  the  patented 
machinery  with  which  we  sew,  cut,  wind  and 
pack  WRIGHT'S  Bias  Tapes.  With  all  these 
new  facilities  at  our  disposal  we  hope  to  be 
able  to  keep  up  with  1922  orders  as  they 
come  in. 

"This  new  factory  is  the  expression  of  our 
firm  belief  that  women  are  doing  more  and 
more  home  sewing  every  year,  and  that  they 
are  going  to  buy  more  and  more  of  all  those 
helps  and  conveniences  which  make  the  labor 
of  sewing  easier  and  improve  the  quality  of 
the  work." 

Send  for  Color  Card  of 


Showing  our  full  line  of  fast  colored  percales,   also  Wright's 

E-Z-Trim.     You  will  find  this  card  to  be  a  great  convenience 

in    making    up    your   orders.  It   shows    our    12    plain    and    6 

si  lipid   colors   of   Tape   and   6  colors   of   E-Z-Trim. 


m 


Something    new    and    useful     for     the     Notion     Department. 
Sample  card   showing  colors  sent  on  request. 

WM.  E.  WRIGHT  &  SONS  COMPANY 


Manufacturers 

350-370  Scotland 
Road 

Orange,  N.J. 


WRIGHT'S 
BIAS  FOLD  TAPE 

It  turns  itself 


SJ 


InU.  S.Pat.  Off 


Now  as  Never  Before — 

You  Need  Sound 
Financial     Information 

THERE   never   was   a   time   when 
business  merchants  needed  sound, 
sane,  financial  knowledge  of  com- 
mercial happenings  on  which  to  base 
present  and  future  investments  as  they 
do  right  now. 

For  your  business  profits  are  not  real 
profits  until  you  have  them  safely  in- 
vested in  reliable  securities. 

Why  not  invest  profits  from  your 
shop  and  the  coupons  from  your  Vic- 
tory Bonds  in  genuine  securities,  news 
of  which  you  will  find  every  week  in 
THE  FINANCIAL  POST  Investors: 
Enquiry  Service,  a  feature  for  sub- 
scribers which  will  give  you  the  benefit 
of  investigators  in  all  the  big  financial 
centres?  This  service  is  just  as  if  you 
paid  a  man  $10,000  a  year  to  be  your 
own  personal  investigator  in  Toronto, 
Montreal,  Winnipeg — in  fact,  every 
city  in  the  Dominion. 

But  you  cannot  hire  the  services  of 
this  staff — you  get  them  free  with  a 
subscription  to  THE  FINANCIAL 
POST,  through  this  splendid  Investors' 
Enquiry  Service,  which  is  free  to  all 
readers. 

But  that  is  not  the  only  thing — this 
commercial  newspaper  gives  you  the 
financial,  industrial,  banking  news  of 
the  country  in  convenient  readable 
form — just  the  data  you  need  for  your 
business — just  the  facts  you  need  for 
your  investments — in  fact,  a  splendid 
partner  of  the  ambitious  merchant. 

When  8,425  merchants,  business 
executives,  bankers,  lawyers  find  in 
THE  FINANCIAL  POST  the  verv 
facts  which  will  help  them  in  their 
business,  will  you  not  find  a  weekly 
reading  of  its  pages  very  beneficial? 

THE   FINANCIAL   POST 

143-153  University  Ave.,  Toronto,  Ont. 


.192 


THE  FINANCIAL  POST, 

143-153  University  Ave.,  Toronto. 
On   the   understanding   that   THE   FINAN- 
CIAL POST  contains  just  the  facts  I  need  for 
safe  investment  of  profit,  you  may  send  me  a 
recent  issue. 


Name  .  . 
Address 
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Brighten  Your   Windows 

With  our  High  Class 

Wax  Mannequins 

They  give  life  to  your  Displays 


Besides  our  own  make  in  WAX 
BUSTS  we  have  a  large  stock  of  the 
CELEBRATED  FRENCH  MANNE- 
QUINS. Visit  our  showrooms  when 
in  our  city  and  choose  a  selection  of 
WOMEN'S,  CHILDREN'S  and  MEN'S 
WAX    MANNEQUINS. 


Delfosse    &    Company 

247-249   Craig  St.  W. 
Montreal 


Jeanne — No.  1011 

Our  Mannequins  are  Cast  from 

Live  Models 


Call  us  by  Longdistance 
for    immediate   Delivery. 


■'         1 

WW 

I 

\  1       W    1 

^^                ■ 

W  m 

■ 

Marie— No.   1010 
Made  by   our   French   Artist 


We  will  gladly Jsend 
photos  upon  request. 


Marie— No.  1010A 


Canadian  Wax  Mannequin 


Why  Not  Have  a  Double 
Check  on  all  Sales? 

All  kinds  of  Wire  Cash  and 
Parcel  Carriers  and  Pneu- 
matic Tubes. 

Gipe-Hazard    Store    Service 
Co.,  Limited 

113    Sumach    St.,    Toronto. 
Ont. 


The  merits  of  our  Cash  Carrier  System  should  warrant  your 
careful  consideration.  We  believe  they  will,  and,  too,  that  you 
will  agree  with  us  after  making  an  examination  of  them.  As 
a  beginning  we  would  suggest  that  you  send  for  our  illustrated 
catalogue  which  shows  alll  kinds  of  wire  carriers  for  conveying 
cash,  or  cash  and  parcels.  It  will  be  better,  for  you  to  be  pre- 
pared at  this  time  when  the  season  is  right,  than  it  will  to  be 
sorry  after  the  rush  of  spring  trade  has  set  in.  Then  why  not 
be  prepared? 


1^^   When  Answering  Advertisements  Kindly  Mention  This  Magazine  lilt 
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Swinging  Pendulum  of  the  Ad.  Man 

Unusual  Methods  Will  Bring  Home  The  Bacon  in  1922 — Adver- 
tising Must  Follow  A  New  Track  Without  Being  Yellow — Some 
Methods  Tried  by  F.  R.  MacMillan's  of  Saskatoon— Plan  That 

Brought  Good  Results 

Written    By   James    Burt    Malette,    Advertising    Manager    for    F.    'R.    MacMillan    Ltd.,    Saskatoon,    Western 
Canada  Member  International   Board  ABA 


THROUGHOUT  the  thoroughfares 
of  the  commercial  world  the  word 
has  been  flashed,  "Unusual  meth- 
ods will  bring  home  the  bacon  in  1922." 
We  see  business  men  reaching  out  for 
new  ways  and  means  to  secure  the  usu- 
al slice  of  progress,  bank  and  financial 
experts  cudgelling  their  brains  for  new 
thoughts.  New  methods  are  being  adopt- 
ed in  factories,  warehouses  and  ex- 
porting establishments,  merchandise 
buyers  are  adopting  new  ideas  in  pur- 
chasing, the  entire  buying  and  merchan- 
dising fraternity  'has  suddenly  awaken- 
ed from  a  deep  slumber  of  easy  money, 
high  prices  and  passive  indifference  to 
costs  and  with  the  advent  of  the  New 
Year  has  gone  to  work  on  a  brand  new 
plane  involving  methods  that  are  as  dis- 
tinctly different  from  those  followed  in 
1920  and  for  the  past  five  preceding 
years  as  midnight  from  midday! 

Advertising     Methods  Behind 

And  while  this  transition  is  taking 
place  what  is  advertising  doing?  Stand- 
ing as  still  as  the  Rock  of  Gibraltar! 
Advertising,  the  much  vaunted  "live 
wire"  of  business,  "The  life  of  the 
Trade"  has  failed  to  change  its  colors 
to  suit  the  surroundings.  I  venture  to 
state  that  it  is  the  one  arm  of  commer- 
cial service  that  has  failed  to  keep  time 
with  the  pendulum.  For  instance, 
glance  over  the  large  daily  papers  of  the 
day — The  New  York  Times,  Philadel- 
phia Public  Ledger,  Boston  Transcript, 
Chicago  Tribune,  Indianapolis  Star,  Los 
Angeles  Times,  Montreal  Star,  any  Tor- 
onto or  Winnipeg  paper  that  you  will, 
and  fire  your  imagination  to  fever  heat, 
you  will  fail  to  find  any  radical  change 
in  the  clothing  of  the  advertising  of  any 
firm  using  the  columns  of  any  of  these 
periodicals!  Strange,  is  it  not,  when 
other  features  and  branches  of  service 
have  altered  so  materially  to  meet  the 
changing    conditions. 

An  old  college  dhum  of  mine  in  Chi- 
cago, advertising  manager  of  one  of  the 
Lake  City's  largest  stores,  does  not  agree 
entirely  with  me  in  what  I  am-  about  to 
set  forth  in  this  article.  There  may  be 
others  who  will  take  another  view  than 
mine  but  the  fact  remains  that  this 
policy  I  enunciate  and  which  I  put  in 
force  in  the  store  I  am  at  present  asso- 
ciated with  has  brought  generous  re- 
turns from  every  dollar  expended  in  its 
propagation. 

A  Brand  New  Style 

Let  sis  take  F.  R.  MacMillan's  as  an 

example.     This      store    was      doing    the 

largest  business  in  Central  or  Northe  n 

Saskatchewan  in  the  Spring  of  1920  and 


indicaticns  pointed  to  a  bumper  crop, 
liberal  credits  and  easV  money  in  the 
Fall. 

September  arrived  and  with  it  the  sad 
tidings  that  Northern  Saskatchewan's 
crop  would  fall  far  sho:-t  of  expecta- 
tions. We  held  a  council  and  after  re- 
viewing market  reports  and  special  in- 
formation that  we  fortunately  had  at 
our  disposal  agreed  that  the  time  had 
come  when  strenuous  measures  must  be 
adopted  to  meet  a  condition  that  as  yet 
we  had  never  been  called  upon  to  face. 
The  first  thing  was  to  pare  buying  ap- 
propriations as  much  as  possible,  giving 
due  regard  for  "wanted"  lines,  sizes, 
etc.,  in  staples.  In  some  instances  or- 
ders for  goods  totalling  some  $80,000 
were  cut  33  1-3  %.  We  made  sure  we 
could  do  this  and  still  lose  no  business. 
The  next  thing  in  order  was  to  adopt 
methods  that  would  be  noticed  by  the 
public  and  the  first  two  things  to  be 
called  up  on  the  carpet  were  advertising 
and  windows.  Formerly  our  windows 
and  advertising  had  been  conducted 
along  lines  calculated  to  raise  the  pres- 
tige of  the  establishment  and  the  pres- 
tige had  been  secured  by  such  methods 
but  the  point  then  was  how  to  alter  our 
scheme  of  things  so  that  we  might  re- 
tain this  good  standing  and  in  addition 
force  business  frcm  exhausted  purses! 

A  New  Plan 

I  held  a  special  consultation  with  our 
display  manager  and  he  agreed  with  the 
principle  of  "Reverse  English,"  that  is 
to  say,  place  quantity  in  the  windows 
and  the  reverse  in  the  press.  To  illus- 
trate. We  had  a  great  sale  of  towels, 
5,000  pairs  of  various  sorts.  In  the  win- 
dow he  showed  a  complete  bathroom 
ou.fit,  bowl,  seat,  bathtub,  towel  racks, 
etc.  And  the  window  was  literally  alive 
wtih  towels  hundreds  of  them,  not 
thrown  in,  but  tastefully  arranged.  It 
would  be  impossible  for  anyone  even 
across  the  street  to  pass  the  building 
without  gaining  the  knowledge  that 
there  was  a  huge  sale  of  towels  on  foot. 
In  the  advertisement,  (we  use  two  pages 
each  day)  was  a  half  page  devoted  to 
nothing  save  towels.  The  display  used 
was  liberal,  type  large  and  plenty  of 
towel  illustrations  were  employed  and 
although  jt  created  a  sensation  it  did 
not  smack  of  the  spectacular  in  any 
sense.  But  it  did  allow  the  public  the 
impression  that  we  were  doing  some- 
thing out  of  the  ordinary.  Results  from 
this  initial  move  were  immensely  grati- 
fying to  all  of  us.  The  balance  of  the 
page  was  taken  up  by  two  departments 
and  each  used  but  two  items.  Here  we 
have  a   total   of  five   sales  on  one  page 


that  produced  results  fully  50%  in  ex- 
cess of  any  previous  sale  day  of  a  simi- 
lar character  in  our  history! 

Must  Have  Features 

I  am  decidedly  opposed  to  crowding 
newspaper  advertising  irrespective  of 
what  reputation  the  firm  enjoys.  A 
page  devoid  of  features  from  day  to  day 
will  never  gain  adherents  to  the  firm's 
line  of  patronage  and,  after  all,  this  is 
one  of  the  purposes  of  every  advertise- 
ment. Net  merely  to  secure  "repeat" 
orders,  but  to  sell  in  new  fields,  to  catch 
the  eye  of  the  occasional  "ad"  reader  as 
well  as  the  woman  or  the  man  who 
make  a  business  of  studying  your  store's 
publicity.  It  is  new  friends  we  want  as 
well  as  the  continued  business  of  old 
ones. 

Another  Plan  that  Worked 
Along  in  the  earlier  portion  of  1921 
we  tried  another  tack.  We  began  ex- 
ploiting one  department  per  day.  That 
is  to  say  give  up  a  full  page  to  the  offer- 
ings of  one  department.  But  the  de- 
partment securing  the  day's  space  must 
find  enough  "meat"  to  feed  the  readers 
else  the  page  was  "auctioned  off"  to  the 
highest  department  bidder.  We  found 
this  method  just  as  successful  as  the 
first  and  before  long  became  aware  of 
the  fact  that  the  general  public  were 
beginning  to  ask,  "What  will  MacMillans 
do  next?"  The  element  of  surprise  was 
apparent.  We  knew  that  we  had  the 
confidence  of  the  public  begotten  by 
years  of  real  honest  dealing  (not  fan- 
cied) and  in  each  case  when  some  sen- 
sational happening  was  on  the  tapis,  the 
public  came  to  know  that  the  particular 
sale  was  a  real  event  offering  intrinsic 
worth.  And  never  once  did  we  fail 
them! 

The  next  move  for  publicity  (note  that 
we  were  getting  a  large  share  of  general 
publicity  as  well  as  immense  direct  re- 
sults) was  in  the  form  of  a  "Value  Quar- 
tette"— I  dub  this  such,  though  we  did 
not  use  the  term  in  our  advertising. 
This  consisted  in  giving  up  the  page  on 
alternate  days  to  four  departments 
and  these  departments  could  use 
but  two  items  in  a  given  space. 
This  occurred  on  Monday  night,  Wednes- 
day night  and  Friday  night.  On  Tues- 
days, Thursdays  and  Saturdays  compos- 
ite advertisements  appeared.  This  went 
over   pust   as   large   as   life.  , 

Don't  Neglect  Departments 

There   are   many  merchants  who   will 

interrupt   here    with    the    exclamation — 

"The  other  depts.  do  not  get  a  chance  in 

any  of  these  plans."  But  they  do!     We 

(Continued  on  page  107) 
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Unique  Method  of  Cutting  Overhead 

Problem  Of  Overhead  Is  Problem  Of  Maintaining  Efficiency  And 

Morale  Of  Sales'  Organizations — Present  Conditions  Survival  Of 

Salesmanship  As  It  Is  Survival  Of  Individual  Businesses — An 

Extra  Week  Of  Holidays  A  Month  Without  Pay 


PUTTING  down  overhead  expenses 
without  striking  at  the  effective- 
ness of  the  sales'  organization  or 
interfering  with  their  morale  is  one  of 
the  problems  being  faced  by  the  retailer 
during  this  year.  It  is  not  the  easiest 
thing  in  the  world  to  do;  yet  most  deal- 
ers recognize  that  it  is  a  year  when 
overhead  has  to  be  reduced  if  the  bal- 
ance sheet  at  the  end  of  the  year  is  to 
show  a  fair  percentage  of  profit  on  the 
year's  business.  There  are  many  ways 
of  reducing  this  overhead.  Not  a  few 
dea'ers  are  scanning  their  premises  to 
see  if  there  are  not  some  waste  spots 
here  and  there  that  might  be  turned  to 
useful  purpose,  such  as  adding  a  couple 
of  new  lines  that  will  bring  profit  with- 
out any  additional,  or  much  additional 
expense  in  the  way  of  a  sales'  staff. 
Some  are  cutting  down  the  salaries  of 
their  staffs,  explaining!  to  them  that 
the  surest  way  ito  get  back  to  normal 
times  is  to  reduce  the  costs  of  produc- 
tion so  that  the  selling  price  may  be  more 
appea'ing  to  the  customer  and  he  will 
come  into  the  market  to  purchase  his 
legitimate  requirements.  One  way  of 
doing  this,  they  say,  is  to  reduce  salar- 
ies commensurate  with  the  lowering 
cost  of  living.  Again,  dealers  who  have 
been  giving  bonuses  are  discontinuing 
them;  or  others  who  have  been  granting 
commissions  on  sales  are  either  reduc- 
ing the  commission  percentage  or  cut- 
ting them  off  altogether.  Some  are  re- 
ducing the  cost  of  an  extravagant  r<" 
livery  service  that  developed  during  the 
very  prosperous  years  of  1919  and  1920; 
others  are  making  the  fatal  mistake  of 
cutting  down  their  advertising  to  such 
an  extent  that  it  is  almost  extinct.  It 
is  safe  to  say  that  this  prob'em  of  over- 
head will  be  one  of  the  outstanding,  if 
not  the  outstanding  problem  of  the  year 
1922. 

Extra  Holidays 
With  the  first  of  the  year,  a  certain 
dealer  known  to  us  decided  to  confront 
this  problem,  keeping  in  view  the  desir- 
ability of  maintaining  the  efficiency  of 
his  sales'  force  as  well  as  the  personnel. 
He  did  not  want  to  cut  salaries;  he  did 
not  care  to  dismiss  any  of  the  members 
of  his  organization  because,  natural' y. 
he  believed  h  to  be  a  good  one,  built  up 
with  extreme  care.  At  the  same  time, 
he  felt  that  something  had  to  be  done 
to  cut  down  overhead  and  he  knew  that 
the  members  of  the  sales'  force  would 
listen  to  reasonable  propositions  and 
would  assist  in  every  possible  way  to 
meet  an  outstanding  problem  of  the 
year. 

The  head  of  this  firm  believes  that  the 
most  successful  way  to  get  af  a  proVem 
is  to  come  to  close  grips  with  it. 


He,  therefore,  called  the  members  of 
the  sales'  force  together  in  conference. 
He  talked  to  them.  He  told  them  he 
had  always  felt  kindly  disposed  toward 
every  member  of  the  staff.  He  said  it 
was  obvious  to  all  of  them  that  business 
was  much  harder  to  get  at  the  present 
time  than  it  had  been  during  the  pros- 
perous years  of  a  coup'e  of  years  ago. 
Reducing  overhead,  he  said,  was  one  of 
the  big  problems  and,  naturally,  they 
were  looking  to  him  to  meet  this  res- 
ponsibility and  wondering  in  what  way 
he  would  meet  it. 

They  Must  Share  It 

He  wanted  to  make  the  point  a  strong 
one,  however,  that  they  must  help  face 
this  responsibility  as  well  as  he.  Busi- 
ness could  not  be  conducted  as  it  had 
been  during  the  years  1918-19-20.  If  it 
were,  they  must  go  under.  Such  meth- 
ods had  to  be  gotten  away  from.  Busi- 
ness to-day  was  the  survival  of  the  fit- 
test. It  was  not  only  the  survival  of 
the  fittest  for  firms  but  for  salesmen 
as  well.  He  told  the  members  of  the 
staff  that  he  received  frequent  tele- 
phone calls  from  people  who  wanted 
their  jobs  and  who  would  take  them  at 
a  smaller  salary  than  he  was  giving 
them.  This,  he  did  not  want  to  do;  but 
he  still  pointed  out  that  overhead  had 
to  be  reduced.  It  was  either  a  case  of 
reducing  the  staff  by  dismissals  or  com- 
ing to  some  arrangement  whereby  the 
present  staff  could  be  maintained  on  the 
same  standard  of  wages. 

How  it  Was  Done 

Not  only  the  head  of  the  firm,  but 
every  member  of  the  staff  was  anxious 
to  maintain  the  personnel  of  the  sales' 
organization.  Dismissals  are  disorgan- 
izing and  demoralizing.  An  atmosphere 
of  uncertainty,  of  "what's  coming  next." 
is  created.  A  nervousness  creeps  into 
the  work  of  the  organization  that  is 
harmful  and  may  lead  to  disaster.  This 
must  be  avoided. 

The  arrangement  arrived  at  satisfied 
all  the  members  of  the  staff.  It  was 
arranged  that  every  member  of  the  staff 
should  have  a  week's  ho'nday  for  each 
of  the  three  months  of  January,  Feb- 
ruary and  March.  The  schedule  was  ar- 
ranged in  such  a  way  that  seasonal  de- 
partments were  not  handicapped  by  an 
inadequate  staff.  Of  course,  these  holi- 
days— unlike  the  regular  summer  holi- 
days— were  without  pay. 

By  this  method,  the  firm  is  able  to 
cut  down  its  overhead  expenses  on  sal- 
aries a  good  deal  during  the  year.  It 
represents  a  considerable  saving  where 
there  is  a  store  with  many  departments 


in  it.  At  the  same  time,  the  sales'  or- 
ganization is  entirely  satisfied  with 
this  method.  And  that  is  a  good  deal 
to  be  thought  of  these  days.  They  not 
only  feel  that  they  are  doing  something 
to  help  their  employer  meet  a  perplex- 
ing problem,  but  they  feel  that  they  are 
making  a  slight  sacrifice  that  helps 
another  keep  his  or  her  job  during  the 
twelve  months  of  the  year.  They  are 
getting  a  rest  that  does  not  hurt  them. 
They  put  extra  "ginger"  into  their  ef- 
forts when  they  come  back  from  their 
week's  rest.  The  plan  seems  to  be  a 
good  one  because  it  does  all  that  it  is 
intended  to  do — cuts  down  overhead  and 
maintains  the  efficiency  and  morale  of 
the    entire    sales'   organization. 


BELLEVILLE  MERCHANT 

GENEROUS  TO  CHARITIES 

Bellevike,  Jan.  12— Thomas  Rit- 
chie, a  Belleville  merchant,  who  died 
some  weeks  ago,  left  an  estate  valued 
at  $126,547,  from  which  he  made  un- 
usual.y  large  bequests  to   charity. 

The  sum  of  $40,000  is  given  to  the 
Women's  Christian  Association  to  erect 
a  nurses'  home  in  connection  with  the 
local  hospital,  and  $20,000  to  extend  the 
work  of  the  hospital;  $15,000  to  the 
Children's  Aid  Society;  $10,000  to  Al- 
bert College;  $12,000  to  the  city  for 
playgrounds;  and  $100  each  to  twe.ve 
employes,  and  part  of  the  residue  to  the 
aforementioned   charities. 


SWINGING   PENDULUM 

(Continued   from   page   106.) 

have  proven  beyond  doubt  that  these 
big  special  days  draw  the  crowds!  We 
have  proven  that  when  a  sale  is  in  pro- 
gress in  the  china  shop  that  the  hard- 
ware store  gets  a  large  share  of  the  pat- 
ronage, and  that  a  goodly  portion  sifts 
right  through  the  store.  Then  again 
under  all  these  schemes  each  department 
is  represented  in  the  soiling  plan  at  var- 
ious periods.  It  is  plainly  up  to  a  de- 
partment manager  to  make  his  space 
howl! 

For  the  greater  portion  of  my  adver- 
tising career,  I  have  been  accustomed  to 
publishing,  writing  and  editing  copy 
that  smacked  very  strongly  of  the  con- 
servative. I  am  now  certain  of  this 
fact.  That  the  average  store  of  today 
must  adopt  the  most  strenuous  type  of 
advertising  coupled  with  more  aggressive 
merchandising  in  order  to  tread  water 
until  normal  times  arrive.  The  mere 
circus  type  of  display  will  not  suffice. 
It  is  possible  to  have  an  advertisement 
striking  without  resource  to  the  yellow 
paint  pot!  In  this  case  it  is  plainly  a 
problem  for  the  writer. 


108 


EQUIPMENT    AND    DISPLAY 


Dry  Goods  Review 


Firm  Starts  Educational  Department 

Manchester  Robertson  Allison  Co.  of  St.  John  Inaugurated  New 

Policy  Few  Months  Ago — A  Year's  Course  of  Weekly  Lectures 

on  Salesmanship — No  Interference  With  Internal  Management — 

An  Additional  Feature — A  Forward  Step 


ONE  way  of  cutting  down  overhead 
expenses  in  connection  with  the 
cost  of  selling  is  to  De  saxs  cnat 
salesmen  are  throughly  equipped  sales- 
men and  saleswomen.  And  one  very  ef- 
fective way  to  throughly  equip  the  mem- 
bers of  the  sales  staff  is  to  train  them 
in  the  art  of  salesmanship.  Salesman- 
ship today  is  a  science;  it  is  no  longer 
the  simple  act  of  wrapping  up  a  parcel, 
making  out  a  bill  and  taking  the  custo- 
mer's   money.     Those   days   have   gone. 

And  since  their  passing,  a  number  of 
progressive  firms,  realizing  the  first  im- 
portance of  expert  salesmanship,  have 
undertaken  to  provide  their  sales  staff 
with  courses  in  salesmanship.  Nothing 
but  the  highest  praise  can  be  spoken  for 
this  action  on  the  part  of  a  number  of 
Canadian  firms.  Experience  shows  that 
the  returns  from  such  a  venture  are 
well  worth  while  from  many  angles.  It 
makes  for  better,  happier,  more  profi- 
cient salespeople  and  it  creates  a  team- 
spirit  in  the  organization  that  works  out 
to  the  decided  benefit  of  the  firm  and 
all  who  work  for  it. 

M.  R.  A.  of  St.  John,  N.  B. 

One  of  the  latest  firms  to  fall  in 
line  in  this  respect  is  Manchester  Rob- 
ertson Allison,  Limited,  of  St.  John,  N.B., 
one  of  the  progressive  firms  of  the  east- 
ern section  of  this  country.  Referring 
to  it  to  a  staff  member  of  Dry  Goods 
Review,  Walter  Allison  Stated  that 
they  had  formed  an  educational  depart- 
ment a  few  months  ago  for  the  purpose 
of  giving  better  service  to  their  patrons 
through  a  better  sales  staff.  "We  in- 
augurated a  course  of  lessons  in  sales- 
manship," he  said,  "which  includes  in- 
struction in  the  better  knowledge  of 
goods  which  we  sell,  treatment  of  cus- 
tomers, general  deportment,  and  every- 
thing else  that  goes  to  make  for  better 
service  to  our  customers  and  more  effi- 
cient salesmanship  on  the  part  of  our 
sales  people. 

A  One  Year's  Course 

"This  particular  method,"  he  contin- 
ued, "adopted  by  the  company,  consists 
of  a  year's  course  of  weekly  lectures  and 
for  the  carrying  out  of  the  scheme 
the  staff  has  been  divided  intj  four 
groups  having  two  leaders  who  are 
generally  department  heads.  The  groups 
are  selected  in  such  a  way  from  the  var- 
ious departments  so  that,  while  they  are 
absent  from  the  department  taking 
the  half-hourlv  weekly  lessons,  there  is 
the  least  possible  weakness  felt  by  their 
respective     departments.         The      whole 


scheme  is  under  the  direction  of  Mr. 
Morrison,  the  store   superintendent. 

"These  lessons  are  held  once  a  week 
from  nine  to  nine-thiirty  in  the  Lunch 
and  Recreation  rooms.  Four  and  five 
days  previous  to  the  date  on  which  a 
special  group  is  to  meet  the  lesson  to 
be  discussed  is  handed  on  mimeographed 
sheets  to  each  member  of  that  group, 
which  gives  each  member  of  the  group 
an  opportunity  for  study  for  several 
days  before  the  meeting  for  the  dis- 
cussion of  it. 

"Saturday  morning  from  nine  to 
nine-thirty  is  reserved  f^.r  a  meeting  of 
the  group  leaders,  eight  in  all,  for  mu- 
tual exchange  of  ideas  tending  to  mak- 
ing them  more  efficient  as  leaders. 

Regular  Meeting  Days 

"The  regular  meeting  days  for  the 
groups  are  Monday,  Tuesday,  Wednesday 
and  Thursday  mornings  from  nine  to 
nine-thirty.  So  far,  all  of  those  partici- 
pating in  these  lessons  are  very  much 
pleased.  The  scheme  has  produced  in- 
creased interest  in  their  work  and  both 
employees  and  the  management  are  well 
satisfied  with  the  progress  made. 

Additional  Features 

"In  addition  to  this  course  of  lectur- 
es, there  are  four  bulletin  boards  posted 
in  conspicuous  places  throughout  the 
store  on  which  is  posted  each  week  some 
photos  of  actual  scenes  of  incidents 
in  store  selling,  which  are  very  much 
more  illuminating  in  pressing  home  an 
effective  point  in  salesmanship  than  any 
printed  matter  would  be. 

"This  bulletin  board  also  contains  a 
hint  sometimes  as  to  deportment  such 
as  'Smile  and  keep  smiling'  and  such 
trite  phrases.  Also  a  space  on  the 
board  is  devoted  to  a  description  of  some 
popular  textile  showing  a  sample  of  it 
and  a  brief  history  of  its  origin,  name, 
uses  and  probable  weakness  and  strong- 
points.  Also  another  paragraph  describ- 
ing the  photo  incident. 

Public  May   See  Them 

"These  are  on  view  to  the  public  as 
well  as  to  the  staff  and  tend  towards  a 
better  mutual  understanding  on  the  part 
of  the  salespeople  and  customers  by 
creating  a  more  sympathetic  feeling 
between  these  two  very  important  fact- 
ors in  the  selling  of  merchandise,  an  1 
incidentally,  by  being  in  plain  view  of 
the  public,  generally  suggest  to  our  cus- 
tomers that  we  are  striving  always  to 
give  them  better  service,  the  moral  effect 
of  which  is  more  far-reaching  than  is 
generally  realized. 


"There  is  no  doubt  in  our  minds  but 
that  this  is  a  decided  forward  step  of 
great  benefit  and  will  make  for  effici- 
ency in  the  future  which  will  be  greatly 
appreciated  as  the  time  goes  on." 


INCREASE  SALES 

Continued  from  page  89 
the  figure  without  corsets.  This  is  a  step 
further  than  most  fitters  have  taken  so 
far.  The  general  rule  is  to  allow  two 
inches  more  than  the  tape  measures  over 
the  corsets.  This  woman  declares  that  ?f 
the  corset  which  the  customer  is  wear- 
ing does  not  fit,  :t  hardly  can  be  expect- 
ed that  measurement  taken  ovor  such  a 
corset  will  be  correct.  Probably  the 
diaphragm  or  the  hips  arc  drawn  in  out 
of  all  proportion  in  the  corset  which  the 
customer  is  wearing  and  in  that  case 
it  is  very  hard  to  convinc;:  some  people 
that  a  measurement  allowing-  for  such  is 
correct. 

Many  stores  in  Canada  have  not  as 
yet  placed  fitting  rooms  in  their  corset 
departments  and  in  these  stores  it  would 
be  almost  impossible  to  fit  in  the  way  de- 
scribed. It  is  surprising,  however,  to  see 
the  number  of  stores  which  are  adding 
fitting  rooms  and  are  taking  particular 
pride  in  the  fact  that  one  or  more  of 
their  salesgirls  are  trained  fitters. 

The  Turnbull  store  of  Peterboro  has 
a  scheme  which  might  be  tried  out  in 
smaller  stores,  where  there  is  not  suf- 
ficient room  or  business  to  go  to  the  ex- 
pense of  a  special  fitting  room.  This 
store  has  placed  its  corset  department 
next  to  its  ready-to-wear.  The  same  fit- 
ting rooms  are  used  for  both.  This 
sometimes  gives  an  unexpected  corset 
sale  as  well,  because  when  women  realize 
that  a  prospective  gcwn  doesn't  look  its 
best  over  the  corset  which  they  are  wear- 
ing, they  often  decide  to  be  fitted  for  a 
new  corset  at  the  same  time. 


No  less  a  personage  than  Miss  Cecil 
Leitch,  English  golf  champion,  has  paid 
a  tribute  'o  the  sports  costumes  of  Can- 
adian women.  "It'  was  a  most  attract- 
ive Sight  to  see  dozens  of  women  in 
white  skirts  and  thin  sweaters  (or 
jumpers,  as  we  call  them)  with  the  turn- 
ed down  collar  and  turned  back  cuffs  of 
a  light  blouse  and  a  narrow  waist  belt 
completing  a  truly  becoming  outfit," 
was  her  comment.  Miss  Leitch  is  of 
the  opinion  that  there  is  a  golden  op- 
portunity awaiting  a  "woman  golfers" 
outfitter  in  America,  since  the  game  i* 
becoming   so    popular   with   women. 
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QUEBEC   TRAPPERS 

(Continued  from  page  95.) 
that  the  headwear  for  girls  is  stocked 
to  age  15  only,  while  that  for  boys  is 
carried  right  through  to  adult  sizes.  An 
effort  is  made  to  specialize  in  a  few  good 
lines  only  and  the  tastes  of  customers 
are  consulted  when  each  season's  stocks 
are  being  ordered,  so  that  no  dead  stock 
accumulates.  The  country  people  pre- 
fer conservative  headwe'ar  which  will  not 
go  out  of  style  rapidly,  and  they  firmly 
believe  that  the  best  merchandise  is  the 
cheapest  in  the  long  run.  Usually  when 
this  store  has  sold  a  hat  to  a  customer, 
whether  for  a  b:y  or  girl  or  grown 
member  of  the  family,  it  can  always 
count  upon  getting  the  trade  of  the 
rest  of  the  household.  Care  is  taken  to 
show  real  interest  in  the  purchase,  to  sell 
just  the  right  hat  at  the  right  price,  en- 
suring satisfaction  to  the  customer  be- 
fore clinching  the  sale.  This  policy  ap- 
peals strongly  to  the  thrifty  habitant 
and  in  consequence  every  man,  woman 
and  child  for  twenty-five  miles  around 
the  town  has  at  some  time  or  other  worn 
a   Lanoix  hat. 

There  is  no  call  whatever  for  inferior 
qualities  in  either  hats  or  furs  in  the 
Lanoix  business  and  customers  seem  to 
examine  goods  for  their  quality  alone. 
It  is  an  established  rule  to  tell  the  cus- 
tomer exactly  what  they  are  getting, 
and  in  the  case  of  dyed  pelts  infinite 
pains  are  taken  to  explain  the  exact 
difference  between  electric  Chapel-dyed 
or  French  seal  as  compared  with  Hud- 
son seal.  Likewise  an  effort  is  made  to 
reproduce  all  the  smart  and  new  styles 
in  garments  and  neckpieces  each  sea- 
son and  no  attempt  is  nvade  to  foist  off 
old  stuff  just  because  the  purchaser  is 
a  country  woman  who  is  not  informed 
as  to  what  styles  are  correct. 

Fine  Furs  Chosen  Personally 

According  to  Mr.  Durocher  the  big- 
gest demand  is  for  Hudson  seal,  Per- 
sian lamb  and  raccoon  coats  this  sea- 
son and  owing  to  the  fact  that  he  pur- 
chases the  pelts  from  the  trapper  per- 
sonally in  most  eases  and  has  the  rats 
dyed  to  his  own  order,  he  can  turn  out 
a  smart  coat  at  a  considerably  lower 
price  than  it  would  command  in  a  city 
store.  Similarly  he  obtains  his  other 
pelts  at  the  Montreal  auctions  by  per- 
sonal selection  and  although  the  busi- 
ness is  strictly  retail,  the  customers  get 
the  benefit  of  expert  manufacturing. 

No  old  furs  are  ever  accepted  and  the 
repair  work  done  in  slack  seasons  is  still 
another  branch  of  the  splendid  service 
rendered  by  this  small  but  highly  effi- 
cient store.  During  the  spring  months 
customers  bring  back  their  garments  to 
be  stored  until  the  fall  and  thus  the 
store  keeps  in  touch  with  them  all  the 
year  round. 

Uses  the  Movies 

The  best  method  of  publicity  tried  out 
by  the  store  is  that  of  running  an  artis- 
tic colored  slide  at  the  local  movie  thea- 
tre, illustrating  a  magnificent  mink 
wrap,  plentifully  elaborated  with  tails 
and  heads.  This  garment  which  is  ac- 
tually  reproduced    in    the    store's    range 


of  styles,  proves  a  good  inducement 
round  holiday  times  to  customers.  At 
other  times  of  the  year,  slides  showing- 
new  felt  or  straw  hats  are  shown  over 
the  firm's   name. 

A  Rendez-Vous  for  Tourists 

Of  late  years  tourist  trade  has  be- 
come quite  a  specialized  line  with  the 
Lanoix  store,,  and  it  is  by  no  means  un- 
usual to  have  a  dusty  motor  draw  up  on 
a  hot  July  day,  at  the  front  door,  while 
an  American  voice  enquires  if  this  is  the 
store  where  they  make  fur  coats  right 
on  the  premises.  Motorists  passing- 
through  St.  Hyacinthe  from  Quebec  to 
Montreal  rarely  omit  a  visit  to  this 
busy  establishment  and  still  less  rarely 
forget  to  leave  an  order  for  some  fur 
which  is  peculiarly  Canadian  in  nature. 

Thus  the  native  pelts  including  musk- 
rat,  beaver,  fox,  etc.,  are  handed  over 
to  the  visitor  who  is  able  to  take  a  con- 
siderable quantity  of  raw  skins  through 
to  the  United  States  without  paying- 
duty. 

Although  the  equipment  of  the  little 
siore  is  modern  in  appearance  and  a  If 
quate  for  the  needs  and  character  of  the 
business,  yet  there  is,  nevertheless,  a 
quaint  old-world  atmosphere  about  it, 
possibly  due  to  the  fact  that  there  is 
scarcely  an  inch  of  empty  space  over- 
head or  along  the  walls  where  pelts  or 
furs  are  not  hung.  The  chief  thing  no- 
ticeable to  the  stranger  in  connection 
with  the  store  is  the  fact  that  this  very 
atmosphere  or  character  is  not  striven 
after,  not  affected,  but  is  essentially  a 
part  of  the  very  genuine  and  honest 
foundation  upon  which  the  business  has 
been  built  up. 


CANADIAN   WOMEN 

(Continued  from  page  94.) 
Chokers   Will   Ba   Doub  e-furred 

Most  of  the  chokers  being  made  for 
the  Spring,  are  not  lined  on  the  inside 
as  they  were  last  year.  The  brown  furs 
will  be  used  for  the  most  part.  Mink  will 
be  good  but  copper  sable  or  stone  marten 
will  be  better  still.  When  the  latter  fur 
is  dyed  it  looks  so  unlike  the  natural 
fur  that  few  people  realize  the  close  con- 
nection between  the  Canadian  Marten  and 
the  Russian  one.  There  is  such  a  differ- 
ence between  the  cost  of  the  little  ani- 
mal commercially  called  the  copper  sable 
or  the  Hudson  sable  and  the  extravagant 
Russian  sable,  that  they  do  not  realize 
they  are  both  of  the  marten  family  only 
brought  up  in  different  countries.  The 
two  animals  are  about  the  same  shade 
of  brown  and  their  dark  marking  is  very 
similar.  The  Russian  one  has  light  grey 
hairs  sprinkled  throughout,  which  is  the 
only  real  mark  of  distinction  to  the  am- 
ateur. They  are  very  nearly  of  a  size. 
The  fur  of  the  Canadian  marten  is  not 
always  as  silky  in  quality  as  the  other 
but  there  are  some  skins  just  as  soft  as 
the  genuine  ones  from  Russia. 

Seal   Dyed  in  Canada 

When  the  first  vogue  for  Hudson  seal 
reached  Canada,  furriers  used  to*  ship 
the  real  skins  to  Europe  to  be  dyed. 
Many  of  them  were  done  in  England. 
Then  the  United  States  received  most  of 
them.  For  the  last  three  years,  much  of 
the  dyeing  has  been  done  here.  One 
furrier  is  willing  to  go  so  far  as  to  say 
that  those  dyed  in  Canada  are  even  bet- 
ter than  those  which  come  from  Europe 
or  the   United   States. 


Corsets  and  underwear  of  -pastel  colorings  formed  a  dainty  display  in  one 

of  the  smaller  windows  of  the  Bryson-Graham  store  of  Ottawa  recently. 

Window  arranged  by  Fred  Ashfield,  Display  Manager. 
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HIGH  GRADE 

Display  Forms   and  Fixtures 

NEW  WAIST  FORMS 


Illustrated  herewith — enamel  and  White  Jersey 
Cloth.  New  Narrow  shoulder,  mounted  on 
heavy  round  metal  base,  highly  polished  and 
finished  in  any  color  desired. 

Our  goods  are  guaranteed  and  are  being  used 
by  stores  from  Coast  to  Coast. 

Prepare  NOW  to  dress  up  for  Easter 

Dale  Wax  Figure  Co.,  Limited 

Canada's  Leading  Manufacturers  of 

Store    Display    Fixtures    and   Form    Rac\s    and 

Hangers. 

86  York  Street,  -:-  TORONTO 

Made  in  Canada 

Waist    Form   No.    177   E/N  MONTREAL  WINNIPEG 

AGENTS       P.  R.  Munro  O'Brien,   Allen  &   Company 

259  Bleary   St.  Phoenix  Block 

VANCOUVER      E.  R.  Bollert  &  Son      501  Mercantile  Bldg. 


WALKER   MEDIUM    PRICED    FIXTURES 


No.  70  D-2 


71-GH 


72SGG 


73  S 


No.  70  Shelf 


Combination  of  50"  long,  26"  wide,  7'  high  sections.     Center  units  for  Shirts,  Underwear,  Skirts, 

Gloves,  Hose,  Collars  and  Sundries. 


Show  Cases, 

Wall  Cases, 

Counters, 

Tables 

and 

Shelving 


Are  your  fixtures  worthy  of  the 
wares  you  display?  Our  name 
in  fixtures  means  durability  and 
attractiveness  with  moderate  ex- 
pense. 


Your  Store 
Attracts  or 
Detracts  by 
the  Quality 
of  its 
Fixtures 


THE  WALKER  BIN  &  STORE  FIXTURE  CO.,  LTD. 

KITCHENER,  ONTARIO 
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Cabl 


e  users  can  now 


benefit  by  automatic  desk  advantages 

THE  new  cable  desk  pictured  above  is  a  worthy  companion  of 
the  automatic  tube  desk,  which  is  making  such  records  for 
lower  expenses  and  better  service. 

Consecutive  handling  and  even  distribution  of  carriers  is 
the  secret  of  the  new  desk.  Cash  and  charge  carriers  come  to 
the  cashiers  and  authorizers  on  a  swiftly  moving  belt,  the  charge 
carriers  being  distinguished  by  their  color.  Every  operator 
picks  up  the  carriers  in  the  order  in  which  they  arrive  in  the  desk. 

Under  this  new  plan  every  customer  is  served  in  turn  and  all 
receive  prompt  service  regardless  of  the  kind  of  sale  or  the  section 
where  the  purchase  is  made. 

The  work  is  made  easier  for  the  operators,  as  the  cash  or 
charge  boxes  are  always  within  reach  and  are  conveniently 
despatched  over  the  return  tracks  which  are  grouped  in  the  center 
of  the  station.  This  ease  of  operation  together  with  the  equal  dis- 
tribution of  work  among  the  operators  enables  the  business  of  a 
store  to  be  handled  with  fewer  cashiers  and  authorizers  than 
where  the  older  types  of  central  desk  are  used. 

It  will  pay  you  to  investigate.  Upon  request  we  shall  be  glad 
to  show  you  how  this  new  desk  will  benefit  you. 


THE  LAMSON  COMPANY 


oronto     — 


136  Simcoe  Street 


Vancouver,  B.C. 


603  Hastings  St 


Lamson  »»aS>  Service 


Flexibility        Economy 
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Plan  Easter 

Improvements  NOW 

"Do  Appearances  Count" 

Our  catalogue  will  help  you 
with  your  display  problems. 

Send  for  copy. 


g  w 
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CLATWORTHY  &  SON,  LIMITED 


London,  England 

Established  1896 


Toronto,  Canada 

Incorporated  1908 


REPRESENTATIVES 


Vancouver.    B.    C. — J.   S.    Maxwell   &    Co.,   Mercantile   Bldg.      Halifax,    N.    S.— D.    A     Gorrie     Box    273 
Montreal.    Que.-  E.    O.    Barette    &   Co.,    301    St.    James   St.      Quebec^Nap.    Debigare     205    Rue   des"  Fosses 
Travelling    Western    Representative — S.   J.    Barley. 


Our    Latest 

Lady 

In  Wax 

No.   3 
Special 


We  now  have  at 
our  show  rooms 
an  ex-position  of 
wax.  We  invite 
all  to   inspect    it. 


J.  R.  Palmenberg's  Sons  Inc. 

63-65  West  36th  Street,  New  York 

CHICAGO  BOSTON  BALTIMORE 


Could  you  retire  in  20  years? 

Perhaps  you  don't  want  to — but  all  the  same  it  is 
a  very  pleasant  feeling  to  have  enough  gilt-edged 
securities  tucked  away  that  if  business  does  get 
troublesome  you  haven't  the  slightest  worry. 

The  big  point  is  this — profit  is  not  profit  until  it 
is  safely  invested  and  bearing  interest.  There  is  so 
much  of  the  average  merchant's  earnings  that  are 
frittered  away  in  non-essentials,  when  he  might 
create  an  estate  separate  from  his  business  load. 

THE  FINANCIAL  POST  points   the  way  to  »afe, 
sane   investment   in   sound   securities.     Through    the- 
Investors'    Enquiry     Service     you    get    the    bed-rock 
facts   behind   any   and   all   investments.     Before   you 
buy — write. 

The  $5.00  invested  in  THE  FINANCIAL  POST 
service  for  a  year  will  mean  hundreds  of  dollars  to 
you,  if  you  follow  the  hints,  tips  and  suggestions  in 
the  investment  of  your  profits.  When  so  many  mer- 
chants have  found  its  pages  valuable  to  them,  will 
you  not  fill  in  the  coupon  and  find  out  for  yourself 
just  how  valuable  THE  FINANCIAL  POST  can  be 
to  you? 


.1983 


THE    FINANCIAL    POST. 
143   University   Ave., 

Toronto,    Ont.  

On  the  understanding  that  THE  FINANCIAL  POST  holds 
just  the  facts  I  need  for  safe  investment,  you  may  send 
me  a  recent  issue.  If  I  decide  not  to  take  it,  I  will  write 
you  within  five  days — otherwise  you  may  bill  me  for  $6, 
subscription    price    for    one    year. 


Name 


Address 
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Jyoff/iS  ike  Kme  £o  Sell 

Linoleum  Rugs' 

Put  Your  Stock  in  Order  Early 

EACH  year  brings  an  increased  demand  for  Linoleum  Rugs. 
They  appeal  to  women  as  a  most  sensible,  clean,  attrac- 
tive floor-covering,  and  new  buyers  are  in  the  market  whom  you 
can  easily  secure  if  you  solicit  their  trade. 

PLAN  ON  BIG  SALES 

and  You  Will  Make  Them 

Order  a  good  supply  of  DOMINION  LINOLEUM  RUGS  NOW, 

from  your  jobber.      The   new   patterns  are  ready  in   all  sizes. 

Think  of  what  our  full  page  color  advertisements  mean  to  you 
s*^-  in  interesting  customers  and  link  up  with  our 
&%\      selling  campaign   by  keeping  your  stock  com- 

#^7  ^Hpf  \&l     plete. 


J0I    Order  while  Stocks  are  Unbroken 

'•Jijjjg   'ris&r         NOTE:    Write  us  for  window  display  material,  newspaper 
***JgJ™&y'  electros  and  booklet  for  distribution.     They  are  free. 
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Helping  Sale  of  Floor  Coverings 

Promise  of  Good  Year  for  Those  Who  Specialize  on  This  Trade — 

National  Advertising  Stressing  Sanitary  Features  Has  Helped — 

Extensive  Assortment — Attractive  Display — Choosing  Customers 

— Marking  of  Goods — Advertising  Merchandise 


AT  THE  REQUEST  of  Dry  Goods 
Review  a  representative  of  one  of 
the  foremost  Canadian  companies 
manufacturing  oilcloth  and  allied  pro- 
ducts has  very  kindly  furnished  the  fol- 
lowing; statement  regarding;  conditions 
in  this  industry,  for  the  benefit  of  the 
readers  of  this  journal. 

"1922   Promises  to  be  a  Good 

Year  for  Linoleums '  / 

That  the  present  year  will  be  an  ex- 
cellent one  for  merchants  who  special-  \ 
ize  in  the  sale  of  linoleum,  oilcloth  and  ' 
similar  floor  coverings  is  assured  for 
several  definite  reasons: — First,  prices 
are  much  more  attractive  now,  having 
been  reduced  materially  within  the  past 
twelve  months;  in  some  instances  the 
reductions  amount  to  35%  and  even 
more,  and  the  declines  are  marked  all 
round.  Argument  regarding  the  value 
of  price  reduction  would  be  idle,  so  that 
the  trade  may  here  seize  upon  one  of 
the  very  best  arguments  in  planning 
forward   sales. 

Second,  the  array  of  new  designs  for 
the  coming  season  is  very  extensive  in 
both  linoleums  and  floor  oilcloth,  and  in 
rugs  of  both  materials  there  are  changes 
and  additions  which  permit  every  mer- 
chant and  firm  to  add  to  their  selections 
goods  that  will  appeal  to  customers' 
tastes.  These  new  creations  come  at  no 
advance  in  price  and  are  subject  to  the 
same  reduced  costs  applying  to  the 
standardized   patterns. 

National  Advertising  Helps 

A  decidedly  increased  demand  for 
these  sanitary  floor  coverings  has  been 
manifested  in  recent  years,  and  partic- 
ularly within  the  last  few,  owing  to  ed- 
ucational advertising  which  is  being  ex- 
tensively conducted  in  national  cam- 
paigns. The  good  sense  of  the  modern 
housewife  has  been  appealed  to  by  the 
logical  arguments  used  in  outlining  the 
advantages  of  linoleum  and  oilcloth. 
Modern  homes,  to  be  healthful,  must  be 
fitted  with  sanitary,  cleanable  floor 
coverings  and  no  floors  are  more  ideal 
in  this  respect  than  those  of  these  mat- 
erials, and  few  can  claim  as  much. 
In  addition  to  this,  as  every  person 
knows,  these  coverings  are  attractive,  in 
good  taste  for  all  rooms,  durable  and 
easily  cleaned. 

Enough  has  therefore  been  said  in  the 
outline  above  to  afford  the  studious  mer- 
chant several  excellent  selling  points. 
But  matters  are  made  easier  for  him  by 
the  manufacturer  who  issues  sales  helps 
which  are  invaluable  even  to  the  most 
expert  salesman.  Furthermore  the 
makers  will   forward    to    any    merchant 


/ 


Homespun  coverlets  of  the  honeycomb 
weave.  They  are  made  in  Hue  and  tan, 
and  in  black,  brown,  rose,  tan  and  blue 
combined  with  white. — Shown  nY  Ken- 
wood Mills,  Arnprior,  Ontario. 

who  is  handling  such  floor  coverings  the 
new  paper  patterns  for  window  and  in- 
terior display;  very  attractive  four- 
color  process  cards  which  illustrate  the 
coverings  in  use;  laying  instructions  for 
attaching  the  products  to  the  floor;  pat- 
tern books  showing  all  designs;  news- 
paper electros,  etc.  The  wide-awake 
dealer  must  nowadays  avail  himself  of 
all  such  material  helps  in  going  after 
new  business  as  Spring  house  renova- 
tions approach. 

But  after  all,  even  when  advertising  is 
conducted  to  impress  the  consumer  fav- 
orably, results  depend  very  largely  upon 
the  energy  and  initiative  o  fthe  individual 
merchant  and  his  salesmen.  Success  in 
selling  these  products  is,  therefore,  a 
matter  of  pre-determined  programme, 
coupled  with  a  determination  to  carry 
the  program  through.  Here  is  a  speci- 
men programme  which  has  been  worked 
out  by  a  former  retailer  and  should  also 
be  of  service  to  many  others. 

"Plan   for   Developing   a   Floor  Covering 
Trade" 
1.     Carry     an     extensive     assortment. 

What  would  be  extensive  for  one  man 
would    be    inadequate    for    another,    so 


that  each  merchant  would  have  to  de- 
termine for  himself  what  his  stock 
should  be,  keeping  this  in  mind,  how- 
ever, that  most  people  trade  where 
there  is  ample  variety  of  what  they  re- 
quire, for  there  they  feel  surest  or  get- 
ting   the    proper   selection. 

2.  Make  much  of  display.  When  prop- 
erly planned,  a  linoleum  or  oilcloth  dis- 
play is  one  of  the  best  attractions  in 
any  store;  often  it  looks  anything  but 
attractive  owing  to  lack  of  thought  and 
continuous  effort.  Keep  the  department 
in  the  best  of  order  and  arrangement 
during   all    seasons. 

3.  Choose  your  customers.  Something 
new  and  novel  ?  No.  Just  the  careful 
compiling  of  a  good  mailing  list — one 
of  the  most  important  business  sources 
in  every  store.  Then  write  these  pros- 
pects personal  letters,  giving  them  mer- 
chandise news  that  they  will  be  glad  to 
have,  even  if  they  do  not  buy  until 
later.  Better  still,  take  a  book  of  de- 
signs in  your  pocket  and  "go  get  the  or- 
der." 

3.  Mark  Goods  Carefully.  "I  sail 
Blank's  floor  covering  for  $1  a  yard, 
and  it  costs  me  45  cents,"  is  the  sub- 
stance of  a  remark  made  to  the  writer 
by  an  Ontario  merchant  last  year.  That 
is  a  wrong  principle  and  will  fail  sooner 
or  later.  Mark  your  goods  at  a  fair 
advance,  for  people  will  pay  a  fair  price, 
but  do  not  rob  your  customers.  When 
they  learn  that  they  have  been  over- 
charged, they  will  resent  and  cut  you 
cold. 

5.  Show  your  goods  and  advertise 
them.  This  embodies  a  great  deal,  but 
only  what  a  20th  century  merchant 
would  expect  in  his  effort  to  lead  his 
business  community.  Make  straight 
displays  of  linoleum  or  rugs  or  oilcloth 
and  send  for  selling  helps,  for  manufac- 
turers will  gladly  send  these  to  enquir- 
ers. Link  up  the  window  displays  with 
your  newspaper  advertising  and  illus- 
trate your  ads  with  attractive  actual 
pictures.  Let  your  town  or  city  know 
that  you  sell  these  sanitary  floor  cover- 
ings, so  that,  whether  they  buy  to-day  or 
to-morrow  they  win  surely  come  to  you 
when  they  do  buy. 

Now — right  now — is  not  too  early  to 
plan.  It  takes  time,  and  well-laid  plans 
are  the  kind  that  succeed.  Will  your 
sales  be  twice,  three  or  four  times  what 
they  were  last  year?  The  results  are 
in    your    own    hands,    Mr.    Merchant. 


The  Silk  Voile  Mfg.,  Co...  at  Bridge- 
burg,  Orot.,  has  been  forced  to  double 
the  number  of  machines  used  in  the  op- 
eration of  silk  garments.  Fifty  ad- 
ditional girls  have  been  employed  dur- 
ing the  last  few  weeks. 
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Carpet  industry  Feels  Cutting  off  of  Orders 
From  United  States  Which  Came  During  Strike 

Received  Some  Big  Orders  During  The  Eight  Weeks'  Strike 
Across  The  Border — Coming  Vogue  of  Wall  to  Wall  Carpet — 
Few  Ssamless  Looms  in  Canada — Some  Fine  New  Curtainings 
Being  Shown  To  Trade — Canadian  Tapestries  of  Good  Quality 

THE  CARPET  industry  in  this 
country  is  a  little  quiet  fends  last 
few  wests,  which  is  all  the  more 
noticeable  because  of  the  cutting  off  of 
American  orders.  During  the  eight 
and  a  half  months'  strike  of  the  carpet 
factories  in  the  United  States,  Canadian 
factories  received  some  splendid  orders 
from  the  large  retail  firms  on  the  oth- 
er side.  The  cessation  of  the  strike  has 
stopped  these  and  manufacturers  are 
now  forced  to  rely  on  Canada  for  busi- 
ness. 

One  of  the  largest  manufacturers  in 
this  country  says  that  he  thinks  carpet 
makers  have  reason  to  register  a  com- 
plaint against  one  little  difficulty  which 
lies  in  the  path  of  travellers  who  sell  in 
Canada.  He  says  that  this  was  brought 
to  light  more  than  ever  while  orders 
were  coming  in  from  the  United  States. 
It  is  a  commonly  accepted  policy  not  to 
sell  one  pattern  to  more  than  one  house 
in  our  ci'.ies  and  towns.  It  is  actually 
a  fact  that  as  ,a  result  of  this,  there  are 
seldom  more  than  one  hundred  and  fifty 
rugs  in  one  pattern  of  a  fair  grade  Ax- 
minster  or  Wilton,  sold  in  this  country 
in  a  season. 

When  the  four  or  five  colors  in  which 
each  pattern  is  made,  are  taken  into 
consideration,  it  is  easily  seen  that  not 
more  than  five  hundred  rugs  are  sold 
from  coast  to  coast' 

In  the  United  States,  manufacturers 
may  sell  to  as  many  retail  houses  or 
wholesalers  as  they  care  to.  It  is  there- 
fore, not  out  of  the  ordinary  to  see  10,- 
000  rugs  in  one  design  and  one  size 
and  color  sold  in  a  year.  Leaving  the 
comparison  of  the  respective  fields  out 
of  the  question,  there  is  no  reason  why 
fifteen  hundred  or  more  rugs  of  one  de- 
sign should  not  be  sold  in  this  country, 
if  every  store  in  each  town  of  more  than 
four  or  five  thousand,  were  offered  sam- 
ples from  one  range.  This  is  one  of  the 
reasons  why  Canadian  manufacturers 
cannot  get  their  costs  down  to  a  level  of 
those  in  the  United  States. 

Names  Mean  Little  in  Carpets 

Dry  Goods  Review  was  informed  that 
names  such  as  Axminster  or  Wilton 
should  not  be  given  to  customers  as 
more  or  less  certain  guarantees  of  qual- 
ities in  carpets  and  rugs.  There  was  a 
time  when  Brussels  carpet  had  the  same 
standard  in  the  mind  of  the  general  pub- 
Ik  as  the  others  still  have.  It  was 
cheap  imitation  of  the  original  weave 
which  injured  it.  Wiltons  and  Axmin- 
sters  are  coming  very  fast  to  the  same 
basis.  So  many  manufacturers  are  turn- 
ing   out    very   cheap    lines,    that    many 


One  of  the  new  Verdure  tapestries.  The  design  is  copied  from  a  French 
tapestry  and  resembles  it  so  closely  that  it  is  difficult  to  distinguish  it 
from  the  original.  The  colors  are  shaded  to  give  a  rich  and  subdued  effect. 
This  piece  has  a  black  ground  and  the  motif  is  worked  out  in  mulberr  •, 
greens  and  blues,  of  the  very  softest  shades. — Shown  by  C  eorge  H. 
Hees  and  Son,  Toronto. 


people  realize  the  name  means  very  lit- 
tle. Salesmen  should  learn  something 
of  the  real  reasons  for  values  in  these 
and  sell  according  to  the  degree  in  which 
carpets   live   up   to    those    requirements. 

Wall-to-Wall   Carpets   in    U.    S. 

The  vogue  has  not  yet  reached  here 
of  carpeting  floors  instead  of  using 
rugs.  In  the  large  American  cities,  this 
has  taken  a  firm  hold.  People  are  car- 
peting floors  which  they  went  to  con- 
siderable expense  a  few  years  ago  to 
have  specially  laid  down.  These  people 
who  are  still  using  rugs,  are  asking  for 
much  larger  ones  than  formerly.  The 
popular  size,  that  is  the  one  which  80 
per  cent,  of  the  orders  showed  in  the  last 
three  months,  was  for  rugs  9  ft.  x  12  ft. 
In  this  country,  45  per  cent,  of  the  rugs 
ordered  are  6  ft.  x  12  ft. 

The  vogue  for  larger  rugs  and  for 
wall-to-wall  carpets  is  expected  to  stim- 
ulate business.  It  may  not  reach  here 
to  any  extent  before  the  fall  but  it  will 
come. 

Seamless  Looms  Not  Common 

It  is  estimated  that  there  are  only 
twelve  seamless   looms  in  the  whole  of 


Canada.  They  are  very  expensive  and 
require  careful  handling  which  no  doubt 
accounts  for  their  scarcity.  Manufac-" 
turens  who  have  installed  them  find 
them  very  much  to  their  advantage 
since  they  can  obtain  about  twenty  per- 
cent, more  for  the  seamless  rugs  than 
they  can  for  the  seamed  ones. 

One  manufacturer  has  just  finished 
an  Axminsteir  rug  which  carries  the  pat- 
tern all  the  way  through.  This  and  the 
fact  that  the  pattern  is  Oriental,  gives  it 
more  of  the  appearance  of  a  Persian  rug 
than  anything  that  has  been  turned  out 
•n  Canada  for  some  time. 

New  Curtainings 

The  latest  fad  in  white  curtains  is 
for  frills.  They  are  seen  in  grenadines 
and  in  voiles  and  manufacturers  are 
showing  them  in  the  piece  and  made  up 
into  curtains.  Retailers  claim  that 
these  will  take  with  home  makers,  par- 
ticularly for  bedroom  use  as  they  will 
obviate  the  necessity  of  heavy  curtains. 
When  a  white  curtain  is  hung  plain, 
there  is  a  severity  which  necessitates  >a 
valance  of  cretonne  and  often  side  cur- 
(Continued  on  page  116) 
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Radical  Departure  from  Established  Designs 

BeingjShown  by  Many  of  the  British  Houses 

Some  Importations  Shown  in  Five  Colors — Wide  Variety  Also 
Shown  by  Domestic  Manufacturers — A  New  Corduroy  Drapery 
— A    Woman's   Dress   to    Match    Her   Cushions? — A    Cretonne 

Applique 


AVERY  healthy  condition  is  re- 
corded in  the  carpet  and  rug  de- 
^^  partments  of  the  Montreal  whole- 
sale houses.  According  to  a  prominent 
buyer  recently  interviewed  by  Dry 
Goods  Review  prospects  for  Spring 
business  are  exceedingly  favorable  and 
augur  well  for  both  wholesale  and  re- 
tail trade.  The  mills  are  now  sold  up 
for  the  entire  spring  season,  their  out- 
put being  contracted  for  in  all  grades 
and  lines  manufactured.  Prices  on 
British  floor  coverings  were  cut  on 
January  first  last,  about  25  per  cent., 
with  no  set  guarantee  as  to  future 
fluctuations.  Nevertheless  it  is  consid- 
ered that  the  regular  selling  season 
will    prevail    undisturbed. 

The  chief  characteristic  of  British 
rugs  this  spring  is  their  radical  depart- 
ure from  established  designs  and  color- 
ings. It  is  a  season  of  novelties  which 
are  offered  in  greater  quantity  than 
perhaps  »eve>r  before.  British  manu- 
facturers of  high  grade  Wilton  rugs 
have  discarded  the  former  range  of 
patterns  in  preference  for  beautiful  re- 
productions of  Chinese  effects  or  two- 
toned  color  schemes  combining  a  solid 
ground  centre  of  one  shade,  bordered 
by  a  lighter  tone  of  the  same,  with  a 
central  motif  of  decidedly  small  size 
repeated  on   the  border  six  times. 

Shown  in  Five  Colors 

One  Montreal  warehouse  is  showing 
a  new  importation  of  these  wonderful 
rugs  in  as  many  as  five  colors.,  The 
rugs  are  linen-backed,  fullnpitched,  and 
full  13  wire  —  the  finest  that  can  be 
woven.  In  this  particular  range,  which 
is  confined  to  one  Montreal  house,  blue 
is  prominently  featured,  and  it  is  said 
that  the  demand  for  blue  shades  is  to 
be  particularly  strong  for  1922.  A  very 
new  shade  is  called  "Attar  of  Rose" 
and  is  a  peculiarly  soft,  dull  tone,  ad- 
mirably suited  to  reproduce  a  Japanese 
design  of  flowing  line  with  a  border 
quaintly  symbolic  of  a  river.  Little 
fish  are  shown  swimming  in  water 
while  foliage  overhangs  above.  But  all 
thiis^  isyjmbofljijsm  li(s  more  apparent  to 
the  trained  eye  which  can  appreciate 
artistic  values — to  the  casual  observer 
this'  rug  is  not  at  all  out  of  the  ordin- 
ary. These  rugs  come  in  all  sizes, 
ranging  from  27  inch  mats  up  to  11 
feet  3  inches  by  13  reeti,  6  inches,  with 
still  larger  sizes  available  on  special 
order. 

Domestic  rugs  likewise  show  a  good 
variety    of    new    designs    in    two    toned 


effects  or  plain  colors.  The  vogue  for 
soft  rich  shades  in  greys,  browns, 
blues  or  rose  is  decidedly  stronger  at 
present  than  for  the  elaborately  pat- 
terned oriental  designs.  Several  domes- 
tic rugs  are  showing  a  single  motif  in 
one  corner  only,  which  is  rather  novel 
and  not  at  all  unpleasing.  The  opinion 
was  expressed  that  so  long  as  uphols- 
tered furniture  is  demanded  which 
shows  a  pronounced  pattern  in  the  fab- 
ric, rugs  will  tend  towards  quieter  pat- 
terns and  colors.  Wall  papers  also  are 
Showing  more  elaboration  of  late, 
which  necessitates  neutral  effects  in 
fjloor   coverings. 

New  Draperies  of  Corduroy 

Printed  corduroy  is  the  latest  comer 
to  the  ranks  of  draperies  and  has  been 
well  received  by  the  trade,  according  to 
.Montreal  importers.  It  is  known  by 
the  title  of  Bouvelle  Velours  and  is  of- 
fered in  three  different  patterns  which 
include  the  ever  popular  bird  of  para- 
dise and  foliage  designs.  The  manu- 
facturers of  this  novel  fabric  have  been 
experimenting  for  the  past  three  years, 
it  was  said,  in  order  to  bring  this  drap- 
ery to  the  highest  pitch  of  perfection. 
No  little  difficulty  was  experienced 
in  printing,  especially  with  regard  to 
the  reversible  corduroys,  but  the  show- 
ing for  Spring,  1922,  is  beyond  all  criti- 
cism in  point  of  excellence.  Many  dif- 
ferent grounds  are  offered,  upon  which 
warm  tones  of  tan,  rose,  blue  and  black 
are  intermingled.  These  new  fabrics 
are  all  36  inches  wide  and  are  ideally 
suited  for  the  upholstering  of  cushions 
and  coverings  of  wicker  furniture  for 
the  country  house,  since  they  are  dur- 
able, washable   and   practical. 

Cretonnes  for  Summer  Frocks 

Touching  on  the  demand  for  ging- 
ham patterned  cretonnes,  the  same 
wholesaler  characterized  it  as  stupen- 
dous). "We  sold  our  first  large  shipment 
inside  three  days  last  month,"  he  ex- 
plained, "and  we  have  it  on  order  in 
double  quantity.  It  is  impossible  to 
say  whether  it  is  more  wanted  by  house 
furnishing  departments  or  for  the  dress 
trade,  both  are  eager  to  get  hold  of  it, 
and  I  foresee  a  summer  when  it  will  be 
fashionable  for  a  woman  to  dress  to 
match  her  curtains  and  cushions!" 
Cretonne  Applique  is  the  Latest 

The  aforesaid  dress  cretonnes  are  of- 
fered in  many  charming  colorings  and 
designs  which  are  simply  irresistible  to 
buyers.  Smart  little  checks  overlaid 
with  prim  sprigged  effects,  are  especial- 


ly strong  in  two  tone  color  combina- 
tions. Also,  there  is  a  strong  demand 
for  cretonnes  which  feature  gigantic 
floral  patterns,  because  single  blossoms 
can  be  cut  out  and  appliqued  upon 
dresses,  skirts,  aprons,  curtains,  hats, 
bags  and  practically  everything  used  in 
the   home. 

It  is  thought  that  the  fashion  of  ap- 
lying  these  cut-out  motifs  from  cre- 
tonne to  plain  fabrics  such  as  un- 
bleached cottons,  voiles,  chamibrays  or 
gingham  will  be  one  of  the  biggest 
fads  of  the  Summer  season,  and  already 
considerable  difficulty  is  being  exper- 
ienced in  securing  sufficient  supplies  of 
the  larger  patterns  suitable  for  this 
purpose.  Mustard,  pumpkin  and  burnt 
orange  are  the  favorite  colors  for 
grounds  in  cretonnes  and  other  draper- 
ies this  season,  and  the  more  uncon- 
ventional and  original  the  pattern,  the 
quicker   it    sells. 

Similar  reports  on  the  demand  for 
dress  cretonnes  and  other  fabrics  were 
made  to  Dry  Goods  Review  by  a  lead- 
ing Ottawa  wholesale  house  this  month, 
stating  that  buyers  in  Ottawa  and  the 
surrounding  towns  were  confident  of  a 
big  Summer  in  these  novelty  goods. 

This  Ottawa  firm  has  just  received  a 
large  shipment  of  English  casement 
cloth  and  art  muslins,  the  first  in  three 
years,  which  are  once  more  obtainable 
in  the  old  original  fast  colors  and  artis- 
tic patterns. 

The  regular  trade  in  Ottawa  and  vic- 
inity is  demanding  more  and  more  floor 
coverings  of  late,  especially  the  new 
designs  in  congoleum  rugs  which  are 
now  the  accepted  fashion  in  country 
homes  and  others  where  the  floors  are 
not  of  hardwood.  With  the  recent  re- 
duction in  price  on  these  goods,  of 
some  20  per  cent,  the  prospects  for 
spring   business   were   never  brighter. 

CARPET  INDUSTRY  FEELS 

CUTTING  OFF  OF  ORDERS 

(Continued  from  page  115) 
tains.    This  frilling  helps  fill  up  the  hol- 
lows of  the  window  frame  and  gives  a 
cozy  appearance  in  the  room. 

Lace  and  insertion  is  better  than  ever 
in  combination  with  net,  voile,  marqui- 
sette and  grenadine.  One  department 
store  in  Toronto  sold  thousands  of  these 
during  January  for  $3.50  and  $3.95  a 
pair.  Many  of  them  had  drop-stitched 
motifs  in  the  corners.  It  seems  strange 
that  these  materials  cannot  be  purchas- 
ed by  the  yard  at  a  price  which  com- 
pares  with    the   made-up   curtains. 
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ENGLISH   CURTAINS  FOR   CANADIAN    TRADE. 

We    have   received   from   Nottinglmm   some   very    fine      ally  made  so  that  lengths  of  so   many  panels  can  be  cut 
samples  of  lace  curtains  'specially  made  for  the  Canadian       off  to  fit  any  sized  window. 


Market. 

Made  on  the  Fi'et  ground,  a  very  popular  weave,  they 
range  from  gauges  of  8  to  16  points,  a  really  fine  gauge 
for  a  Lace  Curtain. 

The  sectional  pa  el  is  obtaining  enormous  popularity 
owing  to  the  fact  that  it  is  a  yardage  line  which  is  speci- 


The  three  novelty  single  border  Filet  curtains  which  are 
ultra-fashionable  in  Car.ada  just  now  are  made  with  hem- 
med edges  and  little  lace  edgings. 

These  goods  are  manufactured  by  Dobsons  and  M. 
Browne  and  Co.,  Ltd.,  of  Nottingham,  England. 
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Handkerchiefs 

Now  showing  in  our  new  range  of 
Christmas  Handkerchiefs — a  most  var- 
ied and  complete  assortment,  embrac- 
ing many  new  styles  and  creations  that 
will  prove  top-notch  sellers  for  your 
next  Christmas  business: 


FANCY  BOXED  HANDKERCHIEFS— One,  two, 
or  three  in  a  box — many  styles — full  range  of  prices,  and 
attractive  holiday  boxes. 

SPECIAL  ASSORTED  LO TS— These  have  met  with 
a  very  special  success  in  past  Seasons.  See  the  New  Num- 
bers at  the  New  Prices. 


Good  range  of  plain  and  H.  S.  Lawn  and  Linen  Hand- 
kerchiefs, Children's  Novelty  Handkerchiefs,  and  Men's 
Handkerchiefs  in  White  H.  S.  Lawn  or  Linen,  and  Colored 
Borders. 

Our  Handkerchiefs  are  all   1922  STYLES.       It  will  pay  you  to 
see  these  when  our  Salesman  calls. 

House  Furnishing  Department 


We  have  complete  stocks  of  Nets — Madras 
— Scrims  and  Marquisettes — Sateens-Cre- 
tonnes and  Shadow  Cloths.  Samples  now  in 
our  travellers'  hands. 


PRIME  &  RANKIN,  LIMITED 


Weekday  Cross 

Nottingham,  England 


74  York  Street 

TORONTO 


ESTABLISHED  30  YEARS 
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LINE  OF 

SCOTCH 
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consists  of  Lace  Curtains,  Cream  and  Colored  Scotch 
Madras,  Curtain  Nets,  Sectional  Panels,  Lace  Bed 
Spreads  (as  illustrated),  Brise  Bise,  Vitrage,  Poplin 
Repps,  Fast  Dyed  Casement  Cloth,  Hand-Blocked 
Printed  Cretonnes. 

We  have  on  hand  in  our  warehouse  at  55  Bay 
Street,  Toronto,  ready  for  immediate  shipment,  the 
most  complete  lines  of  NEW  goods  in  Canada  to-day 
— direct  from  our  mills  at  Darvel,  Scotland.  All  prices 
are  at  to-day's  mill  quotations. 

Give  us  a  call — or  write  us.  We  render  a  prompt 
service  on  all  orders,  large  or  small. 

Alexander  Jamieson  &  Co. 

(Wholesale  Only) 

55  Bay  Street,  TORONTO 

Telephone :      Adelaide  861 
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Some  Late  Models  in  Ready  to  Wear 

Popular  Bramley  Frock  for  Girls  in  Teens — Three  Piece  Golf 
Suit  in  Knitted  Jersey  Cloth — Sport  and  Box  Suits — Fabrics  in 
Dresses  Show  Marked  Difference  From  Last  Year — Tailored  Ef- 
fects in  BlouseS'in  Demand 


THE  girl  who  is  in  her  teens  can- 
not wear  anything  more  charming 
and  youthful  than  the  ever  popu- 
lar Bramley  frock.  Canadian  manufac- 
turers have  designed  a  new  version  for 
Spring  which  is  decidedly  more  becom- 
ing than  last  Fall's  style.  This  model, 
developed  in  knitted  fabric  in  a  wide 
range  of  colors,  has  a  skirt  closely  knife 
pleated  all  round,  set  on  a  slip  of  batiste. 
Over  this  is  worn  a  pullover  blouse  on 
the  middy  type,  that  is  to  say,  instead 
of  the  lower  edge  hanging  loose  under  a 
belt  as  was  the  fashion  before,  this  full- 
ness is  now  shirred  into  a  deep  band 
which  encircles  the  hips,  in  which  elastic 
is  run.  Thus  the  wasit  and  hip  line  is 
smooth,  slender,  and  stays  down  all  the 
time.  Even  figures  wbich  are  somewhat 
plump  can  wear  the  new  Bramley  frojk 
with  good  effect.  The  collars  and  cuffs 
are  of  white  or  color  contrast  and  may 
be  either  of  jersey  or  kid,  piped  with 
black.  Heather  mixtures  are  in  great 
demand  for  these  frocks,  particularly  in 
the  lovat  shades. 

The  three-piece  golf  suit  again  crops 
up  in  knitted  jersey  cloth  of  quite  un- 
usual effectiveness.  Seen  this  month  in 
a  Montreal  show  room,  one  such  suit  was 


developed  in  tan  tweed  jersey  showing 
a  fleck  of  blue  and  red.  The  skirt  was 
smartly  plain,  buttoned  from  waist  to 
hem,  while  the  knickers  were  of  the 
usual  style  with  buttons  set  close  to- 
gether on  each  side  closing.  Slashed 
pockets  were  set  in,  on  the  slant,  on 
both  skirt  and  knickers.  The  coat  was 
tailored,  with  notched  collar,  patch 
pockets  and  inverted  pleats  designed  on 
the  "swivel"  type  favoured  by  men's 
sports  clothes.  Pussy  willow  silk  lined 
the  coat  throughout. 

Sport  Suits 

Another  typical  spring  sports  suit  was 
of  emerald  green  cassimere  cloth  which 
closely  resembles  flannel.  This  was  se- 
verely plain  in  type,  being  relieved  mere- 
ly by  black  bone  buttons  of  the  4  hole 
variety.  Twilled  homespun  suits  are 
proving  to  be  enormously  popular,  it  is 
said,  in  Montreal.  The  twilled  effect 
however  is  not  any  more  in  demand  than 
the  staple  weaves,  for  the  latter,  espe- 
cially that  which  reproduces  the  uneven 
threads  of  the  real  Habitant  homespun, 
made  on  hand-looms,  are  selling  better 
than  ever  before. 

A  composite  costume,  which  might  'be 
called  a  sports  outfit,  for  want  of  a  bet- 


JERSEY   CLOTH   IS   NOW 

USED     TO    DEVELOP 

SMART  SPORTS 

CLOTHES 

This  model  which  comprises 
coat,  knickers  and  skirt  is 
made  of  soft  tan  knitted 
cloth  flecked  in  red  and  blue 
tweed  effects.  The  new  swiv- 
el pleats  give  plenty  of  free- 
dom for  golfing  or  riding  and 
the  patch  pockets  are  both 
smart  and  useful. — COSTUME 
Developed  in  Hawthorne 
Fabric  a'nd  Shown  by  Cour- 
tesy of  the  Hawthorne 
Mills  of  Carleton  Place, 
Dntario. 


ter  term,  was  noticed  in  a  show  room  in 
Montreal.  This  was  composed  of  a  long 
smock  of  rose  homespun  worn  over 
knickers  of  the  same.  The  smock  was 
belted  with  a  narrow  white  belt,  and 
cuffs  and  collar  were  of  unbleached  lin- 
en piped  in  black.  A  flowing  Windsor 
tie  finshed  the  throat. 

In  the  same  collection  also  was  noticed 
a  number  of  plain  tailored  homespun 
suits,  the  coats  of  which  featured  three 
inverted  box  pleats  in  the  back.  The 
proportion  of  homespun  suits  shown, 
slightly  outnumbered  those  of  jersey, 
which,  however,  are  more  tailored  in 
style  than  they  were  last  year.  Heather 
cloths  were  represented  more  than  the 
plain  kinds. 

The  Box  Suit 

Tricotine  box  suits  of  dressy  appear- 
ance are  quite  .as.  much  in  demand  as 
was  first  expected.  The  newest  type 
seen  this  month  featured  a  wide  crush- 
ed   sash    of   pearl    grey   crepe    de    chine 
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about  the  skirt,  which  ended  in  two  deep 
tassels.  Wide  black  silk  military  braid 
was  used  to  trim  the  coat,  running  up 
and  down  vertically  over  each  shoulder, 
and  again  down  the  sleeves.  The  coat 
of  another  suit  of  a  cool  sand  shade  of 
tricotine  had  a  vestee  of  black  silk  in- 
set in  the  opening  which  showed  be- 
neath a  little  turn-down  collar,  gradu- 
ally widening  where  the  coat  flared  at 
the  waist. 

Separate  skirts  showed  such  variety 
of  design,  color  and  style  that  it  is  not 
possible  to  say  as  yet  which  models  are 
to  prove  most  popular  for  late  Spring 
wear.  Much  is  said  of  a  novel  home- 
spun model  which  is  wrapped  about  the 
figure  instead  of  being  closed  by  a 
stitched  seam.  A  wide  stitched  fold  of 
the  fabric  comes  in  the  back.  The  waist 
line  is  fitted  with  elastic  in  order  that  it 
may  be  used  by  various  sizes. 

Dresses 

While  there  is  not  much  change  in  the 
lines  of  the  frocks  for  formal  wear  now 
being  shown  for  Easter  and  Spring  wear, 
the  fabrics  and  colors  are  distinctly  dif- 
ferent from  last  season's  line-up.  The 
great  bulk  of  the  trade  done  appears  to 
be  on  colorful  effects  and  not  a  few  en- 
tirely scarlet  models  or  models  of  jade 
green  and  white,  etc,  are  selling. 

Crepe-Knit  cloth  seems  to  have  taken 
Canada  by  storm  insofar  as  frocks  are 
concerned,  and  innumerable  smart  but 
simple  dresses  featuring  the  Jenny  neck, 
lowered  waist  line  and  peasant  sleeve  are 
shown.  Such  contrasts  of  color  as  ger- 
anium red  with  oyster  grey,  rust  with 
peacock  blue,  fuchsia  and  cocoa  brown, 
jade  and  black,  pumpkin  and  mag-pie 
combinations,  etc,  are  not  in  the  least 
unusual. 

The  aeroplane  frock,  designed  in  a 
straight  line  from  neck  to  hem  with  un- 
usual sleeve  effects,  and  the  handker- 
chief sleeve- which  can  be  unfastened  to 
fall  free  in  mandarin  style  are  some  of 
the  novel  features  of  frocks  offered  by 
Montreal  houses.  Most  of  the  crepe- 
knit  frocks  are  simple  in  design  as  be- 
fits the  character  of  the  fabric,  and  it  is 
rumored  that  smart  women  are  not  par- 
tial to  over  elaboration  this  season,  in 
the  matter  of  trimming.  Lattice-work 
of  the  fabric  composes  a  clever  banding 
to  edge  necks  or  sleeves,  showing  open- 
work of  course,  and  thus  imparting  an 
air  of  daintiness  to  the  otherwise  severe 
silhouette.  Panels  are  still  featured  and 
tunic  effects  which  begin  below  the  low- 
ered sash  about  the  hips. 

Canton  crepe  in  a  heavy  rich  quality 
is  effectively  used  in  a  striking  black 
gown  heavily  beaded  all  over  with 
wooden  beads  in  several  colors.  The  de- 
sign carried  out  is  one  of  solid  motifs  in 
floral  pattern.  Although  this  type  of 
trimming  is  bizarre  and  somewhat  heavy, 
it  is  undoubtedly  unusual  and  artistic. 

Taffeta  reappears  in  delicate  shades  in 
models  designed  to  suit  the  young  girl. 
Quaint  bouffant  styles  are  prominent  ?.s 
befits  the  crispness  of  this  material.  A 
frock  of  fuchsia  pink  taffeta  had  its  el- 
bow sleeves  and  round  neck  edgei  with 
narrow  black   lace,  while   a  huge  black 


velvet  flower  was  crushed  at  the  waist 
line  to  lie  flatly  at  one  side. 

Another  bouffant  gown  of  chocolate 
brown  taffeta  had  the  new  full  sleeves 
which  ended  just  below  the  elbow.  Be- 
low these  sleeves  appeared  puffs  of  bon- 
fire tinted  georgette,  tied  in  at  the 
wrists. 

A  straight  tunic  frock  of  henna  can- 
ton crepe  was  draped  over  the  biscuit 
tinted  crepe  de  chine,  falling  in  flat  box 
pleats  both  front  and  back,  and  showing 
the  lighter  shade  combined  with  the 
darker,  side  by  side. 

Bordered  Roshanara  crepe  in  a  very 
heavy  quality  was  effectively  developed 
in  tobacco  brown,  the  banding  being  in 
paisley  tones  ranging  from  dull  blue  to 
cream.  Chain  girdles  or  heavily  tassell- 
ed  draped  effects  seemed  to  be  most 
wanted,  according  to  the  designers,  as 
finishes  upon  spring  frocks. 
Blouses 
Designers  of  blouses  are  feeling  very 
much  encouraged  over  the  outlook  for 
spring.  Tailored  effects  hold  the  su- 
preme place,  both  in  lines  known  as  tail- 
ormade  and  in  so  called  costume  offer- 
ings. There  is  no  radically  abrupt 
change  from  last  year's  styles  but  the 
insistent  demand  for  types  suitable  to 
wear  with  knicker  suits  or  other  sports 
outfits  of  distinctive  character  has  had 
the  effect  of  giving  a  really  satisfactory 
impetus  to  the  trade. 

The  simply  cut  blouse  will  probably 
be  the  choice  of  the  smart  woman,  no 
matter  whether  it  be  of  dimity,  crepe  de 
chine,  voile  or  knitted  fabric.  Insofar 
as  the  choice  of  laces  for  trimming  is 
concerned,  an  authority  states  that  Irish 
edges,  filets  and  the  better  grade  vals 
are  all  certain  of  popularity  for  1922. 
Applique  work  is  spoken  of  as  being  cer- 
tain to  "take  hold"  and  embroideries 
will  be  used  on  crepe  de  chine  blouses 
which  are  inspired  by  peasant  origin. 
Cross  stitchings  and  smockings  are  ex- 
pected to  take  well  here  in  Canada  on 
these  types.  Generally  speaking  the 
smartest  blouses  will  feature  self-trim- 
ming or  the  merest  touch  of  some  vivid 
contrast.  Owing  to  the  fad  for  brocad 
ed  crepe  skirts  for  next  summer  it  is 
felt  that  there  will  be  a  sudden  call  for 
fine  quality  crepe  de  chine  or  georgette 
blouses  in  all  white  to  wear  under  the 
new  style  of  sweaters  in  bright  colors. 
With  millinery  and  sweaters  favoring 
bright  shades,  skirts  and  blouses  must 
of  necessity  remain  white.  Buyers  are 
paying  more  attention  to  stout  sizes 
than  ever  before,  it  was  said,  and  it 
should  no  longer  be  necessary  for  the 
stout  figure  to  have  clothes  made  to  or- 
der in  order  to  look  well.  The  present 
simple  styles  are  both  becoming  and 
slenderizing  to  heavy  figures. 


KENT-McCLAIN  AGAIN 

A.  C.  Beaton,  North  Sydney,  N.  S. 

Mr.  A.  C.  Beaton,  of  North  Sydney,  N.S., 
has  recently  installed  new  silent  salesmen 
of  the  "Republic"  design  in  rich  %  cut 
Oak.  "Republic"  silent  salesmen  are  a 
product  of  Kent-McClain  Limited  (Toron- 
to   Show    Case    Company). 


THE  SLEEVELESS  FROCK 
Still  reappears  in  new  variations;  this 
one  is  of  scarlet  jersey  with  the  new 
square  front  opening.  It  is  worn  over  a 
knitted  blouse  of  chiffon  mohair  wool, 
piped  in  black.  This  blouse  may  be  worn 
over  a  separate  skirt  as  it  is  fitted  with 
a  becoming  band  at  the  waist  line. — 
Shown  by  Courtesy  of  the  Knit  to 
Fit  Company  of  Montreal. 

OPERATING  NEW  FACTORY 

Wm.  E.  Wright  &  Sons  Co.,  of  Orange, 
N.J.,  are  opening  this  month  a  new  fac- 
tory for  the  manufacturing  of  bias  tapes. 
On  account  of  the  clean  and  orderly  pro- 
cess of  manufacturing  this  article,  their 
new  factory  is  in  a  very  restricted  dis- 
trict where  no  other  factories  are  locat- 
ed. In  a  statement  with  regard  to  the 
opening  of  this  new  factory,  Mr.  Wright 
says  that  the  increased  demand  for  this 
article  is  due  to  the  fact  that  women  are 
doing  more  home  sewing  than  they  have 
ever  done  before. 


The  Gardner  Fair  store,  of  Walker- 
ville,  has  sold  out  its  premises  to  a  pur- 
chaser whose  name  is  at  present  with- 
held, for  $50,000. 


KENT-McCLAIN  'AGAIN 

McDermott    &   Suilivan.    Cobalt,    Ontario. 

Messrs.  McDermott  &  Sullivan,  of  Cobalt, 
Ontario,  have  recently  added  to  their  dis- 
play facilities  by  the  installation  of  new 
silent  salesmen.  They  have  selected  the 
"Imperial"  case  in  V4  cut  Oak  as  being 
best  suited  for  their  needs.  The  "Im- 
ner;al"  silent  salesmen  are  built  by  Kent- 
McClain  Limited,  (Toronto  Show  Case 
Company.) 
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Links  Up  Opening 
With  Shoe  Store 

Linking  up  with  another  local  store 
was  responsible  for  one  of  the  best 
ready-to-wear  openings,  the  Turnbull 
store,  Peterborough,  Ont.,  has  ever  had. 
A  shoe  merchant  who  was  planning  to 
sell  natural  tread  shoes,  needed  models  to 
wear  his  shoes  and  garments  to  attract 
attention  to  his  display.  The  J.  C.  Turn- 
bull  Company,  had  just  at  that  time  re- 
ceived a  splendid  line  of  afternoon  and 
evening  dresses  for  their  fall  showing. 
Arrangement  was  made  between  the  two 
stores,  by  which  the  Grand  Opera  house 
was  taken  over  for  the  evening  of  Thurs- 
day, October  27.  Only  natural  tread 
shoes  were  worn  by  the  models.  The  ob- 
ject was  to  show  how  these  shoes  may 
be  worn  with  any  type  of  dress,  even 
for  evening  wear. 

All  the  garments  displayed  by  the 
Turnbull  Company  at  this  fashion  par- 
ade were  taken  from  the  regular  stock, 
so  that  every  woman  who  saw  them  kn  ■»• 
that  they  could  be  purchased  at  the 
store.  The  advertising  manager,  who 
was  responsible  for  the  show,  declares 
that  it  is  never  advisable  to  have  gar- 
ments brought  'in  for  an  occasion  such 
as  this  and  obtainable  only  on  special 
order  from  the  maker.  Customers  lose 
faith  in  a  store  if  this  method  is  used, 
because  they  always  dread  ordering 
clothes  which  are  promised  to  be  exact- 
ly like  something  they  have  seen.  More- 
over, there  is  no  prestige  gained  by 
showing  gowns  which  are  not  actually 
carried.  This  store  advertised  in  the 
daily  papers  that  all  the  garments  were 
bought  for  women  in  Peterborough,  so 
that  no  one  had  the  impression  that  they 
were  models  suited  to  ultra-fashionable 
New  York.  Accessories  were  also  includ- 
ed in  the  showing,  including  millinery, 
dresses,  suits,  coats,  skirts,  blouses, 
hosiery,   and   gloves. 

House    Filled 

It  is  estimated  that  five  hundred 
people  were  turned  away  from  the 
Fashion  parade.  It  is  difficult  to  say 
Which  part  of  the  event  was  mostly  re- 
sponsible for  the  great  success  that 
•night  and  for  weeks  later.  No  doubt  the 
lecturer  who  explained  the  advantages 
of  natural  tread  shoes  and  who  told  his 
story  very  well,  brought  in  his  wake  the 
great  vogue  for  these  shoes  which  took 
Peterborough  by  storm.  It  is  estimated 
that  sixty  per  cent,  of  the  best-dressed 
women  in  that  city  are  now  wearing 
them.  It  was  not  the  shoes  but  the 
fashion  parade  however,  which  first  at- 
tracted them.  Displays  outside  the  store 
were  unusual  in  that  city  and  the  nov- 
elty of  the  thing  had  its  effect  also. 

The  admission  was  of  course  free  but 
there  was  a  voluntary  collection  taken 
up  by  workers  for  the  Children's  Aid 
Society  and  the  local  orphanage.  The 
audience  was  very  ready  to  give  to  these 
charities  and  the  charities  in  turn,  were 
most  grateful  to  the  stores,  for  the  op- 
portunity   given    them    to   collect. 


The  Turnbull  firm  believes  that  the  in- 
terest aroused  not  only  in  the  garments 
shown  but  in  their  merchandise  in  gener- 
al, more  than  repaid  them  for  the  time 
and  money  expended  in  the  style  show. 


A  HINT  TO  READY  TO  WEAR 
BUYERS 

New    York   Believes    in    A'l    Suit    Types 

Although  New  York  stores  are  also 
talking  and  featuring  tweeds  and  the 
so-called  sports  type  of  apparel  for 
spring  and  resorc  wear  ati  the  present 
time,  together  with  devoting  window 
display  space  and  attention  toward  their 
final  clearance  sales,  buyers  agree  that 
the  demand  for  tailored  and  semi-dress 
suits  just  as  soon  as  they  are  shown  will 
be  on  a  par  with  that  for  the  other  type. 

"No  matter  what  the  material,  tweed, 
trelaine,  kasha,  spongeen,  or  home- 
spun," one  buyer  remarked,  "if  the  gar- 
ment is  in  a  high  or  isports  shade,  it  is 
not  the  type  of  suit  a  business  woman 
can  wear  on  an  informal  occasion  at 
night  without  making  a  change.  For 
this  reason,  I  believe  that  with  the 
vogue  for  suits  coming  back,  all  types 
of  suits  will  sell  well  at  the  right  time," 
she  added. 

There  are  other  buyers  also  who  be- 
lieve that  the  time  has  come  when  girls 
and  women  will  want  more  than  one 
kind  of  suit  in  their  wardrobe,  espec- 
ially with  the  attractive  treatments  of 
three-piece  costumes  being  offered  in 
combinations  of  Canton  crepe  and  the 
varied  new  twill  cloths. 


Charles  G.  David  &  Co.,  Inc.,  New 
York,  have  removed  to  .he  Victoria 
r..;  fi;n-  2T1  Fifth  Avenue,  Room  1303, 
New  York.  They  are  now  in  possession  of 
more  commodious  quarters  for  the  dis- 
play of  dress  goods,  woollens  and  worst- 
eds. 


Runciman's  of  Annapolis  Royal,  N.  S., 
are  celebrating  their  hundredth  anniver- 
sary by  the  opening  of  a  new  store  on 
the  corner  of  S\  George  and  St.  An- 
thony streets.  The  late  George  Runci- 
man  was  the  founder  of  this  popular 
dry  goods  house. 


J.  D.  Flavelle  of  the  firm  of  Dundas 
&  Flavelle,  Lindsay,  Ont.,  was  presented 
with  a  lovine  evn  bv  the  curlers  of 
Pe'erboro.  Mr.  Flavelle  is  the  veter- 
curler  of  Lindsay,  this'  being  the  fiftieth 
year  in  which  he  has  been  playing  the 
game. 


The  Canadian  Fur  Auction  Sales 
Company,  Limited,  announces  that  the 
1922  spring  sale  will  be  held  in  Mon- 
treal, Que.,  on  May  9,  1922,  and  follow, 
ing   days. 

FOR  THE  EASTER  PARADE 
The   newest   version   of   the   Spriyig   sui 
should  be  of  navy  blue  tricotine  embroid 
ered  and  braided  in  black  silk.  This  smar 
costume  comprises  three  pieces,  namely 
coat,  skirt  and  sleeveless  guimpe  of  olive 
green   printed   chiffon    ivith    black    ovzr 
pattern.   A   wide  sash  is   tied   loosely   a 
the   left   side.    The   hat   is   of  navy   blue 
Italian  hemp  trimmed  with  innumerable 
little    cones   of   corded  ribbon    round   the 
brim,  and  a  tin  quill  thrtist  through  the 
side. — Costume    by    Courtesy    of    the 
National  Garment  Company  of  Mon 
treal.  Hat  by  Courtesy  of  Debenhams 
Limited,  Montreal. 
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New  Styles  In 

Outer  Garments 

Capes    Take    Conspicuous    Place — Black 
Wraps  for  Conservative  Models 

Between  the  sports  suit  and  the  suit 
for  street  and  more  dressy  wear,  there 
lies  but  uncertain  distinction,  particular- 
ly when  the  tendency  is  to  attach  the 
name  of  "sports"  to  any  kind  of  cos- 
tume developed  on  fairly  simple  lines  in 
bright  colors,  provided  only  that  it  is  not 
an  evening  type. 

It  has  become  a  problem  this  season  to 
decide  just  where  the  line  should  be 
drawn  in  this  connection,  for  fashion 
nowadays  decrees  that  informal  dress  is 
permissible  at  times  when  it  would  have 
been  decidedly  out  of  place  a  year  or  so 
ago. 

Tweeds 

Tweeds  stand  on  the  cross-roads  be- 
tween sports  and  street  types,  and  cos- 
tumes of  silk  eponge  and  such  lightweight 
fabrics  are  undecided  as  to  whether  they 
shall  appear  as  sports  or  afternoon 
styles.  Knitted  garments  have  been  uni- 
versally accepted  as  a  distinct  sports 
group,  and  whether  they  are  of  the 
plainest  wool  in  neutral  shades,  or  heavi- 
ly embroidered  in  elaborate  patterns  and 
rich  colors,  they  are  still  indisputably 
sports  clothes. 

Capes  Conspicuous 

Capes  have  now  taken  a  conspicuous 
place  in  sports  showings  and  even  the 
trained  eye  finds  it  hard  to  detect  where 
capes  begin  and  coats  leave  off.  Sleeves 
in  many  new  coats  are  so  cleverly  ar- 
ranged that  by  merely  unfastening  a  few 
fancy  buttons  an  effective  panel  falls 
free  over  the  slit  of  the  armhole.  Thus 
the  coat  which  is  effective  for  afternoon 
wear  becomes  a  wrap  of  distinctive 
character  for  evening  requirements. 
Such  capes  as  these  are  developed  in  the 
new  supple  pile  fabrics,  such  as  "Sapho." 
While  navy  blue  is  most  generally  fav- 
oured by  the  retail  trade,  there  are  a 
number  of  novelty  color  combinations 
which  find  ready  buyers.  Steel  grey  and 
blue  are  often  seen  in  wraps,  the  lining 
being  often  of  grey  crepe  de  chine,  which 
by  the  way,  is  the  lining  par  excellence 
this  season.  Rust  colored  Velette  lined 
throughout  with  peacock  blue  formed 
the  basis  of  another  loose  cape-coat 
which  has  slits  for  armholes,  over  which 
extension  wings  can  be  caught  together 
by  means  of  an  oxidised  silver  chain. 
Chocolate  Normandy  cloth  is  effective- 
ly combined  with  apricot  velours  on  an- 
other, with  wool  chain  stitching  used  in 
touches  here  and  there.  Navy  blue  pile 
velours  formed  the  body  of  another  cape 
coat  which  was  smartly  relieved  by 
bandings  or  scarlet  duvet  de  laine 
strapped  in  silver  braid. 

Conservative  Models 

In  the  more  conservative  models,  black 
wraps  were  conspicuous,  one  of  which,  a 
long  clinging  model  of  crepe-knit  fabric 
was  trimmed  by  a  deep  fringe  of  black 


Tf.nnhjxnara  Crepe  in  plain  grounds  bordered  in  rich  oriental  patterns  i$ 
decidedly  new  for  Spring  frocks.  This  model  is  wearing  a  simple  frock 
entirely  untrimmed  save  by  the  border  of  the  material.  Note  the  nev>  sleeve 
and  uneven  hem  line.  Roshayiara  Crepe  comes  in  a  ivide  range  of  colors  in- 
cluding staple  and  pastel  shades. — Shown  by  Courtesy  of  Greenshields 

of  Montreal. 


silk  extending  from  the  shoulder  line  to 
the  knees.  Heavy  charmeuse  satin,  al- 
so of  black,  lined  this  garment  through- 
out. 

Another  wrap  designed  on  loose  lines, 
yet  conserving  the  coat  outline,  was  of 
navy  blue  twilled  pile  fabric,  lined 
throughout  with  rust  colored  crepe  which 
showed  sufficiently  to  lend  distinction  to 
an  otherwise  simple  effect.  A  tubular 
collar  was  a  new  point  noticed. 


Buyers  are  interested  mainly  in  coats 
of  widely  different  character,  it  was  said, 
realizing  that  women  will  not  buy  more 
than  one  coat  in  a  season  if  the  design 
is  suitable  for  an  all-purpose  garment. 
Thus  wraps  and  coats  this  spring  are 
shown  in  both  severely  tailored  or  sports 
types  and  in  the  category  above  describ- 
ed, in  which  handsome  fabrics,  superb 
color  contrasts,  and  original  designs  are 
employed. 
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Hargrave  Garments  for  Spring  are 
now  receiving  their  first  showing. 
You  will  be  greatly  surprised  with 
the  refreshing  smartness  and  in- 
dividual character  of  the  models. 
Important,  too,  is  the  fact  that 
Hargrave  Garments  are  priced  in  a 
manner  to  insure  your  approval  and 
win  the  patronage  of  the  younger 
set  to  your  store. 

Misses'  and  Children's  styles,  at- 
tractive but  not  extreme,  moderate- 
ly priced  to  ensure  quick  selling. 


Hargrave  Dress  Company 

129-139  Spadina  Ave.,  Toronto 

REPRESENTATIVES:  Eastern  and  Northern  Ontario,  A.  B.  Colwell.  Western  and  Southern  Ontario, 
R.  Kennedy.  Toronto,  R.  0.  Hargrave.  Western  Canada,  J.  Howard.  Mari- 
time Provinces,  W.  A.  Tall  mire.     Montreal  and  Quebec,  J.  A.  Michaud. 


The  McElroy  Mfg.  Co.,  yd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish. 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(REG.) 

"DRESS  FABRICS" 

F.  A.  RODDEN  &  CO. 

Dry  Good* 

Committioncrt  and  Importer* 

52  Victoria  Square  MONTREAL 


THE  TRAINOR  MFG.  CO. 

Specialists   in    Stamped   and    Made-up 
Ladies'  Undergarments,  Infants'  &  Children's  Dresses 
49-53    East    21st   Street  New  York    City 

STAMPED     GOWN     SPECIALS 
No.     900 — Nainsook     Gown.     Made     up     in 

three    designs,    a    doz $6.50 

64-60    count,    ta\\    length,    full    width,    two- 
inch    hem     Sizes    15,    16,    17,    18. 
SPECIALS    IN     INFANTS'    AND     BABY 

DRESSES    MADE    UP 
No.    145-146-147— Short    Baby   Dress,   a 

doz $5.50 —    Gross     $60.00 

No.     0145-0146-0147— Long    Infants    Dress, 
a    doz $6.00   —    Gross    . .  .  $66.00 

Stamped     Three     Designs.     Three     Shaped 

Yokes.     Set-in    Sleeves. 

Terms   3%    10    Day* 


INTERNATIONAL  IMPORT  COMPANY 

230  McGill  St.,        Montreal 
Representing 

Royal  Garter  Company 
NEW  YORK 

Garters  and  Armbands 


The  American  Jewelry  Co. 
NEW  YORK 

Jewelry  for  the  Smallware  and  Notion  Trade 


The   National   Leather  Goods   Co. 
TORONTO 

Ladies'    Handbags.    Men's    Leather    Purses,    Noveltir 


Complete  Lines  at  Keen  Values  in 

Underwear 

Shirts 

Ties 

Gloves 

Hosiery 

Miller  Men's  Wear  Limited 

Miller  Bldf. 

44-48  York  St.,      -        TORONTO 

"Everything  in  Men'*  Furniihingt" 


Washable     Clothing 

AND    SPECIALTIES 

WHITE  DUCK  COATS  In  All  Styles 
SUMMER  CLOTHING       LUSTRE  COATS 

WAREHOUSE   and   AUTO   DUSTERS 

DUCK    AND    FLANNEL   PANTS 

MEN'S    APRONS 

OFFICIAL  BOY  SCOUT  UNIFORMS  AND 
COMPLETE   OUTFITS 

MILITIA    AND    CADET    UNIFORMS 
BREECHES   AND    MILITARY   SUPPLIES 

The  Miller  Mfg.  Co.,  Limited 

44-46    York   Street,  -  TORONTO 

The  Oldest  and   Largest   Specialty 

Clothing  Bouse  in  Canada. 
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Founded  on  style,  quality  and  sin- 
cerity, ours  is  a  reputation,  to  sus- 
tain which,  we  must  achieve  much. 

Our  early  Spring  collection  is  now 
being  shown  by  our  representatives 
on  the  road  and  also  in  our  show- 
room. 

Correspondence  is  also  invited  from 
those  stores  catering  to  an  exacting 
clientele  interested  in  striking  a  new 
note  in  the  selling  of  exclusive 
misses'  apparel. 


» 


The  Counter  Costume  Co.,  Ltd. 

129-139  Spadina  Ave.,  Toronto 

REPRESENTATIVES:  Eastern  and  Northern  Ontario,  A.  B.  Colwell.  Western  and  Southern  Ontario, 
R.  Kennedy.  Toronto,  R.  O.  Hargrave.  Western  Canada,  J.  Howard.  Mari- 
time Provinces,  W.  A.  Tall  mire.     Montreal  and  Quebec,  J.  A.  Michaud. 
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Are  You  Able  to  Turn 

Your  Spare  Hours 

Into  Dollars  ? 

If  not — and  you  are  really  trying  to  cash  in 
on  the  spare  moments  you  have  during  the 
day  or  after  working  hours — if  you  have 
made  up  your  mind  to  take  hold  of  some 
proposition  and  sail  right  in  and  actually 
increase  your  monthly  income  without  hin- 
dering your  regular  work — surely  you  will 
want  to  know  about  MACLEAN'S  plan  for 
making  each  spare  moment  count.  And 
even  if  you  are  already  making  money 
during  your  spare  time — still  you  can  add 
to  your  income  with  very  little  additional 
efforts.  For  you  can  have  full  particulars 
of  MACLEAN'S  plan  absolutely  free.  If 
you  will  merely  drop  us  a  card  we  will  send 
you  the  complete  details  of  this  plan.  It 
will  cost  you  nothing  to  find  out  exactly 
how  others  with  spare  time  have  materially 
increased  their  monthly  earnings.  For  full 
information  or  the  agency  in  your  locality, 
write  and  right  now, 

Dept.  WB 

MACLEAN  PUBLISHING  COMPANY,  Limited 

143-153    University    Ave.,    Toronto. 


HAVE  YOU  HANDLED  OUR  GOODS  BEFORE  ? 
IF  NOT,  WHY  ? 

Let   our  travellers   show   you    our   line. 
You'll  be  surprised 

A   BETTER   MADE   GARMENT 
FOR  LESS  MONEY 

We  Manufacture 

Gingham  Street,  Porch  and  Apron 
Dresses,  Girls'  Dresses  from  3  to  14, 
from  print  and  gingham.  Also  print 
house   and    apron  dresses. 

Rompers,  Creepers,  etc. 

CANADIAN    PERFECT  GARMENT   CO. 

513-515  College  St.,  Toronto 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND   EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932-938  Broadway  New  York  Cor.  22nd  St. 

Canadian  Showroom  and  Factory  : 

Bay  and  Wellington  Sts.,         -        Toronto,  Canada 
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GENERAL    SECTION 


Dry  Goods  Review 


Ontario  Dry  Goods  Merchants  Hold  Their 

Second  Annual  Convention  at  Toronto 

Held  In  Conjunction  With  Textile  Products  Show  and  Sister  Con- 
ventions— Dr.  McMillan  Outlines  The  Award  of  Minimum  Wage 
Beard  and  Says  No  Attempt  Made  To  Fix  Wages  But  To  Establish 
Lines  Below  Which  They  Must  Not  Fall — Address  by  Sir  James 
Woods — Matter  of  Trade  Discounts 


WITH  a  fair  representation  of  out- 
of-town  merchants  and  a  large 
number  from  Toronto,  the  sec- 
ond annual  convention  of  the  Dry 
Goods  section  of  the  Ontario  Retail 
Merchants  Association  was  held  in  the 
King  Edward  Hotel,  Toronto,  on  Febru- 
ary 13th.  This  convention  was  held  in 
conjunction  with  the  Textile  Products 
Exhibition  in  which  some  eighty-five 
manufacturers  participated,  and  with 
sister  conventions  which  were  held  all 
during  that  week.  The  president,  C. 
Umphries  of  Petrolia,  was  unable  to  be 
present  through  illness.  J.  P.  Tweddell, 
president  of  the  Toronto  branch  of  the 
R.M.A.,  presided   over  the  convention. 

Minimum    Wage   Board   Findings 

The  first  address  of  the  afternoon  was 
given  by  Dr.  J.  W.  McMillan,  chairman 
of  the  Minimum  Wage  Board.  He  ex- 
plained the  recent  award  of  the  Board 
with  regard  to  the  minimum  wages  to 
be  paid  to  female  help  in  retail  stores 
in  Ontario.  At  the  outset  he  wished  it 
to  be  understood,  he  said,  that  the  Mini- 
mum Wage  Board  did  not  make  any  at- 
tempt to  fix  wages;  it  merely  drew  the 
line  below  which  wages  must  not  fall 
and  this  line  was  determined  by  the  cost 
of  living  at  the  time  of  the  judgment. 
The  minds  of  the  people  of  Ontario  had 
accepted  the  social  principle  that  the 
same  right  of  living  that  is  applied  to 
alms  houses,  houses  of  Industry  and 
Homes  for  Incurables  should  also  apply 
to  the  women  and  girls  employed  in  in- 
dustrial concerns.  Dr.  McMillan  stated 
that  in  trying  to  bring  about  better  con- 
ditions amongst  the  female  help  in  re- 
tail and  industrial  concerns,  the  Board 
had  had  both  the  sympathy  and  co-opera- 
tion of  the  employers  throughout  the 
province.  Any  decent  employer  wanted 
to  pay  his  female  help  a  living  wage. 

The  Chairman  was  emphatic  in  his 
statement  that  the  award  of  the  Board 
or  the  intent  of  the  Board  was  not  to 
interfere  with  promotion  at  all,  with 
bonuses  or  any  other  internal  economy 
of  an  organization.  They  were  not  try- 
ing to  interfere  with  the  war  of  prizes 
that  was  part  of  the  great  game  of  com- 
petition, but  with  the  war  of  sustenance. 
The  only  thing  that  they  would  inter- 
fere with  would  be  the  employer  who 
wanted  to  do  this  unsocial  thing — make 
his  help  work  for  a  wage  that  was  not 
a  fair  living  wage.  He  stated  that  the 
awards  made  in  the  cases  of  Toronto 
Hamilton,  London,  and  Ottawa  were  as 
much  the  awards  of  the  merchants  of 
those  cities  as  the  Beard  itself. 


"Facts  vs.  Faith" 

Sir  James  Woods,  president  of  the 
Gordon  McKay  Co.  Ltd.,  of  Toronto,  was 
the  speaker  of  the  afternoon  session,  his 
subject  being  "Facts  vs.  Faith."  His 
definition  of  the  true  optimist  was  the 
man  with  cheerful  yesterdays  and  con- 
fident to-morrows.  While  he  believed 
there  were  innumerable  things  to  justi- 
fy our  faith  in  the  future  of  this*  coun- 
try he  warned  against  an  optimism  that 
did  not  have  a  great  deal  to  justify  it- 
self, or  that  was  temporary  and  ficti- 
tious. He  instanced  the  national  debt 
of  Canada  which  in  1914  was  40  millions 
and  was  now  130  millions.  He  referred 
to  the  orgy  of  money  that  had  been 
spent  in  this  country  on  railroads  and 
quoted  the  general  manager  of  the  Bank 
of  Montreal  as  saying  "you  could  create 
prosperity  on  the  desert  of  Sahara  if 
you  spent  as  much  money  there  as  we 
are  spending  in  Canada." 

After  referring  to  the  amount  of  im- 
ports from  the  United  States  as. show- 
ing our  spending  in  that  country  much 
greater  than  in  the  United  Kingdom,  Sir 
James  made  an  appeal  for  Made-in-Can- 
ada  buying  and  selling.  If  that  were 
impossible,  the  United  Kingdom  should 
be  our  second  customer,  not  the  United 
States. 

The  solution  of  the  present  difficulty, 
said  Sir  James  was  work,  hard  work, 
honest  work,  intelligent  work.  It  would 
do  no  good  that  half  the  people  worked 
at  a  high  wage;  until  employment  was 
general  we  would  not  see  any  return 
to  prosperity  that  came  near  the  pre-war 
days. 

World   Willing   to   Work 

"I  have  a  list  in  my  hand,"  said  Sir 
James,  "of  the  names  of  25  Toronto 
wholesale  dry  goods  houses  that  failed 
during  the  period  1880-1905.  We  can- 
not equal  that  nowadays.  The  Wiorld  is 
full  of  people  willing  to  work;  the  world 
is  full  of  wonderful  resources.  Why, 
then,  the  unemployment?  Why  the  de- 
pression and  stagnation  of  trade?  Not 
solely,  of  course,  but  largely,  because 
of  lack  ,of  faith.  By  faith  we  won  the 
war  and  kept  up  production  and  creat- 
ed prosperity  and  got  up  such  an  im- 
petus that  things  kept  booming  for 
two  years  after  the  war  ended.  Then 
we  became  timid,  lost  our  nerve,  lost 
our  faith;  people  stopped  buying, 
wheels  ceased  moving  and  general  un- 
employment   followed." 

Then  Sir  James  took  a  crack  at  the 
idle  rich.  "These  are,  of  course,"  said 
he,   "too   many  drones.     The  rich,   par- 


ticularly, do  not  work  hard  enough.  Too 
many  motors,  too  much  golf,  too  much 
pleasure,  and  until  this  is  changed  there 
is  no  use  criticizing  the  working  man 
for  not  giving  a  fair  day's  work  for  a 
fair  day's  pay. 

"We  are  at  a  stage  when  it  is  the 
plain  duty  of  every  trader  and  manufac- 
turer to  operate  wisely  and  economical: 
and  be  satisfied  with  a  reasonable  pro- 
fit," declared  Sir  James,  advocating  such 
a  course  for  helping  reduce  the  cost  of 
living  and  getting  back  to  bedrock  busi- 
ness conditions.  "Character,  not  com- 
merce, is  the  fundamental  principle  in- 
volved." 

R.  Smallpiece 
R.  Smallpiece,  of  the  W.  R.  Brock  Co., 
Ltd.,  of  Toronto,  gave  a  brief  talk,  sug- 
gesting several  points  that  would  be  use- 
ful to  the  retail  merchants  in  conducting 
their  business,  and  to  salespersons  be- 
hind the  counter.  Industry,  intelligence, 
integrity — these  were  three  words  he 
emphasized  as  ones  that  might  well  be 
the  guiding  principles  of  the  retail  mer- 
chants or  the  salesperson.  The  day  of 
small  things  should  not  be  despised;  it 
was  frequently  the  most  modest  people 
who  made  big  successes  in  life  and  Mr. 
Smallpiece  gave  some  illustrations  to  his 
point.  He  referred  to  the  E.  &  S.  Cur- 
rie  Co.,  Ltd.,  of  Toronto,  which,  he  said, 
had  been  started  by  Edward  Currie 
years  ago  in  a  cellar.  Mr.  Currie  took 
his  noon  hours  to  sell  the  ties  he  made 
in  this  cellar;  to-day  their  organization 
was  a  credit  to  the  city.  If  people  would 
put  their  whole  heart  and  energy  into 
their  work,  it  would  be  successful.  Al- 
ways be  courteous  and  obliging  and, 
when  successful,  don't  get  a  swelled 
head,  was  the  advice  of  Mr.  Smallpiece. 
He  also  stressed  the  desirability  of  team 
work  in  any  sales'  organization. 

Fixing  Re-sale  Price 

Some  discussion  arose  over  the  prac- 
tice of  manufacturers  in  fixing  the  re- 
sale price  of  merchandise  to  the  retailer 
wihout  considering  the  overhead  of  the 
retailer.  The  case  of  silk  thread  was 
cited  and  one  retailer  stated  that  this 
had  lately  been  fixed  at  8  cents,  while 
the  merchant  had  to  pay  6Y2  cents  for 
it.  This  with  an  overhead  of  24  or 
25  per  cent,  made  it  necessary  for  the 
retailer  to  sell  at  an  actual  loss. 

Discounts 

Out    of    this    matter      arose      another 
which  was  the  subject  of  a  strong  reso- 
lution  moved   by   Mr.    Anderson,   of   St. 
(Continued   on   next  page) 
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BIG  YEAR  FOR 
HOUSE  BUILDING 

House  Furnishing  Men  Have  Big 
Opportunity    for    Business 

"This  is  the  biggest  house-building 
year  in  Canada,"  stated  Rotarian  A.  R. 
Whittemore,  in  speaking  to  the  Rotary 
Club,  Toronto.  "Fourteen  thousand 
houses  have  been  built  so  far  this  year 
and  11,000  last  year,  but  with  70,000 
marriages  and  the  coming  of  117,000 
immigrants,  who  will  themselves  require 
at  least  20,000  houses,  Canada  is  short 
165,000  homes.  In  a  growing  country  a 
corresponding  growth  of  building  is  re- 
quired. At  the  present  time  no  industry 
is  so  well  fortified.  And  its  effect  on  un- 
employment is  an  important  one,  be- 
cause for  every  200  men  set  to  work  on 
a  building  500  are  employed  in  the  allied 
industries." 

Mr.  Whittemore,  in  touching  on  the 
point  as  to  whether  low  cost  of  labor 
decreased  the  amount  of  building,  in- 
stanced the  Province  of  Quebec,  and  stat- 
ed that  the  building  increase  there  last 
year  was  17  per  cent,  and  the  cost  of 
labor  21  per  cent,  less  than  in  Ontario, 


THE  INDISPENSABLE   WRAP 

For  formal  occasions  this  season  may  be 
developed  in  navy  blue  tricotine  with 
elaborate  trimming  of  black  silk  fiinge. 
A  roll  collar  of  oriental  brocade  relieve-; 
the  severity  of  the  neckline. — Wrap  by 
Courtesy  of  the  National  Garment 
Company  of  Montreal. 


Buyers'  Guide 

About  twenty  million  pounds  is 
a  conservative  estimate  of  Cana- 
da's yearly  wool  production.  The 
estimated  value  of  the  sheep  in 
this  country  in  1920  was  $37,263,- 
000.  A  new  Canadian  industry 
will  be  begun  in  June  when  a 
wool  combing  plant  will  be  com- 
pleted. The  machinery  for  it  is 
being  imported  from  Bradford, 
Eng.,  the  world  centre  for  the 
combing    industry. 

Ralph  Grossman,  a  Canadian 
from  Montreal,  dropped  a  bomb 
into  the  recent  convention  of  the 
International  Association  of  Cloth- 
ing Designers  by  introducing  a 
novelty  called  the  "Sweep  Pleat" 
coat.  Here  is  how  one  New  York 
paper  describes  the  innovation  in 
masculine   attire: 

"The  'Sweep  Pleat'  is  a  sport- 
coat  basically,  but  it  is  more  than 
that,  much  more,  and  then  some, 
consisting  of  pleats  under  the 
arms,  which  allow  a  luxuriously 
easy  swing  of  the  arm  to  the  golf- 
er, the  cop,  or  the  rider.  The 
pleats  moreover,  look  like  an  ac- 
cordion of  such  modest  dimen- 
sions, and  for  so  brief  a  flashing 
moment  as  the  arm  is  swung,  that 
they  may,  with  fairish  accuracy  be 
called  'invisible.'  It  is  these  arm- 
pit insertions  which  name  the  nov- 
el coat  the  'sweep  pleat.'  " 

The  introduction  of  this  garment 
at  the  Designers'  Convention,  by 
Mr.  Grossman  occasioned  the  only 
excitement  of  the  meeting.  "A 
dent  as  deep  as  the  Sweep  Pleat's 
armpits  was  put  in  the  con- 
vention audience  by  the  Cana- 
dian brother's  invention,"  one  ac- 
count declares.  "The  Sweep  Pleat 
was  donned  by  a  dozen  volunteer 
living  'forms'  and  the  air  of  the 
blue  room  of  the  McAlpine  hotel 
punctured  with  picturesque  gest- 
ures symbolizing  golf,  the  police 
force  in  action,  and  Tod  Sloan  at 
the  Derby.  So  great  was  the  de- 
mand for  the  tests  of  the  Sweep 
Pleat  that  the  audience  had  to  be 
called  to  order  and  finally  quiet 
was   restored." 

The  homespun  bag,  called  also 
the  'habitant,'  the  'Murray  Bay'  and 
the  'French-Canadian'  bag,  was  or- 
iginated in  Charlotte  County,  New 
Brunswick,  by  Charlotte  County 
Cottage  Craft  and  not  by  women 
of  Quebec  as  is  popularly  suppos- 
ed. Miss  Grace  Helen  Mowat  is 
president   of   this   association. 

More  than  75  distinct  varieties 
of  furs  were  contained  in  the  col- 
lection sold  in  New  York  on  Feb- 
ruary 6.  Fur  men  declared  that 
the  Canadian  skins  shown  were 
notable  for  their  quality,  the  mar- 
tens  receiving   particular  mention. 


compared  with  a  9  per  cent,  decrease  in 
building   in   this   Province. 

Building  costs  reached  their  peak  in 
May,  1920,  when  the  increase  was  184 
per  cent,  over  1913.  In  October,  1921, 
the  cost  was  only  98  per  cent,  over  1913, 
or  47  per  cent,  lower  than  the  peak. 
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Thomas  and  seconded  by  Mr.  Fair  of 
Brockville.  It  was  the  question  of  dis- 
counts and  it  was  claimed  by  merchants 
that  the  large  mail-order  house  and  de- 
partment stores  were  given  larger  dis- 
counts than  the  smaller  ones  which  en- 
abled them  to  under-sell  the  merchant 
right  in  his  own  town  or  city.  A  reso- 
lution was  passed  calling  the  attention 
of  the  Dominion  Board  at  Ottawa  to  this 
matter  and  asking  them  to  bring  it  to 
the  attention  of  the  manufacturers  to 
see  if  some  remedy  could  be  made. 

Full  Report  Next  Issue 

More  with  regard  to  this  convention 
and  the  Textile  Exhibit  will  be  given  in 
the  next  issue  of  Dry  Goods  Review. 


News  of  the  Trade 

John  Ogilvy,  one  of  the  outstanding 
figures  in  trade  in  Montreal,  celebrated 
his  97th  birthday  on  January  18. 

Hon.  Geo.  E.  Amyot,  the  new  presi- 
dent of  the  Banque  National?,  is  pre- 
sident of  the  Dominion  Corset  Co. 

Of  the  two  new  directors  for  the  Stan- 
dard Bank  of  Canada,  appointed  recent- 
ly, one  is  A.  R.  Auld,  managing  direc- 
tor of  Nisbet  &  Auld,  Limited,  Toronto. 

Mr.  L.  Blumberg  now  heads  the  Silk 
fabric  department  of  Belding-GortL 
celli,  Limited,  at  their  Montreal  Branch. 
The  main  feature  of  this  change  is  the 
added  faciility  for  taking  care  of  out- 
of-town   buyers. 

On  Friday  evening,  February  3,  De- 
laney's  store,  Belleville,  Ont.,  was  tihe 
scene  of  a  most  enjoyable  dinner  and 
dance  given  by  Mr.  and  Mrs.  Delaney. 
Dancing  and  select  entertainment  fol- 
lowed the  dinner,  and  guests  pronounced 
it  the  "best  ever." 

Messrs.  Woodhouse  and  Co.,  whose 
head  office  is  in  London,  Eng.,  and  who 
have  stores  in  various  parts  of  the 
world,  including  the  city  of  Montreal, 
have  opened  up  for  business  on  Yonge 
St.,  Toronto.  The  carpets,  rugs  and 
linoleums  they  carry  come  direct  from 
the  British  Isles  but  the  furniture  is 
Canadian-made. 

The  dry  goods  firm  of  Claxton  and 
Co.,  has  purchased  the  Simpson  house 
property  in  Lindsay,  Ont.,  and  intends  to 
fit  it  up  into  an  up  Ito-date  store.  Ow- 
ing to  the  steady  growth  of  business, 
conditions  are  too  congested  in  the  pres- 
ent site.  The  manager  promises  that 
the  new  store  will  be  one  of  the  finest 
of  its  kind  in  the  country. 
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GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It     makes     them     more     attractive. 
Economical,    Fast,    Practical,    Neat. 

E.  W.  McMARTIN 

45   St.   Alexander  St.  MONTREAL 


Canadian  Linoleums 
&  Oilcloths,  Limited 

Cornwall,  Ont. 

SPRING,   1922 

New   range  of  patterns 

now  ready  for  delivery. 
Send  for  small  sample 
book  and  price  list. 


MILLINERY    ACCESSORIE  S 

HATS,      NOVELTIES 
FANCY  FEATHERS 

•««•  ARTIFICIAL  FLOWERS 


All  mail  orders  carefully  attended  to 
Write    for    samples    and  quotations 

JOS.   LEONE    &  CO. 

Limited 

Wholesale  Milliners 
17  St.  Helen  St.  Montreal 


Brantford   Felt 
Novelty  Co. 

Brantford,      -      Canada 


Manufacturers  of 

High   Grade    Pennants,    Cushion    Tops, 

Felt  Emblems,  Paper  Hats,  Advertising 

Novelties. 

ORDER  NOW  OUR  WOOL  FELT 

TAMS 

SPORTS,  io  SHADES 

7.50  PER  DOZ. 
1914  VALUE  AND  A   BIG   SELLER 


There  are  some  terms  used  in 
the  hosiery  trade,  with  which 
salespeople  are  not  often  as  fam- 
iliar as  they  should  be.  The  fol- 
lowing are  a  few  of  the  more  im- 
portant: 

Seamless  stockings  are  knitted 
in  tubular  form,  instead  of  being 
made  up  in  the  piece  and  then 
sewn  together.  They  are  shap- 
ed in  the  knitting,  then  stretched 
and  pressed. 

Full-fashioned  hose  are  knitted 
flat  and  shaped  by  controlling  the 
number  of  stitches  in  legs,  heels, 
instep  and  toe.  They  are  then 
seamed;  the  full  length  of  the 
stocking. 

Although  most  of  the  big  cities 
in  South  America  are  generally 
classed  with  London,  Paris  and 
New  York  in  the  annals  of  fashion, 
it  is  interesting  to  note  that  there 
are  no  corset  factories  in  Brazil. 
Instead,  corsets  are  made  by  hand 
in  small  shops  either  for  stock  or 
to  customer's  order.  Machinery  is 
seldom  used,  although  one  shop  is 
reported  to  have  adopted  an  eye- 
leting machine.  Fairly  inexpens- 
ive grades  of  pink  or  blue  cloth 
are  used,  the  more  expensive  kinds 
together  with  lacings,  eyelets  and 
boning  materials  being  imported 
from  abroad. 

The  importance  of  the  much- 
maligned  skunk  as  a  fur-bearing 
animal  is  emphasized  by  the  fact 
that  its  pelt  brings  to  trappers 
on  this  continent  $3,000,000  an- 
nually, the  output  a  year  being 
about  2,000,000  skins.  So  prom- 
ising is  the  skunk  fur  industry, 
that  within  the  last  few  years, 
skunk-breeding  has  been  under- 
taken on  scientific  principles.  It 
was  started  in  1914  near  Chicago 
by  the  Skunk  Development  Bur- 
eau, and  two  years  later  the  stock 
was  removed  to  the  Illinois  Agri- 
cultural Experiment  Station, 
where  experiments  are  still  being 
continued.  The  breeders  are  work- 
ing to  produce  a  pure  black  skunk 
since  the  market  demands  a  black 
pelt  or  as  near  .it  as  possible. 
Skunks  thrive  best  in  cool  lati- 
tudes, so  that  Canada  offers  the 
best  conditions  for  breeding  them 
for  fur.  Feeding  is  a  minor  con- 
sideration because  they  will  eat 
most  anything.  Their  chief  diet  at 
the  Illinois  Experiment  Station 
consisted  of  mice,  sour  milk,  pea- 
nuts, dried  prunes,  stale  bread  and 
table   scraps. 
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TEXTILES.— GENTLEMAN  ( PRACTICAL) 
well  known  to  whole  of  the  hosiery  man- 
ufacturing trade  and  in  constant  touch  with 
same  is  willing  to  represent  merchants  desir- 
ous of  being  kept  alive  to  the  latest  fashions 
and  productions.  Kindly  write  Mr.  Henry 
Straw,  No.  2.  William  Road,  West  BridKford. 
Nntting-ham,    England. 

IRISH  FIRM  OF  AGENTS  WITH  FIRST- 
class  connection  open  to  represent  on  com- 
mission Manufacturers  of  Fleece  Underwear 
and  Ladies'  Artificial  Silk  Hose.  Reply  Esox 
980  Dry  Goods  Review,  143  University  Ave., 
Toronto,  Ont. 


Buttons 

Plain  and  Fancy  Pearls 

We  are  making  a  very 

complete  line  of  all  Kinds 

Write  for  Samples  and  Prices 

SHULER  BUTTON  CO. 

Brantford,   Ont. 


HABERDASHERY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking, 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 

8&9  Hamsell  Street,  London,  E.C  I. 

Established  1871 


Th< 


Band 


SANITARY   NAPKINS 

Conveniently  and  attractively  packed;  half 
dozen  and  dozen  cartons ;  individual  transparent 
envelopes;    and    compressed    in    individual    boxes. 

Write     for     interesting     prices. 
HYGIENIC        FIBRE        COMPANY 
200  Broadway      New   York   City 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Pe^y  Cloth-Blankets 


115  Worth  St.,  NY 


RIBBONS    OF    DISTINCTION 

"J-C"  Ribbons  have  peculiar 
charm.  Widely  advertised  to 
the  consumer  under  tbelr 
trade-mark  names  for  tba 
protection  of  the  dealer. 
"SATIN  DB  LUXE" 
l\«#'\  Ln  1  "TRODSSEAD" 

\fy>\        -»ST-V  "LADY    FAIR" 

"SANKANAC"    "VIOLET" 
"DEMOCRACY" 
JOHNSON,    COWDIN    &   CO.,     40   E.   90th   St, 
New   York.   N.Y.  Made  In   U.S.A. 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 

Made  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 
SHERBROOKE,  QUE. 

0PD  B.  Rsk&Co. 

Afre  Chicago 

M  E  R  C H  ANDU'E 

New  York  Salesroom : 
Open   Throughout  the  Year 
411  Fifth  Avenue 

WILL  P.  WHITE,  LIMITED 


Montrea 
137  McGiU  Street 


Head  Office: 

Toronto 
65  Simcoe  St. 

Manufacturers'   Agents    and    Distributor* 
Textile  and  Smallwares  Specialities. 
Wholesale  and  Manufacturers  Only  Supplied. 


Yarn  Merchants  in  Glasgow,  anxious  to  open 
up  business  in  Canada,  wish  to  get  into  touch 
with  a  reliable  firm  who  deal  with  Manufac- 
turers in  that  country.  We  can  supply  nil 
kinds  of  varns,  cotton,  linen,  woollen,  jute, 
silk,  also  artificial  silk  and  shall  be  glad  to 
snte'r  into  communication  with  any  firm  in  a 
position  to  open  up  a  business  connection  for 
us.  In  reply,  please  furnish  full  particulars 
and  trive  trade  references  to  J.  M.  SYMING- 
TON.   S5    Miller   Street.    Glasgow. 
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CAPS 

Men's  and  Boys'  Caps 

Children's  Tarns; Boys'  Etons 

Also  caps  made  from  your 

own  materials 

Universal  Hat  &  Cap  Co. 

London,  Ont. 


TAPES 

ALL  WIDTHS  AND  QUALITIES 
CARRIED  IN  STOCK 

Walter  Williams  &  Co. 

508  READ  BLDG.,  MONTREAL 
J    WELLINGTON  ST.  W.,  TORONTO 

GERSTENZANG   BROS. 

Popular  Priced 
Flowers  and  Feathers 

670-674  Broadway,  NEW  YORK  CITY 


"HOOSIER" 

The  best  36-inch  brown 
domestic  in  America 

Buy  it  by  the  bale; 
tell  it  by  the  bolt 

Indiana   Cotton    Mills 

Cannelton,Ind.,U.S.A. 


T.  H.  Birmingham  &  Co. 

LIMITED 
533  College  St.,  TORONTO 

Makers  of 

Women's  High  Grade 
Neckwear 
•The    Exclusive    Neckwear    House" 


f 


B  LAN  K  E  T  S 

PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
GROVE  MILLS  HALIFAX 

Teltgnmj  and  Cablet,  "Blankets"  Halifax 
Codec,  A.B.C.  5th,  and  Benlley's 

LARGEST  MANUFACTURERS 

Artificial  Flowers.  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free  for  the  asking. 

The  Botanical  Decorating  Company 

(Incorporated) 

208  W.   Adams   St.,   Chicago,  111. 

STERLING  DRESSCOT 

Popular-Priced  Ladies'  and  Misses' 

DRESSES  and  SKIRTS 
220  KING  ST.  WEST  -  TORONTO 

ADELAIDE  3857 


iSMALLWARES 

AND 

Hosiery 

The  Robert  Hyslop  Co  umuip 

HAMILTON.  ONTARIO 


February  10th  marked  the  de- 
mise of  winter  headgear  in  New 
York  and  the  opening  of  the  straw 
hat  season,  at  the  annual  Fashion 
Show  of  the  Retail  Milliners'  As- 
sociation of  America.  New  hat 
creations  were  presented  with  an 
eye  to  the  latest  hairdressing 
modes.  Accordingly  the  new 
season's  hat  will  become  the  high, 
fan-shaped  coiffure,  at  the  same 
time  allowing  for  the  moderate 
amount  of  waves  and  curls  which 
will  lie  rather  flat  to  the  head.  The 
display  ushered  in  the  new  Spring 
color  "Dandelion,"  a  yellow  vary- 
ing from  a  dull  sunlight  shade  to  a 
high  orange.  Perwinkle,  brilliant 
red,  and  combinations  of  black  and 
white  were  more  prominent  in  the 
straws,  while  old  blue  led  in  the 
homespun  and  tweed  sports  mod- 
els. Small  close-fitting  shapes 
were  in  evidence,  but  the  n.sw  type 
showed  a  broad  rim  with  width 
running  to  the  sides  with  a  soft 
crown  of  irregular  lines  and  sim- 
ple trimming. 

Any  details  of  Princess  Mary's 
wedding  on  the  28th  of  February 
are  of  particular  interest  now,  and 
nothing  so  delights  the  imagina- 
tion as  the  description  of  her  fin- 
ery. Foremost  of  course  stands 
her  wedding  robe.  The  bridal  gown 
will  be  of  cloth  of  silver,  veiled 
with  an  overdress  of  silver  lace, 
and  embroidered  pearls.  The 
court  train,  four  yards  long  and 
fifty  inches  wide,  has  been  made 
specially  of  magnificent  silver 
shot  duchesse  satin  .embroidered  in 
Indian  silver  and  silk,  with  a  shawl 
collar  of  real  lace  cascading  down 
the  sides.  The  bridal  veil  will  be 
the  one  worn  by  Queen  Mary  at 
her  own  wedding.  The  brides- 
maids' dresses  will  be  of  silver  tis- 
sue and  lace,  and  they  will  wear 
wreaths  of  silver  rosebuds. 


Fashioned  stockings  are  knitted 
on  a  machine  which  shapes  them 
by  controlling  the  needles.  They 
have  a  dart  or  gusset  in  the  calf 
of  the  leg. 


(LTljc  Canadian  |£ai»jj   Press  (fo., 
Jtlimxteti 

Kitchener,  Ont. 
Manufacturers  of 

"The  Canadian  Lady  dress" 

Ginghams,  Crepes,  Chambrays,  Prints 
Write  us  for  catalogue  and  Prices 


QPENING  FOR  CUSTOM  LADIES'  TAIL- 
oring,  ready  made  and  millinery  in  city  of 
twenty  thousand.  1st  class,  long  established, 
good  location  for  energetic  man  or  woman. 
Write.  Box  779,  care  Dry  Goods  Review,  i43 
University    Avenue,    Toronto,    Ont. 

AyrANUFACTURERS'        AGENCY        WANTS 
up-to-date     and    rightly    priced    lines    for 
Pacific     Coast     territory.        Dresses,      Hosiery, 
Gloves,  Corsets,  Neckwear,  Novelties, 

Leather  bags.  At  once.  Address  manufac- 
turers' Agency,  501  Carter-Cotton  Bldg., 
Vancouver. 


Bias    Tapes  and 
Mending  Yarn 

We  specialize  in  these  necessary, 
every-day  lines.  Write  for  sam- 
ples   and    quotations. 

BATES  &  KEIR 
Peterborough 


COMFORTERS 

COTTON— DOWN— WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 

2154-56-58  Dundas  St.  W.,  Toronto 


VEILINGS  and 
SILK  NETS 

HODGES  &  LETTAU 

232  McGill  St.  Montreal 


CLIMAX  PAPER 
BALERS 

ALL  STEEL-FIREPROOF 
'Turn*    Watte 

into  Profit" 
12  SIZES 
Send  for  Catalog 

CLIMAX  BALER  CO. 
Hamilton,     Ont. 


Canada's 

Largest  Makers  of 

Cotton  Flags 

Write  for  Pricet 

THECOPP,  CLARK  CO., 

517  Wellington  St.  West      Toronto 

SILKS 

I  represent  In  this  country  some  of  the 
most  reliable  Manufacturers  of  Hlgh- 
Grade    SILKS,     in    plain,     fancy    weaves. 

Quality    and    Novelty    Is    my    motto. 

J.  H.  GAGNON 

108  Dandurand  Bldg.        Montreal 
J.  F.  Carnall  &  Co.,  England 

HOSIERY  MANUFACTURERS 
Men's,  Women's  &  Children's 

Heather    Hose 
Complete  Stock  Carried  in   Toronto  by 

A.  M.  Duncan 

39    Adelaide    St.    W..  -  TORONTO 

Fred  Jones  &  Company 

Manufacturer*  and  Importers 

Babies'  Hand  Crochet  Coodt  Notion* 

Babies'  Hand  Knit  Goods  Novelties 

Art   Needlework  Materials 

Room  712  Empire  Building 

64    WELLINGTON    ST.    WEST   TORONTO 


Fraser's    Women's    Wear    Directory,    pocket    size, 
issued    each   July, 

Fraser's    Men's    Wear    Directory,    pocket    size.    Is- 
sued   each    September,    and 

Fraser's    Textile    Products    Directory,    each    Janu- 
ary,   a   combination    of   the    above    two   books. 
Subscription    in    Canada    $2.00    a    year.      Sample 
copy  on   request. 

Fraser   Publishing   Company 

H.  O.  128  Bleury  Street,  Montreal 
Br.  Office,    122  Wellington    W.,    Toronto. 
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Try  to  Tear  it 


Silk  is  the  quality  test  of  your 
ribbon  stock. 

And  the  tear  test  is  the  proof  of 
the  quantity  of  silk  in  your  ribbons 
which  makes  the  quality. 

This  test  proves  whether  your  ribbons 
are  mostly  silk  or  mostly  weighting. 

Weighted  ribbons  tear  easily,  they  rot 
quickly,  deteriorate  and  cause  loss. 

Beldings  ribbons  are  strong  because 
made  with  less  weighting — they  stand 
up  to  every  test  of  ribbon  quality — they 
make  friends  for  your  store  by  making 
satisfied  customers. 

Made   in   Canada,   you   save  heavy   import   duties 
— make   a  better  profit. 

Plain  and  fancy  weaves  in  all  seasonable  shades. 


Toronto 


Montreal 


Vancouver 


Winnipeg 
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The  Priceless 

Value  of  Your 

"Store -Appeal" 
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"INTER-PLACE-ABLE  UNITS'* 

Begin  the  creation  of  a  better  store 
with  one  or  more  "Inter-place-able 
Units"  which  permit  you  to  build  as 
your  business  grows.  Write  for  the  cata- 
logue especially  prepared  for  Dry  Goods 
Stores.  It  will  enlighten  you  on  your 
store's  possibilities. 


The  general  attractiveness  and  selling 
appeal  of  your  store  as  a  whole,  will 
determine  your  volume  of  spontaneous 
sales — the  articles  people  leave  your  store 
with  that  they  had  no  intention  of  buying 
on  entering.  Strive  to  have  your  store 
make  buying  an  irresistible  pleasure,  as 
well  as  a  necessity,  and  you  will  reap  re- 
turns in  far  greater  abundance  than  ever 
before. 

Antiquated  fixtures  and  obsolete  show- 
cases that  outgrew  their  real  usefulness 
many  years  ago,  are  clouds  that  obscure 
the  real  worth  of  your  store,  handicap 
your  salespeople,  and  keep  sales  at  the 
minimum. 

Kent-McClain  Show-cases  and  Store-equip- 
ment make  every  possible  use  of  your  store's 
"display  possibilities,"  enhance  the  quality  of 
your  offerings;  assist,  not  impede  your  sales- 
people; and  increase  sales  volume  and  profit 
to  the'  maximum. 


(Joronto  ShowCase  Co)    Limited 

183  CARLAW  AVE.,  TORONTO  -  OFF  QUEEN  ST.  E. 


"  INTER-PLACE-ABLE  "  UNITS. 
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GREENSHIELDS  LIMITED 


Your  Mail  Orders 


deserve  the  very  best  attention.  The  same  prompt  and 
courteous  service  rendered  through  our  salesmen,  or  to 
the  buyer  who  visits  our  warehouse,  is  available  to  every 
merchant  through  our  mail  order  department. 

We  specialize  in  handling  orders  sent  in  by  mail.  Our 
splendid  facilities  for  handling  this  business  assure  you 
that  your  order  will  be  promptly  looked  after,  and  will 
receive  the  same  careful  attention  that  your  personal 
supervision  would  ensure. 

Mail  your  order  to — 

GREENSHIELDS  [LIMITED 

"The  Hub  of  the  Dry  Goods  trade  in  Canada" 
17  VICTORIA  SQUARE  MONTREAL 


Salesrooms  from  the  Atlantic  to  the  Pacific 
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A  Chinese  Flapper 

Georgette  Canton  Crepe 

Taffeta  Duchesse  Paillette 

Crepe  Charmeuse 


French 

Silks 

in  great  variety  for 

Easter 
Trade 


Crepe  de  Chine, 
Satins  Habutai, 

Crepe  Satin 


VISIT  OUR  WAREHOUSE 


&  &.  Etng  g>tlk  Company 


lUmireb 


Zurich,  Switzerland 
Lyons,  France 


"ttye  g>tlfe  J|ouse  of  Canaba" 

59-61   Wellington  St.   West,  Toronto 

Foreign  Offices: 


Yokohama,  Japan 
Chefoo,   China 
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Cheer  Up  Your  Stock  for  Easter  ! 


For  immediate  delivery,  we  offer  you  the  newest  and 
brightest  designs  and  colorings  in  the  following:  — 


Voiles, 
Organdies, 
Dimities, 
Batistes, 


Ginghams, 

Chambrays, 

Prints, 

Costume  Ducks  &  Drills, 

Cotton  Crepes  and  Seer- 


Plain  and  Fancy  Repscords  suckers, 


I 


i^ 


Fancy  or  Plain  Colored  Skirtings.  The  latest  shades  in 
Sport  Flannels.  A  special  range  of  small  designs  in  the 
New  Cretonne  Dress  Material. 


John  M.  Garland,  Son 
&  Co.,  Ltd. 


Ottawa 


Canada 


Wholesale  Dry  Goods 
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For  Summer  Selling 

"JAZZ  FABRICS" 

An  European  Novelty 

Cretonne  Effects  on  Dress  Materials 

"VOILES" 


Printed,  Embroidered 
Rice  Crepe 
Sheenore,  Silk  Stripe 


Novelty  Organdies 
Printed  Foulards 
Ginghams  &  Chambrays 


For  the  BEST  VALUES  at  the  LOWEST  POSSIBLE  PRICES, 
buy  merchandise  from  our 

11   DEPARTMENTS 


A.C. — Cotton  Staples 

D. — Dress  Goods  and  Silks 

F. — Fancy  Goods 

H. — Hosiery 

L. — Linens,  Handkerchiefs 


M. — Laces,  Ribbons,  House  Fur- 
nishings 

R. — Ready-to-Wear 
S. — Smallwares 
U. — Underwear 
W. — Woollens 


HODGSON,  SUMNER  &  CO.,  LIMITED 


83-91  St.  Paul  St.,  West 


21  St.  Sulpice  St. 
MONTREAL 


84-92  LeRoyer  St. 


Sample  Rooms  : 

7  Charest  St.,  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.  West,  TORONTO 

Can.  Bank  of  Commerce  Bldg.,  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

Empire  Bldg.,  HAMILTON  Grigg  House,  LONDON 

503  Mercantile  Bldg.,  VANCOUVER  50  Bon  Accord  St.,  MONCTON,  N.B. 
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WAYAGAMACK 


PURE 


GLAZED 


KRAFT 


UNGLAZED 


FINESTRIPE 


PLAIN 


BROADSTRIPE 


According  to  the  old  adage, 

"A  PENNY  SAVED  IS  A  PENNY  GAINED." 

If  users  of  wrapping  paper  and  paper  bags  always  insist  on 
being  supplied  with 

WAYAGAMACK  PURE  KRAFT 

many  dollars  a  year  can  be  saved,  for  the  simple  reason  that 
it  gives  fifty  per  cent,  more  service  than  wrapping  papers  of 
an  inferior  grade  and  consequently  costs  less. 

Any  paper  wholesaler  will  Prove  the  truth  of  this  statement 
by  a  practical  demonstration.  It  is  unrivalled  as  a  paper 
for  the  manufacture  of  envelopes,  notion  bags  and  paper  con- 
tainers of  all  descriptions. 

Wayagamack  Pure  Kraft  Which  Means 

Strength  and  Security 

can  be  obtained  from  all  paper  wholesalers  from  Halifax  to 
Vancouver. 
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For  Spring 

OUR  new,  two-tone  silk,  heather  mixture 
Winsome  Maid  Hosiery  is  absolutely 
the  correct  thing  to  wear  with  the  fash- 
ionable homespuns.  We  have  recently 
added  several  new,  attractive  color  com- 
binations to  this  line,  which  is  sure  to  be 
one  of  the  most  profitable  for  dealers  to 
feature  this  season. 

Winsome  Maid  pure  silk  lines  are 
unusually  attractive  this  Spring. 
They  come  in  a  wide  variety  of 
lovely  colors  and  smart  weaves. 

Write  for   Prices. 

Allen  Silk  Mills  Limited 


43  DAVIES  AVE. 


TORONTO 


The  Finest   Trade  buys   "  Winsome  Maid " 


•      PURE  THREAD      " 

SILK  HOSIERY 


MADE  IN  CANADA 


easonable  Lines 


IN 


A.  B.  C.  Hosiery 


These  are  profitable  lines  for  Spring  selling — 

three-quarter  length  heather  mixture  sock  with  roll 
top — for  children. 

heather  mixture  in  regular  lengths  1  and  1  rib — 
for  children. 

pure  silk  1  and  1  rib  (beautiful  quality),  and  A.B.C. 
silk  and  wool  mixture,  1  and  1  rib — for  children, 
silk  and  wool  mixtures,  many  combinations  of  col- 
ors— for  men  and  women. 

cashmere,  plain  weave,  new  heather  mixtures  for 
Spring — for  men  and  women. 

All  seamless  weave,  reinforced  heels  and  toes. 


B.  C. 


B.  C. 


B.  C. 


B.  C. 


B.  C. 


Allen  Bros.  Co.,  Limited 

883  DUNDAS  ST.  E.  -  TORONTO 

A.  B.  C.  is  a  Hose  Guarantee 
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Different    and    Exclusive 


A  clever  re- production  of  composition  dotted  voile,  with  all  its 
attractiveness  plus  this  advantage;  easily  ironed,  no  spots  to 
break-     60  cents.     Colors:  Black,  Brown,  Navy  and  Copen. 


SILKETTE  TISSUE 


A    silk   and   cotton    mixture,   small  designs,    light    colorings. 
Very  new  and  attractive.     Worth  inspection. 


Full  Line  of 


Stoffel  s  Organdy  and  Dotted  Swiss 

jDroft  us  a  line  to  make  sure  of  seeing  this  Range. 

Buy  at  Headquarters 

CANADA  VEILING  CO.,LIMITED 


84-86  Wellington  Street  West 


Toronto 
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Spring    Time    is    Veil    Time 
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Here  are  some  strong  numbers. 

41517  Dotted  Veiling 


17597-  $9.00  Doz. 
Black,  Brown,  Navy. 

17603  — $15.00  Doz. 
Black,  Brown,  Navy. 


Veil 


17598-  $10.80  Doz. 

Black,  Brown,  Navy. 

6469  -  $24.00  Doz. 

Black-White,  Black-Henna, 

Brown-Henna. 


41550  -  $15.00  Doz. 

Black,  Brown,  Navy. 

6457  —  $24.00  Doz. 

Black-White,  Black-Henna, 

Brown-Henna. 


1  hese  are  winners  in  any  company 


'Mona  Lisa        Veil 


lT> 


S 


<aces 


Nets 


Mali: 


ynamo     manne 

\v  e  want  to  Serve  You 


CANADA  VEILING  CO.,LIMITED 

84-86  Wellington  Street  West  -  -  Toronto 
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Made 

in 

Four 

Sizes 

000 

00 

0 
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COXONIAIX  MAUD 

_  v   -    ■    -      •■  - 


It's    all    in 
the    Spring 


"0  >^^<><$-!> 

,0  d 

B  WILL  | 

I   NOT   f 

:|  RUST  $ 

;♦  ♦ 


DRESS     VT    FASTENER 

MADE     IN     CANADA 


Zi£ Hi*...,-.  _-i ■     -  ■  * 


Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 


Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


CH I S  IS  NOT  A 
FRICTION  FASTENER. 
D  j.  ■  •  MADE 
DUt  IS  WITH 
HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS  WHEN  TO  HOLD 
AND  WHEN  TO  LET  GO 


BRASS 

will    not 
rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE    AND    BLACK     .-.     ,\    SIZES:  00-0-1 

To  he  had  of  all  leading  wholesalers. 

Manufactured   by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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STOFFEL  &  CO.,  ST.  GALL 

The  Largest  Manufacturers  of  Cotton  Fabrics  in 

SWITZERLAND 


Fine  Muslins 
Jaconas 


Voiles 
Crepes 


Nainsooks 
Batistes 

Calicots 

Fancies 


TRANSPARENT  ORGANDIES  IN  100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

"IT  IS  STOFFEL'S" 

The  finest  praise  that  can  be  bestowed  upon  an  Organdie  or  Dotted  Swiss 

STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON   &  TAYLOR 


Sole  Agents  for  Canada 

77  York  Street,  235   Coristine  Bldg., 

20  St.  Nicholas  Street, 
Montreal,  Que. 

Tel.  Adel.  2253  Tel.  Main  6248 


Toronto 


U71 
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LACE  GOODS  CO.,  LIMITED 

*Tne  Handkerchief  House  of  Canada 


Y        ^ 

9^^ 

k\    ■'-■ 

^^v                        y^B         1 

^r     \                 r     y   ^H 

H^                       ^w                         V/ 

^^f                     /\      ''i:*    f\               "^B 

^^     \                  y 

^r            \          '*■'          X\ 

Ik,      ^ 

^k  '  *****  •  ^fl 

The  Above  Represents  No.  50  Assortment  15  Patterns  1.67 1/2  per  doz. 


The  many  compliments  we  receive  from  our  customers  and  the  trade  generally  all 
over  Canada  spur  us  on  to  make  more  strenuous  efforts  than  ever  before,  because 
we  intend  to  maintain  our  position  in  this  department  of  our  business.  Therefore  our 
assortments  in  open  stock,  and  our  variety  of  styles  of  boxes  for  next  Xmas  selling- 
will  be  found  most  attractive,  and  our  showing-  of  these  lines  should  not  be  missed 
by  any  live  store  in  the  country. 

Don't  fail  to  see  our  range  when  our  representative  calls. 


LACE  GOODS  CO.,  l 


united 


Fifth  Floor,  79  Wellington  St.  West 


TORONTO 
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LACE  GOODS  CO.,  LIMITED 

"The  Hanaker chief  House  of  Canada 


^^C             . 

^^B 

^^r      ^^H 

^r                         ^^1 

Hn 
* 

SHM         \^ 

6;^/   . 

A- 

l^r    X/V/^ 

* 

^/^•^  x^fl 

r 

-• 

^^B 

^K.              x  s  y                ^ 

L         \        / 

^^      ^^L  1 

^H 

The  Above  Represents  No.  30  Assortment  15  Patterns  1.85  per  doz. 

Fancy   boxed   goods   with   one,   two   and   three   handkerchiefs    in   a   box — for   popular 

selling  prices  in  your  vicinity. 

Fancy  open  stock — a  tremendous  assortment. 

Note  the  two  specials  illustrated.    Values  unsurpassed.     Great  leaders  for  25c  sellers. 

Plain  Lawns  for  Ladies  and  Men. 

Plain  Linen  for  Ladies  and  Men. 

Ladies'  and  Gents' — Initials. 

Men's — Colored  Borders. 

In  short — everything  in  handkerchiefs. 

LACE  GOODS  CO.,  i 


im 


ited 


Firth  Floor,  79  Wellington  St.  West 


TORONTO 
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OTTAWA 
111    Sparks  St. 


HAILEYBURY, 

ONT. 

Matabanick 


The  High  Cost  of  Labor  &  Thinner  Purses 

Has  Made  for  the  Consumer  Economy  in  Buying  a  Virtue. 

and  this  Economy  expresses  itself  insistently  in 
buying  goods  by  the  yard 

Every  woman  is  SEWING  now  and  will  do  so  for  some  time  to  eome. 
Styles  are  simpler  and  patterns  easy  to  follow. 

DO  YOU  OFFER   YOUR  CUSTOMERS  THE   AMPLE   RANGE   AND 
STYLES  THEY  LOOK   FOR? 

THE  HOUSE  OF  RACINE  HAS  14  DEPTS. 

And  the  FIRST  6  are  PIECE  GOODS  DEPTS. 


TORONTO,    Ont. 
72    Bay    Street 


HAMILTON 

ONT. 

Lister     Chmbrs. 
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How  Many  Homes 

Are  there  in  Your  Town? 

Figure  it  out  and  order  accordingly  of 

"SEWSURE" 

Porch  Dresses  and  Aprons 

"Every  Woman  Wants  One" 

REASONS  WHY 

Public  opinion  is  for  economy 
Materials,  styles  and  prices  are  right 
Women  of  today  want  be  as  neat  in  their 

homes  as  they  are  on  the  street 
Plain  enough  for  housework — Smart 

enough  for  the  porch 
SEWSURE  garments  are  not  skimped 
SEWSURE  garments  are  modelled  correctly 
They  are  in  demand  every  day 
Do  not  have  to  be  put  on  the  bargain 

counter 

Practical  slip-on  styles — easy  to  launder 

Youthful  —  Bright  —  Stylish  — Attractive 

Ginghams  and  Chintz  in  great  demand. 

SEWSURE  House  Frocks  Sell   Themselves 

See  our  Range  while  in  the  city  or  write  and  we  will 
have  a  representative  there  quickly 


No.  212 


The  Sewsure  Mfg.  Co.,  Limited 

Manufacturers 

Darling  Building,  96  Spadina  Ave.,  Toronto 

Let  your  assistants  read  this  page  for  good  selling  points. 


^////^Z^Z/////////////^^^^ 
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Merri-Maid  Dresses 

In  Your  Window 

Mean  More  Business  in  Your  Store 


rear 


This  popular  dress,  "THE  MERRI-MAID",  which  hundreds  of 
Merchants  throughout  Canada  bought  and  sold  last  year,  i«  meeting 
with  great  success  again.  The  style,  workmanship  and  materials  of 
this  line  have  proven  their  worth. 

Voile  Dresses  for  Summer — last  year  for  kiddies  only — this 
for  the  young  miss  up  to  twelve  years  of  age. 

Fine  Val  Laces — Filet  Effects — Embroidered 
Novelties — The  Finest  of  Ribbons. 

Washing  Improves   Their  Appearance 

H.  P.  RITCHIE  &  COMPANY 


38-42  CLIFFORD  STREET 


TORONTO 


Manufacturers  Metallic  Laces,  Silk  Lingerie,  Embroideries, 

Handkerchiefs 


S 


9 

9A 


a: 


8S 
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'Hold    Your    Home 
Trade' 

The    endeavor   of   every    Retail    Merchant    is   to 
hold  his  home  trade. 

Our  Dresses   Are 

All  that  you  expect  in  Value,   and  all  that  your 
customers  expect  in  Satisfaction. 

This  is  more  than  an  assurance — 
it  is  a  guarantee. 

MATERIALS 

Homespuns,    Taffetas,,    Silks,    Crepes 

Newton    &    Carpenter 

62  Richmond  St.,   E.,   Toronto 

Tel.  Main   1042 


"■^■■■■■■■■■■■■■■■^■■■■■■■■■-■■■■■■■■■■■■■■■^ 

iiiiiiiiiiiiiiiiiiiiiiiliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii in iiniii miiiiniiiiiiiin illinium 

our 
liicomeTax 

We  have  just  issued  a  booklet — 
"Dominion  Income  Tax — Questions 
and   Answers" 

which  explains  in  a  simple,  concise  way  all 
Canadian  Government  Tax  requirements. 
The  booklet  is  the  work  of  a  tax  specialist.  It 
simplifies— for  any  individual,  incorporated 
company  or  estate— the  preparation  of  the 
necessary  income  tax  return. 

We  will  be  pleased  to  forward  a  copy  on  request. 

Ask  for  Booklet  35  A 

Canadian  Debentures 

Corporation  Limited 

Established    IQIO 
36  KING  ST    EAST  TORONTO 


lIllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllMIHIIIIIIIlHIHIIIIIIIIIIIIllllllllllllllll 
■■■■"■" 


The  Choker's 

The  Thing 

For  Spring 

j     Everything  in  Fur  Neckwear     i 
§     from     the    aristocratic    Sable 
§     down     through    the    Marten,     § 
|     Fox  and  Squirrel  to  the  more     1 

humble  members  of    the    fur 
1     family. 

Order  Now  for  Immediate  Delivery 

The  W.N.  Ward  Fur  Co. 

70  Bay  Street        -        Toronto 
Tel.  Adelaide  3184 


The  Swiss  Sample  Fair 


HMHUfcllllll  M.M  M  M  JO 


From  April  22nd  to  May  2nd,  1922 

affords   for    Canadian    buyers   the    best 

opportunity  to  get  in  touch  with  Swiss 

manufacturers 


Further  Information  by 

THE  SWISS  CONSULATE  GENERAL, 

212  Drummond  Street 

Montreal 
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Must  Have  New 

Cotton  Fields 

Noted    Authority    Says    Day    Will    Come 

When   America  Cannot    Longer 

Export 

Sir  Charles  Macara,  the  noted  cotton 
expert,  in  an  article  on  the  cotton  trade 
and  its  future  expresses  the  opinion  that 
we  shall  soon  have  a  return  to  good 
conditions  all  round.  One  difficulty  he 
points  to  is  that  of  getting  back  to  a 
profitable  basis  of  prices,  but  he  believes 
this  will  adjust  itself  in  good  time.  As 
an  evidence  of  returning  prosperity  in 
the  cotton  industry,  he  cites  the  fact 
that  there  is  an  unusual  demand  for  ma- 
chinery from  China,  India  and  Japan 
as  well  as  from  the  home  industries. 

New   Cotton   Field 

Referring  to  the  necessity  of  having 
new  cotton  fields,   Sir  Charles  says: 

"While  England  is  the  great  export- 
ing country  for  goods,  America,  no 
doubt,  will  have  as  much  as  she  can  do 
in  the  future  to  supply  her  own  rapidly 
increasing  population;  while  so  far  as 
the  raw  material  is  concerned  it  is 
imperative  that  new  sources  of  supply 
should  be  found  if  we  are  to  cope  with 
the  trade  of  the  future.  At  the  moment, 
of  course,  there  is  enough  American 
■cotton  for  us  all,  but  later  on,  when 
trade  gets  to  the  normal,  we  shall  be 
obliged  to  look  to  new  fields.  The  la- 
bor difficulties  in  the  Southern  States, 
and  the  fact  that  America  is  year  by 
year  taking  more  of  the  cotton  she 
grows,  obliges  us  to  look  well  ahead — 
these  circumstances  and  the  fact  that 
before  the  Great  War  the  cotton  ma- 
chinery of  the  world  was  developing  at 
the  rate  of  four  million  spindles  per 
annum. 

"In  the  years  preceding  1914  there 
was  a  growing  anxiety  in  all  cotton 
manufacturing  countries  as  to  where  we 
were  to  obtain  a  sufficiency  of  raw  cot- 
ton if  the  trade  expanded  much  more, 
and  practically  most  of  the  time  of  the 
World  Cotton  Conference  held  at  Atlan- 
ta, Georgia,  in  1907  was  taken  up  with 
the  consideration  of  how  to  develop  the 
cotton  crops  of  the  future.  I  had  the 
privilege  of  leading  the  European  dele- 
gation which  attended  the  conference. 
The  British  Cotton  Growing  Association 
was  launched  in  1894,  in  no  unfriendly 
spirit,  but  was  intended  simply  as  an 
auxiliary  source  of  supply,  and  one 
which  might  be  expected  to  grow  as  the 
trade  grew,  and  make  good  such  de- 
ficiency as  seemed  probable  when  the 
cotton  growing  limit,  or,  at  all  events, 
the  cotton  picking  limit,  of  the  Southern 
States    had    been    reached." 


Fabric  Prices 

Show  Advance 

Follows   Up-grade  of   Raw    Wool — Finer 
Qualities  Are  Becoming  Scarcer 

The  gradual  rise  in  the  price  of  raw 
wool  has  had  the  effect  in  the  English 
market  of  increasing  the  price  of  fab- 
rics. Warehousemen  who  deferred  their 
winter  buying  have  been  iatr.er  discon- 
certed because  the  fabric  prices  have  so 
quickly  followed  the  rise  in  raw  wool 
prices.  The  result  of  this  flurry  in  the 
market  has  been  twofold.  Buyersi  have 
been  made  a  little  more  cautious  in  their 
buying  because  they  feel  that  this 
change  is  another  indication  of  insta- 
bility. On  the  other  hand,  it  has  given 
an  additional  value  to  the  shocks  of 
warehousemen  and  their  losses  will  not 
be  so  heavy  as  seemed  likely  a  few 
months  ago.  The  backs  of  the  manu- 
facturers and  merchants  alike  have  been 
somewhat  stiffened  in  the  matter  of 
stacks,  and  goods  cannot  be  bought  as 
cheaply  now  as  a  month  ago. 

Botanies  Advancing 

Manufacturers  affirm  that  the  prices 
of  fine  wools  are  likely  to  go  much  high- 
er and  that  by  the  end  of  the  year  all 
botany  qualities  will  be  exceedingly 
hard  to  get.  It  is  their  belief  that  there 
will  not  be  enough  fine  wool  to  supply 
the  demand  and  thait  many  people  will 
be  obliged  to  go  back  to  the  crossbreds 
and  fabrics  made  from  the  coarser  qual- 
ities of  wool.  Such  fabrics  have,  for 
some  time,  been  on  the  market  and  if 
the  demand  should  be  created  for  their 
greater  use,  there  is  a  plentiful  re- 
serve of  wool  and  cloth  to  fill  require- 
ments. 

Wage    Reductions 

The  agreement  of  the  National  Wool 
and  Allied  Textile  Council,  providing 
for  wage  reductions  when  the  cost  of 
living  index  figures  reaches  95,  85,  75 
and  so  on  downwards,  the  wages  of  wool 
textile  operatives  were  affected  as  from 
the  first  day  of  February.  From  the 
time  the  agreement  became  operative, 
cost  of  living  wages  have  been  based  on 
an  index  figure  of  105.  This  meant  for 
adult  male  time  workers,  a  maximum 
cost  of  living  wage  of  34s>.  8d.  This  is 
n  w  reduced  to  31s.  4d.-  The  cost  of 
living  percentage  for  the  time  workers 
is  reduced  from  105  to  95;  for  male 
piece  workers  from  85.90  to  77.72;  for 
female  piece  workers  from  90.681  to 
82.045  and  for  pressers  and  blanket 
raisers  from   66.81  to  60.45. 

The  cost  of  living  index  figure  now 
being  92  there  is  a  carry  over  of  3 
points  toward  a  further  reduction. 


Makers  operating  fur  plants  in  New 
York  state  that,  so  far  as  open  plants 
are  concerned  only  25  per  cent,  of  the  op- 
erators worked  in  1921,  being  employed 
on  a  four-day-a-week  schedule.  The 
rest  weire  employed  by  producers  when- 
ever the  latter  received  enough  work 
tto  operate  their  plants  for  one  or  two 
weeks. 


Upon  severing  their  connection  with 
Debcnhams,  Ltd.,  of  Toronto,  Misses 
Haviland  and  MicEwan  were  the  recipi- 
ents of  handsome  presents.  The  form- 
er was  given  a  handsome  sterling  mesh 
bag  and  purse,  and  the  latter  an  all- 
leather  purse  with  fittings.  They  have 
been  associated  with  the  firm  for  some 
years. 


Big  Empire  Fair 

Is  Under  Way 

Over    Nine    Hundred    Thousand    Pounds 
For  Construction  of  Many  Build- 
ings  Subscribed 

Construction  of  the  buildings  for  the 
British  Empire  Exhibition  will  be  un- 
der way  in  the  near  future.  Prior  to  the 
departure  of  the  Prince  of  Wales  for 
India  he  issued  an  appeal  on  behalf  of 
the  unemployed  in  England,  asking  for 
a  fund  of  one  million  pounds'  with  which 
to  start  construction  of  the  buildings 
for  the  Exhibition  which  is  to  be  held 
at  Wembly  Park  next  year.  That  ap- 
peal has  been  responded  to  in  a  very  lib- 
eral way;  over  900,000  pounds  have  al- 
ready been  received  and  there  is  little 
difficulty  anticipated  in  getting  the  re- 
maining 100.000  pounds.  Among  the 
contributors  is  the  British  government 
which  gave  100,000  pounds  with  the  un- 
derstanding that  500,000  would  come 
from  other  sources. 

Resources   of    Empire 

The  empire,  its  resources  in  minerals 
and  agricultural  products,  its  develop- 
ment, the  linking  together  of  its  people 
and  the  scientific  research  upon  which 
future  prosperity  depends,  these  are 
the  objects  of  the  exhibition.  Its  first 
aim  is  to  take  complete  stock  of  the  re- 
sources of  the  empire  and  to  show  how 
those  which  are,  as  yet,  undeveloped  or 
only  partially  utilized  can  be  converted 
into  wealth;  to  bring  to  light  the  pos- 
sibilities of  growing  more  grain  and 
wool,  more  sugar  and  more  cotton,  more 
timber  and  more  fruit;  of  mining  a 
larger  quantity  of  metals;  of  adding  in 
every  way  imaginable  to  the  production 
of  commodities  which  meet  the  world's 
needs. 

The  second  object  of  the  exhibition  is 
to  make  the  peoples  of  the  empire  bet- 
ter known  to  each  other;  to  show  how 
they  work  and  how  they  play;  what  are 
their  principal  sources  of  wealth;  what 
are  the  natural  features  of  the  land 
they  inhabit;  how  they  have  built  and 
adorned  their  cities;  the  nature  of  their 
schools  and  of  their  factories;  the 
houses  they  live  in. 

Industrial  Aim 

A  still  further  object  of  the  exhibition 
is  to  established  industries  to  show  what 
they  have  to  offer,  and  new  industries  to 
attract  attention  by  proving  what  they 
can  do.  To  the  great  staple  trades, 
exhibitions  do  not  appeal  with  the  same 
force  as  they  do  to  the  industries  pro- 
ducing articles  which  need  to  be  seen 
by  the  actual  customer  in  order  to  be 
appreciated.  But  experience  shows  that 
exhibitions  are  of  undouibted  value  as  a 
means  of  direct  advertisement  to  a 
great  many  trades  and  to  new  countries 
which  are  desirous  of  pushing  their  pro- 
ducts. 


William  Cobden,  an  employee  in  the 
linen  department  of  the  J.  M.  Young 
store  in  London,  Ontario,  died  while  at 
work   on   March  4th. 
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Many  Canadian  Present  Conditions 

Buyers  Present  in  Germany 


Canadian  buyers  are  fairly  well  re- 
presented alt  the  British  Industries  Fair 
that  opened  in  London  and  Birmingham 
this  month.  Canadian  manufacturers, 
on  the  other  hand,  are  conspicuous  by 
their  absence.  This  failure  to  partici- 
pate in  the  exhibition  of  British  pro- 
duets  may  be  due  to  a  number  of  reas- 
ons. Buyers  from  all  corners  of  the 
world  are  in  attendance.  Most  of  the 
Ontario  buyers  are  interested  in  Lon- 
don exhibits,  including  cutlery,  glass- 
ware, enamelware,  crockery,  jewelry, 
diamonds,  drugs  and  chemicals,  food- 
stuffs confectionery,  earthenware,  china- 
ware,  ebony,  toiletware,  clocks,  musical 
instruments,   novelties,    perfumery,    etc. 

Among  the  representatives  of  On- 
tario firms  were  the  following:  A.  J. 
Cherl'.on,  Stanley  Mills,  Co.,  Ltd.,  Ham- 
ilton; W.  L.  Doran,  Dominion  Suspender 
Co.,  Ltd.,  Niagara  Falls;  F.  Procitor, 
Proctor  Diamond  Co.,  Toronto;  C.  R.  F. 
Wickenden,  Ottawa,  manufacturers' 
agent;  A.  F.  White,  Marsh  Engineering 
Works,  Belleville;  C.  E.  Linstrum,  Rob- 
ert Simpson  Co.,  Ltd.,  Toronto;  G.  E. 
Evans,  Robert  Simpson  Co.,  Ltdi,  Tor- 
onto; J.  L.  Bradshaw,  Stratford;  A.  E. 
Cuff,  Ryrie  Bros.,  Ltd.,  Toronto;  M.  R. 
Friend,  Ryrie  Bros.,  Toronto;  A.  V. 
Elmes,  Ryrie  Bros.  Toronto;  J.  J.  Dobbs, 
Ryrie  Bros.,  Ltd.,  Toronto;  R.  G.  Gal- 
braith,  Ryrie  Bros.,  Ltd.,  Toronto;  Wm. 
B.  Brown,  Gordon,  Mack'ay  &  Co.,  Tor- 
onto; A.  P.  Allan,  Robert  Simpson  Co., 
Toront:;  J.  R.  Hollinger  and  C.  E.  Stew- 
ard and  P.  Guard,  Wm.  Croft  &  Sons, 
Ltd.,  Toronto;  W.  G.  Patrick,  W.  G. 
Patrick  &  Co.,  Toronto;  E.  A.  Steiner, 
G.  Borgfeldt  &  Co.,  Ltd.,  Toronto;  -R. 
G.  Bruce,  Canadian  Hansen  &  Yan 
Winkle  Co.,  Ltd.,  Toronto;  I.  Levi, 
Saunders,  Lorie  &  Co.,  Ltd.,  Toronto; 
Emerso,n  Nichol,  Ontario  Crockery  Co., 
London,  Ont.;  T.  E.  Menzies,  Menzies  & 
Co.,  Toronto;  H.  T.  Houston,  Robert 
Simpson  Co.,  Ltd.,  Toronto;  J.  A.  Jack- 
son, Robert  Simpson  Co.,  Ltd.,  Toronto; 
A.  F.  Brown,  Robert  Simpson  Co.,  Ltd., 
Toronto;  Harry  Fullwood,  the  Cooks- 
ville  Model  Baker,  Cooksville,  Ont.;  E. 
Shipp  and  F.  R.  Follett,  Ells  Bros.,  Ltd., 
Toronto;  Bernard  Cairns  of  Bernard 
Cairns  Ltd.,  Toronto;  N.  B.  Strong, 
manufacturers'  agent  Toronto. 


It  pays  the  retail  salesman  to  sell 
higher  grade  goods  because  it  increases 
his  sales  and  teaches  him  better  sales- 
manship and  with  these  two  qualities 
the  retail  salesman  is  prepared  for  bet- 
ter sales  work  and  the  greater  earning 
power  that  follows  increased  sales 
efficiency. 

Customers  will  forget  the  price  of  an 
article  but  will  not  forget  if  the  article 
has  not  given  a  certain  amount  of  wear- 
ing and  comfort  satisfaction;  he  will  not 
remember  the  price  he  paid  for  a  poor 
article,  but  he  will  remember  the  store 
where  he  purchased  it. 


EUROPEAN  merchandising  methods 
p  are  curiously  interesting  and  in 
many  cases  instructive,  according 
to  Mr.  S.  Z.  Fels  of  Fels  Limited  of 
Montreal,  who  has  just  returned  from 
an  extended  trip  through  England, 
France,  Germany,  Holland  and  Belgium 
for  the  purp  se  of  studying  conditions 
as  they  concern  the  men's  wear  trade. 
To  Drys  Goods  Review  Mr.  Fels  ex- 
pressed himself  as  greatly  impressed  by 
the  courtesy  shown  to  Canadians  or  any 
British  subject  over  on  the  other  siide. 
"If  one  has  a  British  passport  there  is 
nothing  that  they  cannot  do  fc  r  you  in 
Europe,  and  in  Germany  particularly, 
it  is  extraordinary  how  much  attention 
one  gets. 

Business  Methods  In  Berlin 

"The  way  they  receive  visitors  dn 
Berlin,  for  example,  is  rather  unusual," 
continued  Mr.  Fels.  "When  one  arrives 
at  a  hotel  it  is  not  customary  to  register 
but  you  are  shown  to  your  room  immedi- 
ately where  a  form  is  brought  for  you 
to  fill  out,  giving  details  about  your 
nationality,  business,  reason  for  visit, 
and  so  on.  This  form  is  apparently 
given  to  some  one  who  proceeds  to 
verify  all  the  particulars  at  some  of- 
ficial headquarters,  and  the  next  day 
the  visitor  is  approached  bv  reporters 
from  the  leading  papers  who  interview 
him  on  conditions  in  his  own  country, 
question  him  about  the  feeling  regard- 
ing Germany,  enquire  about  business 
and  import  trade,  etc.  Then  later, 
various  manufacturers  in  the  line  of 
business  of  the  visitor  call  on  him  and 
appear  very  keen  to  do  business  wiith 
him.  In  fact,  the  whole  routine  is  de- 
vised for  the  purpose  of  securing  op- 
portunities for  export  trade,  and  one 
has  to  be  very  alert  to  withstand  all 
the  blandishments  offered.  The  strin- 
gent regulation  exacted  by  the  govern- 
ment regarding  the  quotation  of  Ger- 
man merchandise  in  dollars  instead  of 
in  marks  is  a  source  of  indignation  to 
these  manufacturers  who  find  it  prohib- 
itive in  most  cases.  However,  notwith- 
standing all  the  difficulties  they  have 
to  undergo,  they  certainly  are  work- 
ers and/  I  was  much  impressed  by  the 
activity  in  an  industrial  way  that  I 
noticed  everywhere.  Apparently,  they 
cannot  begin  to  fill  the  home  demand  for 
most  goods,  and  long  hours  and  low  pay 
have  no  terrors  for  them. 

"Life  in  Berlin  is  an  interesting  study 
for  a  foreigner.  At  night  one  sees 
everyone  well  dressed  and  evening 
clothes  are  'd  •  'gueur/  especially  for 
men,  at  most  affairs.  At  the  most 
palatial  hotels  it  is  possible  to  obtain  a 
full  meal  including  the  best  liqueurs  for 
less  than  $1.50." 


How  Commodities 

Have  Fallen 

Instructive  Table  Prepared  by  R.  M.  A. 
Ottawa  Showing  Decline  in  One  Year 

From  time  to  time  news  items  have 
appeared  in  the  press  dealing  with  the 
prices  charged  for  necessities  in  retail 
stores,  and,  many  of  these  news  items 
have  not  been  fair  in  the  statements 
made. 

The  head  office  of  the  Retail  Mer- 
chants' Association  of  Canada,  Inc.,  at 
Ottawa,  which  is  fully  representative  of 
all  classes  of  retail  trade  throughout 
Canada,  undertook  a  thorough  investi- 
gation of  the  prices  charged  in  retail 
stores  in  1920  as  compared  with  prices 
charged  during  1921.  Notwithstanding 
an  increased  burden  of  municipal  taxa- 
tion and  increased  rents  paid  in  1921 
by  the  retail  merchants  throughout  Can- 
ada, a  very  decided  drop  in  prices  is 
shown  by  their  report,  averaging  ap- 
proximately thirty  per  cent.  The  most 
remarkable  decline  is  in  groceries,  which 
dropped  44.49  per  cent.,  and  other  lines 
show  declines  as  follows: 

Furs   37.3% 

Dry  Goods    31.6% 

Hats,  Men's 31 .  25% 

Ladies'  Wear 30.9% 

Clothiers 29.16% 

Men's  Wear  and  Furnishings.  .   28.8% 

Boots  and  Shoes 26.3% 

Merchant  Tailors 20.8% 

Confectioners 17.8% 

Butchers    15.0% 

The  foregoing  statement  clearly  shows 
that  retail  prices  have  been  keeping  pace 
with  the  declines  taking  place  in  the 
market,  and  that  the  public  has  been 
treated  fairly  by  the  retail  merchants, 
who,  after  all,  are  but  the  servants  of 
the  public  in  providing  the  necessities  of 
life. 

This  is  the  best  answer  that  can  be 
made  to  those  who  are  endeavoring  to 
place  any  blame  on  the  retail  trade. 


DOUBLE    SEASON    POSSIBLE 

The  lateness  of  Easter  offers  the  pos- 
sibility, according  to  garment  manufac- 
turers, of  a  double  season's  business. 
The  spring  purchases  of  the  retailers 
will  probably  be  shown  very  soon  and 
should  attract  an  active  business.  In 
the  opinion  of  manufacturers,  favorable 
weather  should  lead  to  a  sales  spurt 
early  next  month.  The  goods  so 
bought  will  receive  some  wear  before 
Easter  and  necessitate  other  purchases 
for  that  dress  holiday.  Millinery  is  ex- 
pected to  benefit  principally  from  this 
double  demand,  but  suits  and  dresses 
may  also  derive  some  advantage. 


The  Thorold  Tailors  have  commenced 
business  in  Thorold,  Ont. 


The  salesman  cannot  make  money  for 
the  house — in  the  long  run,  at  least — un- 
less he  can  statisfy  the  customer;  and 
he  cannot  satisfy  the  customer  unless  he 
knows  how  to  choose  merchandise  suit- 
able to  his  personality. 
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Dry  Goods  R&view 


KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son/' 


SOLD  BY  ALL  LEADING  WINDOW  SHADE  JOBBERS 


Made   by 


JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 


SUPER 

SHRUNK 

INDIA 

TAPE 


THE   STAG. 


Manufactured  by 

George  H.  Wheatcroft  &  Co. 

WIRKSWORTH,  Eng. 

"Speedwell  Tapes  give  Satisfaction" 
Does    Not  Stretch 


.A.N 


>v^\* 


[SPEEDWELL] 


0     VI 
Will    Not     Shrink 


Do  you  realize  the  im- 
portance of  using  only 
the  BEST  tapes  — tapes 
that  will  give  you  the 
largest  amount  of  ser- 
vice  and   satisfaction? 

Speedwell  Tapes  come  in 
all  widths  and  prices. 
Send    for    samples. 


Walter  Williams  &  Co.  Ltd. 

MONTREAL  TORONTO  QUEBEC 

508  Read  Building    20  Wellington  St.  W.     553  St.  Valier  St. 
VANCOUVER,  217  Crown  Building 


TELEGRAMS: 
WAKEFUL 
GLASGOW 


CODE: 
A.B.C. 
5TH  EDITION 


WILSON  &  CO. 

48  ALBION  STREET 

GLASGOW 

Manufacturers 

Ecru  and  Colored  Madras  Muslins, 
Coin  Spots  and  Figured  Harness 
Book  Muslins        Robe  Muslins 

Voiles 

Anglo-Swiss  and  Broche  Muslins, 

"Wilsco"  Lawns,  "Zelette" 

LACE  CURTAINS 

LACE  NETS 
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COTTON  GOODS 

Are   Guaranteed  FAST  Colors 


"Solprufe"  cottons  are  absolutely  guaranteed  to 
be  fadeless  and  sunproof. 

Whether  you  are  ordering  goods  for  curtains  and 
Couch  Covers,  or  replenishing  your  stock  of 
new  materials  for  Ladies'  and  Children's  Wear, 
be  sure  to  specify  cottons  bearing  the  stamps  ^^u^fe"  J- 


This  new  B.  D.  A.  Process  makes  Cottons 
fast  to  sunlight  and  washing.  It  is  one  of 
the  new  finishes  originated  and  perfected 
by  the  Bradford  Dyers'  Association  —  a 
recommendation  in  itself  of  novelty  and 
proven  excellence. 


on  the  selvedge  and 
this  trademark 


on  the  end  of  the 
piece 


THE 


Bradford  Dyers'  AssociATiONflP' 

MANCHESTER  ^SI?™  LONDON 


6  OXfORD  ST 
ST  PETERS  5Q 


126  O  129 
Cf1[APSIDE.,E:C2 


(COPYRIGHT) 
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IION  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
Casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex. 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAjUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 


Since  1791 

the  time  of  the  handloom,  Horrockses' 
mills  have  produced  cottons  which 
have  carried  the  makers'  name  to  the 
markets  of  the  world  and  there  demon- 
strated through  honest  quality  and 
sound  value,  the  enduring  and  de- 
pendable worth  of  cotton  fabrics  from 
Lancashire's  looms. 

Longcloths,  Fine  Indian  Longcloths,  Cambrics, 
Nainsooks,  Madapolams,  flannelettes,  Win- 
ceys, Double  Warp  Flannelettes,  "Ideal" 
Fabrics,  Fancy  Stripe  Shirtings,  Zephyrs, 
Poplins,  Sheetings  and  made-up  sheets,  pillow 
cases,  etc.,  Calicoes,  Drills,  etc. 
Diaphalene      —      Undalene      —      Princalene 

John  E.  Ritchie 

Canadian    Agent : 

591     St.     Catherine     St.     W.,     Montreal. 

Branches    in    Toronto   and    Vancouver 

United    States    Agents : 

WRIGHT    &    GRAHAM    Coy. 

110    Franklin    St.,    New    York    City. 


MADE  BY 


HORROCKSES,    CREWDSON   8r  CO. 

LIMITED 
Cotton  Spinners  and  Manufacturers,    MANCHESTER,   Eng. 


>«■«■«  KMnnmnizmmmaaPMij 


Are  You 
Looking 
for  a 
Superior 
Thread? 


If  so,  your  search  will  be  ended  when  con- 
fronted with 

"FOUNTAIN  BRAND" 

The      strong,      non-snarling,      Irish      linen 
thread,  manufactured  by 


ISLAND  SPINNING  CO. 


Lisb 


urn 


Ireland 


The    evident    value    in    "Fountain    Brand" 
builds  confidence,  sales  and   profits. 

Sole  Agents  for  Canada: 

Walter  Williams  &  Co.,  Ltd. 

MONTREAL      TORONTO       QUEBEC 

508  Read  Building  20  Wellington  St.W.  533  St  Valier  St. 

VANCOUVER,  217   Crown   Building 
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MATERIALS 

THAT    ARE    WORTHY 
OF   THE    FINEST    AND 

MOST    EXCLUSIVE    TAILORING 


from  one  of 
ENGLAND'S 

best 
representative 
organisations. 


EVERY  PROCESS  FROM  RAfV  JVOOL  TO 
THE  FINISHED  MATERIAL  IS  CARRIED 
OUT  IN  OUR  OWN  MILL. 


1%  /TATERIAL  plays  as  large  a 
part  in  the  production  of  a 
"  selling  "  suit  as  the  "  cut  " 
— nothing  so  conduces  to  a  shabby 
appearance  as  second-rate  fabrics. 

The  TWEEDS  produced  by 
Joseph  Hoyle  &  Son,  Ltd.,  are 
made  under  ideal  conditions  by 
highly  skilled  labour.  Every  care 
is  employed  in  the  selection  of 
the  right  grade  of  wool  and 
scrupulous  attention  paid  to  the 
weaving  and  finishing. 

The  dyes  are  fast  to  wash  and  to 
sun,  and  the  material  as  a  whole 
may  be  entirely  relied  upon  to 
give  sterling  service  under  the 
most  strenuous  conditions. 


OUR     SPECIALTIES 
FOR    GEN TLEM  EN 
INCLUDE . 

SUITINGS 

TROUSERINGS 
OVERCOATINGS 
SPORTS  TWEEDS 
CAP     CLOTHS 

FOR  LADIES— 

DRESS:    MATERIALS 

MANTLE     CLOTHS 

VELOURS. 


WHOLESALE    &    EXPORT    ONLY. 

JOSEPH  HOYLE  &  SON  LTD. 

WOOLLEN      MANUFACTURERS      FOR      ALL      MARKETS. 
PROSPECT  MILLS,        LONGWOOD,  YORKSHIRE. 


Telephone  : 
219    MILNSBfRIDGE    (2    lines). 

Telegrams  : 
'HOYLE.     LONGWOOD  YORKS. 


A.I.,    A.B.C,    BENTLEY 
AND   MARCONI   CODES 


London  Office  : 
6-7  ADDLE  STREET. 

Telephone  : 
P.O.    CENTRAL    377. 
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SCOTTISH  WOOLLEN 


We,  the  members  of  the  Official  Delegation 
representing  the  Scottish  Woollen  Trade  Mark 
Association,  wish  we  could  express — fitting- 
ly and  adequately — our  appreciation  of  the 
Warmth  of  the  welcomes  and  the  whole-hearted 
hospitality  received  by  us  during  our  stay  in 
Canada. 

Were  we  Bobby  Burns,  we  would  write  you 
a  poem.  Were  we  Sir  Walter  Scott,  we  could 
paint  you  a  story  in  words. 

But  being  just  plain  business  men,  we  can 
only  say — though  We  say  it  right  from  the  heart 
— "Canada,  we  thank  y°u-  " 


THE  MEMBERS  OF  THE  DELEGATION 

REPRESENTING 

THE  SCOTTISH  WOOLLEN  TRADE  MARK  ASSOCIATION 


Dry  Goods  Review 
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Established  over  a  Cenlury-and-a-half 

WM.  GIBSON  &  SON 

LIMITED 


Hosiery  and  Underwear  Manufacturers 


Head  Office  and  Warehouse: 
THURLAND  STREET.  NOTTINGHAM.  ENG. 

Telegraphic  Address  :  "Wigibson.  Nottingham" 


Factories : — 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.     Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands  : 
ACT/EON,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 

Allan  &  Macpherson,   31-33  Melinda  St.,  Toronto 


Cables: 

TOWELLINGS,  MANCHESTER 

A.B.C.  5th  EDITION 

THOS.  POTTER  &  SON 

LATE  ELI  LEES  &  CO..  LTD. 

MANUFACTURERS  OF 

WHITE,  GREY,  FANCY  TURKISH  AND 
HONEYCOMB 

TOWELS 

BATH     BLANKETS,     TERRY    CLOTHS, 

ROLLERINGS 

BLEACHED  TWILL  AND  PLAIN 

Sheets   and   Sheetings 
31,  MAJOR  STREET,  MANCHESTER 


AGENTS 


H.  WARD  DIBB  &  CO. 


MONTREAL  OFFICE 
SOS  NEW  BIRKS  BLDG. 

HARLING  &  EAST 


CARLAW  BUILDINGS 
30  WELLINGTON  ST.  W. 

TORONTO 


Telegrams  r 
'Wardibb,  Toronto. 


Telephone: 
"Adelaide  1802' 


The  Mark  of  Fine  Merchandise 

"Viyella" 
"Aza" 

(Rti'J) 

"Clydella" 

Unshrinkable  Flannels 


Flannels,  as  usual,  will 
play  an  important  part 
in  the  summer  wardrobe. 
Are  you  prepared  to  meet 
the  demand  for  colors 
and  weights  suitable  for 
holiday  needs? 


WM.  HOLLINS  &  CO.,  LTD. 

(OF  ENGLAND) 

62  Front  Street  W.,    Toronto 

Wm.  Hollins  &  Co.,  Inc.,  45  E.  17th  Street,  New  York 
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Where  the 
Trouble  was 


The  cloth  was  sound  in  fabric 
and  tasteful  in  design- -so 
mood  indeed  that  it  was  evi- 
dent it  came  from  a  first- 
class  Brit'sh  Manufacturer,  but 
the  shrinking — that's  where  the 
trouble  wa.=  .  No  name  on  the 
stamp  of  course — just  "Thor- 
oughly Shrunk."  When  will 
buyers  see  to  it  that  good  cloth 
is    not  spoilt   by   bad   shrinking? 

The  real  guarantee  is  the  stamp 
of 

JENNENS,  WELCH  &  CO.,  LTD. 
London— Huddersfield—  Bradford 

The  world's  premier  firm  of 
cloth  workers,  shrinkers,  fin- 
ishers, etc.,  are  also  the  pro- 
prietors  of  the  renowned  JENN- 
WEL  Waterproof,  Rubberless 
Finish,  applied  to  Tweeds, 
Serges,  Coverts,  Fancy  Wor- 
steds,  Costume  Cloths,   etc. 


JENNENS,  WELCH  &  CO.,  LTD. 

SPRINGWOOD  WORKS,      HUDDERSFIELD 


10,000  pairs 
ALL  WOOL  BLANKETS 

All  white  or  with  light  blue  borders. 
56"  x  86"  —  5  lbs.  per  pair 


60" 

x  80" 

—  6  lbs. 

per  pair 

66" 

x  86" 

—  7  lbs. 

per  pau- 

70" 

x  90" 

—  8  lbs. 

per  pair 

70" 

x  90" 

—  9  lbs. 

per  pair 

2/4  per  lb. 

F.o.b.    Liverpool 

Packing:  Bales  of  twenty  pairs  in  waterproof 
canvas,  with  iron  hoops.  Packing  charged 
7/6  per  bale  extra. 

Terms:  2/10  days  60  days  extra,  or  3%  cash 
in   14  days. 

References   with   New   accounts,   please. 

F.  E.  ROBINSON 

6,  Milk  Street,  London.  E.C.  2 
ENGLAND. 


Cables: 
Code: 


Blankfer,  London. 
A. B.C.  -  5th  Edition. 


Robert  Morton  &  Sons 

MUSLIN  MANUFACTURERS 
34  Albion  Street,  Glasgow 


-  SPECIALTIES  - 

Buckrams  -  Sparteries  -  Marlys 

MILLINERY  MUSLINS  IN  BLACK, 
WHITE  AND  COLORS 

Also 

PALE  BOOKS,  NAINSOOKS, 
LAWNS,  INDIAN  LINENS, 
PERSIAN  LAWNS,  CHECK 
CRINOLINES,  MADRAS  AND 
HARNESS      MUSLINS,       ETC 


Cables:  Morton,  Glasgow 


Code:  Marconi 


HORROCKSES 

Famous 

COTTONS 

Revised  price  lists  have  been 
mailed,  deliveries  are  coming  for- 
ward regularly.  Please  send  your 
order  now  to  ensure  prompt  ship- 
ment from  Montreal  stock  or 
import. 

JOHN   E.   RITCHIE      Dry  Goods  Commission  Agent 

591  St.  Catherine  St.  W.,  Montreal 
Branches: 
64   Wellington  St.  W..  615  Pender  St.  W., 

Toronto  Vancouver,  B.C., 

29    Minshull    St.,   Manchester.    Engr. 


INFANTS  FOOTWEAR  Limited 
LONDON,  ENGLAND 

Soft  Sole  Shoes 
in  Kid,  Silk, 
Poplin,  Wool, 
etc.,  and  Hard 
Sole  Shoes, 

Children's  Woolly-Wear,  Bonnets, 

Gaiters,  Mitts,  etc. 

CANADIAN     BRANCH 

GREENE-SWIFT     BUILDING 

LONDON,      ONTARIO. 
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TEXTILE  SMALLWARES 

JAMES  CARR  &  SONS,  LIMITED 
CLARENCE  MILLS 

CLARENCE  STREET.     CHESTER  ROAD 

MANCHESTER 

Manufacturers  of  all  classes  of  Webs, 
Cords  and  Bindings,  in  cotton,  wor- 
sted and  linen;  Curtain  Webs,  Edg- 
ings, Layon  Borders,  Blind  Cords, 
Carpet  Binding,  Cotton  Banding,  etc. 

Original  Patentees  of 
CARR'S  WOVEN  LADDER  TAPE. 

WHOLESALE  ONLY. 

Agent  for  Canada: 

Mr.  D.  F.  Moore 

Manchester  Building,         Melinda  Street 

TORONTO 
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The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cost. 

FIRST  IN  THE  FIELD  AND  STILL  LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP,  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS, 
THE    INSTEP  AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF  HOSE 
FOR   HARD  WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


DIE  ACME  OF  PERFjCTIQNJIl-  -^ 

"o  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  House 


♦'MIHTTHMUMmiTHmMIMHMlHMTMMMHMMTTMHTMTHMl* 


7<\    Simpson     /g 
Jby    Quality    <JJ> 

Knitting  Needles 

Are  the  World's  Best 

Knitting  needles  of  vulcanite  are 
necessary  for  good  knitting   and 

enable  more  work  to  be  accom- 
plished. 

They  are  made  from  the  finest  ma- 
terial obtainable  to-day,  and  are  the 
fruits  of  consistent  experiment  and 
development,  giving  to  the  trade  a 
vulcanite  knitting  needle  at  the  low- 
est possible  price  with  best  workman- 
ship —  an  unexcelled  finish,  prompt 
service  and  complete  satisfaction. 

We  Are  Knitting  Needle 
Specialists! 

Our  sole  agent  for  Canada  is 
H.  B.  COLLES 

314    St.    Catherine   Street    West,   Montreal,    Que. 
Phone   Uptown  4550. 

who  will  be  pleased  to  send  you 
samples   and   quotations. 

Our  Products 

Black  Vulcanite  Knitting  Needles 
Tan  Vulcanite  Knitting  Needles 
Simco  Patent  Knitting  Needles  in  White,  with 
steel  centre. 


Manufactured  only  by 

J.  Simpson  Co. 

60  Pentonville  Road 
London  N.  1.  -  England 

The  all  British  Firm  with  the 
Quality  Needle 
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with  Canopy   Top  Body 


The  new  5-1  worm  gear,  now  optional  on  all  trucks,  gives  speed 
up  to  25  miles  per  hour.  The  double  ventilating  windshield  and 
the  storm  roll  curtains  protect  the  driver.  The  closed  front 
and  rear  and  roll  side -curtains  protect  the  load.  It  can  be  con- 
verted in  a  minute  from  an  open  to  a  closed  truck.  Now  a 
standard  body  and  can  be  obtained  from  any  Ford  dealer. 


Ford  Motor  Company  of  Canada,  Limited,  Ford  Ont. 


113T 
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COTTON 

DRESS  FABRICS 

FOR 

SPRING  1922 


Fancy  Voiles  in  newest  sport 
Shades. 

Swiss  Organdies  and  Mus- 
lins ;  Batistes  —  Printed  and 
Plain;  Beach  Cloths  in  all 
staple  and  New  Sport  Shades. 
Panama  Cloth  and  Ratine; 
Crepe  —  plain  and  fancy, 
Dress  Chintzes,  Mulls. 


The  ultimate  growth  of  your 
Wash  Goods  Department  de- 
pends upon  making  the  most  of 
present  opportunities. 

Prepare  for  a  good  Spring  trade. 
Sort  your  stock  from  the  largest 
variety  of  styles. 

Order  through  our  traveller — or 
write  direct. 

THE  W.   R.  BROCK  CO.,  LIMITED 

Wholesale  Dry  Goods 
MONTREAL 


DC 


DC 


DEZ3C 


DC 


DC 
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KELL1K  CLIENTS 
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HPHIRTEEN  years  ago,  one  of  the  great 
trans-Atlantic  liners  carried  to  Halifax, 
from  Skibbereen,  Ireland,  a  young  man  who 
had  served  his  merchandising  apprenticeship 
in  Dublin. 

TN    1913    this    young    Irishman    invested    his 
life's    savings,   some    eighteen    hundred   dol- 
lars, in  a  stock  of  men's  furnishings  and  gen- 
eral  merchandise   in    Windsor,   Ontario. 

TTIS  ability  at  once  became  a  factor  of  the 
retail  life  of  Windsor,  for  his  first  year's 
business  was  better  than  $10,000  from  a  dis- 
trict that  was  a  little  more  than  a  one  mile 
radius  around  his  store. 

/GRADUALLY  about  his  location,  there  grew 
^"^  up  the  great  industrial  and  automobile 
factories  that  have  had  such  a  part  in  the 
development  of  Windsor,  and  its  American 
twin  city,  Detroit,  and  with  it  the  Reycraft 
store   grew. 

HpO-DAY,  Mr.  Reycraft's  store  holds  nearly 
a  half  a  hundred  thousand  dollars'  worth 
of  men's  and  women's  wear. and  the  ten  rnile 
radius  around  the  city  gives  him  a  yearly 
volume  of  well  above  a  hundred  thousand 
dollars. 

IKE  many  other  merchants  who  were  not 

content    with    anything    but   the    best    and 

most  progressive  merchandising  methods,  Mr. 


Joseph  Reycraft  employed  Kelly  Service  to 
clear  his  store  of  surplus  goods  and  open  up 
new  trade  districts,  with  the  result  that  more 
than  nine  thousand  dollars'  worth  of  his  mer- 
chandise was  sold  in  a  seven-day  sale. 

TTUNDREDS  and  hundreds  of  new  custom- 
ers  were  created  and  new  territories  add- 
ed— as    well    as    new    merchandising    methods 
that  will  aid  him  in  keeping  his  stock  clean. 


M 


R.  REYCRAFT  has  added  his  name  to  our 
list   of  endorsers. 


XJO   MERCHANT  ever  obligated  himself  by 
asking   for    an    explanation    of    our    plans 
and,    in    writing,    give   the    size   and    character 
of  your  stock. 
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SPRING  TIME 

suggests 

WASH  GOODS 
WASH  GOODS 

suggest 

BROCK'S 

Brock's  suggest  a  visit  to  their  Warehouse  to  sort 
up  from  the  best  assorted  stock  °f  Wash  Goods 

in  Canada 

They  are  able  to  report  to  date  one  of  the  most  successful  seasons  in  the  history  of 
the  firm.     All  the  most  wanted  goods  will  be  found  in  stock,,  ^wcA  as: 


PRINTED  VOILES,  PRINTED  BATISTES 

PRINTED  DIMITIES,  PRINTED  ORGANDIES 

PLAIN  COLORED  VOILES  AND  ORGANDIES 

FINE  SWISS  ORGANDIES  AND   MUSLINS 

NORMANDY  DOTTED  VOILES  (in  Plain  Dots  and  Cluster  effects) 
SWISS  DOTTED  MUSLINS  AND  ORGANDIES 

CHECK  &  STRIPE  GINGHAMS  AND  TISSUES 

JUMPER  CLOTHS,  BEACH  CLOTHS,  PANAMA  CLOTHS 

RATINES,  APRON  CHINTZ,  DRESS  CHINTZ 

PLAIN  AND  PRINTED  CREPES,  ETC 


$ 


i 


TO  O  |Q(omp^ 


TORONTO 

Letter  Order  Department  Always  at  your  Service. 


• 
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ALL  WOOL 

Pure  Silk  and  Artificial  Silk  Hosiery  as  well 

as  Cotton  and  Thread  Hosiery  dyed  w  Hawley's 

Hygienic  Black "  can  now  be  obtained. 


Attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 

Offices  of 

The 

Dry  Goods 

Review, 

143-153 

University 

Avenue 

Toronto. 


British  Dye 


hose^socks 

Every  pair  bearing  the  name'HAWLEYS"  is  warranted] 

FastoStainless  to  Washing .Vfear  and  Perspiration 


Every  pair  is  clearly  st&itiped  with  the  name 
"  Hawley?s>  and  is  a  guarantee  to  the  purchaser 
of  the  Fast  and  Stainless  qualities  of  the  Dye. 
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Five  Hints  for  Merchandise  Manager 

Some  Money-Saving  Ideas  Picked  Up  in  New  York  by  Dry 

Goods  Review — Saving  Damage  to  Hosiery  by  Polite  Request 

— Cutting  Down  the  Delivery  Charges — Service  at  the  Ribbon 

Counter — Helping  Men  Shoppers — Co-operation 


By  a  Staff  Member 


IN  a  certain  large  department  store 
on  Broadway,  New  York,  a  saving  of 
many  hundreds  of  dollars  has  been 
effected  in  the  hosiery  department!  by 
means  of  a  very  simple  expedient.  Signs 
about  two  feet  square  have  been  made 
too  correspond  with  the  woodwork  of  the 
fixtures  and  are  placed  at  intervals 
along  the  walls  on  either  side  of  the 
aisles  so  that  they  are  easily  read  by 
every  customer  who  enters  the  depart- 
ment.    They  are  inscribed  as  follows: 

"Please  turn  your  rings  inwards  when 
testing  hosiery,  ias  looise  settings'  injure 
the  texture  of  the  goods." 

This  polite  request  has  eliminated  to 
a  great  extent  the  injuries  to  fine  silk 
hosiery  which  inevitably  result  when  wo- 
men persist  in  running  their  hands  in- 
to the  stocking  with  heavily  ringed  fing- 
ers, to  test  the  quality  better.  By  turn- 
ing the  setting  round  to  the  palim  of  the 
hand,  the  ring  is  in  no  danger  of  catch- 
ing and   ravelling  the   stocking. 

Eliminate  Delivery  of  Small  Parcels 

In  another  Large  Fifth  Avenue  shop 
customers  are  enicouraged  to  carry  small 
parcels  themselves,  thus  saving  the  de- 
livery system  considerable  trouble.  The 
sales  staff  are  instructed  to  offer  to 
wrap  any  number  of  smalL  parcels  to- 
gether in  a  neat  bundle  finished  with  a 
wooden  handle,  and  this  apparaently  has 
a  decided  appeal  to  customers  who  dis- 
like to  carry  untidy  bags.  Furthermore, 
the  sales  staff  eliminate  all  possibility 
of  loss,  or  accidental  mislaying  of  odd 
parcels  belonging  to  the  customer  by 
entering  on  the  sales  check  the  exact 
value  of  the  entire  parcel  as  estimated 
by  the  customer.  They  merely  enquire 
"What  is  the  value  of  each  of  the  par- 
cels, Madam?"  and  note  down  the 
amounts.  In  this  way  also  the  store  is 
entirely  protected  against  unscrupulous 
persons  who  might  make  it  a  practice 
of  claiming  damages,  in  case  of  errors, 
greatly  in  excess  of  the  value  of  the  par- 
cel wrapped. 

The  use     of  heavy  square     envelopes 


NEW  YORK  ARTICLES 

FOR  THE  REVIEW 
In  this  issue  of  Dry  Goods  Re- 
view are  to  be  found  several  ar- 
ticles from  New  York.  These  ar- 
ticles are  written  by  a  staff  mem- 
ber of  Dry  Goods  Review  who  re- 
cently spent  several  days  there, 
liaving  in  view  securing  informa- 
tion from  one  of  the  leading  fash- 
ion centres  of  the  tvorld  that  would 
be  of  interest  and  importance  to 
readers  of  this  trade  newspaper. 
This  information,  secured  at  first 
had,  is  one  of  several  interesting 
features  in  connection  with  this 
issue. 


fastening  with  the  disk  and  string  de- 
vice is  extensively  employed,  especially 
for  merchandise  costing  over  $1.  or  of 
a  particularly  perishable  character.  It 
is  not  advisable  to  use  such  carriers  for 
inexpensive  goods,  but  the  better  the 
type  of  container,  the  more  inclined  will 
be  the  customer  to  carry  home  her  pur- 
chase personally. 

Ribbons  of  Raven  Hue 

Most  ribbon  departments  have  experi- 
enced a  decidedly  heavy  demand  for  all 
black  ribbons  of  all  sorts  this  Spring 
and  have  found  it  necessary  to  replenish 
stock  more  frequently  than  usual.  A 
certain  New  York  store  has  promoted 
sales  in  black  ribbons  this  Spring  tc  an 
even  greater  extent  than  would  normal- 
ly be  the  case  through  the  plan  of  in- 
stalling a  separate  counter  for  black 
ribbons  distinct  in  itself.  On  this  count- 
ed are  to  be  found  good  displays  of 
cires,  velvets,  cords,  taffetas  and  satins 
in  every  wanted  width,  together  with 
the  usual  remnant  basket  filled  with  all 
the  accumulated  odds  and  ends  of  the 
month's  selling,  attractively  priced. 
Underneath,  inside  the  lighted  glass 
case  are  shown  a  number  of  unusual  no- 


velties made  entirely  of  black  ribbons, 
which  attract  considerable  attention  be- 
cause of  their  unusual  effect.  The  ap- 
pearance of  (mourning  is  avoided  by  the 
use  of  touches  of  the  prevailing  fashion- 
able shades  such  as  Dent  de  Lion  or 
Rouge  red,  but  these  colors  are  merely 
hinted  at,  rather  than  permitted  to  de- 
tract from  the  black  keynote.  Some 
of  the  made-up  novelties  included  a 
series  of  smart  black  bows  for  finishing 
the  new  collars,  girdles  of  many  sorts 
for  frocks,  handbags,  millinery  cockades 
and  loops,  shirred  ribbons  for  trimming 
gowns  or  blouses,  etc. 

Catering  to  Men  Shoppers 

At  Christmas  time  it  is  customary 
to  find  the  stores,  offering  any  and  -every 
assistance  to  the  man  who  wishes  to 
buy  gifts  for  women  but  who  feels  un- 
comfortable in  a  woman's  store.  The 
Christmas  season  is  really  not  so  ardu- 
ous a  time  for  the  man  shopper  as  are 
the  summer  months  when  his  family  are 
out  of  town  and  commission  him  to  do 
their  shopping  regardless  of  his  inexper- 
ience. A  certain  American  store  miade 
it  a  practice  early  in  June  last  year  to 
advertise  the  fact  that  special  assistance 
would  be  given  to  men  shoppers  by  a 
trained  staff  who  would  fill  any  order 
Carefully  with  a  minimum  of  delay.  It 
was  an  excellent  idea  as  subsequent  re- 
sults proved  and  many  women  who  had 
dealt  for  years  with  older  firms  became 
interested  in  the  new  store  through  its 
painstaking  efforts  to  be  of  use  at  a 
time  When  service  is  all  too  apt  to  sllack- 
en.  The  same  store  featured  week-end 
specials!  in  each  department,  well  calcu- 
lated to  attract  all  members  of  the  fami- 
ly throughout  the  months  of  June,  July 
and  August.  Such  items  as  candy, 
books,  toilet  goods,  bathing  accessories, 
picnic  delicacies,  sporting  goods  and 
summer  house  furnishings  including 
cretonnes,  mosquito  netting,  floating 
cushions  and  oilstoves  all  took  a  pro- 
minent part  in  these  attractive  sales 
which     kept  interest     centered  on     the 
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store  even  though  most  of  its  customers 
were  out  of  town. 

Co-Operation  in  the  Store  Vital 

In  ;i  certain  s'tore  the  advertising 
manager  was  a  man  of  decidedly  origin- 
al ideas  and  was  constantly  devising  new 
schemes  to  interest  customers  and  at- 
tract them  to  the  store.  Not  long  ago  he 
announced  that  at  a  certain  hour  in  the 
morning  a  collection  of  imported  millin- 
ery would  be  opened  in  the  French  Room 
and  invited  all  who  Cared  to  view  the 
latest  Parisian  importations  to  attend. 
A  great  many  did  attend  but  were  dis- 
appointed to  find  that  the  boxes  were  no- 
where visible  and  the  French  Room 
looked  much  as  usual.  It  transpired 
that  the  sales  ladies  of  the  department 
were  quite  ignoranlt  of  the  announce- 
ment in  question  and  had  sdmiply  put 
■new  hats  on  sale  as  they  came  in  with- 
out any  attempt  to  carry  out  the  idea 
so  charmingly  suggested  by  the  adver- 
tisement. This  lack  of  co-operation 
was  finally  reported  to  the  merchandise 
manager  of  the  store  who  thereupon 
adopted  the  plan  of  sending  a  messen- 
ger through  the  different  departments 
with  the  store  advertisement  for  the  day 
pasted  on  card  board  which  was  to  be 
read  and  initialled  by  the  head  to  indi- 
cate that  any  special  features  were  be- 
ing carefully  attended  to. 


Exhibitors  at 

Textile  Show 

The  following  is  the  official  list  of 
firms  exhibiting  at  the  Canadian  Textile 
Products  Exhibition  during  the  week  of 
February  13th-17th.:— 

Overalls  and  Work  Shirts — 

Hamilton-Carhartt  Cotton   Mills,  Ltd., 

J.  A.  Haugh  Mfg.  Co., 

Premier  Shirt  Co., 

Kitchen  Overall  Co., 

Maple  Leaf  Overall  Co., 

Larned  Carter  Co., 

Peabodys. 

Hats  and  Caps — 

Anderson-MacBeth, 

Boltmore  Hats  Ltd., 

Canadian   Panama  and   Straw   Hats   Co., 

Cooper  Cap  Co., 

Wolthausen  Hat  Corp., 

G.  &  C.  Cap  Co., 

John  W.  Peck  &  Co., 

J.  Samuels  &   Sons. 

Linens — 

Dominion  Linens. 

Haberdashery — 

Brophy   Suspender   Co., 

Cluett,  Peabody  &  Co.  (of  Canada), 

Hickok  Mfg.  Co., 

William   Milne, 

Niagara   Neckwear  Co., 

Alphonse   Racine, 

Tooke  Bros.,   Ltd., 

R.  M.  Ballantyne. 

Woollens   and   Knit  Goods — 

Bird  Woollen  Mills  Co., 


DRY  GOODS  REVIEW  TO  RUN   ARTICLES  ON   CARD   WRITING 

Card  writing  today  is  an  art.  To  properly  convey  the  message  that 
should  go  with  the  show  card,  it  will  no  longer  do  to  roughly  cut  off  a 
piece  of  cardboard  and  scribble  a  few  words  and  figures  on  it.  Such  a 
card  with  delicate  fabrics,  the  season's  latest  fashions  in  a  dozen  lines 
of  merchandise  is  almost  as  destructive  of  this  merchandise,  in  the  eyes 
of  the  passerby,  as  if  a  bottle  of  ink  had  been  splattered  over  it.  Not  only 
must  the  show  card  convey  an  appropriate  message,  but  it  must  convey  it 
in  an  artistic,  well-wrought  style,  if  the  merchandise  is  to  be  enhanced  in 
value   rather   than  detracted   from   by   the  show  card. 

Believing  that  Dry  Goods  Review  can  serve  its  readers  in  a  very 
practical  way  and  be  of  service  to  many  clerks  throughout  Canada,  we 
have  made  arrangements  to  run  a  series  of  articles  on  show-card  writing. 
This  series  will  be  extended  over  a  number  of  months,  and  will  begin  with 
the  very  fundamental  of  card-writing,  how  to  hold  the  brush,  how  to  make 
strokes,  how  to  do  the  simplest  things  that  finally  lead  to  proficiency  and 
expertness  in  the  art  of  card-writing.  The  series  will  be  accompanied  by 
illustrations  that  emphasize  the  message  to  be  conveyed  to  the  reader  on 
this  very   important  subject. 

WRITTEN   BY   EXPERT 

The  writer  of  these  articles  will  be  known  as  "Jalexo."  His  fitness 
for  the  task  can  be  briefly  told.  He  is  on  the  advisory  staff  of  the  Kwik 
School  of  Show-card  Writing  of  Toronto,  and  gives  instruction  and  pre- 
pares lettering  for  the  courses  that  are  taken  up  at  this  school.  A  few 
months  ago,  he  gave  a  series  of  lectures  at  the  Toronto  Y.M.C.A.  on 
show-card  writing,  a  series  that  was  enthusiastically  received  by  those 
who  took  advantage  of  it.  He  has  made  a  professional  study  of  this  sub- 
ject and  is  well  qualified  to  take  hold  of  a  beginner  and  make  a  skilled 
workman  of  him  in  show-card  writing.  While  this  course  is  running, 
any  reader  of  the  paper  who  wishes  to  ask  questions  of  "Jalexo"  is  in- 
vited to  do  so  through  Dry  Goods  Review.  A  letter  addressed  to  "Jalexo" 
in  care  of  Dry  Goods  Review,  University  Avenue,  Toronto,  will  reach  his 
hands    and    receive    his    immediate    attention. 

This  course  will  commence  in  the  April  issue  of  this  trade  paper.  There 
is  an  article  from  his  pen  in  this  issue  on  Easter  cards,  but  it  is  not  one 
of  the  series.  In  view  of  the  desirability  of  having  appropriate  cards  for 
Easter  windows,  we  have  asked  him  to  prepare  this  special  article. 


Barrymore   Cloth   Co., 
Bates  &  Innes, 
Canadian  Woollens, 
Circle-Bar  Knitting  Co., 
Hawthorn  Mills, 
Mercury  Knitting  Co., 
Rosamond  Woollen  Co., 
Richard  L.  Baker  &  Co., 
Houlding  &  Coleman, 
Perfect-Knit  Mills, 
Henry  Davis  &  Co. 

Cottons — 

The  Canadian  Cottons, 
The  Dominion  Textiles  Co., 
The  Montreal  Cottons. 

Clothing — 

Berger  Tailoring  Co., 

College  Brand  Clothes  Co., 

Cook  Bros.  &  Allen, 

Coppley,  Noyes  &  Randall, 

Crown  Tailoring  Co., 

Freedman   Co., 

B.  Gardner  &  Co.. 

W.  R.  Johnston  &  Co., 

Lailey-Trimble, 

Wm.  H.  Leishman  Co., 

Levin  &  Sons, 

Lowndes   Co., 

John  W.  Peck  &  Co., 

The  Punchard-Birrell  Co., 

Randall  &  Johnston, 

W.  E.   Sanford  Co., 

Semi-ready    Ltd., 

Sparks-Harrison, 


Thornton  &  Douglas, 
Toronto  Clothing   Mfg.  Co., 
S.  Wener  &  Co., 
Young  Men's  Tailoring  Co. 

Shirts,  etc. — 

Cluett,  Peabody  &   Co.   (of  Canada), 

Deacon  Shirt  Co., 

John  Forsyth, 

Regal  Shirt  Co., 

Alphonse  Racine, 

Tooke  Bros., 

Van  Allen  Shirt  Co., 

Lion  Shirt  Co. 

Miscellaneous — 

Jones  Bros.  &  Co., 

Tower-Canadian, 

Winchester  Dye  Co.. 

Kitchener  Buttons, 

Institute  for  the  Blind, 

Ribboncraft, 

Hyde  &  Halliwell, 

Color-Craft  Ltd., 

Refinite  Co.  of  Canada,  Ltd. 
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The  Textile  Products  Exhibition 

Making  the  Appeal  on  a  Sound  Basis  of  Quality  First — Over 
Eighty  Manufacturers  Participate — Keen  Competition  Through- 
out— the  Retailer  Appreciates  Idea  of  Seeing  Under  One  Roof 
the  Products  of  Canadian  Textile  Manufacturers — all  are  Satisfied 


THERE  is  one  branch  of  the  Cana- 
dian Manufacturers'  Association 
which,  we  believe,  has  developed  a 
new  conception  of  its  possibilities  in 
Canadian  industry — the  textile  branch. 
The  recent  Canadian  Textile  Products 
Exhibition  held  at  the  King  Edward  Ho- 
tel in  Toronto  during  the  week  of  Feb- 
ruary 13th-17th  was  a  revelation  to  the 
manufacturers  themselves.  And  through 
their  exhibition,  retailers  from  all  over 
the  province  and  not  a  few  from  other 
provinces  also  received  a  revelation. 
One  outstanding  thing  remains — the 
Canadian  consumer  must  hear  the  ex- 
cellent story  that  the  textile  manu- 
facturers of  this  country  have  to  tell. 
They  have  too  long  hidden  their  light 
under  a  bushel.  Through  the  Canadian 
retailer  and  to  the  Canadian  consumer, 
propaganda  can  be  made  so  effective 
that  a  better  understanding  and  appre- 
ciation of  the  textiles  produced  in  this 
country  will  result. 

Sound  Basis  of  Appeal 
"Made-in-Canada"  was  the  spirit 
which  moved  throughout  the  entire  ex- 
hibition. But  the  basis  of  the  appeal 
to  buy  Made-in-Canada  merchandise  was 
sound  throughout.  It  is  no  longer  an 
empty  appeal  to  patriotism.  That  is 
not  left  out  of  the  appeal  but  it,  no 
longer,  constitutes  the  whole  appeal.  It 
is  now  on  the  basis  of  quality— the  only 
sound  basis  on  which  any  appeal  to 
patronage  can  ever  be  made.  Textile 
manufacturers  seem  thoroughly  sold  on 
this  idea  at  the  present  time,  if  their 
spokesmen  at  the  exhibition  luncheons 
voiced  the  opinion  of  this  branch  of  the 
C.  M.  A.  If,  with  their  intention  to 
maintain  the  high  standard  of  efficiency 
in  the  manufacture  of  Canadian  textile, 
they  link  up  a  lively  propaganda 
amongst  retailers  and  consumers,  the 
goal  they  have  set  out  to  reach  will  be 
reached  with  much  less  difficulty. 

The   Trade    Fair    Idea 

The  original  intention  of  this  exhi- 
bition, as  we  understand  it,  was  to  make 
it  more  of  a  show  or  an  opening  than 
a  selling  medium  to  the  trade.  The 
date  selected  was  not  very  favorable  to 
either;  it  was  too  late  for  the  showing 
of  Spring  models  and  too  early  for 
Spring  sorting  business.  The  reason 
for  holding  it  at  that  time,  of  course, 
was  obvious.  Hundreds  of  retailers 
were  to  gather  here  for  convention  pur- 
poses and  it  seemed  a  good  time  to 
launch  the  proposition.  We  believe  the 
results  have  justified  the  inauguration 
of  this  exhibition.  The  idea  of  making 
it  a  trade  fair  was  a  development  of  the 
exhibition  rather  than  a  part  of  the  ori- 
ginal conception.  Only  time  can  tell 
whether  the   event  will  be   known  as  a 


fashion  show  or  a  trade  fair,  or  a  com- 
bination of  both.  And  whether  or  not  it 
is  dn  the  best  interests  of  the  manufac- 
turer and  the  retailer  to  hold  the  two 
events — the  exhibition  and  the  conven- 
tion— at  the  same  time  is  a  debatable 
question,  a  question  which,  we  under- 
stand, will  he  considered  at  a  joint 
meeting  of  retailers  and  manufacturers. 
There  are  certainly  arguments  both  pro 
and  con,  though  there  is  no  feeling  on 
either  side  that  the  co-operative  spirit 
as  manifested  so  splendidly  in  these 
concurrent    events    should   be    set   aside. 

From  the  standpoint  of  the  retailer 
there  is  certainly  something — a  good 
deal — to  be  said  in  favor  of  the  exhibi- 
tion end  of  the  affair.  It  puts  before 
him  within  a  few  hours,  the  product  of 
all  the  lines  in  which  he  deals.  He  can 
see  them  all  at  once  and  the  manufactur- 
ers themselves  will  not  object  to  the 
spirit  of  competition  that  is  engende  - 
ed  by  such  an  exhibition.  The  best  of 
feeling  obtained  throughout,  and  the  in- 
terests of  the  whole  are  promoted  there- 
by. We  believe  the  retailers  are  thor- 
oughly in  accord  with  and  will  heartily 
support  the  exhibition  idea.  Whether 
it  is  to  be  made  a  buying  centre  with 
distinct  advantages  to  the  retailer  is  for 
the  manufacturers  themselves  to  demon- 
strate. 

As  a  Fashion  Show 

In  all,  some  eighty  Canadian  manu- 
facturers made  exhibits  at  this  show. 
There  were  between  thirty-five  and  for- 
ty oihers  who  sought  admission  to  the 
limited  space  at  t'.-.eir  disposal,  but  were 
unable  to  secure.  Most  of  the  exhibi- 
tors showed  men's  wear  lines.  As  a 
complete  theatre  of  Canadian  products  in 
men's  wear  lines,  it  was  most  commend- 
able, indeed.  Clothing,  neckwear,  shirts, 
overall,  knit  goods,  hat  and  cap,  hosiery, 
webbed  goods,  these  and  other  manu- 
facturers of  men's  wear  lines  combined 
to  show  in  a  most  forcible  way  what  can 
be  done  in  this  country  to  meet  the 
needs  of  the  Canadian  consumer.  The 
booths  devoted  to  the  lines  carried  in 
dry  goods  stores  were  few  but  very 
effective.  Canadian  woolen  manufac- 
turers of  yardage  were  well  to  the  front 
with  the  scope  and  quality  of  their  ex- 
hibition. A  particularly  good  showing 
of  linens  was  made,  developing  the  idea 
of  manufacture  from  the  raw  material  to 
the  finished  product. 

That  competition  is  very  keen  in  these 
various  lines  was  very  evident,  compe- 
tition in  both  selling  and  in  the  excel- 
lence of  manufacture.  It  is  so  keen  in 
fact,  that  the  tariff  is  no  longer  much  of 
a  protection  to  the  Canadian  manufac- 
turer of  clothing  or  allied  lines.  The 
models  exhibited  by  manufacturers  show 


that  the  development  of  clothing  manu- 
facturing in  Canada  has  reached  a  point 
of  excellence  beyond  which  it  is  hardly 
possible  to  go.  Retailers  were  surprised 
at  the  point  to  which  this  has  gone  in 
the  industrial  life  of  this  country.  The 
same  can  be  said  of  shirts,  hats  and 
caps,  knit  goods,  hosiery,  webbed  goods 
and  all  other  lines.  As  an  evidence  of 
the  growth  and  possibilities  of  manu- 
facturing clothing  and  allied  lines  in 
Canada,  it  might  be  cited  that  one  booth 
was  devoted  to  a  showing  of  merchan- 
dise entirely  for  children's  wear — high 
quality  hosiery.  Indeed,  the  knit  goods 
men  in  hosiery  lines  are  beginning  to 
feel  the  result  of  their  industry  in  a 
very  practical  way;  many  of  them  are 
reaching  the  point  where  their  output  is 
insufficient  to  meet  their  orders. 

Are  Well  Satisfied 

During  the  exhibition  we  talked  with 
many  of  the  manufacturers  present. 
Whether  or  not  they  did  a  great  amount 
of  selling,  we  did  not  hear  one  say  that 
he  was  not  thoroughly  satisfied  with  the 
exhibition.  The  amount  of  advertising 
they  have  received  from  it,  the  number 
of  new  prospects  they  have  met,  the  new 
accounts  they  have  opened — these  have 
made  it  well  worth  while  to  all.  Repeat- 
edly, manufacturers  stated  that  they 
had  come  in  contact  with  buyers  they 
had  never  seen  before  and  had  never 
reached.  The  spirit  of  "get  together" 
in  itself  was  an  asset  of  the  fair  that 
will  result  in  business  relations  in  the 
future.  For  instance,  one  manufacturer 
stated  that,  while  he  did  not  make  a  cer- 
tain sale  at  the  show,  he  got  in  touch 
with  a  buyer  who  subsequently  booked 
business  amounting  to  nearly  $20,000. 
This  is  only  one  of  many  such  cases  on 
record. 

The  Amount  of  Selling 

The  amount  of  selling  that  actually 
went  on  during  the  exhibition  is  not 
known.  One  manufacturer  who  was 
largely  instrumental  in  the  whole  affair 
estimated,  after  many  inquiries,  that  it 
approached  near  to  a  million  dollars. 
More  of  this  will  probably  be  known 
later  on,  for  the  manufacturers  are  send- 
ing out  a  questionnaire  to  exhibitors 
asking  them  what  amount  of  business 
they  did. 

On  Friday  morning,  February  17th, 
the  manufacturers  held  a  breakfast  at 
which  general  satisfaction  was  express- 
ed by  all.  Various  suggestions  were 
made  with  regard  to  another  similar 
show  as  result  of  which  a  questionnaire 
is  being  sent  to  all  manufacturers  ask- 
ing them  their  opinion  with  regard  to 
the  time,  place  and  conditions  under 
which  another  exhibition  should  be  held. 


36 


GENERAL    SECTION 


Dry  Goods  Review 


©rp  #oobs;  Eetoieto 

ESTABLISHED  1S-(7 

Issued  the  16th  of  each  month 

Published  by 

THE   MACLEAN  PUBLISHING   CO.,   LTD. 

143-153  University  Avenue -    Toronto,  Canada 

Branch  Offices: 

MONTREAL— 128  Bleury  St. 

WINNIPEG — 901  Confederation  Life  Building. 

VANCOUVER— 314  Carter-Cotton  Building. 

LONDON,  England— 88  Fleet  St.,  E.C. 

NEW  YORK— 1606  St.  James  Bldg.,  1133  Broadway. 

CHICAGO— 405-6   Transportation   Bldg.;    608   Dearborn   St. 

BOSTON— 734  Old  South  Building. 

Subscription  Rates: 

In   Canada,  per  year   $2 .  00 

Outside  Canada,  per  year $4 .  00 

Single   Copies,  25  cents. 


Vol.  XXXIV        TORONTO,  MARCH,  1922        No.  3 

New  Tone  In  Advertising 

A  number  of  the  American  trade  publications  have 
been  carrying  articles  recently  which  almost  appear 
to  be  the  forerunner  of  a  different  tone  that  will  shortly 
be  sounded  in  advertising.  A  staff  member  of  this 
publication  recently  had  a  long  chat  with  a  very,  well- 
known  writer  of  one  of  the  largest  trade  journals  in  the 
United  States.  This  writer  gave  us  to  understand  that 
a  very  marked  change  would  be  observable  in  his  own 
publication  in  the  style  of  advertising  done  by  manu- 
facturers, a  change  to  be  effected  almost  immediately. 
According  to  his  version,  it  would  be  good-bye  to  the 
type  which  tells  how  old  and  how  big  and  how  busy 
the  manufacturer  is,  a  type  which  is  more  or  less  of  a 
self-glorification  and  nothing  else. 

The  new  policy  will  be  to  use  educational  matter  re- 
lating to  the  merchandise  so  that  retailers  may  get  to 
know  why  a  certain  brand  of  merchandise  is  good,  what 
qualities  it  possesses  to  commend  itself  to  the  considera- 
tion of  the  retailer,  and  why  it  can  be  bought  with  the 
certainty  of  profits  to  the  dealer.  This  advertising,  being 
educational,  would  be  used  more  by  the  clerks  behind 
the  counters  than  the  present  type  is  capable  of  using.  It 
will  place  ammunition  in  the  hand's  of  the  sales  force,  a 
very  useful  body  in  whose  hands  ammunition  should  be 
placed. 

If  this  change  is  really  to  come  about  it  will,  sooner 
or  later,  be  taken  up  by  the  retail  trade  in  their  adver- 
tising. Certainlv  the  educational  type  of  advertising 
would  be  a  desirable  change  from  the  type  many  retail- 
ers have  used  during  the  last  eighteen  months.  It  has 
been  more  of  the  variety  of  "shouting"  in  which  many 
of  the  daily  newspapers  have  largely  been  the  benefic- 
iaries. Often  it  has  resolved  itself  into  a  shouting  com- 
petition. It  has  not  always  been  sane  advertising  and 
there  are  advertising  experts  who  claim  that  many  re- 
tailers have  contributed  not  a  little  to  that  destruction  of 
confidence  which  has  been  apparent  for  some  months 
but  which  now.  happily,  is  being  restored. 

It  will  be  interesting  to  watch  this  new  tone  in  ad- 
vertising to  see  the  effect  it  lias  both  on  the  advertiser 
and  on  the  person  to  whom  he  is  advertising. 


Tlic  Dry  Hoods  Convention  held  on  February  13th 
shows  there  is  still  a  good  deal  to  do  by  executive  of- 
ficers  in  arousing  the  interest  of  the  dry  goods  mer- 
chants in  the  life  and  work  of  the  Association.  True, 
it  is  still  in  its  infancy  and  too  much  cannot  be  expected 
al  the  first.  It  will  take  a  good  deal  of  effort  on  the 
part  of  men  reallv  interested  in  organizations  of  this 
kind  to  show  dealers  that  the  Association  has  an  im- 
portant office  to  fulfill  in  their  lives.  A  good  start  can 
be  made  in  this  work  by  showing  what  the  Retail  Mer- 
chants Association  of  Canada  has  done  for  the  trade, 
how  it  has  looked  after  and  worked  for  their  interests 
during  the  last  quarter  of  a  century.  After  that,  it  be- 
comes more  apparent  what  benefits  can  be  derived  .by 
members  affiliated  with  this  distinct  branch  of  the  re- 
tail trade.  Other  associations  have  found  this  out  and, 
sooner  or  later,  we  feel  sure  the  drv  goods  merchants  of 
the  province  will  come  to  realize  it. 

There  is  one  aim  which  the  executive  officers  might 
strive  for  during  the  coming  year.  Their  convention 
was  held  this  year  in  conjunction  with  the  Canadian 
Textile  Products  Exhibition.  This  exhibition  consisted 
mostly  of  manufacturers  in  the  men's  wear  lines.  A 
real  Canadian  textile  exhibition  can  never  be  complete 
without  the  inclusion  of  those  manufacturers  whose 
products  are  for  female  consumption.  It  might  be  well 
for  the  officers  of  the  Association  to  promote  this  during 
the  coming  months.  If  they  can  be  instrumental  in 
bringing  manufacturers  in  their  lines  into  this  textile 
exhibition  in  larger  numbers,  they  will  have  done  the 
trade  throughout  the  province  a  distinct  service.  The 
feeling  amongst  the  men's  wear  dealers  is  that  the  ex- 
hibition was  a  splendid  thing  for  them.  It  brought 
under  one  roof  the  products  of  over  seventy-five  manu- 
facturers of  i heir  lines.  It  promoted  a  better  feeling 
amongst  them.  It  enlivened  competition.  It,  perhaps, 
served  a  useful  purpose  in  ways  that  do  not  appear  evi- 
dent as  yet  but  which  will  develop  with  the  exhibition 
as  it  is  held  from  year  to  year. 

A  Good  Move 

Dealers  all  over  the  country  who  handle  furs  will  be 
glad  to  know  that  a  movement  is  contemplated  which 
has  as  its  object,  trade  names  for  certain  furs.  At  the 
convention  of  the  furriers  held  in  Toronto  on  February 
17th,  Mr.  Tweedell  of  Holt-Renfrew's,  of  Toronto,  gave 
a  very  excellent  paper  on  "The  Trade  Names  of  Furs," 
in  which  he  made  a  strong  plea  for  legislative  action 
that  would  result  in  a  clearer  understanding  by  the  con- 
sumer of  the  quality  of  certain  furs,  and  would  make 
misrepresentation  by  the  retailer  well-nigh  impossible. 
We  understand  that  this  paper  of  Mr.  Tweedell's  is  to 
form  the  basis  of  a  questionnaire  that  is  to  be  sent  to  the 
trade  all  over  the  country.  After  this  has  been  done, 
the  R.M.A.  at  Ottawa  hopes  to  be  able  to  lay  their  case 
before  the  government  for  action.  If  the  government 
gives  it  favorable  consideration,  it  will  be  a  most  de- 
sirable stroke  in  the  interests  of  the  honest  retailer  who 
does  not  indulge  in  misrepresentation  to  get  rid  of  his 
furs. 

At  the  convention  of  the  furriers,  two  problems  were 
mentioned  as  constituting  the  outstanding  problems  of 
the  furriers  in  this  country — misrepresentation  by  deal- 
ers of  the  quality  of  their  furs,  and  bench  workers  who 
worked  at  home,  thus  coming  into  direct  competition 
with  the  legitimate  retailer.  If,  by  efforts  that  have  al- 
readv  been  commenced,  these  evils  can  lie  eliminated 
from  the  trade  a  much  more  wholesome  condition  will 
prevail. 
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Dry  Goods  Markets  At  a  Glance 

Seasonal  Trade   Fairly   Good — Accessory  Lines  Show   Special 

Activity — Prediction  That  Fall  Season  in  Fabrics  Will  be  Biggest 

Sports'   Season  Yet — Demand  Strong  for  Knitted   Novelties — 

Cretonnes  and  Madras  for  Dresses 


FURLY  GOOD  seasonal  trade  is  in  progress.  The 
head  of  one  of  the  large  wholesale  houses  in  Toronto 
stated  to  Dry  Goods  Review  within  the  last  few  days 
that  dry  goods  merchants  might  take  some  consolation 
out  of  the  fact  that  the  chivalry  of  the  race  was  still 
apparent.  In  other  words,  he  said,  men  are  still  prac- 
tising economy  that  they  do  not  ask  their  wives  to  prac- 
tise To  the  same  degree.  Or  again,  to  give  it  a  practical 
turn,  trade  in  this  wholesale  house  is  much  hotter  in 
women's  lines  than  in  men's.  The  reports  that  come  to 
wholesale  houses  from  the  trade  all  over  the  country  are 
to  the  effect  that  merchants  are  in  readiness  for  the 
spring  trade.  They  have  bought  carefully,  being  assured 
that  merchandise  can  be  bought  at  short  notice  in  many 
lines  if  the  consumer  demand  depletes  their  initial  stocks. 
Now,  they  are  awaiting  that  consumer  demand.  How  it 
will  develop  is  still  in  the  lap  of  the  gods. 

Financial  men  are  already  looking  toward  the  fall 
crops,  hoping  they  will  be  abundant  and  that  this  will 
give  a  more  definite  turn  toward  permanently  better 
times.  Before  that  time  comes,  other  factors  may  enter 
into  the  situation  that  should  not  be  overlooked.  It  is  a 
fact  that  retailers  all  over  the  country  are  seeking  the 
refuge  afforded  by  well-established  houses;  whereas  they 
spread  their  accounts  during  the  last  few  years,  they  are 
now  confining  them  as  much  as  they  can.  Whether  or 
not  this  is  going  to.  press  unduly  upon  smaller  houses 
because  of  lack  of  orders  remains  to  be  seen.  There  is  one 
thing  very  evident  among  the  big  houses — they  are  keen 
after  business  and  some  of  the  most  aggressive  are  pro- 
ducing figures  that  bear  favorable  comparison  with  a 
year  ago. 

The  price  tendency  in  general  is  very  firm  with  some 
minor  advances  in  some  lines.  Woollen  piece  goods  have 
shown  some  advances  within  the  last  month,  running  as 
high  as  fifteen  per  cent,  over  a  few  months  ago.  Some 
fur  prices  have  advanced.  Buyers  of  European  silks  state 
that  they  have  paid  a  little  more  for  their  lines  recently. 
But,  on  the  whole,  the  tendency  is  very  firm  with  a  desire 
to  keep  it  such. 

Fabrics 

A  buyer  who  has  just  returned  from  England  and 
Europe  where  he  placed  large  orders  for  fall,  states  that 
the  next  season  will  be  stronger  sports'  season  than  ever. 
Paris,  he  says,  decrees  this  and  the  indication  is  none 
the  less  strong  in  England.  He  bought  more  checks  and 
stripes  than  he  did  on  his  last  trip.  Homespuns,  he  says, 
will  also  be  strong;  and  he  is  looking  for  a  very  good 
cream  season.  He  states  that  it  is  impossible  to  get  de- 
liveries before  July  on  these  goods  because  manufactur- 
ers' stocks  are  clean  and  they  are  making  up  only  from 
orders  placed.  For  many  lines  he  paid  advances  as  high 
as  fifteen  per  cent,  over  a  few  months  ago. 

There  has  been  a  great  run  on  ginghams  for  spring 
and  summer  and  some  of  the  houses  have  been  unable 
to  get  near  what  they  could  have  sold.  In  summer  mat- 
erials, dotted  Swiss  muslins  and  organdies  and  voiles 
have  sold  very  well.  The  cleaning  up  of  last  year's  re- 
tail stocks  have  made  good  business  for  many  of  the 


wholesale  houses.  In  silks,  novelties  are  selling  very 
well  both  for  outer  garment  and  underwear.  Foulards  in 
the  small  patterns  are  in  strong  demand.  Canton  crepe, 
crepe  Remains,  crepe  meteor,  striped  canton  crepe  and 
crepe  de  chine  are  having  a  good  run.  Novelty  tweeds 
and  homespuns  are  in  much  stronger  demand  than  the 
plain  materials. 

Knitted  Goods 

Here  again,  the  novelties  seem  to  have  it,  for  there  is 
a  brisk  demand  for  many  of  the  novelty  lines.  Hosiery 
and  sweaters  especially  seem  to  be  having  an  exoeption- 
allv  good  run.  The  head  of  one  large  wholesale  house 
put  his  hosiery  department  first  when  mentioning  how 
the  various  departments  stood  in  business  throughout  the 
house.  The  ordering  of  bathing  suits  by  the  trade  has 
been  very  heavy;  one  or  two  manufacturers  have  even 
gone  the  length  of  saying  that  retailers  may  be  presum- 
ing too  much  of  the  coming  summer  and  its  heat.  The 
fact  remains  that  some  of  the  manufacturers  in  knitted 
goods  have  more  orders  than  they  can  attend  to  at  the 
present  time  and  are  lengthening  the  date  of  delivery. 

Accessories 

The  on-coming  Easter  season  with  the  spring  days 
not  far  off  is  responsible,  perhaps,  for  the  fact  that 
there  is  more  activity  in  this  department  than  any  other 
at  the  moment.  Collars  are  being  promoted  with  vigor. 
Bead  and  metal  necklaces  are  having  a  good  run,  and 
the  demand  for  girdles  is  particularly  strong.  One 
wholesaler  stated  to  us  recently  that  he  had  sold  100  gross 
of  girdles  still  in  Paris.  Radium  laces  are  good  and  there 
is  already  a  good  deal  of  talk  about  a  stronger  season 
for  Spanish  and  Chantilly  next  fall.  Milliners  are  buy- 
ing up  considerable  quantities  of  the  new  wool  lace. 

Housefurnishings 

There  is  the  usual  seasonal  activity  in  the  housefur- 
nishing  departments  of  the  wholesale  houses,  with  the 
chance  of  steady  improvement  in  view  of  June  and  its 
establishment  of  many  new  homes  throughout  the 
country.  For  the  present,  there  is  a  good  demand  for 
lace  curtains  and  many  attractive  designs  are  being  shown 
to  the  trade.    Upholstering  materials  are  selling  well. 

It  is,  perhaps,  unusual  for  the  housefurnishing  de- 
partment to  get  business  that  would  ordinarily  go  to  the- 
dress  fabric  section,  yet  that  is  the  fact.  New  creumnes 
and  some  suitable  patterns  of  madras  are  selling  for  use- 
in  ladies'  dresses.  Within  the  last  few  weeks  there  has 
been  a  fairly  lively  run  on  these  and  some  of  them  are 
being  made  up  into  dresses. 

Ready-to-wear  houses  report  that  they  have  done  a 
very  good  business  in  dresses  of  cretonnes  and  organdies 
and  Swiss  muslins.  For  the  early  spring  gowns,  taffetas 
and  cantons  have  sold  very  well.  In  suits,  the  home- 
spuns and  tweeds  have  had  the  advantage,  while  in  sep- 
arate coats  broadcloth  and  velours  have  been  in  demand. 
Houses  report  business  being  a  couple  of  weeks  late,  but 
it  is  developing  very  well  at  the  present  time.  Merch- 
ants do  not  seem  disposed  to  place  large  orders  but  are 
looking  for  good  assortments. 
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"Making  the  Dollar  Work  Faster" 


Frank  Stockdale,  Business  Counsel  of  Chicago,  Mentions  Forts 
That  Should  be  Used  to  Fortify  Profits  in  Business — Man  Who 
is  Waiting  for  Conditions  to  Right  His  Business  Will  Get  Left — 
Too  Many  Merchants  Wrap  up  Their  Merchandise  With  Repu- 
tation and  Both  Leave  Store  at  Same  Time 


"M 


AKING  the  dollar  work  fast- 
er" was  the  subject  of  the 
address  given  by  Frank 
Stockdale,  the  well-known  business  ex- 
pert of  Chicago,  at  the  afternoon  ses- 
sion of  the  clothiers'  convention  on 
Tuesday  afternoon,  February  14th.  Mr. 
Stockdale  built  a  number  of  "forts" 
around  that  which  every  merchant  was 
seeking  to  protect  during  these  days, 
namely,  "profits."  These  "forts"  he 
roughly  divided  into  two  classes — buy- 
ing and  selling — and  in  the  course  of  an 
address  which  was  listened  to  with  rapt 
attention,  he  sought  to  show  how  "pro- 
fits" could  be  protected  by  the  adoption 
x>f  wise  buying  and  selling  policies. 

Look   Out   For   Yourself 

Certain  organizations  were  getting 
out  after  business  and  were  getting  it, 
said  Mr.  Stockdale.  In  his  opinion  we 
were  in  an  era  when  it  was  up  to  each 
individual  to  look  after  himself  so  far 
as  business  was  concerned,  and  the  man 
who  waited  for  conditions  to  right  his 
business  would  find  out  that  he  had 
something  else  in  store  for  him.  Some 
men  seemed  to  think  there  was  a  pass- 
word to  the  secret  of  getting  business; 
as  a  matter  of  fact  this  secret  was  the 
widest  open  book  that  had'  ever  been 
laid  before  men. 

Volume 

The  first  essential  under  present  con- 
ditions was  to  get  volume.  There  were 
two  ways  open  to  the  merchant,  either 
step  backward  or  step  into  the  breach 
and  go  forward.  There  were  many  re- 
tail merchants  who  were,  doubtless, 
staying  away  from  this  convention  to 
save  their  expense  money.  He  agreed 
that  it  was  all  right  to  cut  expenses, 
but  some  merchants  might  be  missing 
the  opportunity  to  discover  the  very 
means  they  were  seeking  to  meet  their 
problems. 

The  speaker  cited  the  case  of  the  man 
who  was  doing  $100,000  business  with 
an  overhead  of  25  per  cent,  or  $25,000. 
In  this  store  only  one  thing  has  hap- 
pened; instead  of  doing  $100,000  busi- 
ness he  is  getting  only  $80,000,  while 
his  expenses  have  remained  the  same. 
This  meant  that  it  was  costing  him 
31%  per  cent,  to  do  business,  as  oppos- 
ed to  a  former  25  per  cent.,  or  a  dif- 
ference of  QVi  per  cent.,  or  6*4  cents 
on  every  dollar's  worth  of  business  done. 
Nothing  has  happened  in  this  business 
except  that  volume  has  fallen  off.  Fix- 
ed expenses  have  little  to  do  with  vol- 
ume;   items    such    as      rent,     insurance, 


taxes,  heat,  light,  depreciation,  inter- 
est on  investment  could  not  be  cut  down 
and  when  this  was  said  practically  all 
was  said  with  regard  to  cutting  down 
fixed  expenses.  Salaries,  advertising, 
display,  the  cost  of  selling — these  could 
be  cut  down  if  the  merchant  was  willing 
to  take  the  consequences.  But  if  the 
selling  cost  were  cut  what  would  hap- 
pen to  volume?  In  this  man's  store  there 
was  as  much  work  involved  in  selling 
$80,000  worth  of  merchandise  as  when 
they  sold  $100,000  worth.  Now,  the 
merchant  had  either  to  cut  the  selling 
costs  or  go  out  after  more  business, 
greater  volume.  The  wise  merchant  did 
not  want  to  cut  his  selling  costs;  there- 
fore, he  had  to  get  out  after  greater 
volume. 

Sales  Quota 
Mr.  Stockdale  advised  that  every  mer- 
chant should  use  a  sales  quota  in  run- 
ning his  business.  There  should  be  a 
definite  objective;  there  should  be  a  de- 
finite objective  for  the  same  reason 
that  a  football  team  on  the  field  had 
an  objective  every  ten  yards  of  the  way 
down  the  field.  There  should  be  a  ten- 
tative quota  for  the  whole  store.  If 
last  year's  quota  was  high  enough  set  it 
at  that;  if  not,  set  it  higher  so  that 
sufficient  profit  would  be  in  sight  at  the 
end  of  the  year.  A  definite  quota  should 
be  fixed  for  every  line  of  merchandise 
carried;  if  there  were  two  lines,  have 
twenty  quotas.  Then  if  sales  fall  down, 
you  know  when  they  fall  down  and  how 
much. 

The  second  step  in  carrying  out  the 
sales  quota  was  to  call  the  senior  sales- 
men around  and  give  them,  say,  each 
five  lines  to  look  after.  Tell  them  it  is 
their  job  to  hold  up  the  quota  and  to 
see  that  they  get  it  dui-ing  the  year. 
Suppose,  for  instance,  the  quota  says 
there  shall  be  $8,000  worth  of  shirts  sold 
during  the  year.  That  should  be  divided 
into  months.  If  it  falls  down  any  one 
month,  there  will  be  no  question  then 
about  window  display,  about  advertis- 
ing. If  this  quota  falls  $1,000  the  duty 
before  the  merchandising  man  is  to  get 
after  shirts  in  advertising-  and  window 
display  so  that  the  quota  may  be  main- 
tained. 

Stock  Limits 
One  of  the  forts  necessary  to  protect 
profits  was  the  stock  limit  which  meant 
that  there  should  be  an  absolute  control 
of  the  stock  in  the  store.  To  illustrate 
his  point,  the  speaker  cited  the  case  of 
a  stock  of  shirts.  This  department  was 
supposed  to  do  $8,000  worth  of  business 


during  the  year,  which  would  mean  an 
expenditure  for  stock  of  approximately 
$5,600.  Taking  it  for  granted  that  this 
stock  would  turn  over  three  times  dur- 
ing the  year,  it  would  mean  an  average 
stock  of  $1,700;  in  other  words,  it  should 
never  be  lower  than  $1,200  and  not 
higher  than  $2,400.  Stressing  the  ne 
cessity  of  a  definite  limit  on  stocks  at 
all  times,  Mr.  Stockdale  pointed  out 
that  the  profits  at  the  end  of  the  year 
were  not  always  represented  by  a  fig- 
ure in  the  bank  book,  but  by  merchan- 
dise on  the  shelves  which  might  shrink 
materially  if  the  time  came  when  ready 
cash  had  to  be  secured   for  them. 

Still  another  fort  to  protect  profits 
was  expense.  There  should  be  an  ex- 
pense fixed  for  each  line.  If  the  total 
margin  was  $25,000  and  the  total  cost 
of  doing  business  was  $20,000,  this  left 
$5,000,  or  a  net  of  5  per  cent.  If  the 
expenses  came  up  to  near  $25,000,  with 
a  $25,000  margin,  it  would  be  necessary 
to  go  back  to  examine  the  margins  very 
carefully  to  where  they  were  falling 
down. 

Selling   Forts 

The  first  selling  fort  mentioned  by 
Mr.  Stockdale  was  "buying."  Goods  well 
bought  were  half  sold  and  he  pointed 
out  that  the  buyer  had  a  good  deal  to 
do  with  the  selling  of  the  merchandise 
in  any  store.  By  means  of  a  chart,  the 
speaker  showed  that  the  average  stock 
was  high  at  each  end  and  low  in  the 
middle;  in  other  words,  when  the  great- 
est selling  was  in  progress  the  stock 
was  nearest  its  low  mark.  His  contention 
was  that  this  chart,  representing  buying 
and  selling  during  a  given  period  of 
months  should  show  parallel  lines  both 
up  to  and  receding  from  the  highest 
point  which  showed  the  greatest  selling 
period. 

Another  fort  was  display.  He  believ- 
ed too  many  merchants  gave  dispropor- 
tionate attention  to  window  and  inter- 
ior display.  Glass,  he  said,  was  a  poor 
conductor  of  sales,  and  he  warned  mer- 
chants not  to  be  afraid  to  get  too  many 
goods  out  on  the  counter  for  customers 
to  see. 

Advertising  was  another  fort.  There 
was  only  one  defence  against  advertis- 
ing, that  was,  the  offensive.  Nothing 
could  be  done  to  keep  the  outside  ad- 
vertiser out.  The  only  defensive  was 
the  offensive.  If  the  advertiser  solicited 
trade  from  your  customers  meet  him 
on  his  own  ground;  that  was  the  only 
way  to  do. 

(Continued   on  page  39) 
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Proper  Use  of  the  Trade  Newspaper 

Knowledge  is  Power  and  Knowledge  That  is  Good  for  the  Pro- 
prietor is  Also  Good  for  the  Clerk — The  Field  of  the  Trade  News- 
paper— Various  Messages  it  Brings  to  the  Dealer — Carries  News 
of  Successful  Ideas  to  Every  Man 


WHAT  counsel  is  to  a  client,  a  re- 
liable trade  journal  is  to  the 
trade  to  which  that  particular 
trade  newspaper  appeals.  It  seeks  to 
give  dependable  advice.  Gathering  in- 
formation from  many  sources  on  various 
subjects,  the  trade  newspaper  sifts  this 
information  and  endeavors  to  present 
facts  that  will  serve  as  guide  posts 
through  the  merchandising  problems 
that  daily  confront  the  merchant  or 
those  who  are  associated  with  him  in 
striving  to  make  the  business  a  success. 
It  seeks  to  present  conditions  as  they 
really  exist  in  the  particular  field  it 
surveys  from  week  to  week,  so  that  the 
dealer  may  have  first-hand  information 
of  the  various  lines  of  merchandise 
carried  and  may  act  accordingly.  It 
seeks  to  acquaint  itself  with  plans  of 
merchandising,  with  plans  of  buying 
and  selling,  with  store  systems  that 
make  for  better  management  and  econ- 
omy not  only  for  the  store  as  a  whole 
but  for  each  department  of  that  store. 
It  seeks  to  place  before  buyers  new 
things  on  the  market  and,  in  this  re- 
spect, acts  as  a  forerunner  of  fashions 
that,  ultimately,  bring  grist  to  the  deal- 
er's mill.  It  goes  into  various  prob- 
lems of  salesmanship  and  seeks  to  sug- 
gest points  that  will  develop  better 
salesmen. 

How  to  Use  It 

The  trade  newspaper  is  not  designed 
solely  for  the  proprietor  of  a  store.  In- 
formation that  is  of  use  to  the  proprie- 
tor cannot  help  but  be  of  use  to  the  clerk 
behind  the  counter.  Everything  that 
makes  for  better  salesmanship  behind 
the  counter  makes  for  a  better  business 
organization,  bigger  business,  larger 
profits.  The  trade  newspaper  conveys 
in  each  issue  a  fund  of  information 
that  should  be  in  the  possession  of  every 
clerk.  Not  all  the  information  may  be 
of  use  to  every  clerk,  but  there  is  some- 
thing in  it  that  will  have  a  bearing 
on  his  or  her  work  day  in  and  day  out. 

Every  clerk  should  be  given  a  chance 
to  read  the  trade  paper.  Knowledge  is 
power  and  if,  in  the  trade  newspaper, 
there  is  a  knowledge  that  lends  power 
to  your  efforts  in  directing  a  business, 
there  is  also  knowledge  that  will  make 
your  clerk  a  more  efficient  arm  of  your 
organization.  The  trade  newspaper 
should  be  passed  around.  We  frequently 
go  into  business  houses  where  we  know 
copies  of  this  trade  newspaper  are  re- 
ceived but  where  the  clerks  are  unaware 
of  its  existence.  If,  Mr.  Merchant,  the 
trade  newspaper  is  of  use  to  you,  it 
must  be  of  use  to  others  in  your  em- 
ploy. 

See  That  They  Read  It 

Having  become  convinced  that  the 
trade  newspaper  should  be  read  by  the 


clerks  in  your  store,  you  should  see  that 
it  is  read  by  them.  If  your  store  is  a 
moderate-sized  one  it  is  a  simple  mat- 
ter to  write  the  names  of  your  staff  on 
a  paper,  paste  it  to  the  cover  and  re- 
quire them  to  draw  a  line  through  their 
name  when  they  have  read  it.  If  your 
store  is  a  very  large  one,  departmental- 
ized, a  few  extra  copies  of  the  paper 
should  be  bought  and  passed  around 
through  the  departments.  A  thorough 
distribution_^of  the  trade  newspaper 
throughout  your  organization  should  be 
assured  if  the  best  results  are  to  be 
obtained.  Not  only  does  the  trade  news- 
paper give  information  affecting  the 
buying  in  the  several  departments,  but 
it  seeks  to  pass  along  suggestions  for 
selling  the  merchandise  in  these  various 
departments.  That  is  where  the  trade 
newspaper  can  be  of  help  to  the  clerks 
in   the   various   departments. 

Endorses  Trade  Newspapers 

Ben  Katz,  the  newly-elected  president 
of  the  South  Dakota  Clothiers'  Assoc- 
iation, recently  had  some  very  pertinent 
things  to  say  to  merchants  in  that  state 
with  regard  to  improving  themselves 
and  their  methods.  He  advised  the  mer- 
chants to  pay  more  attention  to  their 
trade  journals  and  find  out  what  mer- 
chants are   doing  in  other  cities. 

"I  wonder,"  he  said,  "how  many  of  us 
subscribe  for  one  or  more  trade  jour- 
nals simply  as  a  matter  of  habit  or 
through  the  persuasion  of  a  circulation 
salesman  and  pay  very  little  attention 
to  the  periodicals  when  received.  I  am 
afraid  that  there  are  many.  Do  you 
know  that  a  good  and  reliable  trade 
journal  is,  in  a  business  sense,  the  best 
friend  that  calls  on  you?  Do  you  know 
that  the  biggest  men  in  your  business 
are  continually  telling  you,  through  its 
pages, ~~of  the  methods  they  use  in  bet- 
tering their  businesses?  Do  you  know 
that  even  the  advertising  pages  in  your 
trade  journal  provide  a  source  of  mer- 
chandising information  that  should  be 
used  to  the  utmost?  Therefore,  if  we 
are  to  become  better  merchants  we 
should  not  only  subscribe  for  the  best 
trade  journal  in  our  line  of  business, 
but  we  should  study  it  carefully  and  act 
upon  the  suggestions  contained  therein 
that  will,  in  our  opinion,  better  our  busi- 
ness." 

Mr.  Katz  also  advises  a  close  study 
of  the  advertisements  from  big  stores 
appearing  in  the  city  papers.  They  will, 
he  said,  give  an  insight  into  their  meth- 
ods that  will  be  profitable  to  every  mer- 
chant. "I  realize,"  he  said,  "that  it  is 
not  possible  for  us  to  follow  closely  in 
their  steps,  but  their  aggressive  busi- 
ness methods  as  exemplified  in  their 
ads,   can   and   should   be   an    inspiration 


to  all  of  us.  These  big  fellows  are  al- 
ways after  business.  It  is  their  aim 
not  only  to  sell  their  merchandise,  but 
to  sell  themselves  to  their  trade.  By 
this  I  mean  that  their  business  policies 
are  always  written  in  bold  type  clear 
across  their  ads." 

No  Idea  Too  Big 

There  is,  in  this  thought  of  Mr. 
Katz's  regarding  the  studying  of  city 
advertisements,  an  idea  that  can  be  ap- 
plied with  benefit  to  the  reading  of  the 
trade  newspaper.  The  mere  fact  that 
your  trade  newspaper  is  telling  you  of 
some  idea  that  has  been  successfully 
worked  out  by  a  big  store,  is  no  reason 
why  you  should  not  study  it  carefully. 
All  big  merchants  were  once  small  ones 
and  their  success  is  due  to  the  fact  that 
they  tried  out  big  ideas,  or  studied  the 
ideas  of  the  big  man  and  then  followed 
in  his  footsteps.  You  can  reduce  the 
idea  to  your  own  proportions,  very  often 
and  make  it  work  out  in  your  own  case. 
A  good  idea  can  be  applied  to  any  busi- 
ness no  matter  how  large  or  how  small. 


MAKING  THE  DOLLAR  WORK 
FASTER 

(Continued  from  page  38) 

If  advertising  was  the  artillery  of 
business,  personal  selling  was  the  in- 
fantry. In  war,'  if  a  point  is  not  taken 
by  the  infantry  and  then  consolidated, 
it  can't  be  held.  The  same  holds  good 
in  business.  If  the  selling  force  does 
not  consolidate  the  point  taken  by  the 
advertising  manager,  business  cannot 
be  held. 

Policy  was  the  last  fort  mentioned  by 
the  speaker — the  broad  policy  on  which 
the  business  was  founded.  Responsibil- 
ity should  be  apportioned;  this  would 
bring  out  the  best  in  any  man.  But  this 
should  not  be  given  unless  there  was  a 
system  of  checking  it.  Proper  division 
of  responsibility  made  for  better  co- 
operation in  the  store. 

In  conclusion,  Mr.  Stockdale  spoke  of 
the  honest  reputation  merchants  should 
build  up  in  their  business.  Too  many 
merchants,  he  said,  wrapped  up  their 
merchandise  in  their  reputation — both 
went  out  of  the  store  together. 


Salesmanship  is  a  business,  a  profes- 
sion and  an  art  all  in  one.  It  calls  for 
the  use  of  a  man's  best  faculties  and  is 
worthy  of  his  best  endeavors.  It  re- 
quires that  a  man  shall  have  a  sound 
business  sense,  the  spirit  of  the  profes- 
sional man  in  serving  the  interests  of 
his  client  and  the  feeling  and  skill  of  an 
artist  in  rendering  that  service  intelli- 
gently. 
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Canada's  Financial  Position  Sound 

Sir  Charles  Gordon,  President  of  Dominion  Textile  Co.  Says  No 

Panacea  That  Will  Cure  Financial  Ills  In  Short  Order — Results 

of  Inflation  During  War  and  After — Distribution  Costs  Still  Too 

High — Will  be  Good  Day-to-day  Business 


THE  CLOSING  banquet,  signalizing 
the  conclusion  of  the  two  days' 
convention  of  Ontario  clothiers, 
was  held  on  Wednesday  night  in  the  ball 
room  of  the  King  Edward.  This  ban- 
quet was  given  by  the  manufacturers 
who  participated  in  the  Textile  Products 
Exhibition  and  the  retail  clothiers  were 
the  guests  of  the  evening.  Over  800 
men  sat  down  to  the  banquet.  The  ef- 
ficient toastmaster  of  the  evening  was 
F.  W.  Stewart,  Canadian  manager  of 
the  Cluett-Peabody  Co.  His  opening  re- 
marks were  brief,  as  he  wanted  to  give 
time  to  the  other  speakers  of  the  even- 
ing. He  spoke  for  a  minute  on  the 
nature  of  the  exhibition  which  was  to 
give  a  broader  vision  of  the  Made-in- 
Canada  products.  "Where  the  products 
of  the  Canadian  factories  are  equal  to 
any  you  can  buy,  we  ask  that  you  will 
give  the  preference  to  the  products  of 
these  factories,"  said  Mr.  Stewart. 
Sir  Charles  Gordon 
The  principal  speaker  of  the  evening 
was  Sir  Charles  Gordon,  president  of 
the  Dominion  Textile  Co.  of  Montreal. 
His  subject  was  "Our  Financial  Situa- 
tion," and  in  the  course  of  his  address 
he  touched  on  the  forthcoming  Genoa 
conference  of  which  he  is  to  be  a  mem- 
ber, the  too  great  costs  of  distribution 
at  the  present  time,  and  financial  sound- 
ness of  Canada's  position. 

Hand  in  Hand 

"We  must  have  manufacturing  as  well 
as  agriculture  in  Canada,"  said  Sir 
Charles  in  his  opening  remarks.  "One 
cannot  be  separated  from  the  other. 
They  must  go  hand  in  hand  if  we  are 
to  have  real  prosperity.  Nor  can  we  ex- 
pect when  we  bring  all  classes  to  Can- 
ada as  emigrants^  that  we  will  be  able 
to  hold  them  from  going  across  the  bor- 
der if  we  are  unable  to  supply  them  with 
work  and  wages  equal  to  what  they  can 
demand  there. 

No  Panacea 

"There  is  no  panacea  that  is  going  to 
cure  the  present  condition  of  affairs  in 
short  order,"  asserted  Sir  Charles,  in  re- 
ferring to  world-wide  economic  condi- 
tions of  the  present  day.  "In  1914  the 
world  had  been  developed  to  a  high 
state  of  efficiency.  The  whole  world 
was  practically  interdependent.  Finan- 
cial arrangements  and  dispositions  were 
not  very  difficult.  Exchange  the  world 
over  remained  in  a  very  stable  condi- 
tion. Social  conditons,  including  labor 
conditions,  had  undergone  improvement. 
Then  came  the  war  and  everything  be- 
came topsy-turvy.  Those  countries 
which  depended  upon  others  found  them- 
selves without  the  commodities  which 
they  needed  to  carry  on  the  war.  Some 
countries  it   is  true   built  up   their   in- 


FINANCIAL   WIZARD 

IS  SIR  CHARLES 
Does  Sir  Charles  Gordon  know 
anything  about  finances  and  finan- 
cial problems?  He  says  he  does;  in 
fact,  he  lays  claim  to  being  a  fin- 
ancial strategist.  His  claim  dates 
back  many  years  when  he  started 
out  on  the  road  as  a  travelling 
salesman.  "For  the  first  year,"  said 
Sir  Charles,  when  speaking  at  the 
closing  banquet  on  Wednesday 
night,  "I  got  $60.  For  the  sec- 
ond I  got  $100.  For  the  third  I 
got  $150.  And  for  the  fourth  I  got 
the  magnificent  sum  of  $300,  plus 
$5.00  a  week  for  travelling  expen- 
ses and  hotel  bills.  Those  were  the 
days  of  economic  strategy." 


dustries  by  artificial  means — by  means 
of  the  high  tariff — but  the  larger  num- 
ber of  the  nations  had  to  borrow,  chief- 
ly in  the  United  States*.  This  created  an 
artificial  position  the  world  over,  as  the 
result  of  which  we  will  never  get  back  to 
that  pre-war  position,  it  will  never  come 
back. 

Results  ot  Inflation 

"The  result  of  the  inflation  of  the 
world's  currency,  in  which  we  made  the 
mistake  of  thinking  was  real  prosperity, 
was  that  less  goods  were  being  develop- 
ed, waste  was  on  every  hand,  led  us  to 
believe  that  we  were  getting  rich — we 
were,  on  paper.  Then  we  entered  the 
vicious  circle  of  prices  going  up,  labor 
was  scarce  and  demanded  higher  wages; 
this  forced  up  the  price  of  commodities, 
hand  in  hand  came  a  rise  in  credit.  The 
banks  and  governments  had  to  take  care 
of  these  rises  in  prices. 

"This  went  on  until  the  currency  con- 
dition of  Europe  became  so  bad  as  to 
be  almost  impossible  for  us  to  trade 
there.  It  is  for  this  very  reason  that 
the  coming  Genoa  conference  is  to  take 
place,  to  make  an  effort  to  put  the  Eur- 
opean countries  on  a  sound  basis  once 
again.  Prosperity  cannot  come  to  us  in 
full  measure  until  we  set  our  own  house 
in  order.  We  too,  have  our  own  diffi- 
culties, railroads,  tariff  and  in  a  much 
less  aggravated  form  our  financial  con- 
dition. Our  financial  condition,  with  the 
exception  of  the  United  States,  is  in 
a  sounder  position  than  any  other 
country  in  the  world  today;  our  gold 
reserves  in  comparison  to  the  circulation 
shows  this. 

"Any  business  which  is  on  a  firm 
foundation  to-day  can  expect  good  day- 
to-day  return  and  have  no  reason  to 
look  forward  to  any  trouble.  But  we 
must  look  to  our  overhead, 


"It  is  costing  too  much  to  distribute 
goods,  though  we  do  not  like  to  admit  it, 
and  the  consumption  of  goods,  there- 
fore, is  very  much  curtailed.  We  must 
endeavor  to  look  to  our  overheads,"  said 
Sir     Charles.  "The      overheads      of 

nearly  all  our  businesses  during  the  past 
years  have  increased  to  such  an  extent 
that  they  really  got  away  from  us.  We 
must  get  back  as  far  as  possible  to  pre- 
war conditions." 


INCREASING  SALES 

Petrolia  Store  Originate  Fixture  Which 
Facilitates  Wall  Paper  Sales 

The  R.  Stirrett  Co.  store  in  Petrolia 
has  found  a  way  to  make  the  wall  paper 
department  pay.  This  is  due  to  the  in- 
stallation of  circular  swinging  display 
stands  which  are  used  in  the  showing 
of  samples.  This  rack  is  the  original 
idea  of  Mr.  Stirrett,  Jr.,  who  is  man- 
aging the  Petrolia  branch  store  and 
since  its  installation  has  increased  sales 
over  fifty  per  cent.  There  are  three 
racks  in  use  and  within  a  very  few 
minutes  a  customer  can  see  and  choose 
from  four  hundred  different  lines  of 
paper.  To  look  thru  this  many  samples 
in  the  old  way  ,of  samples  in  book  form 
would  require  a  great  waste  of  time  and 
in  many  cases  without  a  sale. 

"The  first  time  we  tried  out  the 
stands,"  said  Mr.  Stirrett,  "we  took  odd 
lines  from  the  sample  books  and  put 
them  on  the  racks  and  increased  the 
prices  of  the  paper  five  cents  per  roll. 
That  was  on  a  Saturday  and  that  night 
our  sales  were  .over  seventy-five  per 
cent,  from  the  racks,  at  the  prices  mark- 
ed and  without  a  word  of  comment  on 
the  increased  price. 

"Previous  to  this  we  had  never  tried 
to  sell  wall  paper  on  Saturday,  as  it  al- 
ways required  too  much  of  the  sales- 
man's time  in  assisting  the  customer  in 
choosing  the  designs  wanted,  and  that 
salesman's  time  was  more  valuable  in 
selling  something  else  where  more  pro- 
fit could  be  made.  Now  we  sell  wall 
paper  at  any  time  during  the  week  and 
in  most  cases  we  let  the  customer  go 
right  in  and  pick;  out  the  paper  they 
wish  and  then  let  the  salesman  take  the 
order.  As  the  border  to  match  is  al- 
ways shown  at  the  top  of  the  display 
panel,  there  is  little  confusion  for  the 
customer.  All  lines  are  plainly  price 
marked  so  that  there  is  not  the  chance 
of  choosing  a  paper  and  then  discover- 
ing that  it  is  too  expensive.  Through 
this  method  we  have  made  our  wall  pap- 
er section  a  profitable  department, 
whereas  it  was  not  before,"  concluded 
Mr.   Stirrett. 
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Taking  Advantage  of  One  Festive  Day  of  Lent : 

Truly  Warner  Uses  Mi-Careme  For  Spring 

Novel  Window  Displays  of  New  York  Hat  Man  Attract  Much  At- 
tention—the Five-Foot  Style  Shelf— Making  the  Most  of  the 
Spring  Carnival — is  Opening  New  Store  on  42nd  Street  This 

Month 


THE  Lenten  season  was  ushered 
in  this  year  on  March  the  first, 
just  at  the  psychological  period 
to  begin  thinking  about  lighter  clothing 
and  new  hats.  Furthermore,  the  weath- 
er has  been  exceptionally  mild  and 
sunny  in  New  York,  with  more  than 
ah  imperceptible  hint  of  spring  in  the 
air.  There  is  something  about  the  first 
sunny  spring  days  as  restless  as  the 
glare  of  a  spot-light  in  showing  up  the 
ravages  of  winter  in  one's  apparel,  and 
one's  fancy  lightly  turns  to  thoughts  of 
something  new  from  sheer  necessity 
rather  than  from  motives  of  vanity. 
Easter,  however,  is  still  a  long  way  off 
and  stores  are  not  as  yet  featuring  their 
pre-Easter  displays  lest  the  merchandise 
be  an  old  story  when  the  Lenten  days 
draw  to  a  close. 

There  is  one  retailer,  however,  who 
has  discovered  an  original  way  of  get- 
ting over  this  difficulty  and  manages 
to  present  to  the  hurrying  crowds  along 
Broadway  and  elsewhere  the  latest 
spring  styles  in  headwear  under  a  very 
original  guise.  He  does  not  overlook  the 
fact  that  winter  is  still  lingering  in  the 
lap  of  spring  and  that  Lent  is  not  ex- 
actly the  time  in  which  to  feature  fes- 
tive raiment,  but  he  cleverly  turns  this 
very  season  to  good  account  by  featur- 
ing the  one  day  out  of  the  forty,  which 
can  be  properly  termed  festive,  namely, 


By  a  Staff  Member 

Mi-Careme  or  else  Mardi-Gras,  which 
ushers  in  the  Lenten  season.  So  one 
comes  across  his  windows  with  a  dis- 
tinct shock  of  surprise  and  pleasure  and 
stops  dead  to  study  the  carnival  effect 
of  scarlet,  gold,  blue,  green,  purple  and 
all  the  rest,  as  reflected  by  confetti, 
balls,  masks,  paper  serpentines,  and  big 
colored  balloons  floating  lightly  in 
clusters  here  and  there.  A  gorgeous 
show  card  lettered  in  black  upon  gold 
board  announces  that  "the  color  and 
spirit  of  Mardi-Gras  is  revealed  in 
these  new  spring  styles,"  while  another 
card  heralds  the  display  as  being  one  of 
"Spring  1922  Style  Secrets." 

A  5-ft.  Style  Shelf 

In  the  centre  of  this  interesting  win- 
dow is  placed  a  black  and  gold  shelf 
exactly  five  feet  long,  upon  which  five 
ultra  new  models  of  spring  felt  hats 
are  displayed  upon  stands.  A  small 
card  announces  the  fact  that  these  are 
"Five  Style  Classics  on  my  Five  Foot 
Shelf,"  and  the  name  beneath  tells  the 
onlooker  who  is  responsible  for  all  this 
originality.  Truly  Warner  is  the  name 
of  this  enterprising  firm,  known 
throughout  New  York,  as  the  foremost 
hatter  to  men,  and  the  public  is  thor- 
oughly used  to  finding  unusual,  pic- 
turesque and  arresting  ideas  shown 
weekly  in  his  window  displays. 


In  the  accompanying  picture  some 
idea  of  how  these  displays  were  arrang- 
ed may  be  obtained.  It  should  be  point- 
ed1 out  that  the  same  idea  is  used 
throughout  all  the  Truly  Warner  stores 
both  in  New  York,  Detroit,  Pittsburgh 
and  elsewhere,  the  Spring  Style  Carnival 
is  being  held  contemporaneously  in  each 
of  the  shops. 

Mardi-Gras — The  Spring  Carnival 

In  answer  to  a  question  put  by  some- 
one interested  in  the  why  and  where- 
fore of  this  type  of  display,  one  of  the 
firm  explained  its  origin  after  this 
manner:  "The  only  notable  days  in 
February  as  a  rule  which  can  be  played 
up  in  window  displays  in  this  country 
are  Valentine's  Day  and  Washington's 
Birthday.  The  former  is  not  appropriate 
for  a  man's  shop,  savoring  too  much 
of  children's  festivities  or  purely  social 
events.  The  latter  in  common  with  other 
anniversaries  is  purely  a  sentimental 
occasion  and  is  not  an  appropriate  choice 
to  link  up  with  such  a  showing  as  a 
spring  hat  display.  But  with  the  fete  of 
Mardi-Gras  or  Mi-Careme,  there  are  no 
such  objections,  and  they  are  ideally 
suited  for  the  initial  displays  of  new 
merchandise.  The  blaze  of  bright  colors, 
the  carnival  spirit  and  the  hint  of  com- 
ing summer  are  just  the  right  combina- 
Continued   on   Page   42. 


How  Truly  Warner  celebrates  the  spring  style  carnival  in   New  York  which  signalizes  the  mid  Lenten  season.  Note 

the  famous  Five  Foot  Shelf  to  the  right  of  the  picture. 
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Calls  "Spiff"  System  a  Mischievous  One 

This  Plan  Places  a  Weapon  in  the  Retail  Salesman's  Hands  That 
He  is  Very  Often  Likely  to   Misuse — Practice  is  Not  At  All 
Common  in  Canada,  and  Merchants  Are  Well  Advised  to  Care- 
fully Consider  it  Before  Putting  It  In  Operation 


THE  system  of  giving-  "spiffs,"  or 
special  commissions,  to  retail 
clerks,  is  one  which  has  been  in 
use  in  Canada  for  many  years.  Up  to 
the  present  time  the  custom  has  been 
confined  to  extra  commissions  allowed 
by  the  retail  merchant  to  his  clerk  on 
the  sale  of  goods  which,  for  one  reason 
or  another,  were  difficult  to  dispose  of. 
The  "spiff"  system  has  of  late,  how- 
ever, been  extended  in  many  stores  in 
the  United  States  to  cover  a  special 
commission  allowed  by  manufacturers 
to  clerks  in  retail  stores  on  the  manu- 
facturer's own  goods.  The  ethics  or  mor- 
ality of  the  system  was  lately  discussed 
in  an  article  in  Printers'  Ink,  in  response 
to  a  request  for  an  opinion  on  the  sub- 
ject from  an  advertising  agency.  The 
enquirer  was  making  an  investigation 
for  a  client  and  asked  a  lady  clerk  how 
the  product  was  moving.  Her  reply  was: 
"Pretty  fair,  but  you  don't  give  'spiffs.' 
I  get  at  least  5  per  cent  on  nearly  all 
the  articles  in  my  department  and  it  is 
a  'dead'  article  that  does  not  give 
'spiffs'." 

Not  In  Practice  In  Canada 

As  far  as  Dry  Goods  Review  is  aware 
the  system  of  manufacturers  giving 
"spiffs"  in  this  way  has  not  yet  been 
instituted  in  Canada,  but  in  view  of  its 
adoption  over  the  border,  it  is  not  un- 
likely that  some  enterprising  merchant 
may  endeavor  to  try  it  here.  It  is  there- 
fore worth  while  to  give  some  consider- 
ation to  the  advisability  of  retail  merch- 
ants permitting  its  introduction  into 
their  stores.  The  opinion  arrived  at  by 
the  writer  of  the  article  referred  to 
above  is  that  on  the  whole  it  is  an  intol- 
erably mischievous  plan.  While  it  is 
used  by  many  reputable  concerns,  he 
considers  it  can  only  be  regarded  as  a 
thoroughly  vicious  system  and  one  that 
causes  untold  harm  not  only  to  the 
manufacturer  and  consumer,  but  also 
to  the;  retailer  who  allows  it. 

In    a    Class    With    "Own    Goods    Bonus" 

Spiffs  are  in  a  class  with  the  "own 
goods  bonus,"  which  some  of  the  chain 
and  department  stores  give  their  clerks 
for  selling  their  own  special  brands. 
Theoretically,  there  is  a  lot  to  be  said 
in  favor  of  the  plan  of  giving  a  clerk 
extra  commission  for  pushing  certain 
goods.  It  is  a  merchant's  undoubted 
right  to  promote  the  sale  of  any  mer- 
chandise he  chooses  and  to  use  any 
legitimate  method  to  accomplish  his 
purpose.  In  actual  practice,  though,  the 
"spiff,",  system  does  not  fulfil .  this 
theory.  It  places  a  weapon  in  the  retail 
salesman's  hands  that  he  is  very  likely 


to  misuse.  Unless  he  is  built  in  a  heroic 
mould,  he  is  not  able  to  withstand  the 
temptation  to  use  the  system  unwar- 
rantably. 

Evil  of  "Spiffs" 
The  trouble  with  the  "spiff"  «ystei.i 
is  that  it  is  an  attempt  on  the  part  of 
the  retailer  to  defeat  the  working  of 
consumer  demand.  In  many  cases  the 
clerk    who    gets    extra    pay    for    selling 


TAKING   ADVANTAGE   OF   ONE 
FESTIVE  DAY  OF  LENT 

Continued  from  Page  41. 
tion    to   feature    during    the    pre-Easter 
season  and  do  not  offend  good  taste  nor 
in  any  way  spoil  the  effect  of  the  real 
spring  opening  a  little  later. 

"A  spring  style  carnival  should  be  a 
feature  of  every  store  in  mid-Lent  and 
the  accessories  essential  to  such  a  dis- 
play are  neither  elaborate  nor  costly. 
Two  dozen  or  so  masques  in  varied  col- 
ors, a  quantity  of  colored  paper  serpen- 
tines1, about  a  hundred  colored  and  gild- 
ed disks  of  cardboard  in  different  sizes, 
a  half  a  dozen  or  so  toy  balloons  and 
several  well  executed  show  cards,  are 
all  that  is  necessary  to  dress  up  a  large 
window  and  carry  out  the  atmosphere 
of  revelry  and  gaiety." 

Double  Brown  Diamond  "Telescope" 

Crown 

Truly  Warner  maintains  his  five  foot 
shelf  as  a  permanent  display,  upon  which 
from  time  to  time,  he  shows  the  newest 
arrivals  in  headwear.  As  will  be  no- 
ticed the  leading  novelty  in  this  dis- 
play is  the  "telescope  crown"  felt  hat, 
which  is  insidiously  gaining  a  foothold 
with  frequenters  of  the  gay  white  way. 
A  very  small  and  inconspicuous  price 
ticket  announces  the  fact  that  all  hats 
are  $2.85  each. 

Mr.  Warner  is  opening  a  new  store 
on  42nd  street  this  month  which  he  says 
is  to  be  the  finest  hat  store  in  America 
and  he  intends  to  hold  a  housewarming 
as  soon  as  it  is  completed.  Even  though 
the  store  is  not  yet  ready,  the  carnival 
window  is  there  just  the  same  and  a 
show  card  directs  the  would-be  pur- 
chaser to  the  nearest  shop  in  the  vicinity. 
A    Display   Which   Startled   Broadway 

To  Dry  Goods  Review,  a  representa- 
tive of  this  firm  stated  that  they  had 
never  yet  featured  a  display  which  had 
called  forth  so  many  interested  com- 
ments nor  as  much  hearty  praise  as  this 
one,  and  he  felt  sure  that  it  opened  up  a 
new  channel  in  connection  with  ideas 
for  displays  which  would  be  seasonable 
but  not  in  any  way  costly  or  difficult  to 
execute. 


certain  things  is  likely  to  dissuade  a 
customer  from  buying  a  definite  brand 
for  which  she  came  into  the  store.  Of 
course,  if  the  buyer  has  no  choice  and  if 
the  proferred  article  is  as  good  as  any 
other  the  store  carries,  there  is  no  harm 
in  selling  the  "spiffed"  merchandise. 
In  like  manner  the  "own  goods"  bonus 
or  the  manufacturer's  special  bonus  is 
unobjectionable,  if  the  customer  is  al- 
lowed free  sway  in  her  r-.hoice  and  no 
attempt  is  made  to  substitute  on  her 
definitely  expressed  demand. 

But  that  is  just  when  human  na'.ure 
is  weal:.  If  the  salesman  knows  that  he 
personally  will  flake  a  f'.w  cents  e/ery 
time  he  succeeds  in  switching  a  cas 
tomer  over  to  the  article  he  wants  to 
sell,  he  is  going  to  seize  every  oppor- 
tunity to  do  so.  In  many  cases,  "spiff- 
ed" merchandise  is  undesirable.  For 
some  reason  it  does  not  sell.  That  is 
why  a  "spiff"  is  attached  to  it.  Too 
many  salesmen  will  not  show  customers 
anything  but  these  "spiffs."  This  does 
an  injustice  to  the  store.  It  gives  cus- 
tomers the  idea  that  the  stock  is  inade- 
quate. It  may  be  taken  as  a  fairly  safe 
conclusion  that  a  client  who  once  gets 
the  idea  that  he  has  been  sold  a  "spiff" 
will  avoid  that  store  in  future.  Hence 
the  system  is  likely  to  cost  the  retailer 
vastly  more  than  he  will  ever  get  out 
of  it. 

Reverts  to  "Caveat  Emptor"  Principle 

The  trouble  with  this  whole  scheme 
of  selling,  says  the  editor  of  Printers' 
Ink,  is  that  it  causes  a  reversion  to  the 
caveat  emptor  principle.  For  a  time  the 
retailer  steps  down  from  the  profession- 
al standard  of  his  job  and  becomes  a 
mere  trader.  Professionally  it  is  the 
duty  of  the  merchant  to  see  that  the 
best  interests  of  the  customer  are  al- 
ways served.  Marshall  Field  taught  us 
the   wise   selfishness   of  this   course. 

The  reader  may  perhaps  be  able  to 
quote  instances  where  the  system  has 
worked  well.  If  so,  Dry  Goods  Review 
will  be  pleased  to  hear  of  them  or  to 
hear  opinions  of  merchants  on  the  ad- 
vantages or  disadvantages  of  the  system 
generally.  As  far  as  can  be  judged  at 
present,  however,  the  system  appears 
to  be  of  doubtful  value,  and  one  that 
should  receive  the  serious  consideration 
of  the  merchant  in  its  various  aspects 
before  it  is  put  in  operation. 


In  their  annual  statement  to  the  share- 
holders, The  Arcade  Ltd.,  of  Hamilton, 
announced  the  payment  of  the  regular 
dividend  and  stated  that  their  business 
during  the  last  financial  year  showed  an 
increase  of  over  $500,000. 
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Building  Windows  That  Get  Dollars 

Clement  Keiffer,  Jr.,  of  Kleinhams,  Buffalo,  Outlines  Some  Es- 
sentials of  Successful  Window  Display  Work — Supplementing 
National  Advertising  and  Billboard  Advertising — Novel  Open- 
ing Windows — Boosting  Civic  or  National  Campaigns 


DELEGATES  at  the  convention  of  cloth- 
iers held  at  the  King  Edward  Hotel 
were  most  enthusiastic  in  their  praise 
of  an  address  given  by  Clement  Keiffer,  Jr., 
display  manager  of  Kleinhams,  Ltd.  of  Buf- 
falo, N.  Y.  Mr.  Keiffer  has  an  international 
reputation  as  a  window  display  manager. 
He  has  entered  130  contests  and  has  carried 
away  132  prizes  from  them,  due  to  the  fact 
that  he  won  two  prizes  in  two  of  the  con- 
tests. It  is  unfortunate  that  his  address  was 
not  the  kind  that  could  be  reduced  to  paper 
at  any  length  because  it  consisted  mostly  of 
lantern  slides  of  about  fifty  of  the  windows 
that  he  had  created  during  his  career  as  a 
window  display  man.  He  called  his  address 
"Building  Dollar-Getting  Into  Window 
Displays"  and  after  seeing  the  splendid  range 
of  windows  which  he  showed,  it  could  be 
understood  how  they  were  "dollar-getting" 
windows. 

Object  of  Windows 

He  laid  down  a  few  general  principles  in 
window  display  work.  Their  main  object 
was  to  create  attention,  arouse  interest,  and 
create  a  desire  to  buy.  Mr.  Keiffer  then 
showed  a  series  of  windows  designed  to 
create  a  good  deal  of  attention  on  the  part 
of  the  passerby.  He  showed  windows  where 
whole  departments  of  the  store  were  portray- 
ed. For  instance,  a  clothing  section  was  shown 
with  the  salesman  trying  on  a  garment  on  a 
customer  that  gave  him  a  perfect  fit.  This 
same  idea  might  be  carried  out  with  hats 
or  any  other  line  of  apparel.  This  was 
something  that  would  immediately  attract 
the  attention  of  people  passing  the  window 
and,  in  so  doing,  was  accomplishing  a  part 
of  the  purpose  for  which  it  was  created. 

Opening  Windows 

Mr.  Keif  fer  showed  several  windows  he  had 
used  as  opening  windows.  One  was  a  man 
just  emerging  from  a  very  large  hat  box  with 
one  of  the  newest  hat  creations  held  in  his 
hand.  Rich  settings  were  given  to  this 
window  and  it  carried  with  it  very  definitely 
the  idea  of  introducing  something  altogether 
new  to  the  customer. 

Supplementing  Billboards 

An  interesting  series  which  he  showed 
illustrated  how  the  window  could  be  used  as 
supplementary  to  billboard  advertising. 
Many  merchants  are  going  more  extensively 
into  billboard  advertising  just  now  and  these 
would  be  of  use  to  him  in  window  display. 
The  same  figures  used  on  the  billboards  were 
used  in  the  windows,  carrying  the  same  mes- 
sage with  them.  Immediately,  the  passerby 
would  recognize  the  store  doing  the  bill- 
board  advertising. 

Novel  Clothing  Window 

One  of  the  very  >ove'  and  effective  win- 


THE  NEXT  CLOTHING  CONVENTION 

As  formerly,  the  matter  of  the  place  and  date  of  the  next  clothing 
convention  has  been  left  with  the  new  executive  officers  of  the  association. 
When  this  matter  came  up  for  discussion,  there  was  some  feeling  of 
uncertainty  in  the  minds  of  the  members  with  regard  to  the  wisdom  of 
meeting  at  the  same  time  the  textile  exhibition  was  held.  "This  year's 
meeting  shows  that  we  have  lost  our  identity,"  said  one  of  the  members  of 
the  association  although  he  stated  that  the  executive  had  done  quite  right 
in  trying  it  out  this  year.  It  was  felt  that  many  of  the  members  of  the  as- 
sociation were  spending  their  time  with  the  manufacturers  when  they 
shnuld  be  on  the  floor  of  the  convention  hall  assisting  with  the  deliber- 
ations in  progress. 

That  this  feeling  was  more  or  less  shared  by  all  was  evidenced  by  the 
resolution  that  was  passed  with  regard  to  the  next  convention.  This 
resolution  stated  that  the  place  and  date  be  left  with  the  next  executive 
"particularly  with  regard  to  holding  the  same  in  conjunction  with  the 
textile  show." 

Needless  to  say,  the  banqueters  gave  rousing  applause  after  Mr. 
Stewart  had  read  the  message. 

In  a  few  minutes,  T.  A.  Russell,  on  behalf  of  the  stock  breeders,  came 
into  the  banquet  hall  and  in  suitable  words  responded  to  the  greetings  of 
the  manufacturers  and  retailers,  and,  in  turn,  conveyed  the  best  wishes 
of  the  stock  breeders  for  the  success  of  the  textile  exhibition  and  the 
amalgamated    conventions. 


dows  was  an  opening  clothing  window  dis- 
play. In  this  display  in  the  background  the 
fashions  of  a  hundred  years  ago  were  shown. 
In  strong  contrast  to  these,  the  fashions  of 
to-day  were  shown  and  so  powerful  was  the 
contrast  that  immediate  attention  was 
riveted  on  the  window.  Mr.  Keiffer  said 
that  this  had  been  a  splendid  advertising 
window  and  had  resulted  in  a  number  of 
good    sales. 

National  Advertising 

Mr.  Keiffer  said  that  it  was  good  business 
for  both  the  retailer  and  the  manufacturer 
that  national  advertising  should  be  supple- 
mented both  in  store  advertising  and  in  win- 
dow display.  The  display  man,  he  said,  had 
a  wide  scope  in  this  respect  and  could  do 
some  very  effective  work  through  the  med- 
ium of  his  window.  He  showed  several 
windows  where  this  had  been  done.  Under- 
wear, he  said,  was  a  display  that  most  men 
disliked  but  it  afforded  many  good  oppor- 
tunities for  special  appeals  to  young  men. 
In  national  advertising  of  lines  of  underwear 
athletic  figures  or  sporting  scenes  were 
frequently  used  and  these  could  be  reproduc- 
ed in  the  windows  very  effectively  and  at  a 
low  cost.  The  manufacturer  would  always 
be  very  glad  to  assist  with  such  display  work. 
From  the  standpoint  of  the  display  man, 
good  money  could  often  be  made  by  the 
winning  of  prizes  offered  by  live  manufac- 
turers who  realized  the  value  of  display  work 
in  the  selling  of  their  products. 

Summer  Windows 

Many  merchants  find  summer  days  are 
more  or  less  dog  days  in  the  trade.    Mr. 


Keiffer  showed  how  interest  could  be  created 
and  sales  made  by  effective  display  work  in 
the  windows.  Summer  scenes  could  be  re- 
produced. He  showed  two  as  contrasting 
the  marked  difference  in  effect  by  the  use  of 
a  single  figure.  They  were  tennis  windows. 
In  the  one  a  tennis  net  was  used,  tennis  balls 
were  seen  lying  on  the  grass,  and  one  or  two 
racquets  were  featured  in  the  display. 
This  same  setting  was  used  but  the  figure 
of  a  man  inserted,  the  man  in  the  attitude  of 
delivering  a  ball  across  the  tennis  net. 
Many  summer  cenes  could  be  used  in  dis- 
play work  and  the  object  of  each  merchant 
should  be  to  feature  scenes  particularly 
suitable  to  his  locality. 

Patriotic   Windows 

Local  or  national  events,  said  Mr.  Keiffer, 
offered  a  very  fruitful  and  profitable  field  for 
window  display  work.  Not  only  could  in- 
terest be  created  in  the  subject  dealt  with  in 
the  display,  but  the  prestige  of  the  store 
could  be  enhanced  and,  in  the  end,  more 
merchandise  would  be  sold.  Several  of  these 
were  shown  by  Mr.  Keiffer,  windows  that  he 
had  used  during  the  war.  Recruiting,  sav- 
ing food,  and  other  objects  that  became  of 
national  or  international  importance  during 
the  conflict  were  reflected  in  the  displays 
of  that  intense  period  in  the  world's  history. 
Mr.  Keiffer  stressed  the  point  that  such 
windows  could  be  effectively  used  for  build- 
ing up  a  store  name,  generating  a  real  public 
interest  in  the  store  life,  and,  in  the  end, 
building  up  better  and  bigger  business  for 
that  store. 

At  the  conclusion  of  this  illustrated  talk, 
Mr.  Keiffer  was  voted  a  very  hearty  vote  of 
thanks  by  the  convention. 
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NOW  READY 

New  Lines  for  the  New  Season 

by 

SILKS  LIMITED 
RIBBONS  LIMITED 
NOVELTIES  LIMITED 
DRESS  FABRICS  LIMITED 

Your  mail  orders  given  prompt  attention.      Salesmen  are  now  on  the  road  with  our 
complete   lines.     Buyers   while  in  the  city  are  asked  to  call  and  see  our  splendid 


range  of  merchandise. 


MONTREAL 


TORONTO 


WINNIPEG 
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For  Your  Spring  Showing 

We  have   assembled   silks   from   the  far 
corners  of  the  earth 

Where  Fashion  leads,  we  follow 

On   yellow   boards  only. 

Canton  Crepe,  Crepes  Georgette,  Crepes  de  Chine,  Liberty  Satins, 

Ninons,  Foulards,  Silk  Shirtings,  Chiffons  and  Printed  Novelties  on 

Georgette  and  Ninons,  Cotton  Novelties,  Silk  Dress  Nets 


Les  Successcurs  de 

ALBERT  GODDE,   BEDIN  &   CIE. 

PARIS  TARARE  LYONS 

LONDON  NEW  YORK 

EMPIRE  BUILDING:  64  WELLINGTON  STREET  WEST 

Telephone  :     Adelaide   3062 

TORONTO 

E.  Desnoux,  Rep. 

Eastern   Canada  Agent:  G.  B.  Wynness.    113  Metcalfe, 

Montreal 

Western  Canada  Agent:         Edwin  J.  Kirkbright,  205  Bower 

Building,  Vancouver,  B.C. 


Visit     Us     Now 

While  Our  Stocks 

Are  Complete 
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Sports  Fabrics  Lead  in  New  York 

Equally  Applicable  to  Silks,  Cottons  and  Woollens — Wonderful 

Range  of  Silks  to  be  Shown — Some  New  Fabric  Novelties  and 

Their   Names — Sports    Dominate    the    Cotton    Displays — Trade 

Asking  for  Heavy  Basket  Weaves 


OXE  can  truthfully  say  sports 
fabrics  above  all  others  occupy 
the  centre  of  the  stage  in  New 
York  at  the  present  time.  This  applies 
to  silks,  cottons  and  woollens  equally 
well,  the  outstanding  highlights  in  each 
category  being  skirtings  primarily,  de- 
signed in  high  colors  or  else  in  plain 
white,  but  characterized  by  a  novelty 
in  weave  or  pattern  which  stamps  each 
as  belonging  to  Spring  1922. 

As  to  which  class  to  accord  the  palm 
of  superiority  to  there  exists  some  doubt. 
It  depends  upon  the  season  entirely.  For 
immediate  use,  undoubtedly  the  woollens 
have  it,  and  in  both  wholesale. and  retail 
departments  may  be  seen  many  smart 
variations  from  the  homespun,  tweed  or 
flannel  theme.  The  colors  wanted  this 
month  vary  from  sober  greys  and  tans 
to  bright  blues,  purples,  rose.  In  skirt- 
ings there  is  a  marked  preference  for 
the  shaggy  weaves  which  can  be  readily 
fringed,  at  the  lower  edge,  undoubtedly 
the  hem  finish  of  the  hour.  However, 
homespuns  and  other  lightweight  wool- 
Jens  are  equally  good  both  for  skirts  and 
for  straight  hanging  dresses,  and  capes. 
Sports  checks  in  daring  color  combin- 
ations were  very  strong  in  a  number  of 
different  materials.  Red  and  white,  and 
blue  and  white  occur  most  often  how- 
ever, but  blue  and  yellow  were  much  in 
demand.  Checked  ratines  are  also  pop- 
ular, in  tan  with  rose  and  blue  over- 
checks  as  well  as  in  plain  s'olid  colors. 
Striped  sfcir*iT'"-s  developed  in  ratine  in 
several  color  tones  are  said  to  be  vev-- 
good,  such  for  instance,  as  white  and 
rainbow   colors   on   a   navy   ground. 

"Tweedpionge,"  which  comes  in  thi*ee 
tone  effects  and  in  plain  solid  colors  is 
much  shown,  while  a  worsted  eponge  in 
a  14  ounce  weight  was  featured  in  sev- 
eral new  colors  including  "Eminence" 
(purple).  "Cinnamon"  and  "Redskin" 
(rich  red). 

Silks  Favor  Crepes 

By  far  the  greatest  attention  is  being 
paid  to  silks  just  now  in  New  York  and 
the  manufacturers  are  concentrating 
upon  a  range  of  colors  and  weaves  which 
have  never  been  surpassed  in  beauty.  In 
the  various  show  windows  in  the  silk 
districts  along  Fourth  Avenue  and  in 
Fifth  Avenue  windows  may  be  glimpsed 
most  gorgeous  drapes  of  Dent  de  Lion 
yellow,  Periwinkle  blue  or  Rouge  de 
Diable.  In  fact,  one  almost  inclines  to 
the  belief  that  none  but  these  are  being 
sought  by  the  better  class  of  trade. 
Yellow  undoubtedly  is  in  the  van  of 
fashion  in  all  silks,  especially  in  the  rich 
mellow  tone  associated  with  dandelions 
in  early  spring.  One  well  known  firm 
announced  several  interesting  novelties 


By  a  Staff  Member 

during  the  latter  part  of  February  under 
the  names  of  Crepe  Toskana  and  crepe 
Ripleene.  The  former  is  a  closely  wov- 
en and  semi-transparent  basket  weave 
made  from  China  silk,  while  the  latter 
belongs  to  the  chiffon  crepe  family  and 
is  especially  designed  for  beading.  This 
same  firm  has  also  brought  out  a  most 
original  style  of  color  card  this  spring- 
in  connection  with  their  wide  range  of 
fabrics,  arranged  in  groups  under  one 
heading  after  the  manner  of  the  French 
Syndicate  Color  Card.  Thus,  the  pre- 
vailing fad  for  periwinkle  is  well  repre- 
sented by  several  shades  of  iris  and 
named  for  this  lovely  flower.  The  idea 
of  grouping  several  shades  under  one 
name  was  originated  to  assist  dressmak- 
ers in  particular  who  are  making  up  the 
new  "layer"  dresses  of  chiffon,  varying 
from  a  deep  shade  to  the  palest  varia- 
tion. 

Unusual  Uses  for  Sports  Silks 

Spring  1922  also  introduces  a  dis- 
tinct fad  for  unusual  uses  of  sports  silk. 
One  leading  Fifth  Avenue  importer  stat- 
ed to  Dry  Goods  Review  that  he  is  re- 
ceiving enquiries  for  unusual  silk  fa- 
brics continually.  His  specialty  is  rub- 
berized silk  which  can  be  utilized  in  a 
multitude  of  ways  such  for  example  as 
for  creating  smart  capes  for  utility  and 
bathing  wear,  and  for  making  bath  cur- 
tains in  de  luxe  bathrooms.  Only  the 
very  highest  grade  of  silks  are  thus  rub- 
berized. The'  same  importer  features 
a  sports  satin  called  Gunga  Din,  which  is 
printed  in  bizarre  but  striking  patterns. 
Designs  of  oriental  origin  are  carried 
out  in  vivid  reds  and  orange,  while  in 
one  pattern  named  "ocean"  a  very  re- 
cognizable sea  landscape  with  flaming 
suns  intermingled  with  the  breakers,  is 
distinctly  popular  for  making  up  hats, 
parasols,  etc.  Cire  Pekin  stripe  is  an 
effective  novelty  particularly  good  for 
millinery,  combining  a  moire  and  satin 
stripe  alternately.  Roman  bar  radiums, 
embroidered  crepes  and  Scotch  plaid 
effects  are  still  other  favorites  with  the 
best)  class  of  trade.  Color  is  undoubt- 
edly the  most  potent  force  in  creating 
demand  for  novelty  silks  of  this  descrip- 
tion, it  was  said. 

New  Shades 

In  costume  and  sports  silks,  Newport 
satin,  Bokhara  prints,  sportspun  ratine, 
Eponette  and  Thisjl-Du  were  the  newest 
offerings  by  a  prominent  firm.  Newport 
satin  was  particularly  effective  in  Dent 
de  Lion  and  blue-eye  blue,  the  two  new 
spring  shades.  Bokhara  prints  on  eith- 
er crepe,  satin  or  georgette  grounds  are 
widely  employed  for  skirtings  or  frocks 
or  hats  by  the  smartest  manufacturers. 


Thesie   are  of  Indian   origin    in  both  de- 
sign and  coloring. 

Eponette  features  a  wide  bordered 
crepe  fabric,  the  banding  being  decided- 
ly open  in  weave,  resembling  punch- 
work  It  comes  in  such  delectable 
shades  as  Italian  blue,  cinder,  tiger  lily, 
Long  Beach,  e'.c.  This-1-Du  is  a  silk 
latine,  extremely  supple  and  service- 
able, its  surface  resembling  a  ratine  but 
is  entirely  of  silk.  Roshanara  crepes 
are  still  shown  in  rough  weaves,  some 
of  which  have  a  corded  over  pattern. 

Novelty   Silks 

Still  other  novelty  silks  which  are 
wanted  by  leading  New  York  firms  are 
Folio-Thru,  a  flat  crepe  silk  with  a  fine 
thread  stripe;  Spiral  ciepe,  in  both  plain 
effects  and  with  checks;  Duvel,  which 
possesses  the  most  marvellous  bloom 
like  the  surface  of  a  plum,  and  may  be 
had  in  plain  colors  or  in  checks.  A  very 
striking  novelty  also  shown  was  a  Knot- 
a-Knit,  which  is  what  its  name  implies, 
but  looks  sufficiently  unusual  to  be  a  re- 
lative of  the  krepe-knit  family.  Moon- 
glo  satin  crepe  brocade  and  checked 
moon-glo  are  both  much  in  demand  for 
skirtings,  the  latter  being  washable. 
Cottons 

Just  as  in  the  silks,  the  sports  de- 
signs dominate  the  cotton  displays  in 
New  York.  Fantasy  ratines  of  all 
sorts  are  shown  in  a  bewildering  variety 
of  colors  and  patterns.  The  high  sports 
shades  are  very  strong  likewise  in  dotted 
Swisses,  organdies  and  voiles.  The 
newest  arrival  in  a  French  ratine  seen 
this  month  was  in  a  weave  known  as 
"double  and  twist"  combining  a  cross 
stripe  and  overcheck .  in  two  tone  color 
combinations  of  odd  but  artistic  shades. 
Sand  and  fuchsia  were  one  such  combin- 
ation noticed.  Speaking  of  the  demand 
for  voiles,  one  importer  said  that  Nor- 
mandy patterns  have  outsold  any  other 
kind  and  have  been  shipped  out  by  thou- 
sands of  pieces  each  week.  Apart  from 
the  flocked  patterns,  there  is  a  distinct 
demand  for  artistic  printed  effects  in 
tiny,  conventionalized  patterns.  Dark 
grounds  with  neat  white  geometrical 
patterns  which  are  slightly  broken  up, 
are  exceedingly  good.  Heavy  basket 
weave  cottons  are  much  wanted  by  the 
trade  also,  especially  in  very  coarse 
weaves  in  bright  colors.  Dotted  Swisses 
are  wanted  in  bright  colors  with  white 
dots,  including  foxglove,  Algonquin 
jadeite,  thist'e,  tomato  and  honeybird. 


J.  J.  Crosier  has  opened  up  a  general 
dry  goods  store  in  Stratford,  under  the 
name  of  J.  J.  Crosier  &  Co.,  Ltd.  Mr. 
Crosier  was  formerly  with  Anderson's 
Ltd.,  of  St.  Thomas. 
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The  dry  goods  store  of  Marceau  &  Co. 
in  St.  Roch,  Que.,  has  been  taken  over 
by  Messrs.  Adjutor  Pouliot  and  Henri 
Turcotte.  Mr.  Pouliot  is  the  head  of 
several  other  large  concerns  viz: — 
Toussaint  &  Co.,  Diamond  Engine  Co., 
and  Patenaude  Co.  Mr.  Turcotte  has 
been  for  many  years  assistant  general 
manager  and  chief  buyer  for  the  firm  of 
Myrand  &  Pouliot. 


Nelson  Malcolm  Ostrom  of  Belleville, 
Ont.,  died  in  his  68th  year  on  February 
22.  For  many  years  Mr.  Ostrom  was 
identified  with  the  dry  goods  store  of 
the  late  J.  W.  Dunnett,  first  as  clerk  and 
then  as  manager.  Later  he  entered  mto 
partnership  with  D.  V.  Sinclair  in  the 
dry  goods  firm  known  as  Sinclair  & 
Ostrom. 


The  International  Button  Co.,  Smiths 
Falls,  Ont.,  is  seeking  a  loan  of  $50,000 
from  the  municipality  to  enable  it  :o 
expand  its  business.  The  company  seeks 
accommodation  for  about  80  more 
hands,  and  as  security  for  its  loan  will 
p-ive  its  plant  and  additional  machinery 
which  it  proposes  to  purchase. 


On  his  retirement  from  the  firm  of 
Debenham's,  Ltd.,  Toronto,  Ont.,  where 
he  had  served  for  ten  years,  C.  H. 
Ellston  was  presented  with  a  handsome 
club-bag.  The  presentation  was  made  at 
a  dinner  given  Mr.  Ellston  by  his  fellow- 
employees. 


A  $200,000  addition  is  to  be  erected  to 
the  Empire  Cotton  Mills,  Ltd.,  Welland, 
Ont.  Between  150  and  200  people  will  be 
employed  in  the  new  dye  mill  and  con- 
struction will  start  within  six  months  of 
the  passage  of  the  industrial  by-law. 

The  Warner  Brothers  Company,  Inc., 
Montreal,  have  moved  to  356  St.  An- 
toine  street. 


Scott-Holmes,  Limited,  is  the  name  of 
the  new  ladies'  wear  store  which  opened 
up  on  February  25  at  97  Yonge  St.,  To- 
ronto. This  is  said  to  be  the  only  one  ex- 
actly of  its  kind  in  Canada — it  special- 
izes in  youthful  style  garments  for 
ladies. 


A  reorganization  has  recently  taken 
place  in  the  dry  goods  business  of  A. 
Brown  &  Co.,  Watford,  Ontario.  E.  A. 
Brown,  formerly  a  partner,  is   now  sole 

owner. 


S.  D.  Crothers  who  has  carried  on 
business  so  successfully  in  Wallaceburg 
for  a  number  of  years  has  been  compel- 
led through  ill-health  to  dispose  of  his 
business-  The  store  will  now  be  operated 
by  Gordon  Allen,  a  former  commercial 
traveler. 


Mrs.  James  S.  Cookscn.  wbo  is  pro- 
prietor of  a  corset  and  brassiere  shoo  in 
Calais,  N.  B.,  has  now  associated  with 
her  as  corset  fitter  a  graduate  of  the 
New  York  Greenwood  School  of  Design. 


S.  B.  Kaye,  manufacturers'  agent  of 
St.  John,  N.  B.,  has  been  aopointed  sales- 
man by  Bates  &  Innes,  Ltd.,  Carleton 
Place,  for  Velvoknit  Underwear  to  the 
retail  trade   in   the  maritime  provinces. 


S.  Kroch,  manager  of  the  Brockville 
branch  of  Kroch  Bros.,  has  purchased 
the  business  and  will  conduct  it  undr-r 
the  firm  name  of  S.  Kroch  &  Co. 


Three  Stratford,  Ont.,  men  have  open- 
ed a  general  dry  goods  business  in  th^ir 
city.  The  proprietors  are:  J.  J.  Crozier, 
Frostwood  Johnston  and  Jack  Wi'Json 
and  the  new  store  will  be  known  as  J.  J. 
Crozier  &  Co.,  Limited- 


The  Fashion  Store  of  Gait,  Ont.,  have 
opened  up  a  new  store  in  that  town. 


Ralphs,  Ltd.,  have  opened  a  new  de- 
partmental store  at  614-616  Main  street, 
Winnipeg.  Both  floors  of  the  building 
are  being  used  to  carry  a  stock  of  men's, 
women's  and  children's  ready-to-wear 
clothing. 


Thos.  Warren,  knitted  goods  whole- 
saler and  retailer,  died  on  February  27, 
at  his  home  in  Toronto.  He  had  been  in 
the  knitting  business  in  Toronto  for  30 
years- 


Geddes  Bros,  of  Sarnia  have  doubled 
their  space  on  the  second  storey  by  add- 
ing space  formerly  occupied  by  the 
Bank  of  Toronto. 


The  Palace  Dressmaking  at  1207 
Wyandotte  St.,  Windsor,  Ont.,  and  op- 
erated by  Miss  Brisbois  and  Mr.  Jeehan, 
is  specializing  on   children's  wear- 


Hodges  &  Lettau,  veiling  importers  of 
232  McGill  Street,  Montreal,  will  remove 
to  large  quarters  at  14  St.  Helens  St., 
early  in  April- 


Belleville  has  ia  new  knitting  factory 
called  the  Ashley  Sweater  Company, 
which  manufacturers  sweaters  and  other 
knitted  lines. 


Mills  Bros,  of  Sarnia,  Ont.,  celebrated 
recently,  their  sixteenth  anniversary 
with  a  special  value-giving  sale. 


The  Billy  Bell  store  of  Collingwood, 
Ont.,  has  added  a  new  department  for 
ladies'   ready-to-wear. 


John  J.  Weddall  &  Sons  of  Frederic- 
ton,  N.  B.,  celebrated  their  forty-first 
birthday  recently.  The  head  of  this  com- 
pany started  business  in  1881. 


Above  are  some  of  the  real  dotted  Swiss  muslins  that  Stoffel  and  Co.,  of  St.  Gall,  are  showing  through  their  Cayiadian 
agents,  Heron  and  Taylor  of  Toronto    and  Montreal.  All  of  these  patterns  are  shown  in  a  wide  variety  of  colors  and 

in   the  laraer  and.  smaller  dots  and  checks. 
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Output  of  Canadian  Cotton  Mills  in  1921 

Exceeds  Sixty-Three  Millions  of  Dollars 

In  Seven  Years  Output  of  Ginghams  Alone  Increases  400  Per 

Cent — Imports  of  Cottons  Mostly  of  Novelty  Lines — Mills  Unable 

to  Meet  The  Demand  But  Are  Installing  More  Machinery — Say 

Marking  Act  Would  be  Beneficial 


THE  women  of  Montreal  were  giv- 
en an  opportunity  recently  to  dis- 
cuss the  question  of  prices  and 
quality  of  Canadian  made  ffoods  with 
leading  manufacturers  representing  two 
important  local  industries.  Under  the 
auspices  of  the  Montreal  Local  Council 
of  Women  an  opening:  meeting  was  held 
recently  to  which  representatives  from 
leading  cotton  mills  and  Shoe  Manufact- 
uring Companies  were  invited  to  give  ad- 
dresses. 

That  the  women  of  Montreal  feel  the 
question  of  values  in  staple  merchandise 
is  a  much  misunderstood  question,  was 
very  apparent  from  the  shower  of  cross 
questioning  which  greeted  the  speakers 
upon  the  conclusion  of  the  speeches 
Much  valuable  and  timely  information 
was  given,  however,  by  the  visitors 
which  proved  of  unusual  interest  to  the 
large  gathering  assembled  to  discuss  the 
advantages  of  Canadian  made  goods  over 
imported  products. 

On  behalf  of  the  various  cotton  manu- 
facturers of  Canada  two  very  able  and 
enlightening  addresses  were  given  by 
Messrs.  A.  0.  Dawson  of  the  Canada 
Cotton  Company  and  J.  G.  Dodd  of  the 
Dominion  Textile  Company.  The  form- 
er said  in  part  that  it  would  be  a  good 
thing:  for  manufacturers  to  get  at  first 
hand  an  opportunity  of  hearing  the  con- 
sumers' view  point  more  frequently  He 
realised  the  fact  that  the  public  is  ask- 
ing for  educational  information  on  the 
subject  of  Canadian  made  goods,  and  if 
it  be  true  that  women  constitute  90% 
of  the  buying  public,  then  it  is  quite 
plain  that  they  are  entitled  to  be  fully 
informed  regarding  what  they  are  buy- 
ing. Mr.  Dawson  presented  a  brief  for 
Canadian  cotton  products  urging  that 
not  only  did  the  purchaser  of  these 
goods  get  sound  value  but  better  value 
than  if  she  bought  imported  goods  be- 
cause on  the  latter  there  was  a  much 
larger  percentage  of  profit.  Canada  on 
account  of  its  relatively  small  popula- 
tion, could  not  attempt  to  make  the 
variety  of  lines  produced  in  the  United 
States  or  in  Great  Britain  and  therefore 
confined  herself  to  staples.  The  demand 
for  very  fine  lines,  termed  novelties,  was 
so  small,  that  it  did  not  pay  to  make 
them.  It  was  better  in  the  interests  of 
the  trade  to  stick  to  staples  and  make 
these  lines  in  large  quantities  than  to 
make  small  quantities  of  many  lines. 

Demand   Exceeds   Supply   in    Gingham 

"The  finest  gingham  in  the  world  is 
now  made  in  Canada,"  declared  Mr. 
Dawson,  adding  that  other  countries 
skilled  in  the  art  of  "filling"  fabrics 
sometimes  turned  out  stuff  which  looked 
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SPORTS  SKIRTINGS  DECREED  BY  NEW   YORK 

Crepe  weaves  in  new  stripe  effects   in  the  new  ratine  finish.  The  pattern 

is  developed  in  sports  colors  upon  ivory  grounds. — SHOWN  BY  COURTESY  OF 

el.   A.   Migel  Inc.,  New  York. 


superficially  better  than  the  correspond- 
ing Canadian  line,  but  after  a  short  peri- 
od of  wear  that  filling  disappeared  and 
the  poorness  of  the  article  was  revealed. 
Canadian  goods,  made  of  pure  cotton 
without  dressing  retained  their  initial 
appearance.  That  the  feeling  in  favour 
of  Canadian  made  goods  was  growing 
was  evidenced  he  said,  by  the  fact  that 
production  had  increased  400%  during 
the  last  7  years  in  ginghams  alone.  The 
demand  was  still  greater  than  the  capa- 
city to  meet  it  though  new  machinery 
was  being  rapidly  prepared.  Imports  in 
cottons  are  not  nearly  so  serious  as  is 
generally  supposed,  Canadian  mills  hav- 
ing turned  out  in  1921  goods  to  the  val- 
ue of  $63,000,000  while  only  $8,000,000 
worth  was  imported  during  the  same 
period.  This  latter  amount  was  made 
up  largely  of  novelty  lines  not  made  in 
Canada. 

Cotton  Industry  in  Good  Condition 
"Time  was,"  continued  Mr.  Dawson, 
"when  it  was  the  custom  to  ask  for 
English  and  American  go:ds  and  this 
demand  was  maintained  as  far  as  woo 
lens  were  concerned  even  up  till  the 
present.  The  idea  persisted  that  Eng- 
lish tweed  or  cloth  was  better  than  Cana- 
dian at  the  same  price.  This  idea  was 
to  some  extent  kept  up  by  the  tailoring 
trade  which  reaped  a  larger  profit  on 
English  lines.  Canadian  lines  became 
known  and  marked  and  were  subject  to 
constant  cutting  by  rival  manufacturers. 
During  the  war  Canadian  mills  worked 
on  a  smaller  margin  of  profit  and  gave 
better  va'.ue  than  any  other  country  in 
the  world.  They  could  have  got  better 
prices  abroad  but  they  preferred  to  fill 


domestic  orders  first.  Goods  in  Cana- 
da are  made  at  a  lower  cost  and  sell  for 
less,  yet  are  better  values  than  any  im- 
ported .goods  and  if  the  Canadian  wo- 
man is  wise  she  will  ask  for  Canadian 
made  merchandise.  The  cotton  industry 
here  is  now  in  a  prosperous  condition, 
and  only  one  mill  in  the  country  is  work- 
ing on  less  than  full  time.  Workers  get 
a  wage  varying  from  $15  to  $30  a  week 
for  a  50  hour  week,  while  in  the  United 
States  the  hours  are  much  longer  and 
the  wages  paid  are  much  lower.  Can- 
adian mills  therefor*  are  competing 
against  a  sweat  shop  system  and  besides, 
we  were  obliged  last  year  to  wri'e  off 
several  millions  of  dollars  owing  to  can- 
cellations." 

Marking  Act  Beneficial 

J.  G.  Dodd  endorsed  the  remarks  made 
by  Mr.  Dawson,  adding  that  he  would 
like  to  see  every  yard  of  Canadian  cot- 
ton marked  as  such,  but  this  is  so  far  im- 
possible to  effect.  He  believed  that  wo- 
men need  some  guarantee  as  to  what 
they  are  buying  and  he  held  the  opinion 
that  a  good  deal  of  Canadian  goods  were 
being  sold  as  imported  products  because 
the  public  holds  the  mistaken  idea  that 
domestic  goods  are  inferior  in  quality. 
Mr.  Dodd  likewise  suggested  that  the 
women  should  ask  in  future  when  buy- 
ing goods  of  any  description,  whether 
they  were  made  in  Canada  or  imported. 
All  goods  are  supposed  to  be  marked,  he 
pointed  out,  and  it  will  do  a  great  deal 
of  good  if  sales  clerks  are  correctly  in- 
formed themselves  in  order  that  the 
public  may  understand  how  good  Cana- 
dian merchandise  really  is. 
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Merchants  Seek 

Wide  Variety 

SILK  houses  are  more  than  satisfied  with 
business  so  far.  They  say  that  Ontario, 
Quebec  and  the  Maritime  provinces  are 
sending  in  good  orders — not  so  large  as  in 
some  seasons  but  indicative  of  a  healthy  con- 
dition in  piece  goods.  They  want  variety  not 
only  in  fabric  but  in  price  as  well.  Quebec 
is  contented  with  the  cheaper  lines  but  the 
Maritime  Provinces  and  Ontario  want  ex- 
pensive silks  as  well.  West  of  Winnipeg, 
business  is  a  little  less  than  fair,  and  whole- 
sale houses  are  not  looking  for  any  great 
change  until  after  the  early  crop  has  been 
sown. 

Importers  of  silks  in  Toronto  say  that  the 
demand  for  canton  crepes  is  stronger,  if  any- 
thing, than  ever,  in  spite  of  the  fact  that 
many  of  the  lines  offered  are  not  good. 
Another  material  which  is  being  particularly 
fancied  by  the  trade  is  Krepe-knit.  Already 
it  is  being  picked  up  by  dress  manufacturers 
for  summer  sport  wear.  The  high  shades 
are  very  good  in  it,  the  best  being:  flame, 
canna,  verdigris,  henna,  sand,  pumpkin, 
sunburst  and  rubylite.  One  Toronto  house 
declares  that  it  will  replace  Baronette  satin 
for  white  skirtings  this  year,  because  it  is 
more  serviceable. 

Taffetas  are  selling  again  but  only  in  the 
dark  shades,  navy,  brown  and  black  being 
best.  They  will  be  favored  for  trimming  the 
bright  materials  and  are  very  effective  this 
way. 

Bloomers  Helping  Silk  Business 

A  prominent  silk  specialty  house  informed 
Dry  Goods  Review  that  the  business 
they  have  had  this  year  in  materials  for  silk 
bloomers  is  very  large.  Heavy  satins  are 
going  in  large  quantities,  habutais  are  selling 
and  pongees  are  particularly  good.  The 
pongee  favors  the  colors  rather  than  the 
natural  shade. 

Duchesse  satin  and  charmeuse  are  having 
only  a  fair  demand  while  crepe  satin  is  bet- 
ter than  either. 

Another  rival  to  the  much  admired  canton 
is  a  new  material  called  Amazon  crepe.  The 
weave  is  very  much  heavier  than  that  of  the 
canton,  which  no  doubt  accounts  for  the 
name.  It  is  partly  cotton  and  is  therefore 
about  a  dollar  and  a  half  cheaper  than  the 
best  grades  of  canton.  There  is  something 
particularly  attractive  about  this  rough  mat- 
erial with  its  bright  sheen  and  it  comes  in  the 
best  year  possible;  dealers  think  it  will  follow 
the  tweeds  and  homespuns  as  soon  as  the 
first  warm  weather  arrives.  The  shades 
which  are  asked  for  so  far  are  apricot,  corn- 
flower, Bermuda  and  periwinkle. 

The  cantons  in  checked  and  striped  de- 
signs are  being  pushed  by  some  houses.  The 
contrasting  color  used  in  these  is  usually  a 
deeper  shade  than  the  ground.  They  will 
of  course  be  featured  for  sport  outfits  and 
for  separate  skirts. 

The  very  last  word  in  silk  fabrics  is  the 
bordered  Cambridge  crepe.  The  new  dress- 
es with  the  embroidered  loose-hanging  sleeves 
are  responsible  for  its  popularity  to  a  great 
extent,  although  it  is  used  as  well  in  the  or- 
dinary way,  with  the  wide  border  as  a  trim- 
ming  on   skirts. 

Some  manufacturers  say  it  will  be  a  big 
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white  year.  Cantons  and  heavy  crepe  de 
chine  are  particularly  strong  in  white.  Black 
and  white  combinations  are  not  quite  as 
good  as  at  this  time  last  year.  Buyers  who 
have  just  returned  from  New  York,  believe 
that  the  vogue  for  the  bright  shades  like 


those  described  elsewhere  in  this  article,  will 
die  down  with  the  first  heat  of  summer. 
They  think  that  the  tans  and  sands  will  be 
very  good  later  on.  Putty,  meadowlark, 
beach  and  camel  are  all  shades  of  which  much 
is  expected. 
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Probability  Becomes  a  Certainty 

Knitted  Fabrics  and  Homespuns  are  the  Chosen 
Fabrics  for  Spring 

'THE  HOMESPUN  SUIT  promises  to  be  one  of  the  biggest  features  of  the  ap- 
parel section  this  spring.  A  good  assortment  will  repay  quickly  and  profitably 
on    the    investment.'' — "Dry    Goods   Economist." 

"It   is  a  truism  that   the  sports   apparel   of   to-day   becomes   the   street   costume   of 
tomorrow,"  writes  Miss  Hazel  Clare,   in  the  "Dry  Goods  Economist."   And  certain- 
ly  this    is    true   of   the   garment   of   knitted    fabric    or   homespun. 
Hawthorn  Knitted  Fabrics  and  Homespuns  are  to-day  recognized  as  second  to  none 
on    the   North   American   continent. 

Canada's  leading  garment  manufacturers  have  long  since  recognized  their  merit 
and  will  have  many  new  coats  and:  suits  for  the  coming  spring  which  will  dis- 
play  the   beauty   of    these    fabrics    to   the   fullest   advantage. 
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HAWTHORN  MILLS,  LIMITED 

Carleton  Place,  Ontario 
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KENWoqn 


RODUCTO 


A  Tweed  Value 
of  Special  Interest 
to  Canadian  Re- 
tailers of  Women's 
Wear  Fabrics 


Fashion  says  that  smartly  dressed 
women  will  wear  suits  and  capes 
of  tweed  cloth  this  Spring  and 
Summer. 

The  important  question  to  retail- 
ers is — which  of  the  many  grades 
of  tweed  offered,  best  represents 
the  style,  the  high  grade  depend- 
able quality  and  the  service  which 
good  merchandisers  know  must  be 
furnished  their  discriminating 
trade  in  order  to  produce  satis- 
factory sales,  quick  turnover,  fair 
profit  and  re-orders  from  custom- 
ersf 


KENWOOD    TWEEDS 

OFFER  A  CONVINCING  DEMONSTRATION  OF  MERCHANDISING  VALUE 


Because  the  patterns  and  colors  are  the  ones  that  will 
be  most  favored  in  fashion  centres  this  year — 

Because  the  richness  of  lustre,  pattern  brilliance,  au- 
thoritative weaves  and  graceful  draping  qualities  of 
this  new  Kenwood  Tweed  particularly  recommend  it 
for  women's  apparel  requirements — 


Because  the  pure  new  wool  that  we  use  in  Kenwood 
Tweeds  is  the  finest  long  staple  wool  that  the  world 
produces — 

Because  every  yard  of  Kenwood  Tweed  represents  ut- 
most in  style,  quality  and  service — 
Because   Kenwood    Tweeds   are   woven   in    a   Canadian 
mill  by  Canadian  people. 


WRITE   US  FOR  STYLE  RANGE,  YARDAGE,   PRICE    AND    OTHER    PARTICULARS. 

KENWOOD  MILLS,  LTD.,  ARNPRIOR,  ONL,  CANADA 
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MARITIME   PROVINCES 
J.  G.   McConnachie 


ONTARIO 

H.  S.  Miller 

Jim  Gibson 

F.  Denyes 

Jack  Tait 


QUEBEC 

A.  Mailer 
L.  O.  Reynolds 


MANITOBA    &   SASKATCHEWAN 
R.  C.  Davies 


BRITISH  COLUMBIA  &  ALBERTA 
J.  E.  McLean 


Our  Representatives 

Are  Now  Showing 
Complete  Range 

Sport  Silk  Sport  Satin  Krepe  Knit 

Amazon  Crepe  Cambridge  Crepe 

Canton  Crepe 


Crepe  de  Chines 

In  all  New 
and  Novelty 


Georgettes 


Taffetas 


Duch 
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HAMM  &  RILEY  SILK  COMPANY 

LIMITED 

55  Bay  Street         -         Toronto 
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BUTTERFIELD  QUALITY 
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Sell 

and     m 

Repent 

Copyright 


P\  O  you  know  Lingette-the 
fairy  achievement  in  mod- 
ern weaving — with  the  beauty 
of  silk,  the  long  wear  of  cot- 
ton? 

It's  a  wonder  fabric — in  lin- 
gerie tints,  sports  colors  and 
street  shades — for  which  vow 
trade  will  soon  be  asking! 

From  orders  already  booked, 
we  believe  Lingette  to  be  the 
greatest  fabric  success  we 
have  ever  produced. 

Write  for  color  card  and 
samples  to  Dept.  R 

FRED  BUTTERFIELD  &  CO. 

Incorporated 
361-363  Broadway  -  New  York  City 
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Established  Since  1838 


High   Grade 

COTTON  BATTING 


"Made  -in  -  Canada 


yy 


ASK  YOUR  WHOLESALER 

for 

VICTORY 

Small  Style  Batting 

POLAR  BEAR 

Comforter  Style  Batting 


Attractively  priced,  these  two 
lines  will  meet  your  demand 
for  high  quality  snow-white 
Cotton  Batting. 

Your  wholesaler  also  carries 
the  following  standard  lines. 

I  NORTH   STAR 

S  Baiting16      CRESCENT 
[  PEARL 

Comforter      /  V"    p 
Style  Batting  i\  *^#  *  ■ 


THE  DOMINION 
WADDING  CO.  LIMITED 

Montreal 
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Fifth  Ave.  Agio w  with  Bright  Colors 

Hats  Alone  Provide  Sufficient  Color  for  Window  Displays — Peri- 
winkle Blue  Leads  for  the  Moment — "First"  Hats  Are  The  Sail- 
ors— Brims  Take   on  New  Importance — Leghorns  Popular  for 

Midsummer  Wear 


ALTHOUGH  THE  younger  set  in 
smart  New  York  Society  are  al- 
most universally  wearing  the  fab- 
ric bat,  and  more  especially  the  sports 
hat  of  tw.eed  or  felt,  the  wholesale 
houses  are  already  thinking  of  midsum- 
mer and  the  days  which  follow.  The 
latter  part  of  February  brought  out 
many  interesting  items  in  the  windows 
along  Fifth  Avenue  and  34th  Street  and 
there  can  be  no  doubt  whatever  in  any- 
one's mind,  after  examining  the  various 
models  therein  displayed,  as  to  the 
status  which  color  occupies  this  spring. 
Indeed  window  displays  of  millinery 
needed  no  other  embellishment  than  was 
afforded  by  the  hats  themselves,  which 
as  a  rule  were  carefully  shown  one 
color  at  a  time.  The  effect  of  a  large 
window  full  of  creations  developed  in 
the  newest  "lipstick"  red  was  greatly 
enhanced  by  the  use  of  amefthyst  light- 
ing, which  shed  a  pale  violet  glow  over 
the  dozen  or  so  imported  models  on 
view.  This  idea  of  colored  lighting,  by 
the  way  should  be  more  generally  adopt- 
ed here  in  Canada,  where  the  effect  of 
smart  apparel  is  all  too  often  sacrificed 
under  the  harsh  glare  of  unshaded 
lights.  Nearly  all  the  displays  noticed 
featured  one  color  alone,  no  monotony 
being  apparent,  because  each  hat  was  of 
a  distinct  type.  Periwinkle  blue  was 
possibly  the  most  popular  shade  of  the 
moment,  with  the  various  red  tones 
next  in.  vogue.  Periwinkle  blue,  let  it 
be  noted,  is  as  much  a  bluish  violet  as 
it  is  a  violet  blue,  and  can  be  worn 
trimmed  with  violets  or  cornflowers 
equally  well.  Most  exquisite  sports  hats 
of  crepe  de  chine  in  this  color  are  shown 
in  the  hat  shops  along  the  Avenue, 
closely  embroidered  all  over  in  brightly 
colored  disks  of  floss  silk. 

Dent  de  lion  yellow  is  being  tried  out 
in  the  window  displays  at  present,  but 
is  essentially  a  summer  shade  being  as- 
sured of  plenty  of  popularity  later  on  in 
conjunction  with  black  or  pastel  shades. 
Sailors    Lead   in   Small   Shapes 

The  majority  of  these  hats  are  small 
in  size  as  is  generally  the  case  with 
"first"  hats.  The  wholesalers  state  in 
this  connection  that  the  demand  for 
sailor  hats  in  medium  size  is  unpre- 
cedented, and  all  the  old  favorites  in 
chin  chins,  straight  sailors  and  tricornes 
are  more  wanted  than  ever.  The  crowns 
of  these  tailored  hats  are  nearly  al- 
ways swathed  in  a  soft  crepe  which  is 
less  severe  in  effect  than  the  usual  rib- 
bon band. 

In  the  show  rooms  of  one  manufactur- 
er were  noted  quantities  of  blocked 
shapes  of  every  style  imaginable,  the 
designer's  pointing  out  that  nowadays 
women  buy  hats  according  to  their  be- 
comingness,  not  because  they  follow  any 


one  style.  This  entails  more  difficulty 
in  buying  but  is  more  satisfactory  to 
pure!  lasers   in   general. 

The  Importance  of  Brims 

Brims  are  important  this  spring  as 
never  before,  and  many  interesting 
points  were  noticed  in  connection  with 
dress  shapes.  Most  mushroom  shapes 
(for  example,  have  their  brims  finished 
Rvi' h  a  soft  fold,  which  is  infinitely 
more  becoming  than  the  straight  thin 
edge,  and  this  is  particularly  notice- 
able en  large  shapes.  Brims  are  never 
even  all  round,  but  spread  perceptibly 
at  each  side.  A  very  popular  shape  this 
spring  is  the  "palette"  outline,  which 
exactly  resembles  an  artist's  pale|tte 
for  colors,  being  cleft  towards  the  side 
back  and  rounding  out  to  the  front  with 
a  soft  draped  crown. 

Dress  hats  are  uniformly  large  in 
size  with  a  good  deal  of  similarity  as 
to  shape,  following  the  idea  of  the 
drooping  "capeline"  sponsored  by  Paris 
last  season.  One  very  beautiful  model 
was  of  periwinkle  lace  in  a  shape  slight- 
ly drooping  towards  the  front  and  in  the 
back  built  up  to  show  long  ribbon  ties, 
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Sets  are  particularly  good  this  season. 
This  hat  and  scarf  are  made  of  crepe 
de  ch'.ne.  The  j lowers  and  the  fringe 
are  sand-colored  and  of  the  soft  pli- 
able straiv  braid  so  good  this  year. 
The  brim  and  upper  side  of  scarf 
are  navy  and  the  crown,  facing  of 
hat  and  lining  of  scarf  are  sand. 
Shown  by  Goidding  &  Sons,  Toronto. 


which  are  supposed  to  be  worn  knotted 
under  the  hair  in  shepherdess  style. 
Black  crinoline  or  mohair  shapes  trim- 
med with  imitation  osprey  mounts  and 
overlaid  .by  delicate  lace,  falling  just 
over  the  edge  were  very  prominent 
among  the  smartest  collections.  Straws 
woven  in  rainbow  colors,  and  trimmed 
with  brightly  hued  petals  of  silk  formed 
other  summery  model's.  A  particularly 
stunning  model  in  moonlight  blue  mo- 
hair was  trimimed  with  beads  of  the 
same  hue  worked  in  lovers'  knots  on 
brim  and  crown.  Hand  made  fruit  gild- 
ed over  natural  colors  was'  the  decora- 
tion upon  another  large  shape  with  a « 
transparent  brim.  Crochet  lace  in  na- 
tural shade  is  also  lavishly  used  over 
black,  the  effect  being  both  dressy  and 
unusual.  Shredded  crinoline  is  effect- 
ively employed  to  fringe  the  edge  of  a 
large  navy  blue  milan  hat,  which  is 
simply  trimmed  by  two  large  blue  pins 
spudded  with  rhinestones,  which  by  the 
way,  are  correct  on  all  types  of  hats. 

Matrons'  Hats 

Many  smart  matrons'  hats  were  notic- 
ed in  this  show  room  as  well,  all  of 
which  boasted  a  brim  of  some  sort,  and 
were  most  often  trimmed  with  black 
fruit,  soft  lace  or  feathers.  Plenty  of 
tailored  black  and  white  hats  were 
shown  likewise  for  the  younger  woman, 
chiefly  featuring  petal  brims  and  white 
canton  crowns.  Mother  of  pearl  spang- 
les were  a  popular  trimming  on  such 
models,  especially  in  the  design  of  birds 
in  ccmbination  with  jet. 

Lacquered  Trims  are  Strong 

Speaking  of  trimmings,  another  New 
York  house  informed  Dry  Goods  Review, 
that  lacquered  effects  were  by  far  the 
strongest  in  laces,  flowers,  fruits  and 
ornaments.  Parrots  of  all  kinds  are 
still  good  but  pastel  ostrich  is  decidedly 
strong  fox  dress  hats. 

Rainbow  effects  are  quite  as  popular 
as  solid  colors  for  sport  hats,  and  in 
this  connection  it  is  interesting  to  note 
that  there  is  a  new  fabric  recently  in- 
troduced called  Vel-Heather,  resembling 
velvet  in  heather  mixtures  coming  in 
peach,  tile  blue,  yellow,  etc. 

Leghorns  for  Midsummer 

Anticipating  midsummer,  it  was  stat- 
ed that  leghorns  are  to  be  listed  first 
in  popularity,  preferably  with  facings 
of  black  or  colored  gros  de  londres  silk 
or  ribbons,  and  already  they  are  ap- 
pearing in  show  cases.  Large  shapes 
are  preferred,  it  is  said,  and  trimmings 
will  be  drooping  and  picturesque  in 
character. 
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Foreign  Influences  in  Millinery 

Imprint  of  National  Costumes  in  Chapeaux — Mohair  to  be  Used 
for  Matrons — Good  Sale  of  Leather  Effects — Canna  Shades  Be- 
ing Used  to  Advantage  by  Retailers — Showing  of  Large  Hats 


THIS  IS  A  season  in  which  for- 
eign influences  are  felt  as  never 
before.  Usually,  one  or  two  styles 
are  copied  from  foreign  countries,  but 
this  year  what  a  wealth  of  chapeaux 
we  have  which  bear  the  imprint  of  the 
national  costumes  of  far-away  coun- 
tries! Indian,  both  Eastern  and  West- 
ern, Spanish,  Egyptian  and  Quaker,  Per- 
sian and  South  American — all  of  these 
influences  are  most  prominent  in  mil- 
linery circles  this  year.  The  colorful 
beads  represent  India,  the  laces  are 
distinctly  Spanish,  the  ear-drop  trim- 
mings are  modelled  after  those  of  the 
inimitable  Cleopatra  herself,  ribbons 
and  materials  are  Persian  in  design  and 
the  various  grasses  and  their  colors  are 
typical  af  the  countries  of  South  Am- 
erica. 

Several  of  the  houses  in  Toronto  be- 
lieve that  the  fabric  scarfs  will  replace 
the  fur  chokers  this  spring  to  a  greater 
degree  than  last  year.  Those  with 
fringed  ends  and  lined  with  a  contrast- 
ing shade  are  featured  particularly,  the 
colors  used  being  always  made  to  match 
the  hat.  New  York  houses  are  even 
making  linings  to  match  hats  this  year. 
Off-the-face  models  are  sit  ill  the  very 
best  type  both  for  dress  hats  and  street- 
wear.  Rounded  toques  in  very  shiny 
straw  with  the  brim  slightly  curled  are 
the  ones  which  Paris  favors  just  now  in 
small  shapes.  The  demand  in  these 
runs  to  the  browns,  particularly  ttete 
de  negre,  havana  and  tan.  The  Salome 
colorings,  which  include  salmon,  flame, 
rose  and  Chartreuse,  asi  well  as  silver 
and  gold  are  also  shown. 

Mohair  Again  for  Matrons 

No  summer  millinery  material  has 
yet  been  shown  which  has  met  with  as 
universal  as  well  as  such  a  steady  re- 
sponse as  mohair.  It  is  cooler  than 
straw,  light  in  weight  and  pliable.  This 
season  it  may  not  be  seen  so  much  in 
hats  for  younger  women  but  it  will  be 
used  very  extensively  for  matrons,  not 
only  in  black  and  white  but  in  the  pastel 
shades.  Combined  with  ostrich  or  burnt 
peacock  it  is  particularly  effective. 
Speaking  of  ostrich,  one  buyer  says  that 
this  trimming  in  the  glycerined  variety 
is  becoming  more  active  every  month. 
It  is  going  much  better  than  it  did  a 
year  ago  when  it  was  being  advertised 
so  extensively.  Vulture  is  also  going 
very  strong  and  is  even  increasing  in 
sales  as  the   months  go  on. 

Long  allover  lace  veils  are  draped 
over  many  hats  this  spring.  One  tur- 
ban is  of  black  moire  with  red  match 
sticks  here  and  there  over  it  and  is 
draped  with  a  black  lace  veil. 

Leather  and  leather  effects  are  going 
very  well  this  season.  Some  hats  have 
leather   flowers  or  leaves  appliqued   on 


them.  Other  hats  are  of  a  suede  cloth 
imitating  leather.  One  of  these  is  a  tri- 
corne  in  grey  suede  with  black  patent 
leather  flat  motifs  appliqued.  A  bag 
of  the  same  goes  with  it.  One  house 
in  Toronto  says  that  sets  are  betfter 
than  ever  with  them  this  year. 

Wool  lace  is  already  being  shown  on 
the  French  hats,  especially  on  the  sports 
types;  as  quantities  of  this  lace  are  now 
in  Canada,  milliners  plan  using  it  ex- 
tensively on  their  later  hats. 

Retailers  Using  Red   Season  to 
Advantage 

There  are  many  stores  all  over  the 
country  taking  advantage  of  the  great 
vogue  for  canna  and  its  brothers  this 
spring.  After  all,  there  is  no  color 
which  can  stir  the  passing  mob,  both 
men  and  women,  like  red.  One  sl'ore 
in  Toronto  is  specializing  on  its  red 
hats — lipstick  red  is  the  shade  they 
specialize  on  in  one  window.  There  is 
something  particularly  effective  about 
red  against  either  a  light  or  a  dark 
ground  and  there  is  very  little  other 
dressing  required. 

Paris  and,  very  lately,  New  York,  are 
talking  up  the  wood  shades  for  the 
smaller  hats  and  orchid  for  the  larger 
ones.  Though  not  many  houses  are 
mentioning  grey,  it  is  surprising  how 
many  of  them  are  turning  out  hats 
in  this  color.  Grey  is  now  a  staple 
shade  to  be  used  in  combination  with 
navy,  black  and  the  bright  colors  al- 
most as  much  as  white. 

The    cclor    which    is    ascribed    to    the 


Here  is  a  charming  poke  hat  for  the 
dressy  outfit  this  Spring.  It  is  black. 
The  straw  is  cellophane  visca  and  the 
bow  which  is  held  in  shape  by  a  wire 
frame  is  of  Chantilly  lace.  Note  how 
the  bow  sweeps  across  the  back  end- 
ing in  a  soft  drape  on  the  other  side. 
Shown  by  S.  F.  McKinnon  Company, 
Toronto 


princess,  now  Viscountess  Lascelles,  as 
her  special  favorite  is  periwinkle.  This 
lovely  shade,  somewhere  between  a  blue 
and  a  soft  purple  is  introduced  into 
many  of  the  Toronto  hats,  not  so  much 
as   a   foundation  but  as   a   trimming. 

Large  Hats  Are  Here 

There  is  no  doubt  that  the  large  hats 
will  be  worn  by  Canadian  women  long 
before  the  real  dog  days  arrive.  Even 
the  crepe  and  silk  hats  seen  in  many  of 
the  Toronto  wholesale  houses  are  quite 
large.  Many  of  them  are  drooped  in 
the  slightly  poked  shape.  There  is  a 
tendency  to  shorlten  them  in  the  back,  a 
feature  which  many  women  appreciate 
because  they  are  much  more  comfort- 
able than  the  hats  which  sweep  the 
shoulders.  The  long  side  streamers  and 
the  chin  straps  are  promised  again, 
but  are  not  in  very  great  evidence  so 
far. 

To  the  question  of  making  hats  to  fit 
women  just  as  they  do  men,  the  retail 
milliners  of  the  New  England  states 
were  recently  given  a  talk  on  this  sub- 
ject by  an  expert.  He  emphasized  the 
importance  of  making  shapes  to  fit  the 
present  styles  of  hairdressing.  A  hat 
21  to  23  inches  should  be  supplied  for 
the  bobbed  head,  one  of  24%  for  the 
ordinary  wearer  and  25%  for  the  "high- 
topped  extended  side"  hairdresser.  A 
Toronto  milliner  expressed  the  opinion 
that  this  is  one  of  the  sanest  ideas  she 
has  heard  on  the  question  of  millinery. 
If  manufacturers  would  give  as  much 
attention  to  fit  as  they  give  to  style  and 
shape,  many  of  the  retailers'  most  dif- 
ficult problems  would  be  settled. 

The   Best   in   Trimmings 

The  trimmings  for  hats  this  spring 
are  so  varied  and  different  that  it  is 
difficult  to  say  which  are  best.  Certain- 
ly cired  materials  are  very  good.  As  to 
ornaments,  leaves,  berries  and  fruits 
divide  the  honors  with  flowers.  The 
metallic  materials,  in  ribbons,  laces  and 
ornaments  are  strong  and  will  continue 
for  the  next  six  weeks  at  least.  Gold 
thread  is  seen  on  many  hats  and  green 
is  a  great  favorite  in  birds  and  feathers. 
Jade  grapes  are  seen  appliqued  on  one 
hat  of  white  straw,  the  threads  used 
being  very  long.  Vine  effects  are  used 
and  wooden  beads  are  good,  both  of 
these  being  particularly  favored  for  the 
hats  which  allow  the  trimming  to  hang 
over  the  edge.  The  number  of  hats  with 
this  pendant  effeclt  is  larger  than  ever, 
it  seemed  to  Dry  Goods  Review  in  a 
recent  tour  of  the  Toronto  houses. 
Whether  the  hat  be  large  or  small,  a 
turban  or  a  wide  brimmed  one,  it  is 
always  correct  to  drape  an  ornament 
coyly  over  the  edge. 
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Profit  in  the  Millinery  Workroom 

Should  Create  Individual  Models  Only — How  Ottawa  Store  Has 
Built  up  Workroom  Trade — Makes  Things  That  no  One  Else 
Will  Handle — Rules  for  Selling  Hats — Fashion  Revues  Stimulate 

Sales 


NOT  every  store  can  operate  a 
millinery  workroom  with  profit 
nowadays,  for  the  popular  trend 
of  demand  is  undoubtedly  towards 
ready-to-wear  hats  of  all  types,  but 
those  which  already  have  such  a  branch 
of  their  business  need  not  necessarily 
regard  it  as  a  financial  loss  or  a  mere 
convenience  to  customers,  for  properly 
managed,  it  can  be  made  exceedingly 
profitable. 

The  workroom  of  a  millinery  depart- 
ment should  not  attempt  to  turn  out 
hats  which  can  be  bought  from  manu- 
facturers or  wholesalers  just  as  well. 
Nor  should  its  best  energies  be  devot- 
ed to  copying  expensive  models  of  im- 
ported millinery.  Its  raison  d'etre 
should  primarily  be  to  create  individual 
millinery  for  those  customers  who  are 
unable  to  procure  what  is  becoming  or 
appropriate  from  the  regular  stock  and 
also  to  look  after  special  orders  such  as 
those  incidental  to  mourning,  weddings, 
or  out  of  season  requirements.  If  The 
department  is  well  managed,  and  ener- 
getic methods  are  pursued  to  capture 
all  the  trade  in  these  three  directions, 
it  should  not  be  necessary  to  maintain 
the  workroom,  season  after  season,  at  a 
loss.  The  trouble  with  most  such  de- 
partments! is  however  that  they  concern 
themselves  solely  with  the  customers 
who  pass  through  and  make  no>  effort 
to  go  after  the  hundreds  oi  women  who 
do  not  come  in  and  who  are  unaware  of 
the  facilities  offered. 

A  particularly  successful  millinery 
department  visited  recently  is  that  of 
the  Murphy  Gamble  Company  of  Ot- 
tawa, managed  by  Miss  Lillian  Rey- 
nolds. This  store  has  acheived  a  reputa- 
tion for  successfully  catering  to  one  of 
the  most  exclusive  and  difficult  cliente- 
les in  Canada  and  has  done  so  as  much 
by  reason  of  its  individual  service  as 
by  the  regular  stock  carried. 

Wide    Range   of   Service 

"We  make  things  that  no  one  else 
will  handle,"  explained  Miss  Reynolds 
to  Dry  Goods  Review.  "We  try  to 
create  becoming  headwear  for  every  re- 
quirement, and  nothing  is  ever  too  diffi- 
cult to  attempt  nor  too  much  trouble  to 
carry  out.  We  specialize  in  brides' 
veils,  mourning  orders  and  old  ladies' 
bonnets,  as  well  as  remodelling  or  copy- 
ing. We  never  make  duplicates  of  any- 
thing and  it  is  our  ambition  to  create 
individual  ty^es  only  so  that  each 
woman  can  feel  assured  that  she 
has  got  a  hat  which  emphasizes  her  own 
personality  and  style,  while  it  is  smart 
and  unusual.  My  sales  force  are  train- 
ed to  understand  the  business  of  selling 
hats  thoroughly,  a  most  important  fea- 
ture of  any  millinery  department  in  my 


opinion.  We  follow  individual  methods 
in  trying  on  hats  which  have  been  prov- 
ed satisfactory  because  they  eliminate 
loss  of  time,  needless  handling  of  hats, 
and  ultimate  dissatisfaction  on  the  part 
of  the  customer. 

Rules  for  Sales  Force 

"Some  of  our  rules  are  as  follows: 
Always  try  en  millinery  in  a  south  light 
if  possible,  never  in  a  room  with  a 
northern  exposure.  South  light  is 
flattering,  soft  and  restful.  Study  the 
customer's  type  before  (bringing!  any 
hats  to  her.  Decide  whether  she  looks 
best  in  a  hat  which  has  lines  or  wheth- 
er she  needs  a  model  of  less  pronounced 
outline.  Consider  her  height,  coloring 
and  coiffure  and  find  out  the  purpose  she 
has  in  view  for  the  hat,  whether  for 
dress  or  informal  wear.  Bring  out  s 
few  hats  which  appear  suitable  and  try 
them  on,  first  ascertaining  if  she  is 
wearing  the  type  of  costume  which  is  to 
accompany  the  hat.     In  most  cases  icus- 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 


tomers  come  in  wearing  an  old  blouse 
which  actually  kills  the  effect  of  any  hat 
and  in  this  case  it  is  a  good  idea  to  keep 
some  old  lace  or  other  dainty  sheer 
fabric  at  hand,  with  which  to  achieve  an 
attempt  at  a  softened  neck  line,  more 
becoming  than  an  ordinary  blouse. 

"I  usually  show  two  or  three  hats 
without  mentioning  prices  to  my  cus- 
tomer," continued  Miss  Reynolds,  "my 
reason  being  to  determine  her  style  and 
needs  first,  after  which  I  give  them  an 
opening  on  the  price  question  by  stating 
that  a  certain  model  costs  so>  much.  If 
this  seems  immaterial  to  them,  I  there- 
upon show  them  something  really  good 
and  better  than  the  others,  but  if  they 
explain  that  they  do  not  wish  to  pay  as 
much,  then  I  work  on  the  contrary 
plan.  I  would  never  ask  how  much 
they  desire  to  pay  in  the  first  instance, 
however,  as  nobody  really  knows  de- 
finitely and  they  usually  mention  a  price 
less  than  they  can  afford. 


Always  Give  Price  Estimate 

"Our  workroom  is  especially  useful  in 
our  business  because  we  are  called  up- 
on to  cater  to  so  many  older  women 
who  find  it  difficult  to  get  just  the  right 
type  of  hat.  Many  Ottawa  women  rare- 
ly change  the  style  of  hat  they  wear, 
except  in  a  few  minor  details,  from 
season  to  season,  and  consequently,  they 
are  forced  to  have  their  hats  made,  for 
the  present  styles  are  quite  unsuited  to 
them.  I  >make  it  a  point  of  always  be- 
ing able  to  quote  a  price  for  the  finish- 
ed hat  as  closely  as  possible  naming  an 
outside  figure  in  any  case,  because  it 
creates  confidence  in  customers  and 
they  have  no  fear  that  the  hat  is  going 
to  turn  out  an  extravagant  investment 
in  the  end.  Few  women  seem  to  realize 
how  much  work  there  really  is  in  a  hat, 
nor  how  expensive  the  materials  are, 
and  it  is  sometimes  advisable  to  itemize 
all  these  things  for  their  benefit.  This 
attitude  is  most  noticeable  in  older 
people  who  have  never  quite  grasped 
how  times  have  changed  and  these  per- 
sons are  the  most  difficult  to  serve  in 
any  department.  If  you  can  satisfy 
them  they  are  well  worth  while,  and 
family  trade  is  built  up  in  this  way. 

New  Hats  for  New  Silhouette 

"In  connection  with  regular  millin- 
ery this  season,  I  would  like  to  empha- 
size another  idea,"  continued  Miss  Rey- 
nolds. "I  have  found  that  a  large 
number  of  women  who  have  called  in 
the  department  during  early  March  to 
try  on  new  hats,  go  away  feeling  dis- 
appointed in  the  new  shapes  and  com- 
plain that  they  are  very  trying  and  hard 
to  wear.  It  is  because  of  the  bell  shap- 
ed crown  which  characterizes  most  of 
the  new  shapes,  and  it  seems  incongru- 
ous and  unbecoming  to  most  women  at 
the  first  trial  because  they  'attempt  to 
wear  it  with  a  last  year's  or  maybe  a 
two  year  old  suit  or  dress.  This  year's 
shapes  are  meant  to  be  worn  with  a  new 
silhouette,  which  embodies  new  lines — 
length  and  slenderness  rather  than 
short  boyish  styles,  and  therefore  it  is 
not  remarkable  that  the  new  bell  crowns 
or  wider  brims  look  out  of  place  with 
last  year's  silhouette.  Large  hats  need 
longer  skirts  to  balance,  and  are  not  al- 
ways becoming  to  bobbed  hair.  I  think 
many  customers  need  to  be  educated  in 
this  very  important  matter  of  choosing 
a  hat  to  accompany  a  costume,  t 
shown  just  why  one  does  not  seem  just 
right  somehow,  and  why  it  is  best  to 
buy  hat  and  gown  together  rather  than 
separately.  One  is  not  complete  with- 
out the  other  nowadays  and  the  art  of 
selling    hats    successfully    is    something 
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not    easily   acquired   now   without    years 
of  study." 

Fashion  Revues  Help  Hats 

In  this  connection  it  is  of  interest  to 
note  that  many  American  stores  are 
holding  living  fashion  revues  this 
Spring  to  introduce  the  new  millinery  in 
conjunction  with  the  new  gowns  and 
suits.  Millinery  is  however  the  domin- 
ant note,  as  it  is  now  understood  that 
too  many  hats  are  bought  indiscrimin- 
ately by  women  without  due  regard  to 
the  rest  of  the  silhouette  and  the  rest 
of  the  picture,  as-  an  artistic  whole. 
Emphasis  is  being  placed  upon  color,  the 
leading  fashion  note,  and  care  is  used 
to  demonstrate  only  practical  combina- 
tions such  as  becoming  shades  to  wear 
with  a  navy  tricotine  suit  or  else  with 
a  grey  tweed.  Thus  does  the  millinery 
department  render  service  of  the  highest 
importance  to  the  many  who  are  doubt- 
ful, undecided  and  even  helplesis  in  the 
matter  of  selecting  Spring  millinery. 


'Mercure  Suisse" 

Is  Published 


Economic    Review   of    Conditions    in 

Switzerland  and  Plea  for  Better 

Relations  with  Canada 

It  is  a  well  known  principle  of  econ- 
omics that  an  increase  of  mutual  trade 
exchange  between  two  countries,  follows 
necessarily  a  more  complete  comprehen- 
sion of  their  economic  conditions. 

The  "Mercure  Suisse,"  an  economic 
review  published  in  Geneva,  being  con- 
vinced of  this  fact,  has  just  issued  a 
special  number,  magnificently  illustrat- 
ed for  the  purpose  of  increasing  com- 
mercial and  industrial  relations  between 
Switzerland  and  Canada.  This  number 
(Swiss-Canadian  Relations)  is  placed 
under  the  official  patronage  of  the  very 
active  and  distinguished  representative 
of  Switzerland  in  Canada,  Mr.  Carl  P. 
Huebscher,  consul  general. 

The  Canadian  Department  of  Industry 
and  Commerce  has  given  toi  the  "Mer- 
cure Suisse"  a  collection  of  remarkable 
photographs  of  Canada. 

Thanks  also  to  the  collaboration  of 
specialists  and  prominent  writers,  this 
number  constitutes  a  complete  review  of 
the  Swiss-Canadian  trade  relations,  and 
a  practical  guide  to  exporters  and  im- 
porters. 

Among  the  articles  in  this  publication 
are,  "Two  countries  made  to  understand 
each  other,"  by  Ed.  Bauty,  the  editor; 
"Swiss  Canadian  Trade  Relations,"  by 
Carl  P.  Huebscher,  L.  L.  D.,  consul- 
general  for  Switzerland  in  Canada;  and 
other  articles  by  well-known  writers  on 
trade  conditions  and  economic  subjects 
of  mutual  interest  to  Switzerland  and 
Canada. 

The  "Mercure  Suisse"  places,  free  of 
charge,  a  number  of  this  publication  at 
the  disposal  of  persons  whol  would  be  in- 
terested in  receiving  it.  Please  apply 
to  the  consulate  general  of  Switzerland 
at  Montreal,  212  Drumimond  Street. 


FOUR  SUMMER  MODELS. 

1-  Garden  Party  hat  of  lavender  maline  overlaid  with  tinsel  edged  ribbon  end- 
ing  in  streamers  caught  with  a  nosegay,  half  way  down. 

2.  A  drooping  picture  shape  developed  in  purple  maline  braid  frayed  out  at 
the  edge.       The  flowers  are  in  yellow   and   blue. 

3.  A  sports  shape  of  tagal  straw  with  a  soft  crepe  ribbon  drape  in  orange 
color,  edged  with  angora  braid  stitching. 

4-  A  small  spo7-ts  hat  is  featuring  the  new  high  crown  developed  in  lavender 
faille  silk.  Brim  is  faced  with  yellow  tagal  and,  the  flowers  are  handmade  of 
mauve  silk  lined  with  yellow,  the  seeds  being  of  yellow  angora  wool. 

Hats  Shown  by  Courtesy  of  Gage  Bros,  and  Company  of  New  York. 


6th  Swiss  Fair 

In  Basle 


To  Be  Held  From  April  22  to  May  2— 
Textiles  and  Clothing  In  Exhibition 

The  sixth  Swiss  Sample  Fair  will  be 
held  in  Basle  from  April  22  to  May  2  of 
this  year.  This  fair  is  distinctly  Swiss 
in  character,  the  object  of  which  is  to 
promote  the  sale  of  Swiss  products  in 
the  home  market  and  to  encourage  ex- 
port trade.     It  will  also  tend  to  foster 


the  resumption  of  international  trade 
relations.  In  organizing  this  fair,  it  is 
the  desire  of  those  who  are  promoting  it 
to  put  buyers  in  touch  with  Swiss-made 
eciods  of  every  description  and  there 
is  no  other  organization  that  promotes 
this  idea  so  well. 

Visitors  to  the  fair  are  requested  to 
get  in  touch  with  the  nearest  Swiss 
consul  from  whom  full  particulars  can 
be  had. 

Among  the  commodities  to  be  shown- 
are  clothing  and  outfitting,  including 
boots  and  shoes,  leather  and  celluloid 
goods,  fancy  goods  and  haberdashery. 
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Millinery 
Art 


Finds  its  culmination 
in  the  varied  creations 
on  display  in  our  show- 
rooms. 


* 


Stylish  Easter  models  boast  a  lavishness  of 
flowers  and  silks  and  streamers  and  bows,  in 
striking  contrast  to  the  modishness  and  sim- 
plicity of  latest  Sport  Models. 

Inspection   Invited 

G.  GOULDING  &  SONS 


55  Wellington  Street  West,  Toronto 


WINNIPEG 
66  King  Street 


OTTAWA 
236-237  Jackson  Bldg. 


HAMILTON 
28^  John  Street  N. 
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For  Easter-Feature  "FlSKHATS 


Have  You  Read 
Our  Book — 

"A  Revolution  in  Millinery 
Service"?  It  explains  in  de- 
tail the  "  Tri-Monthly  Fiskhat 
Selection"  plan,  which  as- 
sures you  of  shipments  of 
trimmed  hats  at  the  very  time 
you  want  them. 


The  Fisk  designers  have  outdone  themselves  in 
the  charm  of  their  new  offerings. 

The  interest  in  "Fiskhats"  is  keener  than  ever 
as  a  result  of  national  advertising. 

See  the  advance  showings  of  Easter  Millinery — 
NOW. 


D.  B.  FISK  &  CO. 

CREATORS    OF     CORRECT    MILLINERY 

225  N.  WABASH  AVE.,  CHICAGO    :    :    411  FIFTH  AVE.,  NEW  YORK 


Inspirations 

-in- 
Exclusive     Millinery    Accessories 

For  EASTER 


Glycerine   Ostrich    in   Pom 
Pom  and  Stick-up  effects. 
Flowers  and  Fruits,  Feather 
Trimmings,    Novelties. 


"The  House  With  The  New  Things  First" 

DOMINION  OSTRICH  FEATHER  CO. 

Limited 

78  Wellington  St.  West      -      Toronto 

REPRESENTATIVES 

H.   B.  Taylor,  Map-pin   Bids..  Montreal. 
J.   G.    Martin,   Hammond  Bids.,  Winnipeg. 
Geo.    Strachan,    Welton    Block,    Vancouver. 
J.    A.    Ayearst,    Ottawa. 
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The  Problems  of  the  Fur  Dealer 

Discussion  of  Outstanding  Evils  of  the  Trade  at  Provincial  Con- 
vention— Resolutions  Against  January  Sales  and  Wholesalers 
Who  Sell  Retail — Misrepresentation  and  Bench  Worker  are  Class- 
ed as  Unfair  Competitors — Officers  for  the  Coming  Year. 


WITH  a  simall  but  enthusiastic  alt- 
tendance,  the  hatters  and  fur- 
riers of  the  province  met  in  con- 
vention at  the  King  Edward  on  Friday 
February  17th.  J.  P.  Tweedell,  Presi- 
dent of  the  Toronto  Branch  of  the  R. 
M.  A.  occupied  the  chair.  The  prob- 
lems of  the  furriers  were  discussed  and 
a  few  important  resolutions  passed 
tending  to  improve  conditions  and  ethics 
amongst  the  fur  men.  Delegates  to  the 
convention  were  given  an  official  wel- 
come by  the  city  by  Con.  Russell  Nes- 
bitt  who  officiated  in  the  absence  of 
Mayor  Maguire. 

Premature  Sales 
The  first  problem  engaging  the  at- 
tention of  the  delegates  was  that  of 
premature  sales.  The  chairman  re- 
marked that  this  question  was  an  im- 
portant matter  to  the  fur  men.  Furriers 
bought  their  skins  ki  the  Spring  to 
commence  work  on  and  customers  came 
into  the  stores  in  December  stating  that 
they  would  wait  till  January  when 
sales  would  be  in  progress  and  they 
could  get  them  cheaper.  January,  he 
said,  was  really  the  beginning  of  win- 
ter and  many  fur  men  were  beginning 
their  sales  just  when  they  should  begin 
to  get  their  profits. 

Other  delegates  supported  the  views 
expressed'  by  Mr.  TweedelL.  February, 
it  was  felt,  was  the  most  logical  month 
for  fur  sales.  Mr.  Roney,  Mr.  Buck- 
ham,  and  Mr.  Benson  each  expressed 
himself  as  of  this  opinion  and  it  was 
agreed  that  a  meeting  would  be  called 
of  the  Toronto  retail  furriers  to  see  if 
they  could  not  arrive  at  some  agree- 
ment with  regard  to  the  holding  of 
sales.  A  resolution  was  passed  that 
"in  the  opinion  of  this  meeting,  fur 
sales  should  not  be  held  in  the  month  of 
January  and  that  the  matter  be  refer- 
red to  in-coming  executive  for  action 
thereon." 

Unfair  Competition 
The  twlo  main  factors  in  unfair  com- 
petition mentioned  by  Mr.  Benson  in  in- 
troducing this  subject  were  misrepre- 
sentation and  'the  competition  of  bench 
men  at  home.  That  there  Was  a  good 
deal  of  misrepresentation  on  the  part 
of  dealers,  he  admitted.  The  competi- 
tion of  the  bench  worker  at  home  was 
of  the  kind  that  could  not  easily  be  met. 
He :  knew  'the  market  price  of  a  gar- 
merit  and,  working  at  his  own  home 
without  any  overhead,  he  could  pro- 
bably sell  a  $400.  garment  for  $300.  Mr. 
Benson  was  of  the  opinion  that  the 
amount  of  this  kind  of  work  being  done 
would  surprise  fur  men  if  they  knew  of 
it. 

One  of  the  delegates  remarked  that 
the  only  way  to  cope  with  this  evil  was 


to  get  in  touch  with  the  men  who  sup- 
plied the  skins.  If  fur  men  would  take 
united  action  in  this  way,  he  believed 
they  could  prevent  the  bench  w«orker 
getting  away  without  paying  the  tax 
because~fie  was  not  classed  as  a  manu- 
facturer, but  he  took  things  easy  in  the 
day  when  working  for  his  lawful  em- 
ployer and  then  worked  half  of  the 
night  for  himself.  This  delegate  be- 
lieved that  80  per  cent,  of  the  men  at 
the  bench  were  doing  this  work.  A 
revenue  officer  had  stated  that  if  the 
names  of  such  men  were  supplied  him 
he  would  collect  taxes  from  them.  It 
was  also  claimed  that  wholesale  houses 
were  .offenders,  in  that  they  did  a  great 
deal  of  retail  selling  from  the  first  of 
December  until  the  close  of  the  sea- 
son. 

A  resolution  was  passed  "'that  the 
sale  of  skins  to  others  than  the  legiti- 
mate retailers  of  this  country  is  disap- 
proved by  this   meeting." 

A  second  resolution  was  passed  dis- 
approving of  the  action  of  wholesale 
houses  in  selling  retail  and  it  was 
agreed  that  a  questionnaire  should  be 
sent  to  the  wholesale  trade  asking  them 
their   trading   policy. 

Will    Try    Again 

In  the  course  of  an  address  on  "The 
sales  tax  as  it  effects  retail  furriers," 
E.  M.  Trowern,  Dominion  Secretary, 
mentioned  the  action  that  bad  been  at- 
tempted by  manufacturers  and  whole- 
salers to  shoulder  the  retailer  with  the 
responsibility  of  collecting  the  sales 
tax.  This,  said  Mr.  Trowern,  would  be 
tried  again  and  he  quoted  a  statement! 
recently  made  by  Sir  Edmund  Walkerl 
to  support  his  contention. 
Increasing  Sales 

In  introducing  the  subject  "Increasing 
Sales"  M.  Draimin  said  that  the  first 
thing  to  be  done  was  to  lower  stock, 
that  is,  furs  purchased  at  the  1919 
price's.  "If  we  still  have  some  of  these 
on  our  racks"  he  said,  "we  should  close 
our  eyes  and  sacrifice  them  for  what 
they  will  bring  and  not  have  part  of  our 
capital  tied  up  in  bankrupt  s'bock  as 
that  is  where  it  eventually  leads  to." 

M.  Draimin  believed  that  an  effort 
should  be  made  to  make  the  sales'  force 
100  per  cent,  efficient.  In  the  matter 
of  advertising,  he  felt  that  it  had  reach- 
ed its  lowest  levels.  "I  absolutely  be- 
lieve" he  .said1,  "that  80  per  cent,  of  the 
money  spent  in  firecracking  advertising 
is  wasted.  My  idea  and  the  new 
thought  of  the  men  who  know  is  'o  get 
down  to  a  more  refined  basis  of  honest 
advertising  as  the  average  consumer  is- 
not  as  foolish  as  he  may  look." 

The  speaker  also  endorsed  the  idea  of 
the  smaller  merchant  getting  in  person- 


al touch  with  his  customers  or  prospec- 
tive customers.  In  conclusion,  he  held 
thait  there  was  no  better  method  of  in- 
creasing sales  than  through  the  show 
windows.  "Make  them  attractive  to 
the  eye  and  have  net  show  cards,  regu- 
lar changes  of  display,  now  and  then 
silver  trophy  cups  of  the  different 
sporting  Associations  and  clubs  and,  if 
possible,  procure  fur-bearing  animals 
as  they  appear  in  the  domestic  homes." 
J.  P.  Tweedell  gave  an  address  on  the 
"Trade  Name  of  Furs"  which  will  ap- 
pear in  a  subsequent  issue  of  Dry  Goods 
Review. 


A  FUR  FORECAST  FOR  1923 
Elaborate  wraps  are  to  be  fashioned 
of  Persian  lamb  for  next  season,  it  is 
rumored,  in  contrast  to  the  prevailing 
cult  of  Hudson  seal.  In  the  model 
shown  herewith,  loose  clinging  lines 
are  adhered  to,  with  a  magnificent 
cape  collar  extending  down  to  the 
waste  of  Alaska  sable.  Deep  cuffs 
of  the  same  fur  edge  the  sleeves. — 
Model  shown  by  courtesy  of  Cum- 
mings  &  cummings  of  montreal. 
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February  Fur  Auction  at  Montreal 

Attendance  and  Financial  Returns  are  Satisfactory — Japanese, 

German,  Swiss,  English,  French,  Australian  and  Bolshevik  Buyers 

Present — Estimated    That    100    Daily    Attended    Sales    Which 

Amounted  to  About  $1,700,000 


FEBRUARY  Fur  Auction  held  the 
attention  of  entire  market  last 
month  in  Montreal,  which  as  usual 
was  entirely  successful  bclth  from  the 
view  point  of  attendance  and  financial 
result.  The  Canadian  Fur  Auction 
Sales  Company  announced  the  event  in 
good  time  to  attract  buyers  from  all 
over  the  world  and  it  was  probably  the 
most  cosmopolitan  assemblage  ever  wit- 
nessed under  such  circumstances. 
Among  the  representatives  of  foreign 
countries  who  showed  keen  interest  in 
the  auction  were  Japanese  buyers  seek- 
ing the  otter  fur  which  decorates  the 
Japanese  officer's'  uniform  and1  repre- 
sentatives of  the  Zakorbpitz,  a  Bolshe- 
vist Russian  co-operative  organization 
meaning  "Associated  Creameries,"  that 
curiously  enough,  handles  the  fur  busi- 
ness for  all  Russia.  Likewise  there 
were  buyers  from  Germany,  Switzer- 
land, England,  France,  Australia  and 
the    United   States. 

The  skims  themselves  proved  unusual- 
ly interesting  to  the  buyers  gathered  to- 
gether at  the  warehouses  prior  to  the 
auction  which  began  on  February  15(th 
and  lasted  4  days.  To  a  member  of 
Dry  Goods  Review,  who  visited  this  col- 
lection a  representative  of  the  Sales 
Company  pointed  out  the  fact  that  Mon- 
treal's importance  is  increasing  every 
year  although  sales  have  only  been  held 
there  since  1920.  Every  year,  however, 
skins  to  the  value  of  seven  or  eight  mil- 
lion dollars  are  sold  in  Montreal,  being 
derived  from  every  source.  There  were 
rare  and  costly  sables  from  Russia; 
foxes  from  Patagonia  and  the  arctic  cir- 
cle, as  well  as  from  our  own  Prince 
Edward  Island;  seals  from  Labrador 
and  the  Pacific;  ringtail  opossums  from 
Tasmania,  as  well  as  quantities  of  pelts 
from  every  part  of  Canada  such,  as 
beaver,  muskrat  and  mink. 

Wednesday's  Sales 

The  sale  opened  on  Wednesday  morn- 
ing promptly  at  nine  o'clock  with  the 
following:  5,000  red  fox;  600  cross  fox; 
3,400  wolf;  450  bear;  30  polar  bear;  60 
musk  ox;  525  hair  seal;  1,020  ponies; 
5,100  Persians;  1,930  miscellaneous  furs, 
raw;  9,700  miscellaneous  furs,  dressed; 
90  sealskins  dressed  and  dyed;  2,085 
seal  dyed  muskrats;  2,450  dozen  coneys, 
nearseals  and  sealines;  150,170  moles; 
50,200  ermine;  '17,825  opossum;  43,300 
skunk. 

Red  fox  advanced  10  per  cent.,  East- 
ern Canada  1st  and  2nd  grade,  $15  to 
$18,  centrals  $18;  cross  fox,  same  as  last 
September,  darks  up  to  $115;  wolf,  ad- 
vanced 80  per  cent.,  Canadian,  14  to 
17  per  cent.,  Northwest,  10  to  12  per 
cent.;  bear,  20  per  cent,  low;  polar  bear, 
up  59  per  cent.;  ermines,  advanced  25 
per  cent..  Western  Canada  extra  large 
and  large  $1.20,  Eastern  Canadian  $1.12, 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 


medium  60  cents,  small  40  cents,  best 
lot  extra  large  $1.78;  opossum,  ad- 
vanced 20  per  cenit,  centrals  1st  and 
2nd  grade  large  and  extra  large  $1.80; 
skunk,  same  as  last  September,  Eastern 
1st  and  2nd  grade  black  and  shorts 
$4.25,  long  three  broads  $1.50;  mole,  un- 
changed; electric  seal,  up  to  $16  per 
dozen;  Persians,  up  to  $7.40;  ponies, 
hair  seal  and  musk  ox,  unchanged. 

Some  buyers  expressed  themselves 
disappointed  at  the  prices,  and  it  was 
said  that  some  dealers  had  to  buy  back 
their  own  skins!  in  some  cases  as  the 
supply  of  certain  skins  was  too  large 
for  the  market.  There  were,  for  in- 
stance, 1,000  silver  fox  here  and  3,500 
recently  at  the  London  sale.  There 
seemed  to  be  a  slight  reduction  in  prices 
since  last  fall,  about  15  per  cent,  attrib- 
uted to  the  fact  that  this  is  the  season 
when  the  annual  catch  is  coming  in  and 
the  supply  is  large,  whereas  in  the  fall, 
it  is  nearly  exhausted.  $350,000  was 
the  approximate  total  figure  reached  in 
the  day's  sales- 
Thursday   Selling 

780  Lynx  640  Badger 

230  Lvnx  &  Wild  Cat  2,000  Nutria 

&90  Ringtail  Cat  1,000  Marmots 

1,370  Civet  Cat  825  Silver  Fox 

Thursday  was  called  "Silver  Fox  Day," 
as  undoubtedly  the  greatest  interest  cen- 
tred in  the  beautiful  pelts  offered.  Bid- 
ding continued  throughout  the  better  part 
of  twelve  hours  as  skins  were  sold  singly 
and  the  .  turnover  approximated  $300,000. 
Prices  ranged  as  high  as  $625  for  silver 
fox,  the  finest  specimen  being  a  half  sil- 
ver and  half  black  pelt.  The  principal  buy- 
ers were  from  the  United  States  and 
France.' 

A    fair   collection    of   lynx   was   also    sold, 
prices    varying    up    to    $50.     Badgers    were 
poor   in    quality    and    sold    around    a    dollar. 
Friday's    Selling 

153  Silver  Fox  (Sepa-       600  Grey  Fox 
rate  collection)         3,060  Australian  Red 

136    Blue    Fox  Fox 

80  White  Fox         13,440  Australian  Ring- 

501   Fisher  tail   Opossum 

3.32-5   Marten  550   Wallaby   &   Kan- 

360   Russian    Sables  garoo 

7.300   Squirrel  20,000   Mink 

The  second  lot  of  silver  fox  brought  high 
prices  and  bidding  was  spirited  on  good 
fresh  silvers,  dark  colored  pelts  were 
neglected.     These  were  all  from  Prince  Ed- 


ward   Island    from    the    ranches    of   Messrs. 
Grant,   Rogers  and   Tupman. 

During  the  day  over  half  a  million  dol- 
lars changed  hands  at  the  Auction  and  of 
the  miscellaneous  furs,  marten  was  espec- 
ially popular. 

There  was  a  large  collection  of  3,200 
Marten  skins  from  Labrador,  Quebec, 
Alaska  and  British  Columbia.  The  highest 
price  was  $190.  Darks  fetched  $75.  Aver- 
age 1st  -and  2nd  grade,  $32.  The  whole 
collection  was  eagerly  competed  for  as 
there  is  a  demand  for  marten  for  spring 
retail  sales.  The  prices  were  much  higher 
than   in   New  York  recently. 

Russian  sables  brought  up  to  $205.  There 
was  a  nice  collection  of  Kamskatchka  pelts. 
The  cheaper  were  a  little  neglected  but  the 
ones    with    color    got   good    fair   prices. 

A  small  collection  of  Siberian  squirrels 
sold  well.  Grey  Fox,  a  small  collection  but 
good  in  quality  sold  up  to  $1.80.  Austral- 
ian Red  Fox,  a  collection  of  fair  quality 
only  from  South  Australia  and  Tasmania, 
not  in  good  demand,  up  to  $1.70.  Ring  Tail 
Opossum,  skins  from  Australia,  bought 
largely  by  cloak  and  suit  trades,  sold  well 
up  to  70  cents. 

Blue  fox  sold  at  prices  from  25%  to 
30%  better  than  last  Sentember  and  there 
was  keen  bidding  for  the  78  white  fox 
which  sold  at  about  the  same  increase. 
Fishers  brought  record  pr:ces.  Blue  fox 
went  as  high  as  $155,  and  whites  up  to 
$58. 

Mink  was  the  principal  offering  in  the 
afternoon,  the  best  skins  fetched  up  to  $17, 
while  the  average  for  one  and  two  qual- 
ities was  $12:50.  The  concensus  of  opin- 
ion is  that  of  silver  fox,  bright  fresh  sil- 
ver skins  showed  advance  of  from  10  to 
20  per  cent;  black  and  stale  and  rusty 
showed  a  decline  of  10  per  cent;  medium 
and  low  grade,  good  color,  20  per  cent,  ad- 
vance. Fisher,  a  beautiful  Canad'ai  col- 
lection, were  much  competed  for,  espec- 
ially by  Americans,  and  brought  up  to  $210. 
Saturday's  Selling 
20,000   Racoon  129,130   Muskrats 

530   Otter  31,000  Muskrats— 

8,000    Beaver  Southern 

Raccoons  advanced  10%,  Eastern  heavy 
selling  from  $4  to  $7.50,  the  best  lot,  extra 
dark,  $10.  Central  $3.50  to  $5.  South- 
western $2.50  to  $4.  Twenty  thousand 
skins  were  sold.  Mink  were  in  heavy  de- 
mand for  large  sizes.  Eastern  Canada,  like 
last  September,  darks  from  $12  to  $18.25, 
according  to  size,  browns,  $8  to  $13.  On- 
tario, Manitoba  and  Minnesota  had  a  20% 
advance,  extra  large  and  selling  at  from 
$12  to  $15.  Central  unchanged,  extra  large 
and  large,  up  to  $9.25.  Otter  advanced 
10%,  all  Eastern  Canada  darks  up  to  $40.50. 
Beaver  was  the  same  as  last  September, 
prices  for  ones  and  twos,  large  and  extra 
large,  ranging  from  $26  to  $30;  medium 
and  small  to  $15;  threes  and  cubs,  $5  to 
$10.  The  best  lot  dark  was  disposed  of  a" 
$32.50. 

The  last  lot  offered  was  150,000  muskrat. 
Central  and  Eastern  were  the  same  as  last 
September,  but  there  was  a  decline  of  10% 
in  Western  Canada  Winter  and  Fall,  the 
prices  ranging  from  $1.40  to  $1.50.  South- 
erns advanced  10%  and  sold  up  to  74  cents. 
As  there  was  an  immediate  demand  for 
shipment  of  the  raw  skins  bought  at  the 
auction  by  the  manufacturers,  all  the  furs 
were  rapidly  sent  away  to  their  various 
destinations.  It  was  estimated  that  the 
daily  attendance  was  over  100  buvers  and 
the  total  value  of  the  sales  approximated 
$1,700,000.  The  auctioneers  were  Phillips 
and  F.  H.  Pingree,  general  manager  of  the 
company. 
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MODELS 


MUSKRAT 

Rat  Coats  will  go  big  this  fall. 
We  have  what  you  will  want. 
Samples     now    being    shown 


MOLE 

Merchants  who  have  seen  it  tell 
us  this  is  the  snappiest  wrap  of 
the  season.  Also  made  in  Mink. 


Our  Prices  are  Right! 


Cummings  &  Cummings 


LIMITED 

MONTREAL 
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After    The    First    Washing! 

What? 

You  can  guarantee  to  your  customer  that  the  pair  of  Mercury  stock- 
ings she  is  buying  will  be  just  as  lovely  after  washing  as  they  are  now. 
Show  her  that  they  are  full  fashioned,  that  the  shape  is  knit  into  them 
and  that  no  amount  of  washing  or  wearing  can  change  this  shape.  Ex- 
plain that  there  is  no  necessity  for  a  seam  and  that  "mock  seams"  lead  to 
trouble.  She  will  be  pleased  with  the  distinctive  qualities  of  Mercury  fash- 
ioned hosiery  and  you  will  be  assured  of  a  satisfied  customer. 

Mercury  fashioned  hose  for  Spring  are  made  in  silk,  (plain  and  drop 
stitch)  silk  heathers,  silk  shadow  stripe  effects,  mercerized  lisle  and  cot- 
ton— all  popular  shades. 


Mercury  Mills  Limited 

Hamilton,  Canada 

Makers  of  Underwear  and 

Hosiery  for  Men,  Women 

and  Children. 


Hosiery 
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New  York  Supports  Slip-On  Sweater 

Shares  Honors  With  Knitted  Capes — Bathing  Suits  Show  Novel 
Treatments  in  Fibre  Silks — Bathing  Caps  Offered — Glove  Silk 
Underwear   Shown    in    Colors    by    Montreal    Houses — Knitted 
Scarves  Due  for  Good  Demand 

By  a  Staff  Member 


ACCORDING  to  buyers  in  the  most 
important  Fifth  Avenue  depart- 
ment stores  smart  women  are  de- 
manding the  "slip-on"  sweater  in  pre- 
ference to  the  tuxedo  this  spring.  The 
latter  type  is  expected  to  be  more  in 
demand  again  however,  when  the  warm 
weather  sets  in,  as  it  is  certainly  cooler 
and  easier  to  take  off  than  the  slip-on, 
and  will  probably  be  wanted  in  silk 
effects  to  accompany  sports  skirts. 
Horizontal  stripe  effects  in  rather  bright 
colors  are  very  'much  favored  by  the 
smartest  women,  where  in  Canada  plain 
shades  are  preferred.  The  newer  styles 
in  slip-ons  have  a  slightly  V  neck,  less 
trying  than  the  perfectly  round  effect. 
The  prevailing  types  of  sweater  just  now 
in  New  York  are  made  of  mohair  and 
Iceland,  Shetland  and  fibre  silk  mixed 
with  wool. 

The  knitted  cape  costume  is  much 
more  in  evidence  there  also  than  it  is 
here,  and  the  new  circular  styles  are 
especially  chic.  These  costumes  com- 
bine dress  and  cape  and  are  generally  of 
wool,  or  fibre  silk  or  combinations  of 
both.  Capes  to  match  the  dresses  are 
selling  better  in  New  York  than  are  se- 
parate capes  and  the  dresses  themselves 
are  generally  made  in  two  color  con- 
trasts although  in  one  piece.  One  such 
costume  seen  by  Dry  Goods  Review  in 
the  show  room  of  a  manufacturer  was 
made  of  fibre  silk,  the  top  being  solid 
green  and  the  skirt  part  plaid.  The 
tendency  in  all  the  styles  noticed  seemed 
to  be  to  keep  the  more  vivid  pattern 
for  the  skirt  section. 

New    Designs 

Bathing  suits  are  another  line1  which 
is  exciting  much  attention  in  the  show 
rooms  of  New  York  this  month,  perhaps 
because  the  new  styles  are  so  unusually 
interesting.  Knitted  fabrics  seem  to 
have  been  treated  in  so  many  unusual 
ways  that  they  are  scarcely  recogniz- 
able and  are  not  only  smart  and  becom- 
ing but  are  entirely  practical  for  real 
swimming  purposes.  One  charming  lit- 
tle model  was  developed  in  fibre  silk 
made  with  an  overtunic  cut  out  in  petal- 
ed  effect  to  show  a  striped  suit  beneathu 
Another  plain  loose  model  of  jersey  had 
frills  of  taffeta  set  on  below  the  hips  to 
simulate  a  skirt,  while  still  another  no- 
velty was  a  combination  of  jersey  and 
chintz,  the  later  forming  the  tunic  over 
jersey  tights. 

The  regulation  style  bathing  suit  in 
the  "two  in  one"  style  is  likewise  fea- 
tured this  year  developed  in  silk  fibre 
instead  of  plain  jersey.  They  are  usu- 
ally shown  in  a  two-tone  effect  with 
stripes  as  the  sole  trimming.  Black  and 
white  with  orange  stripes,  or  henna  and 


green  were  some  of  the  favoured  com- 
binations. Many  of  the  new  suits  are 
designed  on  loose  lines  with  bloomer- 
like under  sections,  instead  of  the  usu- 
al plain  styles. 

Children's  bathing  suits  are  decidedly 
unusual  too,  land  are  most  often  replicas 
of  the  styles  for  grown  ups,  including  a 
Life  Guard  model,  or  two-piece  effect 
belted,  the  two  pieces  being  knitted  to- 
gether however.  Very  bright  colors  are 
shown  in  children's  bathing  suits. 

There  are  many  new  ideas  shown  in 
the  way  of  bathing  accessories  in  con- 
nection with  displays  of  bathing  goods, 
including  the  new  bathing  bag  made  of 
grass  and  fabric,  thoroughly  waterproof, 
which  will  contain  suit,  shoes,  cap,  etc., 
and  is  compact  and  easily  carried.  All 
kinds  of  bathing  shoes  were  seen  in- 
cluding rubberized  silks,  pure  rubber 
and  fabric.  The  sandal  style  is  the  most 
popular. 

Knitted  Silk  Underwear  Decreed 

The  demand  for  silk  underwear  has 
grown  so  greatly  that  manufacturers 
have  introduced  this  Spring  a  new  line 
of  glove  silk  or  jersey  underwear  which 
is  entirely  different  to  previous'  designs. 

The  rage  for  bright  colors  has  invaded 
this  field  likewise,  and  already  Canadian 
makers  have  announced  their  initial 
showing  of  sets  in  such  hues  as  peache, 
orchidee,  mais,  naturelle,  etc.,  with  con- 
trasting pipings  or  bandings.  Quite  a 
little  all  black  is  in  demand  also.  Hand- 
cut  tailored  models  are  preferred  to 
novelty  styles,  however,  in  practically  all 
glove  silk  underwear.  The  latest  de- 
parture  in  this  line  is  the  new  "step-in 
pantie"  effect  which  is  cut  on  loose 
roomy  lines  slashed  at  the  sides  and 
finished  at  the  waist  line  with  elastic. 
This  same  style  is  offered  in  a  combina- 
tion as  well  and  may  be  matched  in 
plain  and  vests  and  in  camisoles.  The 
pipings  are  extremely  narrow  and  when 
inp  black  are  guaranteed  washable  and 
fast  color.  Another  style  of  glove  silk 
garment  is  prettily  trimmed  with  several 
inset  stripes  of  contrasting  color  hem- 
stitched on.  Shoulder  straps  are  both 
of  self  material  and  of  wash  ribbon  of  a 
heavy  quality. 

This  vogue  for  high  colors  in  under- 
wear is  sponsored  by  New  York  where 
all  the  displays  of  lingerie  include  many 
new  models  of  glove  silk  in  various 
startling  effects.  The  Richelieu  rib  or 
drop  stitch  glove  silk  is  also  shown  for 
the  first  time  this  spring  and  resembles 
the  barred  effect  in  hosiery  that  has  be- 
come familiar  since  last  year.  Satin 
stripe  cloth  is  new  in  New  York  and  is 
a  development  of  the  Richelieu  rib. 

Bloomers  of  glove  silk  are  selling  in 


greater  numbers  than  ever,  according  to 
a  leading  Montreal  manufacturer  this 
month.  Emerald  green  and  tan  are  the 
two  favored  shades  in  these  styles  and 
the  pantalette  or  cuff  knee  style  is  want- 
ed' more  than  the  ordinary  short 
lengths. 

Plenty  of  Color  in  Scarves 

Another  knit  goods  novelty  which  is 
sure  to  iCommand  more  than  usual  at- 
tention in  the  course  of  a  few  weeks  is 
the  silk  scarf  in  various  bright  shades. 
In  New  York  this'  month  every  wo- 
man who  wore  one  of  the  new  homespun 
or  tweed  suits  or  else  one  of  the  new 
tan  top  coats,  was  also  particular  to 
dion  a  long  and  voluminous  scarf  of 
blue,  red  or  orange  either  in  solid  shades 
or  variegated  with  Roman  stripes.  The 
knitted  silk  scarf  will  be  undoubtedly 
the  leading  accessory  to  accompany  out- 
er garments  until  the  warm  weather  ar- 
rives. 


"MODE"  SHADES  IN  COLOR  CARD 

A  novelty  in  the  way  of  shade  cards 
for  dyeing  has  been  produced  by  the 
National  Aniline  and'  Chemical  Co.,  New 
York.  This  is  a  three  leaved  folder  en- 
titled "Mode  Shades  for  Ladies'  Dress 
Goods."  The  whole  range  of  color  term- 
inology today  comprises  delicate  nu- 
ances of  color,  all  of  which  are  illustrat- 
ed on  this  card.  There  are  forty-eight 
shades  shown  and  exact  information  is 
provided  as  to  the  preparation  of  the 
dye-bath   and  the   method  of   dyeing. 


E.  T.  Masook  has  opened  a  new  store 
in  Smiths  Falls  on  Market  Street.  He 
is  carrying  ladies'  and  men's  ready-to- 
wear,   and  boots   and   shoes. 


The  electors  of  Dundas,  Ontario,  will 
vote  on  a  by-law  on  April  5th,  having 
for  its  object  the  loaning  of  $15,600  to 
F.  P.  Thorton  at  5Y2  per  cent,  interest 
for  the  erection  of  a  building  in  which 
to  start   a  new  woolen  industry. 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 
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Show  Tuxedo  in 

Black  and  Navy 

SAND  is  very  strong  in  knitted  outer- 
wear lines,  in  Toronto.  Designers 
just  back  from  the  metropolis  say 
that  it  is  being  played  up  there  more 
than  any  of  the  other  light  shades.  In 
sweaters,  particularly  of  the  vegetable 
silk  variety,  this  sand  beige  is  very 
good.  Though  sweaters  will  tend  toward 
the  very  bright  shades  which  are  seen 
in  millinery  and  ready-to-wear  just 
now,  they  will  not  be  very  noticeable 
until  the  early  part  of  May,  one  travell- 
er believes.  In  the  meantime,  most  sales- 
men are  giving  attention  to  scarfs.  Dur- 
ing the  big  tweed  and  homespun  season 
expected  this  month  and  next,  the  bright 
scarfs  will  be  most  prominent  on  the 
gray,  brown  and  beige  suits.  In  the 
south  and  at  various  springs,  these 
scarfs  are  said  to  be  particularly  good, 
not  only  with  the  skirt-suits,  but  even 
with  the  knickers. 

How  the  knit  goods  lines  may  be  com- 
bined with  the  woven  ones  is  very  well 
shown  in  England,  where  a  fabric  made 
of  wool  and  silk  mixture  is  being  com- 
bined with  pure  silk  and  made  up  into 
suits.  These  come  generally  with  jump- 
er and  skirt,  or  one-piece  frock,  in  the 
silk,  and  the  trimmings  and  coat  in  the 
mixture. 

Red   and   Brown  Good 

Red  combined  with  brown  is  a  favored 
combination  on  imported  models.  If  the 
suit  is  a  combination  of  tweed  and  knit- 
ted wool,  the  skirt  is  usually  brown  and 
the  coat  red.  Princess  Mary  blue  is  an- 
other shade  which  is  good.  The  drop- 
stitch  is  one  of  the  best  features  in  the 
novelties,  not  only  in  hose  but  in  sweat- 
ers and  dresses.  Dots  resembling  French 
knots  are  also  shown  on  some  exclusive 
models.  The  roll  collar  is  being  stressed, 
especially  on  the  slip-on  sweaters.  Wor- 
stead  Navajo  sweaters  in  Indian  combin- 
ations are  promised  a  little  later  on. 
Leather  and  beaded  girdles  which  are 
having  such  a  run  will  find  a  splendid 
outlet  in  this  field.  Mohair,  both  of  the 
plain  and  the  chiffon  variety,  are  among 
some   of  the  best  high-priced  novelties. 

Whether  the  slip  on  or  the  Tuxedo 
will  be  first  as  the  season  advances,  is 
a  very  debatable  question.  One  manu- 
facturer solves  the  problem  for  the  re- 
tailer by  saying  that  the  popularity  of 
every  Tuxedo  and  every  slip-on  shown 
this  year,  will  depend  on  the  amount  of 
novelty  it  displays.  Each  will  have  to 
stand  on  its  own  merits.  There  is  no 
doubt  that  fibre  silk  will  be  sold  exten- 
sively in  the  Tuxedos  in  black  and  navy, 
and  Shetland  wool  in  the  slip-ons.  The 
latter  will  favor  the  new  Jockey-red, 
Bermuda  and  tiger-lily  shades,  more 
than  the  former-  The  slip-ons  will  also 
be  seen  in  plain  colors  while  the  Tux- 
edos will  usually  use  contrast  to  give 
the  touch  of  novelty.  All  of  the  new 
slip-ons  have  very  deep  and  becoming 
V-necks. 


The  light  weight  Jersey  cloths  in  plain  materials  ard  in  heather  mixtures 
are  very  good  this  season.  This  tailored  suit  is  mauve  and  the  trimmings 
on  the  pockets  and  cuffs  are  white. — Shown  by  Hawthorne  Mills,  Ltd., 
Carleton  Place,  Ontario. 


Manufacturers  are  also  looking  for 
ward  to  business  in  jumpers  and  smocks 
again,  despite  the  long  and  unvaried 
siege  of  them  last  season.  The  beauti- 
ful novelty  silks  for  sports  wear,  which 


fabric  people  are  turning  out,  tend  to 
revive  these  but  they  are  seen  in  artificial 
silk,  both  crocheted  and  knitted,  as  well. 
Fringe  continues  as  a  trimming  for 
both  short  coatees  and  jumper  blouses. 
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Delegates  Attending  Amalgamated  Conventions 


THE  FOLLOWING  is  the  official  list 
of  delegates  who  attended  the  Am- 
algamated Conventions  and  Cana- 
dian Textile  Products  Exhibition 
during:  the  week  of  February  13th — 17th:  — 
W.  C.  Mackie,  Beamsville;  J.  C.  Her- 
tell,  Kitchener;  H.  O.  Teasdall,  Toronto; 
H.  Muldoon,  Brockville;  R.  M.  Hender- 
son, St.  Thomas;  Robt.  Clear,  Toronto; 
J.  W.  Shillington,  Blenheisi;  A.  G.  Shill- 
ington,  Blenheim;  D.  Stazanoff,  Thorold; 
G.  T.  Smith,  Toronto;  W.  W.  Treleaven, 
Toronto;  J.  F.  Fraser,  Picton;  G.  Chant- 
ler,  Stroud;  J.  P.  Tweedell,  Toronto;  R. 
Peglar,  Toronto;  T.  A.  Rutherford,  Gait; 
E.  A.  Willis,  Toronto;  R.  Fair,  Peterboro; 
W.  W.  Staples,  Lindsay;  G.  A.  Greer, 
Lindsay;  M.  Epstein,  Toronto;  L.  M. 
Dunn,    Toronto;    E.    M.    Trowern,   Ottawa; 

A.  D.  Currie,  Brockville;  Thos.  Barrie, 
Peterboro;  Miss  M.  B.  Allin,  Toronto; 
Miss  E.  Allin,  Toronto;  M.  Rosenfield, 
Toronto;  E.  R.  Fisher,  Ottawa;  A.  L. 
Colquhoun,  Toronto;  E.  Crenz  (Engels), 
Hanover;  J.  .C.  Engel,  Hanover;  H.  E. 
McTweevey,  Moncton,  N.B.;  W.  C.  Miller, 
Toronto;  W.  H.  Bosworth,  Toronto;  R. 
W.  Shields,  Palmerston;  C.  R.  Eastman, 
Hamilton;  W.  G.  Milne,  Toronto;  R.  T. 
Stanley,  Toronto;  R.  F.  Builder,  Toronto; 
G.  B.  Nelligan,  Hamilton;  H.  Epstein, 
Toronto;  J.  Munn,  Ripley;  A.  A.  Pres- 
grave,  Toronto;  W.  A.  Robinson,  Bramp- 
ton; M.  J.  Kamman,  Trenton;  T.  Linsey 
Crossley,  Toronto;  C.  H.  Rupert,  Ottawa; 
Wm.  A.  Stewart,  Ottawa;  A.  W.  Kritach, 
Ottawa;  C.  H.  Pilkey,  Toronto;  S.  Cross, 
Toronto;  Z.  Trewbetzky,  Toronto;  C.  W. 
Finch,  Hamilton;  P.  J.  Jewison,  Toronto; 
R.  Taylor,  Toronto;  R.  H.  Scott,  Toronto; 
R.  Hawkins,  Smith  Falls;  E.  Howes,  To- 
ronto; H.  F.  Epstein,  Toronto;  W.  B.  Mc- 
Cullough,  Toronto;  J.  Ross  Wylie,  To- 
ronto; F.  B.  Rogers,  Toronto;  E.  Paper- 
nick,  Toronto;  T.  F.  Boyle,  Toronto;  T.  A. 
Spencer,  Victoria,  B.C.;  M.  Blumenthal, 
Toronto;  A.  F.  Lofft,  Jr.,  St.  Mary's;  A. 
L.  Cumpston,  Toronto;  N.  Kieshen,  Toron- 
to; S.  Ferguson,  Toronto;  Super  Craft 
Clothes,  (E.  M.  Crangle),  Toronto;  M. 
Wilson,  Toronto;    Peter  Bellinger,  Toronto; 

B.  Kliem.  Toronto;  H.  D.  Sherrin,  Petro- 
lia;  W.  E.  Farrell,  Fredericton,  N.B.;  J. 
B.  Waite,  Gait;  David  Rogers,  Chatham; 
James  T.  Davis,  Hamilton;  Jas.  Tasker, 
Hamilton;  Walter  Watt,  Uxbridge;  C.  H. 
Kaplin,  Kitchener;  R.  Collier,  Toronto;  W. 
H.  Shaw,  Lindsay;  T.  A.  Stone,  Hawkes- 
tone;  Harry  F.  Orr,  Edmonton;  J.  H. 
Taman,  Toronto;  C.  Umphrey,  Petrolia; 
N.  A.  Robinson,  Brampton;  E.  E.  Davies, 
Edmonton,  Alta.;  Edwin  E.  Ball,  Hamilton; 
A.  Mathews,  Toronto;  S.  Phillips,  Corn- 
wall; H.  Lite,  Toronto.  J.  A.  Godard,  To- 
ronto; Hugh  Falconer,  Shelburne;  J.  A. 
Kannam,  Shelburne;  J.  E.  Quinton,  Brant- 
ford;  H.  R.  Winter,  Toronto;  A.  Swartz, 
Rumsey,  Meaford;  G.  D.  Wrieht;  John  S. 
Carr,  Thornbury;  W.  McKnight,  New  Lisk- 
Oshawa;  A.  F.  Hawkse,  Grimsby;  G.  F. 
eard;  R.  J.  Johnston,  Harold  Johnston, 
Toronto;  A.  Tisdale.  St.  Thomas;  W.  G. 
Hav.  Toronto;  L.  W.  Camobell,  Elmira, 
N.Y.;  W.  G.  Thompson,  Toronto;  Olch 
Bros.,  Toronto;  Frank  Bowen.  Toronto;  F. 
Kearns,  Toronto:  W.  J.  Hilliard,  Wing- 
ham;  B.  Klein,  Toronto;  F.  Snelgrove,  To- 
ronto; C.  McAdam,  Toronto;  S.  M.  Stur- 
man,  Cannington;  H.  Shulman,  Toronto; 
W.  Jones.  Gait;  R.  Soil,  Gait;  W.  K. 
Churchouse,  Ingersoll;  J.  N.  Cunill,  Sim- 
coe;  A.  Ludlow,  Brantford;  Jess  Abelson, 
Ottawa:  L.  Fraser.  Renfrew;  H.  Everett 
Hunt,  St.  John,  N.B.;  W.  L.  Kenney, 
Parrv  Sound;  W.  Gilbert,  Montreal;  W. 
A.    Tweedy,   Ottawa;    W.    T.    Millar,    God- 


erich;  G.  N.  Thurston,  Bowmanville;  W. 
E.  Bell,  Ottawa;  W.  Baird,  (Baird  &  Rid- 
dell),  Carleton  Place;  H.  Brimmell,  Lind- 
say; C.  M.  McDonald,  Ottawa;  C.  F.  Mac- 
neill,  St.  John,  N.B.;  E.  Mack,  Toronto; 
C.  Sauvey,  Wallaceburg;  C.  J.  Halliday, 
Chesley;  C.  Buchanan,  Wallaceburg;  F. 
R.  Barber,  Pt.  Elgin;  W.  C.  Fry,  Brace- 
bridge;  J.  R.  Stephenson,  Strathroy;  Dan 
Johnson,  Ottawa;  Minaker  &  Co.,  Cobourg; 
J.  Garden,  Calgary,  Alta.;  L.  J.  Picard, 
Peterboro;  L.  Johnson,  Ottawa;  A.  Wein- 
garden,  Windsor;  C.  J.  Racher,  Gait;  T. 
R.  Warren,  Ottawa;  L.  J.  Campbell,  To- 
ronto; J.  J.  Cain,  Toronto;  A.  E.  Dough- 
erty, Toronto,  W.  Hern,  Stratford;  F. 
Bellinger,  Toronto;  R.  S.  Cull,  Guelph;  G. 
E.  Duffy,  Toronto;  W.  A.  Murton,  To- 
ronto; S.  Rogul,  Toronto;  F.  A.  Logan, 
Niagara  Falls;  F.  L.  Kennedy,  Leaming- 
ton; L.  D.  Kennedy,  Leamington;  J.  A. 
Co'burn,  Hamilton;  L.  Conway,  Peterboro; 
M.  Cottingham,  Peterboro;  G.  A.  Gray, 
Chatham;  J.  C.  Begg,  Hamilton;  H.  Phil- 
lips, Cornwall;  W.  R.  Price,  Niagara  Falls; 
C.  H.  Howard,  Toronto;  G.  E.  Beatey, 
Kenora;  M.  L.  Cunning,  Oshawa;  W. 
Farren,  Hamilton;  F.  J.  Mitchell,  Fort 
William;  J.  H.  Gordon,  Stratford;  H.  A. 
Wettlaufer,  Kitchener;  W.  Thomson,  To- 
ronto; 0.  T.  Davis,  Hamilton;  G.  I.  Drap- 
er, London;  W.  M.  Mitchell,  Toronto;  J. 
M.  Strachan,  Toronto;  Leo  Hartzman,  To- 
ronto; N.  W.  Hartzman,  Toronto;  B. 
Ginsberg,  Sturgeon  Falls;  A.  Hickey,  Pet- 
erboro; W.  E.  Maxwell,  St.  Thomas;  H. 
G.  Milne,  Barrie;  P.  Roden.  Toronto;  J. 
Koletsky,  Toronto;  C.  W.  Doan,  Niagara 
Falls;  J.  W.  Tanner,  Mt.  Forest;  J.  G. 
Tanner,  Mt.  Forest;  R.  McGiffin,  Ottawa; 
R.  A.  Stephens,  Barrie;  G.  M.  Farring- 
ton,  Picton;  A.  S.  Case,  Montreal;-  H.  G. 
Thurston,  Bowmanville;  W.  Abramovitz, 
Toronto;  L.  H.  Leeson.  Avlmer;  Lewis 
Greisman,  London;  E.  D.  Hollidav.  Simcoe; 
J.  H.  Willard,  Toronto;  W.  W.  Ingrlis, 
Brantford;  C.  W.  Boemer,  Ford  City;  John 
Brass,  Toronto;  R.  R.  Metivier,  Toronto; 
H.  L.  Fralick,  Hamilton;  CD.  Mitchener, 
Saskatoon;  J.  R.  Watson,  Hamilton;  N. 
Richardson,  Toronto;  C.  W.  DeCuirre,  To- 
ronto: W.  Laflamme,  Toronto;  J.  Lyons, 
Hamilton;  W.  A.  Snell,  Toronto;  N.  P. 
Kelley,  Toronto;  J.  Moran,  Owen  Sound; 
H.  Smith,  Toronto;  C.  C.  Caldwell,  To- 
ronto; R.  B.  McLelland,  Hamilton;  E.  H. 
Gregory,  Walkerville;  C.  Spence,  Perth;  J. 
S.  Lowrv,  Toronto;  H.  Tlustre,  Toronto; 
J.  S.  Sheely,  Peterboro;  N.  Willard,  To- 
ronto; G.  Greenspoun,  Toronto;  S.  F.  Bal- 
lachey,  Paisley;  C.  F.  Drinkwater,  Bramp- 
ton; Chas.  Thorndyke,  Millbrook;  H.  W. 
Elliott,  Kingston;  A.  Glasscow,  Toronto; 
E.  V.  Hoffman,  Grimsby:  B.  W.  Zieman, 
Preston;  J.  E.  Zieman,  Toronto;  B.  Dan- 
son,  Toronto;  J.  DeYoung,  Toronto;  W.  H. 
Okckin,  Guelph;  M.  Draimin,  Toronto;  W. 
Bucher.  Toronto;  G.  H.  Reddie,  Toronto; 
H.  Taylor,  Toronto;  Thos.  Edward,  Toron- 
to; M.  Hobberlin.  Toronto;  C.  E.  Vardon, 
Toronto;  J.  A.  McDonald,  Listowel;  A.  J. 
Morrish,  Clinton;  L.  B.  Glover.  Camobell- 
ford:  J.  W.  Hanna.  Wingham;  W.  H.  El- 
sie, Brandon;  M.  Segal,  Toronto;  G.  Sil- 
herv.  Toronto;  M.  M.  Schultz,  Toronto;  B. 
Walker.  Hanna,  Alta.;  J.  Barnes,  Toronto: 
T.  J.  Sheppard,  Toronto;  G.  G.  Sheppard, 
Toronto;  W.  H.  Spencer,  Toronto:  J.  Ma- 
dill.  St.  Catharines:  W.  W.  Wilkinson, 
Gait;  Leo  Danson,  Toronto:  L.  M.  Ben- 
son. Toronto;  W.  C.  McMillan,  Orange- 
ville;  J.  A.  Seh'nbpin,  Listowel;  J.  C. 
Munroe,  Listowel;  J.  A.  Renauld,  Quebec; 
Harrv  Glover,  Orangeville;  T.  A.  Henry, 
Kitchener;  C.  A.  Edwards,  Toronto;  J.  R. 
Thompson,  Toronto;    Roth   Eaton,  Toronto; 


M.  A.  Brillinger,  Toronto;  J.  J.  Noad, 
Toronto;  H.  M.  Shaw,  Perth;  J.  H.  Car- 
ruthers,  Toronto;  A.  Rogerson,  Toronto; 
C.  F.  Wilson,  Toronto;  A.  C.  Waggin, 
Kingston;  A.  E.  Strasser,  Toronto;  W.J. 
Clarke,  Windsor;  Wm.  G.  Book,  Brantford; 
W.  H.  Quinlan,  Brantford;  T.  E.  Week- 
ham,  Windsor;  A.  Rosenstein,  Toronto; 
S.  Stransein,  Toronto;  R.  A.  Macauley, 
St.  John,  N.B.;  Mrs.  C  S.  McMichael, 
Toronto;  Mrs.  Angus  Campbell,  Victoria, 
B.C.;  A.  G.  Carpenter,  Brantford;  A.  M. 
Simln,  Brantford;  A.  Pascoe,  Toronto;  A. 
Fall,  Toronto;  A.  Affleck,  Toronto;  H.  C. 
McDonald,  Toronto;   S.   S.   Hardy,  Toronto; 

B.  Tilley,    Toronto;    B.    Warner,    Toronto; 
J.    J.    Reith,   Grand   Valley;    Geo.    B.    Bar- 
ker,   St.    Catharines;    Chas.    H.    Nave.   To- 
ronto; W.  C.  Linton,  Toronto;  G.  Dunfield 
Toronto;    W.    Levy,   Toronto;    H.    A.    Tay- 
lor,   Toronto;     Max    Dellin,    Toronto;     W 
Lane,  Toronto;    T.   J.   Henderson,  Toronto 
J.    C.    Willard,    Toronto;    L.    J.    Crutello 
Toronto;    H.     C.    Hendy,    Toronto;     J.     P 
Herbert,  Owen  Sound;   W.    Given,  Toronto 
W.    C.    Neale,   Toronto;    Walter   Stroh,  To 
ronto;    C.    C.   Trull,  St.    Thomas;   C.    Bom 
mick,   Toronto;    W.    S.    Veale,   Toronto;    J 
N.     MoKim,     Toronto;     Dayton     Ostros<ser 
Timmins;   Calhoun,  Hamilton;  R.  S.  Vance 
Simcoe;     Sky    Bros.,    South    Porcupine;    F 
W.    Sutcliffe,    Lindsay;     C.    J.    Levy,    To 
ronto;  F.  A.  Lalond,  Toronto;   C.  W.  Mac 
ey,  Toronto;   H.    H.    Duncan,  Markham;   J 
Manson,    Toronto;    W.    G.    Panter,    Beams 
ville;  F.  K.  Hardy,  Toronto;  F.  W.  Prum- 
per,   Guelph;    R.    C.   Johnston,  Toronto;   J. 
W.    Clark,  Toronto;   R.   M.    Zieman,  Toron- 
to;   N.    Abraham,  Haileybury;   J.    H.    Tay- 
lor, Stratford;    C.    Bale,  Hamilton;    H.    H. 
Stone,  Port  Perry;   B.    Clark,  Toronto;   W. 
Revell,    Toronto;    British    American    Cloth- 
ing  Co.,  Toronto;    H.    D.    Alland,   Toronto; 
W.    H.    O'Reilly,  Amherstburg;    E.    B.    Mc- 
Cullough,   Toronto;   A.   J.    Callaghan,  Jack- 
son,   Mich.;     R.    A.     Campbell,    Hamilton; 

C.  Wardell  &  Co.,  Huntsville;  A.  K. 
Macey,  Toronto;  C.  H.  Jackson,  Fort  Wil- 
liam; A.  Pill,  Drvden;  R.  A.  Savigny,  To- 
ronto; W.  Sheridan,  Toronto;  W.  R.  Wil- 
lard, Toronto;  L.  Samuel,  Toronto;  M. 
Levine,  Toronto;  A.  C.  McConkey.  Toron- 
to; A.  E.  Brownlee.  Toronto;  W.  H.  Mars- 
den,  Toronto;    J.    Dowler,   St.    Thomas;    F. 

A.  Palan,  Ottawa;  C.  J.  Sowdon.  Montreal; 
L.  Abramovitz,  Toronto:  Geo.  Rahn,  Moon- 
field:  M.  Silverman,  Hamilton;  C.  A. 
Trudell,  Chatham;  Jas.  F.  Dayth,  Dundas; 
C.  Adilman,  Winnipeg;  R.  J.  Neillv,  Vic- 
toria Harbor;  A.  E.  Dunlop,  Toronto;  N. 
Black,  Toronto;  W.  C.  PriHham,  Goderich; 
C.  Sage,  Hagersville;  A.  Elkin.  Gueloh:  S. 
Schwartz,  Windsor:  E.  Goldberg.  Hamil- 
ton; M.  Simon,  Alexandria;  W.  S.  Hay, 
Guelph;  Wm.  Hay,  Sr.,  Gudoh;  A.  Rob- 
inson. Orillia;  McArthurs,  Orillia;  T.  Sal- 
ter, Toronto;  C.  W.  Detenback,  Oshawa; 
L.  R.  Detenback,  Waterloo;  Mr.  Sibbery. 
Toronto;  J.  Sales.  Toronto:  J.  M.  Amy, 
Drayton;  H.  C.  Little,  Toronto;  J.  A.  Lar- 
son. Toronto;  N.  Ernst.  Kitchener;  Chas. 
Senior.  Toronto:  J.  A.  Sutcliffe.  Trenton; 
J.  Tnnes.  Rockwood:  W.  G.  Watson,  St. 
Catharines;    L.    P.    Killins.    Sm;thvill<>;    J. 

B.  McMillen,  Smithville;  F.  Roeers.  Till- 
sonburg:  J.  H.  Carhand.  Toronto;  H.  J. 
Twiss.  Barrie;  B.  P.  O'Neill.  Barrie;  C. 
T.  Devlin,  Barrie;  S.  Ferguson.  Toronto; 
W.  J.  Lew,  Toronto;  E.  Trebilcock.  To- 
ronto; J.  McLean,  Toronto;  R.  V.  Collier, 
Toronto:  J.  Broadbent,  Brantford:  G.  Le- 
Rov  Oliphant.  Toronto;  M.  E.  Sullivan, 
Toronto;  W.  G.  Nethery,  Toronto:  A. 
Cadwallader,  Toronto;  B.  R.  Galbraith, 
Milton;    V.    E.    Lewis,  Mt.    Forest;    H.    O. 

(Continued   on   page   67.) 
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Feature  New  Goods  For  Business 

Many  Retailers  Are  Making  The  Mistake  of  Trying  to  Tempt 

the  Public  With  Old  Merchandise  Instead  of  New — Knit  Goods 

Manufacturers  in  Some  Quarters  Experiencing  Good  Times — 

Looking  for  Good  Sweater  Season 


MANUFACTURERS'  stocks  are 
very  low  in  nearly  all  the  knit- 
ted goods  lines.  A  representa- 
tive from  Dry  Goods  Review  has  just 
returned  from  a  visit  to  manufacturers 
in  Western  Ontario,  who  all  declare  that 
they  are  only  making  according  to  ord- 
ers. The  large  stores  are  asking  for 
their  summer  and  fall  supplies  quite 
eagerly  but  the  small  retailer  is  still 
holding  back.  One  manufacturer  de- 
clares that  there  is  still  about  ten  per 
cent,  of  the  old  high-priced  stock  in  the 
country  and  that  the  merchants  who 
are  holding  it,  are  feeling  the  stress 
more  than  they  would  have  a  year  ago. 
These  men  have  not  the  money  to  buy 
any  more,  their  credit  is  getting  low  and 
the  public  won't  take  what  they  offer 
them. 

The  merchant  is  in  a  peculiar  posi- 
tion just  now.  He  would  buy  more  if 
the  wholesale  houses  would  extend  his 
credit  and  the  latter  cannot  do  this  with 
the  general  attitude  of  the  banks  at  pre- 
sent. When  money  becomes  more 
plentiful,  which  of  course  depends  on 
the  crops  almost  entirely  now,  there  is 
every  reason  to  believe  that  Canada  is 
due  for  better  times.  Certainly  the 
post-war  depression  is  passing  and  any 
lack  of  buying  is  partly  owing  to  real 
money  shortage  rather  than  to*  antipa- 
thy on  the  part  of  either  the  trade  or  the 
public. 

Some  of  the  oldest  manufacturers  of 
knitted  goods  are  following  the  policy 
of  turning  out  only  staple  lines  this  year 
because  they  claim  it  is  no  time  to  take 
chances.  Others  are  making  only  novel- 
ties with  the  idea  that  there  is  confi- 
dence in  the  air  at  any  rate  and  the  fact 
that  both  methods  are  being  followed  in 
almost  every  line,  will  do  a  great  deal 
to  reduce  price-slashing  among  mak- 
ers. 

One   Traveller's   Opinions   About 
Novelties 

The  Toronto  representative  of  one  of 
the  largest  knitting  mills  in  this  coun- 
try informed  Dry  Goods  Review  that  he 
can  sell  anything  that  is  novel,  whether 
it  be  sweater,  hose  or  undergarment. 
When  his  firm  sends  him  out  with  staple 
lines,  he  cannot  get  a  dollar's  worth  of 
business  no  matter  what  price  he  offers 
it.  The  reasoni  he  gives  is  that  the 
people  who  usually  buy  cheap  lines  can- 
not buy  at  all  this  Spring.  The  manu- 
facturer, the  traveller  and  the  retail 
buyer  who  cater  to  the  people  with 
money  will  get  plenty  of  business  while 
the  man  who  urges  only  staples  cannot 
get  a  profit  and'  is  lucky  if  he  clears 
himself. 

The  principal  thing  to  remember  in 
featuring  novelties,     this  salesman    be- 


lieves, is  that  i,he  consumer  does  not 
know  the  actual  value  of  them.  Ir 
staples  he  has  developed  his  shopping 
powers  to  such  a  degree,  that  he  knows 
where  every  article  shown  can  be  pur- 
chased for  iSo  much  less  somewhere  else. 
With  novelties,  he  cannot  make  com- 
parisons, for  if  several  firms  are  mak- 
ing them  they  are  not  novelties  very 
long.  Novelty,  moreover,  depends  on 
clever  production  rather  than  on  intrin- 
sic value.  This  is  a  point  which  retail- 
ers should  keep  constantly  in  mind.  If 
a  woman  sees  one  of  the  new  chiffon 
alpaca  sweaters  or  a  bathing  suit  with 
a  decidedly  different  feature,  she  has 
no  idea  bow  much  it  is  worth.  And  this 
is  the  only  business  worth  while  today, 
the  only  trade  which  is  not  cut  right 
down  to  the  bone. 

Our  informant  says  that  the  quantity 
of  staple  hose,  sweaters  and  gloves  on 
the  market  to-day  at  prices  often  less 
than  half  manufacturers'  costs,  is  shock- 
ing. On  the  other  band,  there  are  one 
or  two  firms  which  are  behind  on  orders 
on  new  lines.  The  manufacturer  of  a 
high-grade  novelty  hose  in  Ontario  has 
booked  the  following  orders  in  the  city 
of  Toronto  alone  for  the  last  three 
weeks:  Feb.  27,  $1950,  March  6,  $1700, 
March  13,  $1825. 
Small  Stores  Featuring  Price  Rather 
Than  Style 
There  is  an  epidemic  of  ridiculous 
sales  in  Canada.  And  what  does  it 
mean?  Merchants  admit  they  are  not 
clearing  their  stock.  One  city  ini  West- 
ern Ontario  has  a  store  which  is  dis- 
playing in  its  doorway  this  months  shoes 
for  $3.95  which  were  bought  from  the 
maker  for  $6.50.  Yet  the  proprietor  ad- 
mitted he  was  not  disposing  of  half  a 
dozen  pairs  a  day.  The  windows  of 
most  stores  are  worthy  of  some  of  the 
side  streets  in  lower  New  York.  They 
contain  nothing  but  cheap,  unsought-for 
goods,  goods  which  used  to  be  bougbt  by 
people  who  now  have  neither  the  .money 
nor  the  sense  of  values. 

This  is  the  principal  reason,  was  the 
opinion  of  more  than  one  sales  expert, 
why  the  big  stores  are  doing  more  busi- 
ness in  proportion  than  the  small.  The 
former  are  leaving  those  unable  to  buy 
alone  and  going  after  the  people  with 
money.  The  same  thing  is  true  of  'the 
specialty  shops.  The  man  who  holds  on 
to  lines  which  are  a  drug  on  the  market 
or  tries  to  get  business  out  of  them 
while  neglecting  new  things  will  be  very 
much  disappointed  with  his  spring  turn- 
over. This  holds  true  particularly  in 
the  spring.  This  season  of  the  year 
tends  to>  make  people  interested  in  style 
more  than  the  fall  season  does.  A  walk 
down  Yonge  St.,  on  one  of  these  bright 


March  days,  would  convince  any  retailer 
that  the  window  full  of  values,  real  val- 
ues, is  not  even  noticed,  while  the  win- 
dow which  attempts  to  breathe  the  spirit 
of  optimism,  style  or  exclusiveness, 
draws  hundreds. 

Big  Silk  Sweater  Season  Expected 

Both_wholesale  houses  and  retailers 
are  looking  forward  to  real  business  in 
silk  sweaters  this  season.  One  man 
says  that  the  trade  will  not  have  as  big 
a  demand  as  last  year  for  the  regular 
fibre  silk.  The  tailored  garment  made 
in  the  piece  on  a  straight  machine  and 
then  sewn  together  is  featured  so  ex- 
tensively, and  is  so  much  better  in  ap- 
pearance than  the  one  knitted  on  a  cir- 
cular machine,  that  women  are  already 
asking  for  it.  Moreover,  it  is  about  the 
same  in  price  as  the  other.  The  big 
selling  point  is  that  it  answers  the  de- 
mand for  well-fitted  garments  in  every 
line. 


Paisley  is  a  new  color  this  spring,  not  only 
for  trimming  but  in  self  material.^'  A  gown 
recently  worn  in  one  of  the  big  New  York 
hotels  was  of  paisley  velvet  withftouches  of 
gold  worked  through  the  material. 


DELEGATES   ATTENDING 
AMALGAMATED   CONVENTIONS 

(Continued   from  page   66) 

Stewart,  Belleville;  H.  C.  Benson,  Toronto; 
G.  Buchanan,  Wingham;  H.  A.  Bonter, 
Toronto;  D.  Dawson,  Toronto;  G.  Wallace, 
Guelph;  J.  Swan,  Guelph;  M.  Bradley,  To- 
ronto; C.  H.  Brooks,  Toronto;  T.  D.  Buck- 
ham,  Toronto;  W.  B.  Hallam,  Toronto;  J. 
Ellwood,  Toronto;  J.  O'Leary,  Toronto;  J. 
Fried,  Toronto;  C.  D.  BroWn,  Lindsay;  F. 
M.  Sutcliffe,  Lindsay;  H.  G.  Ashton,  To- 
ronto; J.  Kussner,  Cochrane;  J.  Seltzer, 
Toronto;  M.  E.  Goldstone,  Hamilton;  M. 
Clear,  Toronto;  L.  A.  Teamerson,  Toron- 
to; W.  E.  Kelcher,  Lindsay;  S.  R.  Bews, 
Milton;  H.  J.  Rush,  Tillsonburg;  L.  H. 
Veale,  Chatham;  T.  H.  Grant,  Orillia;  C. 
Koechler,  Clifford;  M.  R.  Mason,  Leam- 
ington; H.  A.  Cooper,  Toronto";  R.  D. 
Imrie,  Toronto;  R.  L.  Hewitt,  Toronto; 
W.  J.  Robertson,  Toronto;  C.  Singer, 
Montreal;  G.  Gibson,  Bracebridge;  S.  A. 
Morgan,  Hamilton;  C.  R.  Shannon,  Ham- 
ilton; R.  H.  King,  Wingham;  G.  A. 
Glover,  Toronto;  C.  L.  Adams,  North  Bay; 
F.  Dunkelman;  E.  Offstein,  St.  Catharines; 
W.  G.  Hall,  Toronto;  A.  J.  Blackburn, 
Georgetown;  Mrs.  Shilbery;  M.  Schilbery; 
J.  Byers,  Toronto;  L.  R.  Tobey;  W.  S. 
Moore,  Hamilton;  R.  H.  Moren,  Prince 
Albert;  E.  R.  Vermilyea,  Toronto;  J. 
Margolise,  Montreal;  J.  H.  Tucker,  To- 
ronto; C.  D.  Beer,  Toronto;  W.  E.  Far- 
rell,  Fredericton,  N.B.;  R.  Dickey,  New 
Toronto;  E.  Terrill,  Mount  Dennis;  L.  H. 
Walker,  Toronto;  A.  F.  Bremer,  Toronto; 
L.  Lazaernez,  Brantford;  H.  E.  Henderson, 
Malone,  Strathroy;  C.  M.  Wardell,  Hunts- 
ville;  J.  Nickelle,  Huntsville. 
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JEM  KNIT  GOODS 

Made  in  Canada 

For  Infants  and  Children 

A     wide     range     of     dainty     children's 
sweaters    for    immediate    wear. 

Newest  styles  and  latest  colors. 

As  always  only  the  best  yarns  are  used. 

PROMPT   DELIVERY 

J.  M.  Robertson  Knitting  Co. 
Limited 

35  BRITAIN   STREET,  TORONTO 
Sales  Rooms:  66  Wellington  St.  West 


a; 


:b 


*. 


What  Greater 

Commendation  ? 

Can  we  ask  for  than  the 
ever-recurring  demand  for 
our  hosiery?  Satisfaction 
breeds  business. 
In  every  color,  every  tex- 
ture, always  in  stock. 
Send  for  samples  of  our  Silk 
Hosiery  with  Embroidered 
Clocks. 


Order  Now  for  Easter   Trade 


A.  Burritt  &  Co. 

Mitchell,  Ont. 

Established  1875 

Manufacturers  of  Sweaters,  Pure  Camel  Hair 
Men's  Seamless  Gloves,  Pullovers,  Toques, 
Boys'    and    Men's    Ribbed    Worsted    Hosiery. 


l£ 
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MonarchKnit, 


THE  MONARCH  KNITTING  COMPANY  LIMITED. 


S 


we  ItOSE'i&tf^ 

Completes  the  C05TUME?. 


The  best  hose  on  the 
market  to  retail  at  $2.00 
and  upwards  is  our 

NO.  485 

with    18-inch    silk   boot,    ribbed 

top,  reinforced  soles,  heels  and 

toes,    fashionable     seam     back. 

Write  for  samples 

and  prices. 

Sold  by  Wost  Good  Dealers 


..•■.*•-' 


«<9» 


N^ 


The  Monarch  Knitting  Company,  Limited 

Dunn  ville  ,  Ontario  . 

Factories  at 

DUMMVf!  I  I   ,  St.ThomAO    and    ST.CATHARiNLb  in  Canada,  and  Bui  IMoN.Y 
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PURE    WOOL 


REGISTERED 

O.  V.  BRAND 

Pure  Wool  Products 
UNDERWEAR 

Men's  and  Boys' 

Rib  and  Spring  Needle  two-piece  and  Combination  Gar- 
ments.   Wear  and  Warmth  Guaranteed. 

BLANKETS 

White  and  Fancy.  Bed  Covers  and  Nursery  Blankets. 
Whipped  and  Silk  Bound.    Look  for  the  Square  label. 

WHEELING  YARNS-Fast  Colors 
Greys,  Heather  and  White 

Made  in  Canada  from  the  Raw  Wool 

The  O.V.  Label  means  PURE  WOOL.  These  lines  are  carried  by  the  leading  dry 
goods  jobbers  in  Canada.  Our  guarantees  back  every  sale  of  O.V.  Brand  product  sold 
by  their  travellers. 

Now  is  the  Normal  Placing  Season 
Prices  are  Stabilized 

BATES  &  INNES,  LIMITED 

CARLETON  PLACE,  ONTARIO 
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REGISTERED    TRADE    MARK 

Rronounced   VELVOKNIT 


Underwear  for  Men  and  Boys 

"Finer,  Softer,  More  Elastic" 

This  Trade  Mark 

Covers  our  Lighter  Weight  and  Finer  Lines 
which  are  sold  direct  to 

The  Retail  Trade 

Special  care  given  to  Combinations. 
Our  Guarantee  with  every  Garment. 

Be  sure  and  see  our  new  superfine 
lines  in  natural  color,  pure  wool 
processed  unshrinkable.  Fine  flat 
knit  and  elastic  rib — "Imported 
Quality  at    Domestic  Prices". 

AGENTS : 

S.  B.  KAYE  C.  &  A.  G.  CLARK         E.  O.  BARETTE  &  CO.  GEO.  G.  SMITH 

5  Carleton  St.  35  Wellington  St.  E.  301  St.  James  St.  403  Canada  Building 

ST.  JOHN,  N.B.  TORONTO  MONTREAL  WINNIPEG 

General  Sales  Office: 
35  St.  Nicholas  Street,  Montreal 

Manufactured  by 

BATES  &  INNES,  LIMITED 

CARLETON  PLACE,  ONTARIO. 
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WHICH? 

When    you    place    your    requirements    for    the 
season  in  Gloves,  Hosiery  and  Underwear  do  you 

This 


Look 

There  at 

Here 

This  Line 

o 

and 

and  that 
Line  and 

some 
buy 

And  some 

Stock 

of  that 

a             . 

at 

• 

and 

with 

sixes 

end 

up 

and 

sevens 


O  R 

do  you*go  straight  to  the  spot  where  merchan- 
dise  of    known    quality    and    reputation    is    at 

your  service  ? 


BECAUSE   IF  YOU 
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°lke  Gloves  and  Tfosfczy  °Hou&e  <g/  Ganada 


STANDARDIZE 

on  Trade  Marked  Lines 

You  save  time  in  buying,  you  secure  merchandise 
backed  by  a  name.  Your  stock  is  no  larger  but 
contains  a  greater  assortment  of  styles  and  sizes. 
Your  clerks  become  more  familiar  with  the  mer- 
chandise and  increase  sales.  Your  customers  are 
able  to  buy^another  article  identical  with  the  one 
that  gave  them  so  much  satisfaction  instead  of  one 
"just  as  good." 

FOR     FALL     1922 


Standardize 

on 

Venus 

Griffin 

Silk 

Chamo  Suede 

Hosiery 

Gloves 

London  Knit 

Queen 

Qua 

lity  Silk  Gloves 

Cotton  Lisle, 

Silk  Lisle 

Silk  Lingerie 

Cashmere  Hosiery 

Glove  Silk  Hosiery 

ro 


/ 


SILK.  GLOVES 

DouiJeTIpped- Every  Pair  Guaranteed 


PURE  SILK 

HOSIERY 


Sole  Sellina  Aaetits 

Richard  L.Baker^Ca 

84Welli'n^tonStWfest 
Toronto 
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PLAIDS 

Still  Ride 

The  Tide 

Of  Popularity 


We  have  an  unusual 
N  array  of  sport  skirt- 
ings for  your  Easter 
demands. 


Sport  Caps — Heather  Sox — Men's  and 
Boys'  Jerseys,  Underwear  and  Socks — 
Tweeds,    Homespuns    and    Overcoatings. 


Mitchell  Woollen  Co., 

Limited 

Mitchell  Ontario 


For  Easter 

We  are  offering  a  large  range  of 
Spring  models  in  ladies'  and  child- 
ren's sweaters.  These  come  in  a  great 
variety  of  colourings. 

Also,  ladies'  waists  in  the  newest' 
designs  in  Silk,  Crepe  de  Chine, 
Georgette,  Pongee  and  Voile. 

And  ladies'  underskirts  in  Silk, 
Satine,  Heatherbloom,  Silkine  and 
Silktaff,  in  both  plain  and  fancy- 
colourings. 

VASSIE  &  CO.,  LIMITED 

Wholesale  Dry  Goods  &  Woollen  Meichants 
ST.  JOHN  .  .  .  NEW  BRUNSWICK 


For  TVom en —  Children — Infants 


No  finer,  better  fitting,  more  durable 
underwear  was  ever  offered  to  the  trade. 
And  the  moderate  price  at  which  Peerless 
Underwear  retails  is  a  boon  to  big 
business. 


Representatives 


E.  R.  Woodill,  123  Roy  Bldg.,  Halifax, 

N.S. 

Ernest   Hamel,   66    Rue    de    L'Eglise, 
Quebec,  Que. 

R.  C.  Poyser,  417  King's  Hall  Bldg., 
St.  Catherine  St.  W.,  Montreal,  Que. 

C.  &  A.  G.  Clark,  35  Wellington  St. 
W.,  Tororto,  Ont. 

Hanley  &  MacKay  Co.,  407  Hammond 
Bldg.,  Winnipeg,  Man. 

J.  J.   MacKay,  504  Mercantile  Bldg., 
Vancouver,  B.C. 


PEERLESS   UNDERWEAR 
Company,  Limited 

Controlled  by 
J.  R.  MOODIE  &  SONS 

HAMILTON,     ONT. 
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Every  Atlantic  garment  is  as  soft, 
warm  and  cosy  as  the  glow  of  the  fire. 

Every  sale  invites  another. 


UNSHRINKABLE 

The  Underwear 
that  Overyears 

ATLANTIC  UNDERWEAR  Limited 

MONCTON,  N.B.  45 

E.  H.  WALSH  &  COMPANY 

Montreal  and  Toronto 

Selling  Agents  for  Quebec,  Ontario  and  Western  Provinces 


— »- 


Just  one  of  our  models  in  Men's  Jer- 
seys, with  the  warmth  of  the  old-time 
sweater  but  none  of  its  weight  or  bulk- 
iness.  Indispensable  to  the  outdoor 
man;  a  source  of  comfort  to  the  in- 
door man. 

We  have  a  wide  range  of  them  to 
show  you. 

Children's  Knitted  Worsted  Suits.  All 
the  leading  shades.  Sizes  2  to  6  years. 
Extra  special  values.  Write  for 
samples  and  prices. 

Bathing  togs  will  soon  be  in  demand, 
and  we  are  preparing  a  unique  line  of 
bathing  suits  for  men,  women,  boys 
and  girls. 


Albion  Knitting  Co., 

Limited 
Peterborough.  Ont. 
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1822  Hit  Your  Grandfather! 

— or  great-grandfather,  just  such  a  surprise  blow  as  1921  and  1922  have  hit  many 
of  us  to-day.  In  1822  the  world  was  recovering  from  the  aftermath  of  the  Napol- 
eonic wars;  the  business  tide  was  turning,  just  like  we  believe  it  is  turning  to-day. 
England  had  resumed  gold  payments;  speculation  was  rife;  new  industries  had 
bloomed  and  withered  and  others  were  germinating.  Private  banks  were  promis- 
ing investors  25%  and  50%  on  their  money.  "Rash"  promoters  were  prophesying 
that  ere  long  steam  engines  would  be  pulling  a 
fifteen-ton  "goods"  train  at  the  astounding  speed 
of  twelve  miles  an  hour! 

Amazing  analogies,  interesting  and  romantic,  val- 
uable as  historic  parallels,  showing  how  our  an- 
cestors coped  in  1822  with  the  problems  we  are 
facing  in  1922,  are  depicted  in 
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"Ovington's  Bank 

By  Stanley  J.  Weyman 

in  the 

MARCH  15th  MACLEAN'S 


Bridging  a 
Commercial  Chasm 

By  AGNES  C.  LAUT 


Article  No.  2  in  this  startling 
series  emphasizes  Canada's  im- 
perative necessity  for  finding  a 
market. 


OTHER    FACT    AND    FICTION    FEATURES 


Where  the  Office  Boy  Owns  Stock — by  J.  L.  Rutledge: 
The  story  of  an  unique  Canadian  business,  where 
even  the  office  boy  draws  dividends  and  "scraps" 
with  the  postmaster  about  a  3c  overcharge. 


Turning  Imagination  Into  Cash— by  Charles  C.  Jenkins: 
Some  real  "Go  get  it!"  stories  about  the  way  Cana- 
dian salesmen  are  "putting  it  across,"  even  in  these 
tough   times. 


The  Valley   of  the   Past—  k  [I 

by    Charles    Lugrin    Shaw:  i  I 

A   sketch   of  Barkerville,  LI 

a  town  which   Canadians  fe 

forgot  nearly  half  a  cen-  / 

tury    ago;     impregnated  ■• 

with    romantic    lore.  ™ 


Judgment — by     Ben    Ames 

Williams: 
A  powerful,  startling 
story  by  one  of  the 
world's  master  fiction 
writers;  illustrated  by 
F.  R.  Gruger. 


The  Man  Gift— by  Vincent 

Llewellyn  Hughes: 

What    happens    when    a 
temporary  chauffeur 

loves       a       maid       with 
money. 


How  to  be  Happy  Though 
Housekeeping  —  by  Ruth 
Sayre: 

Some  little  wrinkles 
which  make  cleaning 
out  the  kitchen  sink  a 
real   orgy  of  joy. 


Breaking   Into   Business    To-day — 

by  Gertrude  E.  S.  Pringle: 
A  feature  of  particular  interest 
to  women;  to  daughters  who 
don't  know  what  to  do  with 
their  time,  and  to  mothers  who 
don't  know  what  to  do  with 
their  daughters. 


Review  of  Reviews. — This  depart- 
ment alone  is  worth  far  more 
than  the  price  of  the  magazine. 
It  gives  a  review  of  world-wide 
matters  of  current  interest,  con- 
densed   in    most    readable    form. 


Pearls    and    Corpuscles  —  by    Guy 

Morton: 

The  first  of  a  series  of  "differ- 
ent" detective  stories,  weaved 
about  Mr.  Morton's  new  char- 
acter, Donegal  Dawn.  Mr.  Mor- 
ton, who  has  just  had  published 
his  first  book,  "Rangy  Pete,"  is 
writing  regularly  for  MAC- 
LEAN'S forceful  fact  and  fic- 
tion features. 


MARCH  15th  ISSUE  SL3^!™™!  20c 

MACLEANS 

1         1  "CANADA'S  NATIONAL  MAGAZINE  " 

Make  Sure  of  Your  Copy  Now — Get  it  Today! 


Or  Send  $3.00  for  a  Year's  Subscription  to  MACLEAN'S  MAGAZINE,  143-153  University  Avenue,  Toronto,  Can. 
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Their  Dainty  Appearance 
Captivates  Mothers 

IT'S  really  quite  an  easy  matter  to  sell  Little  Darling 
Stockings  to  mothers.  The  soft,  silky  Australian 
lamb's  wool  from  which  these  stockings  are  made  has  a 
"feel"  which  stamps  it  as  being  superior  in  every  way  to 
any  other  material. 

The  soft,  silky  texture  of  the  wool  gives  warmth  without 
causing  perspiration  and  is  free  from  any  irritating 
adulterant.  Little  Darling  Stockings  are  knitted  from 
two-ply  yarn — with  heels  and  toes  of  silk  to  give  greater 
wear. 

These  are  exceptional  selling  qualities  which  should  not 
be  overlooked.  Display  Little  Darling  Stockings  promi- 
nently on  your  counters  and  in  your  windows.  Their  sales 
will  reward  you.    For  children  and  tiny  tots  up  to  7  years. 

The  Chipman-Holton  Knitting  Company,  Limited 
Hamilton,  Ontario 

Mills  at  Hamilton  and  Welland,  Ontario 

"LITTLE  DARLING" 
'•LITTLEDAISY" 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


Little  Daisy 
Stockings  are 
made  from  the 
same  fine  yarn, 
but  have  extra 
strength  in  heel 
and  toe. 

For  children  up 
to  12  years  of  age. 


REGISTERED. 
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IN  OWEN   SOUND 
We    Specialize    in    Men's    Hosiery. 

Y\7"E  HAVE  two  mills  turning  out  Circle-Bar  Hosiery — at  Kincardine 

and  Owen  Sound.     In  Owen  Sound  we  concentrate  on  processing 

yarns  and  knitting  Men's  Hosiery.     Equipped  with  the  latest  inventions 

in  knitting  machinery  and  utilizing  only  the  best  silk,  wool  and  long 

fibre  cotton,  this  mill  is  producing  hosiery  second  to  none. 

We  specialize  in  hosiery  that  fits,  guaranteed  by   a  tapering  toe,   a 
deeper  heel  and  a  narrowed  ankle. 

If  you  aim  at  a  good  class  of  trade,  we  solicit  your  custom,  and  will 
gladly  furnish  particulars  and  prices. 

Our  lines  include  all  styles  in  silk,  wool,  mercerized,  lisle 
and  cotton. 

The  Circle-Bar  Knitting  Co.,  Limited 

HEAD  OFFICE:   KINCARDINE,  ONT. 
MILLS  AT  KINCARDINE  AND  OWEN  SOUND  HOJj  rRX 


CELTIC 

SILK  HOSIERY 


We  are  now  showing  the  latest  novelty  in  silk 
hose,  i.e.  the  embroidered  anklet,  which  prom- 
ises to  be  the  craze  of  the  season.  Also  our 
line  of  CELTIC  HOSE,  with  hand-finished 
embroidered  clocks  in  a  variety  of  original 
designs,  is  an  attractive  and  profitable  one. 
If  our  Salesman  has  not  called  upon  you, 
drop  us  a  line  and  we  will  instruct  him  to  do 
so. 

Selling  Agents 

HARVEY  BROS.  &  SEMPLE  Ltd. 


224   Empire  Bldg 
TORONTO 


313    Foit   St. 
WINNIPEG 


325   Howe  St. 
VANCOUVER 


THE  CELTIC  KNITTING 

CO.,  LIMITED 

14  Turgeon  St.  Montreal 


PRISCILLA 

Knit  Goods  for  Kiddies 


\, 


*V^ 


now  obtainable 
in  link -and -link 
purl  stitch  style, 
reproducing  per- 
fectly the  best 
hand  -  knit  gar- 
ments, will  get 
you  the  mothers' 
trade. 

Why  not  a  Chil- 
dren's Section  in 
your  store,  with 
a  complete  line  of 
Priscilla  Woollies 
to  attract  the 
mothers  ? 

Suitably  display- 
ed Priscilla  Wool- 
lies will  make 
sales  for  you 
every  day.  Just 
try  it. 

Henry  Davis 
&Co. 

Limited 

259  Spadina  Avenue 
TORONTO 
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Place  Your  Order  Now  For 

MOYER  BASEBALL  UNIFORMS 


41SR* 


Style  No.   1 
V    Neck    with    silk    braid    trim- 
ming   and    felt    inset    collar 


Style  No.  4 
Military  collar  with  felt  trim 


Style  No.  5 

V   Neck   with   felt  trim   and   col 

lar  inset 


Style  No.    12 

Felt    peak    and    button 

with    eyelets 


Write    For    Folder 
of  Complete  Range 


You  can  easily  get  the  worth-while  profits  which 
come  from  selling  uniforms  to  local  baseball  teams. 

Our  styles  and  patterns  appeal  to  the  players.  We 
supply  shirts  with  any  monogram  or  lettering  de- 
sired. Our  complete  illustrated  folder  shows  all 
our  various  designs.  The  special  order  blank  and 
measurement  chart  which  we  send  with  the  folder 
make  it  easy  for  you  to  get  everything  just  right. 

We  will  also  send,  on  request,  samples  of  the 
materials. 

Keep  in  touch  with  us.  Any  inquiries  from  your 
vicinity  will  be  referred  to  you. 


Style  No.  13 

Felt    peak    and   button ; 

no   eyelets 


Style   No.    14 
Any   Two    Colors 


Our   range    includes    three    grades 
mediate  and  Senior. 


Junior,    Inter- 


Style  No.   10 
Any    Two   Colors 


a.w.  MOYER  &_co 

Also  Manufacturers  of 

Bathing  Suits     -     Soccer  Uniforms     -     Boy  Scout  Uniforms 

124  KING  ST.  W.,  TORONTO 
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"N  iagar  a   Maid" 

Pure  Silk  Products 

for 

Easter  Selling 

Wherever    customers    are   discriminating,   there  you  will  find  a 
DEMAND  for  Niagara  Maid 

Silk  Gloves  (Double  Tipped) 

Glove  Silk  Hosiery 
Thread  Silk  Hosiery 
Glove  Silk  Underwear 

Fabrics — Fine  Weave  and  Pure  Silk 
Styles — Correct  and  Attractive 
Finish — Perfect  in   Every    Detail 

Manufactured  in  Canada  by 

The  Niagara  Silk  Co.,   Limited,   Brantford,  Ont 

Sole  Sales  and  Distribution  Representatives 

Mclntyre,  Son  &  Co.,  Limited 

I  3  Victoria  Square  Montreal 
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4s& 


Easily  Bought 


AND 


Easier  Sold 


When  you  place  an  order  you  are  committed  to   a   certain   outlay. 
Of  how  many  lines  can  you  feel   equally   certain   that   all 

will  be  well  sold? 

IT  CAN  BE  DONE 
in  your  Glove  section  if  you  feature 


The  -world's  leaders  for  upwards  of 

TWO  CENTURIES 


BUY  IN  CONFIDENCE  AND  SELL  WITH  EASE 

It  is  a  real  safe  business  proposition  to  which  thousands  of  retailers  in  Canada 

can  testify 

TRAVELLERS  NOW  BOOKING  ORDERS  FOR 
IMMEDIATE  AND  FALL  DELIVERY 


Prompt  attention  to  Mail  Orders 


Dent  Allcroft  &  Co.  (Canada)  Limited 

323  Bleury  Street,  Montreal 
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Coming  Season  of  Novelty  Ribbons 


Importer  Believes  There  Will  Be  a  Shortage  of  Raw  Silk  Mater- 
ials on  Account  of  Drought  in  Italy — Metallic  Ribbons  in  Demand 
— Monkey  Fringe  Featured  for  Fall — Fad  for  Veils  on  the  In- 
crease— The  Solid  Colored  Handkerchief 


(< 


I 


AM  very  much  afraid  that  there 
will  be  a  shortage  of  raw  silk  ma- 
terials before  next  fall,"  a  Toronto 
importer  informed  Dry  Goods'  Review. 
"Already  I  have  to  wait  4  or  5  months 
for  delivery  instead  of  3,  for  all  my  im- 
ported silk  ribbons.  Trouble  is  due  to 
the  fact  that  raw  silk  used:  in  America 
comes  from  Japan.  Europe  goes  to 
Italy  _  for  most  of  hers,  because 
European  manufacturers,  particularly 
the  Swiss  and  French,  have  never  been 
quite  satisfied  with  the  Japanese  pro- 
duct. Now  they  will  be  forced  to  buy 
in  Japan.  This  will  not,  I  think,  caus^ 
very  much  change  in  price,  because  with 
some  extra  effort  the  Japs  can  easily 
supply  the  world  but  it  will  mean  seri- 
ous delays  in  the  period  of  readjust- 
ment. In  a  recent  letter  from  our 
foreign  buyer,  we  were  told  that  the 
Italian  mills  are  only  working  2  or  at 
the  most  3  days  a  week  and  it  is  un- 
likely, even  if  rain  does  come  now,  that 
the  damage  can  be  checked." 

As  far  as  business  in  ribbons  goes, 
wholesale  specialty  houses  say  that 
they  have  done  m'ore  business  this  year 
than  last,  in  fact  they  were  looking  for- 
ward to  a  record  year,  until  the  short- 
age began  to  be  felt. 

Novelty   Ribbons   Replacing   Staples 

Next  fall  will  see  the  biggest  season 
the  novelty  ribbon  business  ever  had. 
Importers  are  not  laying  in  very  heavy 
supplies  of  staples  because  they  believe 
that  even  in  the  cheaper  lines,  the  trade 
will  not  ask  for  them.  Whether  it  is 
for  millinery,  or  for  ready-to-wear  gar- 
ments including  underwear,  people  are 
asking  for  the  fancy  lines.  And  Paris 
is  turning  them  out  to  suit  the  most 
fastidious. 

Onte  of  the  strongest  of  these  is  the 
metallic.  It  comes  in  the  very  wide 
and  in  the  narrow  lingerie  ribbons.  It 
is  plain  or  combined  with  cire,  corded 
or  plain.  One  very  interesting  sample 
is  8  inches  wide,  has  a  Roman  stripe 
ground  and  a  metallic  edging.  An- 
other red  cire  ribbon  with  picoted  edges 
of  metallic.  A  third  had  the  centre 
strip  of  metal  and  its  ediges  were  of 
the  plain  material  shirred  to  resemble 
a  ruffle.  Some  of  these  metallic  rib- 
bons are  treated  to  give  them  a  cire 
finish.  Many  of  the  very  narrow  ones 
have  plain  centres  but  always  the  me- 
tallic edge  in  some  form  or  other. 

It  must  not  be  thought  that  this  craze 
for  metallic  has  thrown'  cire  ribbons  in- 
to the  background.  "Next  season  will 
be  another  rire  season,  only  more  so," 
a  Toronto  buyer  just  back  from  France, 
declares.  He  believes  that  the  Spring 
will  be  one  of  high  shades  to  the  ex- 
clusion of  all  others  except  black,  which 


SOME  RIBBON  POSSIBILITIES 
are   cleverly  afforded   by   this  group   of   handbags   developed   in   satin  or 
Jacquard,   ribbons,   mounted   upon    tortoise    shell    or   fancy   metal   frames. 
Black   or  navy   blue   are   most  favored  for   colors,   while    the   frames   are 

often  red   or   black. 


is  good  in  millinery.  The  dress  housies 
are  ordering  all  the  fancy  narrow  rib- 
bons in  the  bright  shades  that  they 
can  get. 

Monkey  Fringe  Stronger 

Recent  shipments  from  Paris,  bring, 
in  almost  every  case,  large  quantities  of 
m'onkey  fringe.  Though  the  trade  saw 
a  little  of  it  this  winter,  it  was  not  well 
known  generally  and  for  that  reason 
importers  arte  using  it  as  a  feature  for 
next  fall.  This  novelty  has  the  fringe 
on  both  sides  of  the  braid.  Its  purpose 
is  to  be  used  double,  one  row  running 
up.  and  the  other  down  but  it  can  be 
cut  through  the  centre  and  sewn  on  in 
the  ordinary  way.  It  comes  in  varying 
widths — that  is  from  less  than  an  inch 
to   four  or  five  inches. 

Bramleys  and  Tuxedos  Still  Good 
The  Bramley  collar,  of  which  we  said 
so  much  last  month,  is  still  "le  dernier 
era"  in  neckwear,  with  the  Tuxedo  giv- 
ing a  very  close  chase.  Those  which 
have  a  sprinkling  of  eyelet  work,  are 
probably  among  the  best,  particularly  as 
the  season  for  lighter  clothes  advances. 
Vestees  of  lace  and  lawn  are  shown  by 
one  or  two  Toronto  manufacturers,  who 


intend  to  stress  them  very  strongly 
when  the  sweaters  are  worn  on  the 
street.  Some  have  collars  and  cuffs  to 
match  and  others  have  noit.  Even 
though  the  slip-on  sweater  becomes 
more  popular  than  the  coat  style,  these 
wests  will  be  very  essential,  because  the 
V  neck  is  cut  so  becomingly  low. 

The  Portsmouth  and  sailor  collars 
for  children  are  being  ordered  ,in  very 
good  time  this  season.  One  dress  ac- 
cessory house  declares  that  they  have 
sold  more  now  than  they  had  at  this 
time  last  year.  The  navy  and  the  light 
blue  are  a  little  better  than  the  red. 

Veiling  People  Puzzled 

Veiling  houses  have,  so  far,  sold 
more  separate  veils  than  yard  goods. 
Whether  this  will  continue,  depends  on 
the  Easter  hats,  and,  as  milliners  de- 
clare, that  neither  the  large  nor  the 
small  ones  will  have  precedence,  there 
is  every  reason  to  think  that  this  will 
be  a  year  of  both  types  of  veilsi.  One 
importer  believes  that  no  merchant  can 
make  a  mistake  in  getting  in  a  good 
supply   of   both.     The   fad  for   veils    is 

(Continued  on  next  page) 
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Still  Lively  Demand  For  Girdles 

Unprecedented  Sales  Have  Been  Made  by  Some  Houses — Higher 
and  Larger  Spanish  Combs  For  Next  Season — Metal  Introduced 
Into  All  Laces — Popularity  of  Dotted  Veils — New  Process  For 

Making  Pearls 


«>TILL  THE  trade  are  ordering  gird- 
^les.  Girdles  of  every  kind,  short, 
^-Mong,  narrow,  wide,  beaded,  nickel- 
trimmed,  cheap  and  expensive — anything 
that  answers  to  the  name  of  girdle,  is 
good.  As  in  everything  else,  the  high 
shades  are  best,  with  probably  the  new 
red,  known  as  pigeon  blood,  one  of  the 
strongest.  The  necklace  craze  is  strong 
as  well.  In  the  cheaper  lines  there  has 
been  great  favoritism  shown  the  West 
Indian  necklace  of  late.  This  consists 
of  the  persimmon  bead  and  the  Black- 
eyed  Susans,  which  are  very  effective 
when  strung  together.  One  Toronto 
house  has  disposed  of  five  gross  of 
girdles  and  three  of  necklaces  to  the 
Canadian  trade  in  the  last  three  weeks. 
This  includes,  of  course,  the  girdle  busi- 
ness done  with  the  ready-to-wear 
houses. 

Spanish  Combs  Next  Fall 

A  buyer  for  a  wholesale  house  in  Tor- 
onto gives  it  as  his  opinion  that  the 
Spanish  comb  will  return  with  renewed 
vigor  for  next  winter.  The  new  ones 
will  be  higher  and  larger  than  those  of 
last  year  and  the  color  combination's  will 
be  quieter.  Black  and  grey  will  be  very 
good. 

Chantilly  Laces  Being  Talked 

Despite  the  many  opinions  that  rad- 
iums and  Spanish  laces  will  be  shown 
next  fall,  there  are  one  or  two  import- 
ers who  are  placing  their  faith  in  Chan- 
tilly. There  was  a  certain  demand  this 
year,  just  enough  to  encourage  them 
for  the  next  season.  The  laces  of  this 
kind  now  in  Toronto  are  very  beautiful, 
and  come  in  the  white  and  cream  shades 
as  we'll  as  black. 

Gold  laces  are  plentiful  and  metal  of 
all  kind's  is  introduced  into  lace  for  next 
year.  The  wool  laces  of  which  we  spoke 
last  month  are  being  imported  by  nearly 
all  the  lace  houses,  but  they  are  con- 
fining themselves  to  the  white  and  ecru 
so  far.  Designers  in  New  York  give 
it  as  their  opinion  that  the  very  bright- 
est colors  in  laces  will  appear  again  as 
a  result  of  the  general  trend  toward 
high  colors. 

Two  tones  are  being  used  very  effec- 
tively in  the  Spanish  and  radiums  al- 
ready; for  example,  henna  is  shown  on 
a  dark  ground  and  gold  flowers  on  black 
net.  Black  and  white  is  good  in  the 
Chantilly  ones,  white  flowers  being 
featured  on  a  black  ground.  Valen- 
ciennes and  Venise  lace  are  asked  for, 
but  there  has  been  a  lack  of  interest  in 
filet,  except  in  one  or  two  patterns. 
Dotted  Veils  Best 

French  dot  veils  are  the  smartest 
thing  in  Toronto  in  the  veiling  line. 
Combinations  are  very  strong,  particu- 
larly red  and  black  or  blue  and  brown  On 


Both   these  flowing   style   veils   indicate    the   trend   of  design    this   season.        Em- 
broidered and   lace   effects   are   smart,   particularly  upon   large   meshes.       Color 
contrasts  in  sports  shades  are  likewise  much  favored. 
Veils  shown  by  courtesy  of  the  Van  Raalte  Company  of  Neiv  York 


tan.  Other  colors  which  are  selling  are: 
orange,  jade,  nickel,  red,  henna,  Copen- 
hagen. The  hairline  and  the  hexagonal 
meshes  are  preferred.  Chenille  dots  in 
medium  size  are  good  while  scroll  veil- 
ings are  losing  their  prestige,  Dry 
Goods   Review  was  told. 

New  Process  for  Making  Pearls 
Within  a  very  short  time,  the  famous 
blue-white  pearls  made  by  the  Parisian 
manufacturers,  Conhagen  and  Niguet, 
will  be  sold  by  a  representative  in  New 
York.  The  process  employed  in  making 
these  is  very  interesting:  no  gelatin  is 
used  as  in  other  imitation  pearls.  They 
are  guaranteed  against  destruction  even 
by  a  24-hour  immersion  in  boiling  water, 
acid  or  exposure  to  strong  sunlight. 
Only  by  deliberately  picking  it  off,  can 
the  coating  be  destroyed.  They  weigh 
the  same  as  real  pearls  of  the  same  size. 
A  glass  stick  is  heated  to  the  melting 
point  and  dropped  through  a  copper 
tube  onto  a  copper  wire.  The  wire  is 
hand  turned  until  the  bead  is  shaped. 
There  are  from  ten  to  twenty  on  one 
wire.  They  are  then  cut  off  separately 
and  dropped  into  a  chemical  solution. 
After  twenty-four  hours  the  wire  is 
dissolved  and  the  bead  remains  with  a 
hole  in  the  centre  ready  for  threading. 
The  beads  are  then  treated  with  various 
chemicals  before  coating.  Sixteen  coats 
are   given,   the   last   one   being  from   a 


secret  preparation,  which  gives  the  iri- 
descent shine  of  an  orient  pearl.  The 
finish  is  either  white,  opal  or  milky. 


COMING  SEASON  OF  NOVELTY 
RIBBONS 

(Continued  from  previous   page) 
increasing  if  anything  and  will  continue 
until  the  warm  weather  arrives. 

Manufacturers  declare  that  they  will 
not  be  unprepared  this  year  for  the  or- 
gandy and  muslin  season.  There  is  a 
difference  of  opinion  as  to  which  will 
be  the  stronger,  the  plain  or  the  spotted. 
Certainly  the  summer  will  begin  with 
the  spotted  ones,  which  were  so  much  in 
demand  late  last  year  and  so  difficult 
to  obtain.  One  importer  is  preparing 
for  a  later  call  fior  plain  materials, 
which  may  not  reach  him  until  the 
middle  of  July. 

The  handkerchief  houses  are  going 
hand-in-hand  with  the  fabric  people. 
They  are  making  quantities  of  handker- 
chiefs of  solid  color  for  wear  with  the 
muslin  and  gingham  dresses.  They  de- 
serve aommendation  for  the  way  they 
have  harmonized  their  colors  with  those 
of  the  ginghams  and  organdies.  Some 
of  the  strongest  shades  in  handkerchiefs 
which  indicate  as  well  the  best  dress 
colors  for  this  summer,,  are:  Periwinkle,. 
Cornflower,  Pumpkin,  Canna,  Tiger  lily 
and  Verdigris. 
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New  York's  Latest  Accessories 

The  Envelope-shaped   Bag — Double   Purses   With   Entire    Side 

Equipped  With  Looking  Glass — Periwinkle  Blue  in  Leather  Bags 

— A  New  Accessory  for  Men — Neckwear  Shown  in  Gayest  Colors 

— Strong  Demand  for  Checked  Gingham 


ENVELOPE  shaped  hand-bags 
dominate  the  fancy  goods  count- 
ers  this  month  in  New  York  and 
appear  in  a  wide  range  o:  sizes  and 
fabrics  and  colors,  but  always  with  the 
flap  which  snaps  over  the  frame  of  the 
bag  proper.  Fabric  bags  are  shown  at 
present  and  leather  promises  a  greater 
vogue  a  little  later,  particularly  in  the 
new  dyed  leathers  of  most  vivid  hue, 
ranging  from  scarlet  to  perwinkle  blue, 
fuchsia  and  purple.  The  few  black  bags 
seen  are  usually  enlivened  by  the  use  of 
strappings  of  scarlet,  or  else  with  jade 
clasps,  silver  corners,  carved  ivory 
trimmings,  etc.,  and  their  linings  fairly 
baffle  description.  Gros  grain  silk  moire 
is  a  new  and  popular  fabric  for  making 
envelope  bags  of  medium  size  furnished 
with  a  heavy  braided  cord  handle  and 
two  tiny  tassels.  An  outside  pocket  is  a 
practical  feature  of  these  bags. 

Very  novel  bags  are  shown  in  such 
leathers  as  red  Safian,  Artcraft  tooled 
effects  and  blue  willow  calf,  usually 
finished  with  silver  or  gold  corners  and 
clasps.  Fittings  in  these  batrs  are  rather 
elaborate,  usually  enamelled  in  cloison- 
nee  effects  and  gold  plated.  Fittings  are 
often  sold  separately  in  these  more  cost- 
ly bags,  since  women  nowadays  usually 
have  a  supply  of  them  which  are  too 
good  to  discard.  Therefore  bags  may  now 
he  had  without  fittings  although  sup- 
plied with  pockets  for  the  same. 

"Reducing"  Mirrors  Used  in  Bags 

Double  purses  are  a  new  fad  noticed 
also  and  are  exactly  like  the  usual  ob- 
long strap  purse,  except  that  they  can 
he  opened  on  two  sides  and  contain  a 
mirror,  etc.  Vanity  cases  and  tiny  oval 
hand  bags  are  delightfully  different  this 
spring  being  supported  by  the  slender- 
est chain  or  cord  and  having  no  bulk 
whatever.  Other  unusual  shapes  were 
the  new  six-sided  bag  with  metal  trim- 
mings done  in  a  petal  effect  overlapping 
the  edges.  A  "water  bottle"  shape  at- 
tracted attention  developed  in  dull  grey 
leather,  while  many  really  practical 
shapes  lined  throughout  with  real  leather 
were  shown  with  as  many  as  6  different 
pockets.  Mirrors  accompany  every  bag 
and  are  attached  in  various  ways.  A  new 
idea  is  to  have  the  entire  side  of  the  bag 
or  vanity  case  made  of  looking  glass 
which  reduces  the  reflection  so  that  the 
owner  may  behold  her  entire  face  from 
chin  to  hair  and  not  a  few  inches  of  it,  as 
is  the  aggravating  habit  of  ordinary 
mirrors. 

Velvet  bags  were  also  shown.  Their 
linings  were  mostly  of  shot  taffeta  and 
they  were  finished  with  fancy  clasps  of 
carved  ivory  or  jade-  One  clever  novelty 


was  a  carved  Buddha  plaque  atcacned  at 
the  side  of  a  black  chiffon  velvet  pouch 
bag,  the  eyes  being  inset  with  emeralds. 
Another  was  finished  by  a  clasp  repre- 
senting a  jade  cat  perched  on  the  frame. 
Satin  bags  were  puffed  into  dainty 
shapes  caught  by  gold  mounted  corners 
and  usually  strapped  across  by  a  gold 
mounted  panel. 

Periwinkle  blue  is  the  leading  tone  of 
the  moment  in  leather  bags  as  well  as 
fabrics.  The  newest  fad  in  bags  in  this 
leather  was  called  "Pandora"  and  feat- 
ures a  triple  frame,  two  compartments 
and  in  the  centre,  a  mirror  and  writing 
pad  attached. 

A  few  very  lovely  beaded  bags  were 
seen,  mostly  on  shell  frames  or  with 
draw  strings.  Oblong  shapes  were  inter- 
esting in  beaded  effects  and  possibly 
have  something  to  do  with  the  prolong- 
ing the  fad  for  beads. 

Leather  Smoking   Sets 

In  leather  novelties  for  men  there  ap- 
peared to  be  an  endless  variety  of  card 
cases,  cigarette,  cigar  and  match  hold- 
ers, wallets  and  paper  folds,  etc.  A  prac- 
tical novelty  consisted  of  sets  of  three 
articles  including  cigarette  holder,  a  case 
for  cigare  tes  and  smaller  one  for  match- 
es all  fitted  into  a  neat  case  flat  enough 
to  fit  into  a  man's  pocket.  Four-piece 
sets  were  likewise  shown  in  shark  skin, 
a  wallet  being  added   to  the   aforemen- 


This  is  one  of  the  best  veilings  for 
the  Easter  hat.  .  It  is  in  hexagon 
mesh  with  a  Sen-sen  or  Russian  net 
border.  The  veil  itself  is  42  inches 
long. — Shown  by  the  Canada  Veil- 
ing Co.,  Toronto. 


tioned  trio.  The  popular  leathers  feat- 
ured were  seal  grain,  moire  grain,  crepe 
grain,  pearl  grain,  walrus,  pinseal, 
cobra,  shark,  polished  pinseal,  sealgoat, 
levant  seal  and  sea  lion.  Patent  leather 
was  strong  in  all  sorts  of  shapes  prin- 
cipally in  combination  with  bright  colors. 

Neckwear  is  Gayly  Colored 

The  prominence  given  to  vestees  or 
waistcoats  this  spring  is  an  indication 
of  the  fact  that  sports  clothes  dominate 
fashion  from  headwear  down  to  shoes. 
And  not  only  does  style  set  the  keynote 
but  emphasis  is  also  afforded  by  the 
fabrics  chosen  and  the  colors  introauced. 
Ratine  is  to  make  its  bow  as  a  neck- 
wear fabric  this  spring  and  comes  in 
plain  vestees  or  in  more  elaborate  gilet 
styles  trimmed  with  pipings  or  braid  in 
a  sharp  contrast.  Two-tone  ratines  and 
also  the  bold  stripes  are  utilized  in  this 
way  to  evolve  tuxedo  collar  styles  and 
mannish  effects  with  open  front.  Regu- 
lation collar  and  cuff  sets  are  likewise 
developed  in  ratine. 

Collar  developments,  by  the  way, 
promise  some  interesting  study  this 
Spring  for  already  the  youthful  Brand- 
ley  styles  are  being  rivalled  by  the  in- 
troduction of  a  roll  collar  with  points 
over  the  shoulders  and  a  V  shaped  neck 
opening. 

To  return  to  the  fabrics  employed,  it 
should  be  noted  that  striped  mohair, 
basket  weave  cotton  material,  krepe 
knit,  gingham,  linen,  organdie,  Swiss 
eyelet  embroidery,  pique  cotton  crepe  and 
various  novelty  wool  effects  are  all  de- 
creed for  neckwear  this  spring  and  are 
variously  adapted  for  wear  with  dresses, 
suits,  or  tub  frocks. 

Checked  Gingham  the  Rage 

A  word  should  be  accorded  to  the 
vogue  for  checked  ginghams  which  has 
reached  the  epidemic  stage  in  New  York 
already.  In  the  smart  shops  one  sees 
quantities  of  red,  blue,  green  and  laven- 
der checked  ginghams  made  up  into 
vestees,  guimpes,  set's,  etc.,  and  variously 
trimmed  either  with  rufflings  or  organ- 
dy or  rick-rack  braid,  or  else  merely 
piped  with  white.  Gingham  has  become 
an  obsession  and  not  only  is  used  for 
neckwear  but  also  forms  the  fronts  of 
blouses  and  even  hats.  It  is  most  effec- 
tive when  used  sparingly  in  the  finest 
qualities  and  of  all  shades  perhaps  the 
red  and  white  checks  of  large  size  (2 
inches)  make  the  smartest  accessories. 

It  should  be  noted,  however,  that  plain 
linen  is  counted  among  the  smartest 
fabrics  and  in  natural  color  with  un- 
usual pipings  it  ranks  among  the  lead- 
ing novelties. 
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Umbrella  For  All  Occasions 

The  "Snappon"  Has  Come  to  Canada — Umbrella 
of   Many   Covers — Burglar   Proof   is    One    of   Its 
Features    Because    Frame    is    no    Good    Without 
Cover  That  is  Removed 


THE  "SNAPPON"  umbrella  which 
has  caused  such  a  stir  in  the  Unit- 
ed States,  is  now  being  sold  in 
Canada.  Its  merits  have  been  widely 
advertised  in  the  American  daily  papers 
and  in  the  motion  pictures  by  the  Selz- 
nick  Co.  The  Toronto  firm  which  is 
showing  the  "Snappon,"  declares  that 
every  merchant  who  has  seen  it,  has 
expressed  approval.  Toronto  stores  will 
begin  selling  it  in  the  next  two  weeks 
and  travelers  are  out  nctw  to  show  it  to 
the  general  trade.  The  big  point,  of 
course,  is  that  the  cover  may  be  put  on 
and  taken  off  in  a  minute.  Another  ad- 
vantage is  the  price.  A  "Snappon"  um- 
brella costs  only  seventy-five  cents  more 
than  the  usual,  high-priced  one.  The 
manufacturers  are  turning  it  out  in  the 
latest  designs,  with  tips  and  point  to 
match  handle.  The  handles  come  in 
bakelite,  silver,  ebony,  amber  and  the 
usual  materials. 

The  inventor  cif  this  umbrella  is  a  wo- 
man, whose  name  is  Miss  Louise  Henry, 
but  who  has  been  nicknamed  "Lady 
Edison."  She  comes  from  Memphis, 
Tennessee  andis  a  kinswoman  of  Patrick 
Henry.  This  is  only  one  of  several  in- 
ventions of  Miss  Henry's,  the  most  im- 
portant of  which  are:  a  vacuum  ice- 
cream freezer  which  is  decorative 
enough  tci  be  brought  to  the  table  and 
is  free  from  mussiness,  a  handbag  with 
half  a  dozen  adjustable  covers,  a  vanity 
case  that  fits  into  the  handle  of  an  um- 
brella. She  has  her  inventions  patented 
in  four  different  countries  and  she  is 
president  of  several  incorporated  com- 
panies. 

This  invention  is  something  which 
should  attract  much  attention  to  the 
ordinary   umbrella    counter.       For     the 


woman  who  wants  to  buy  a  good  one, 
there  is  not  one  feature  in  the  ordinary 
umbrella,  which  this  one  cannot  answer 
for.  For  the  woman  who  is  thinking  cf 
economy  first,  there  is  the  big  point 
that  it  can  be  replaced  by  a  new  cover 
cheaper  than  the  old  can  be  recovered. 

It  will  wear  longer  as  it  can  be  readily 
removed  from  its  metal  frame,  when 
not  in  use  or  after  being  wet.  Every 
salesman  admits  that  the  frame  should 
be  wiped  after  using,  but  this  is  a  very 
difficult  matter  with  an  ordinary  um- 
brella. Moreover,  the  stretching  which 
silk  cir  cotton  is  subjected  to  when  not 
in  use,  is  very  hard  on  it. 

The  customer  who  wants  his  or  her 
umbrella  recovered  can  have  it  at  once 
instead  of  waiting  for  a  week  or  two 
while  it  is  being  sent  to  the  factory  to 
be  recovered.  It  has  six  covers,  black, 
navy,  green,  brown,  taupe  and  garnet 
and  therefore  comes  fairly  well  within 
the  range  of  all  the  shades  in  fashion- 
able use.  These  covers  can  be  cleaned 
easily  in  gasoline. 

Any  handle  may  be  attached  to  a 
"Snappon"  frame,  although  the  makers 
are  showing  twelve  handles  suited  to 
any  color  in  covers.  The  snaps  more- 
over, are  not  the  usual  kind,  which  come 
undone  at  inopportune  moments,  but  fit 
very  snugly  and  are  rust-proof.  There 
are  as  well,  little  clipsi  in  the  centre 
of  each  seam  tci  fasten  them  securely 
to  the  ribs.  The  cases  to  hold  the  covers 
have  elastics  in  the  top  to  hold  them 
neatly  and  securely  to  the  frame. 

The  poinlt  about  the  detachable  cover 
preventing  destruction  through  holes  be- 
ing shoved  into  it  by  other  umbrellas,  is 
considered  by  seme  salesmen  as  another 
good  selling-point  and  the  fact  that  it 
is  practically  burglar-proof,  when  left 
standing  stripped  of  its  cover,  is  good 
too. 

The  covers  go  to  the  retail  trade  six 
in  a  box.  These  are  rolled  and  placed 
side  by  side  in  waxed  paper,  each  paper 
being  the  color  otf  the  cover  it  encloses. 
The  space  saved  therefore  is  a  big  fea- 
ture to  the  man  whose  counter  is  small. 


An  organdy  collar  and  cuff  set  in  mauve 
and  white.  The  white  ric-rac  braid  is 
stitched  on  with  black  thread  and  the 
floral  design  is  embroidered  in  two  col- 
lors. — Shown  by  Bates  and  Keir,  Pet- 
erboro,  Ont. 


FRINGES  FEATURE  RESORT 
STYLES 

The  fringe  idea  applied  to  various 
garments  is  reported  to  be  one  of  the 
oustanding  features  of  the  resort 
styles.  Fringed  skirts  are  perhaps  the 
most  popular  application  of  this  fashion, 
but  the  fringes  also  appear  on  caps, 
dresses  and  suits.  Side  trims  are  often 
worn.  Some  of  the  lace  importers  are 
now  showing  wide  scarfs  in  colored 
goods  that  have  fringed  ends.  The  new 
style  is  welcomed  in  the  garment  trade 
because  of  the  comparative  cheapness 
of  such  ornamentation  and  the  excellent 
effect  obtained. 


Here  is  the  new  Snappon  umbrella  des- 
cribed in  the  accompanying  article.  The 
picture  was  taken  just  as  a  young  lady 
was  adjusting  her  brown  cover  to  the 
frame.  The  handle,  points,  tips  and  lea- 
ther strap  are  along  the  lines  of  the 
newest  designs  offered  this  Spring. — 
Shown  by  the  Brophey  Umbrella  Co., 
Toronto. 


Sweeney  of  the  International  Journey- 
men Tailor's  Union  of  America  is  con- 
ducting a  campaign  against  the  return 
to  the  piece  work  system  in  the  estab- 
lishments of  clothing  manufacturers.  He 
says  that  75  per  cent,  of  the  members 
of  the  Union  are  on  the  weekly  wage 
system. 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 
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Ribbons  Used  for 

Many  Purposes 

Ribbons  have  come  into  their  own  this 
Spring  and  are  endeavoring  to  supplant 
the  more  familiar  fabrics  for  the  creat- 
.  ing  of  dainty  and  yet  practical  articles 
of  personal  and  househo  d  use.,  Discussing 
conditions  in  the  ribbon  market  in  New 
York  this  month,  Dry  Goods  Review  was 
informed  that  the  outstanding  feature  of 
the  season  is  the  demand  for  quantities 
of  narrow  fancy  ribbons  in  place  of  the 
ultra  wide  effects  of  some  seasons  past. 
"It  is  now  considered  smarter  to  con- 
trive a  girdle  out  of  60  yards  of  baby 
ribbon  than  out  of  two  yards  of  wide 
ribbon,"  explained  a  representative  of  a 
leading  firm,  "and  we  are  kept  busy  de- 
vising ideas  with  which  to  stimu'ate 
sales  in  narrow  ribbons  because  they  can 
really  be  used  in  many  unusual  ways 
hitherto  unthought  of." 

Most  New  York  firms  maintain  a 
show  room  and  work  shop  in  connection 
with  their  warehouses  in  which  ribbon 
buyers  are  enabled  to  study  the  numer- 
ous new  ideas  created  out  of  ribbons  and 
which  cannot  help  but  stimulate  sales  in 
any  ribbon  department.  The  fad  of  the 
moment  in  early  March  in  New  York 
was  for  periwinkle  blue  and  in  conse- 
quence the  show  room  of  this  ribbon 
house  was  filled  with  girdles,  bags,  hats, 
vestees,  garters,  camisole  tops,  powder 
cases,  etc.,  developed  in  ribbon  of  this 
bewitching  color,  both  alone  and  in  com- 
bination with  such  exquisite  contrasts 
as  "lipstick"  red,  and  "dent  de  lion"  yel- 
low. 

Feather  Edge  is  New 

The  most  popular  ribbon  was  said  to 
be  a  narrow  "cable"  with  feathered  edge, 
which  is  used  in  many  strands  together 
to  form  an  effective  girdle,  finished  at 
each  side  with  full  rosettes  from  which 
hang  long  streamers  to  below  the  skirt 
hem.  The  side  panel  effect  is  thus 
achieved  and  this  is  both  smart  and  be- 
coming toi  all  figures.  It  requires  exactly 
60  yards  of  narrow  ribbon  to  complete 
such  a  girdle.  Another  style  of  girdle 
made  of  narrow  ribbons  was  in  peri- 
winkle and  red  in  side  panel  effect  also, 
the  contrast  being  achieved  by  making 
flowers  out  of  three  inch  squares  of  rib- 
bon and  rolling  them  on  the  bias  to  form 
petals  which  were  made  into  large  flow- 
ers and  laid  flat  along  the  waist  portion. 

Entire  hats  are  covered  with  narrow 
ribbon  which  is  woven  together  in  lat- 
tice effect  to  form  crown  or  brim.  An- 
other type  of  weaving  by  means  of  loop- 
ing one  color  through  another  is  effec- 
tively employed  in  a  narrow  girdle,  and 
very  dainty  camisole  tops  are  shown  de- 
veloped in  several  strands  of  narrow  rib- 
bon latticed  together  all  round  with  a 
double    strand    shoulder    strap. 

Crepe  Texture   in   Wide   Ribbons 

Crepe  ribbon  is  one  of  the  newest  nov- 
elties in  wider  widths  and  is  much  in  de- 
mand for  swathing  the  crowns  of  sum- 
mer hats.  This  ribbon  comes*  in  widths 
about  9%  inches  and  is  essentially  a 
crepe  de  chine  texture,  ideal  for  form- 


One  of  the  novelty  ribbons  which  have  just  reached  Toronto  from  Paris. 
This  one  portrays  the  famous  subject  "Youth."  The  combination  of  silk 
and  metal  resembles  a  tapestry.  The  design  is  seven  inches  deep  and  the 
ribbon  nine  inches  wide.  There  is  a  three  inch  space  of  solid  color  between 
the  motifs.  This  ribbon  has  a  purple  ground,  the  figures  are  in  gold  and 
the  borders  in  green  and  gold.  It  comes  in  other  combinations  such  as  blue 
and  silver  and  black  and  gold.  It  is  being  specially  featured  for  girdles. — 
Shown  by  Ribbons  Limited,  Toronto. 


ing  crushed  or  draped  girdles,  etc.  Very 
vivid  "bayadere"  stripes  in  ten  inch 
widths  are  strong  for  scarves  or  hat 
trimmings,  particularly  when  fringed 
out  at  the  ends.  Wr,ist  watch  ribbons 
are  very  rapid  sellers  it  was  said,  par- 
ticularly the  new  style  which  resembles 
elastic  webbing,  with  the  ribs  running 
lengthwise.  It  is  made  in  black,  go'd, 
p'atinum  and  all  colors. 

The  vogue  for  boudoir  accessories  has 
greatly  stimulated  sales  in  ribbons  and 
all  the  pastel  Colorings  can  be  counted 
upon  to  sell  if  properly  designed  models 
are  shown  for  copying  purposes.  Spring 
is  essentially  the  season  for  promoting 
sales  of  pink  or  blue  ribbons  for  baby 
needs,  and  many  exquisite  little  trifles 
can  be  devised  by  sales  people  out  of 
remnants. 


Vogue  for  Fancy 

Handkerchiefs 


New    York    Showing    Them — Gloves    in 
Montreal 

No  bulletin  of  Spring  accessories  is 
complete  without  comment  upon  the 
vogue  for  fancy  handkerchiefs  which 
is  still  on  the  increase.  In  New  York  the 
demand  is  entirely  for  brightly  coif1- 
effects  whether  of  linen,  lawn  or  some 
new  fabric  such  as  pongee.  It  was  said 
that  the  solid  color  effects  are  not  quite 
as  new  as  the  colored  bordered  handker- 
chiefs, the  latter  being  mostly  of  ging- 


ham, linen  or  net  edges  applied  to  plain 
white.  Solid  gingham  handkerchiefs  are 
very  popular,  however,  especially  in 
medium  size  checks.  The  use  of  net 
"footing"  to  edge  cotton  handkerchiefs 
is  popular,  both  on  white  and  colors. 
Pongee  numbers  are  shown  by  all  the  de- 
partment stores  mostly  in  plain  styles 
with  a  colored  hemstitched  edge.  The  de- 
mand just  now  is  for  handkerchiefs 
which  retail  for  25  cents  apiece,  it  was 
said. 

Just  arrived  in  Montroal  are  some 
very  lovely  and  unusual  novelties  in  long 
French  kid  gloves  for  evening  wear. 
These  will  undoubtedly  prove  oi  un- 
usual interest  to  the  trade  in  connection 
with  early  fall  orders.  These  gloves 
come  in  16  or  20  button  length  in  three 
shades,  white,  champagne  and  beaver, 
fastened  with  Cleopatra  pearl  buttons. 
Down  the  entire  backs  of  these  gloves  a 
most  unusual  design  of  hand  embroidery 
is  carried  out.  including  such  motifs  as 
orchids,  bluets,  forget-me-nots  or  wheat 
ears,  as  well  as  edelweiss  or  poppies  to- 
gether with  a  delicate  tracery  of  chain- 
stitching  which  forms  the  foliage.  Some 
motifs  are  done  in  silk,  others  chenille 
and  still  others  in  ribbon  applique  and 
the  colors  are  natural  and  exquisitely 
beautiful.  All  the  work  is  done  by  hand 
by  experienced  French  workers  and  these 
importations  are  the  first  of  their  kind 
to  reach  Canada.  They  cannot  possibly 
become  common  or  even  duplicated  by 
reason  of  their  extreme  delicacy  and  cost 
of  manufacture,  but  are  likely  to  prove  a 
sensation  of  the  season  in  glove  circles. 
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Fine  Leather 
Gloves 

Silk  and 
Fabric  Gloves 


FOR    SPRING 

There  is  still  time  to  obtain 
your  requirements  for  East- 
er if  you  order  at  once. 

Incidentally,  we  repeat, 
Acme  gloves  are  noted  for 
their  style,  fitting  qualities 
and  fine  workmanship. 

— and  the  prices  are  right. 


ACME  GLOVE  WORKS,  LIMITED 

Montreal 
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Easter  Novelties — Women's  Neckwear 


Bramley  Sets 


Many    new    innovations    in    colored    linens    and 
colored    organdies. 

Vestees 

In  net   and    effective   colorings   of   organdy. 

Gilets 

Specially  adapted  for  the  Spring  suit  in  net  and 
organdy. 

Dress  Sets 

To   relieve  the   sombreness   of   Spring  colors,   in 
wide  variety  of  color  and  style. 

See  our  Salesman  or    Write  for  Assortment 

Phoenix    Novelry   Company 

New  Address 
22  Duncan  Street  at  Adelaide  TORONTO 


Removal    Notice 

HODGES  &  LETT AU 

Are  removing  on  April  14th  from  232 
McGill  Street  to  larger  and  finer  quarters 
at 

14  ST.  HELEN  STREET,  MONTREAL 


Foremost  in  the  veil  demand  this  Spring,  will  be  the  new  two-tone 
veilings,  now  being  shown  by  us  in  novel  and  distinctive  designs. 
You  will  do  well  to  inspect  our  comprehensive  assortment  before  re- 
plenishing your  stocks. 

Hodges  &  Lettau  Veilings  have  that  chic,  Parisian  touch,  which 
causes  them  to  sell  readily. 


Dynamo  Tulle  in  all  the  leading  shades  in  stock. 
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A  Delightful  Surprise 

Awaits  the  buyer  who  has  not 
seen  our  Spring  line  of  Sport 
Toggery. 

We  lay  no  claim  to  superlative 
qualities.  We  prefer  to  let  our 
creations  speak  for  them- 
selves. 


Neckwear  for  Easter 

Bramley  Sets,  Vestees,  Gilets  and 
Guimpes  in  a  complete  range  of 
modish  materials-— displaying  the 
newest  of  the  season's  innovations. 
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Pleatings 

In  Organdy  and  Net.  Popular  this 
year  as  the  finishing  touch  to 
frocks  of  gingham  and  organdy. 

Belts  and  Girdles 

We  are  showing  a  wide  range  of 
novelty  girdles  in  bizarre  effects 
and  artistic  design.  Also  a  com- 
plete assortment  of  patent  leather 
and  white  kid  belts. 


Bres&  es&enttate  Hflr. 

Originators  and  Manufacturers 
Toronto  1  4  Breadalbane  St. 
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GLOVES 

Manufactured  by: 

Julien  Giguet 

2       Cours      des      Chartreux,     Lyons 
FRANCE 

Compare  the  prices  and  variety  of  these 
gloves — 

CHAMOISETTE     (Ladies  and  Men) 
LISLE  THREAD    (Children) 

SILK     (Ladies  and  Men) 

Their  strength  and  iron  wear  appeal  to  the 
thrifty  and  the  elegance  and  fit  please  the 
fastidious. 

Shall  we  send  you  samples  and  quota- 
tions ? 

Sole  Agents  for  Canada: 

M.  CHASSAGNE,  LIMITED 

45  St.  Alexander  Street 
MONTREAL 


Finnie's  Distinctive 
Easter  Neckwear 

Our  latest  Neckwear  showing 
presents  many  novel  ideas  in 
Vestees,  Collars,  Guimpes  and 
Cuff  Sets,  including  all  the  new 
materials  such  as  Handker- 
chief Linen,  Ratine,  Ginghams 
and  Organdies. 

The  prices  at  which  you  can 
retail  will  be  an  attractive 
feature. 

We   invite   your   inspection. 


A.  B.  FINNIE  &  CO. 

421  Union  Avenue 
Montreal 


THE  SEAL  OF 

SUPERIOR 

SERVICE 


MAIL  ORDERS 

GIVEN  SPECIAL 

ATTENTION 


Easter  Demands 


Newesi  creations  ir  th<  various  lines  of  merchandise  you  carry. 

Are  you  prepared  in  the  matter  of 

Spanish  and  Radium  Allovers,  Flounces  and  Edg- 
ings in  black  and  leading  colors. 

Fancy  colored  ground  Handkerchiefs  neatly  em- 
broidered in  various  combinations. 

Lace  and  Embroidered  Neckwear.  The  latter  in 
white,  tan  and  colors.  Cambric,  Organdy  and 
Pique  grounds,  Tuxedo  and  Bramley  shapes. 

Individual  Veils  in  the  new  braided  and  Radium 
effects,  also  Chenille  and  Shetland  numbers. 

Plain  and  spotted  Organdies  and  spotted  Muslins 
in  various  combinations. 

We  are  well  stocked  to  supply  your  requirements  in  any  of 
the  above,  in  addition  to  regular  Vals,  Guipures,  Torchons, 
etc. 

Call  or  write  us 


WESTLAKE    BROTHERS   LIMITED 


24  Wellington  St.  W., 


TORONTO 
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Introducing 
Little    Wonder  Junior 
—a  Waist  for  Babies 


A  Mother 
Designed  It 
For  The  Mothers 
In  Your  Town 


Little  Wonder  Junior  is  a  waist  for 
babies,  —  a  waist  thought  of  by  a 
mother  who  was  tired  mending  shirts 
torn  and  ripped  by  diaper  pins. 
Knowing  we  had  for  years  made  fine 
waists  for  the  older  children  she 
brought  to  us  the  idea  of  making  a 
waist  that  would  support  both  hose 
and  diaper,  a  waist  that  would  furn- 
ish extra  warmth  for  the  baby  in 
Winter,  and  take  the  place  of  the 
shirt  in   Summer. 


So  of  fine  cambric  we  constructed  the  Little  Wonder  Junior.  We  made  it  strong, — we  reinforced  every 
seam, — we  made  the  four  tabs  of  double  thicknesses  of  cambric,  taped  the  edges,  embroidered  the  pin- 
holes so  that  they  could  not  ever  tear. 

We  made  two  sizes — No.  1  is  for  the  very  small  baby, — 
No.  2  is  a  bit  larger,  for  the  baby  who  is  being  weaned 
away  from  the  diaper,  and  wears  "panties"  on  state 
occasions.  So  there  are  buttons  on  the  larger  size,  to 
support   those    "panties." 

Both  sizes  have  four  tabs,  with  embroidered 
pin-holes,  to  support  both  the  diaper  and  the 
hose.  They  come  a  dozen  of  each  style  in  the 
box  illustrated  below  (which  makes  an  excel- 
lent display-cabinet  when  opened),  each  gar- 
ment packed  in  an  individual  glassine  en- 
velope,— sealed   for   cleanliness,   yet   visible. 

The  Price  of  Little  Wonder  Junior  (ask  for 
style  400)  is  $6.00  per  dozen,  terms  4%  10 
days  F.  O.  B.  Montreal. 

Manufactured  by  The  R.  &  J.  Waist  Co.,  New  Lon- 
don, Conn.,  U.  S.  A. 


Sole  Distributors  in  Canada: 

GREENSHIELDS  Limited 


MONTREAL 
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Apt  Slogan  For  Brassiere-Corsets 

All  Women  Some  of  the  Time ;  Some  Women  All  of  the  Time — 

New  Drive  Being  Made  for  Stout  Business — Trying  to  Give  a 

Better  Service — Some  New  Fabrics  Are  Being  Shown 


A  WELL. KNOWN  American  firm 
which  specializes  in  brassieres 
has  invented  a  slogan  which  is 
particularly  well  adapted  as  a  selling- 
point  for  corsetieres  to  use  this  spring- 
in  connection  with  the  sale  of  the  new 
combination  brassiere-corsets.  It  runs 
"All  women  should  wear  them  some  of 
the  time,  and  some  women  should  wear 
them  all  of  the  time." 

The  first  part  is  emphatically  true 
and  opens  up  a  tremendous  number  of 
possibilities  for  the  energetic  sales 
woman  who  desires  to  interest  all  types 
of  customers  in  her  new  stock.  It  is  a 
fact  that  young  or  old,  stout  or  thin, 
everybody  can  wear  the  new  style  of 
undergarment  for  some  purpose  or  other 
but  not  as  a  permanent  style  unless 
nature  has  especially  endowed  them  with 
the  right  type  of  figure.  The  manufactur 
er  who  originated  this  slogan  is  a  strong 
believer  in  the  theory  that  women  will 
never  return  to  wearing  heavy  a^d 
cumbersome  corsets  and  he  advocates 
experiments  with  various  styles  adapted 
to  wearing  alone  or  in  combination  with 
a  light  corset  as  a  profitable  idea  in  any 
corset   department. 

The  hardest  thing  a  corsetiere  has  to 
do  is  to  convince  a  woman  that  no  cor- 
set is  suitable  for  all  round  wear.  For 
this  very  reason  it  will  be  possible  this 
season  to  interest  many  women  in  the 
new  corset-brassieres,  who  have  hither- 
to considered  them  as  being  altogether 
too  light  or  not  sufficiently  supporting. 
The  cost  of  these  new  garments  is  not 
high,  and  from  an  economical  standpoint, 
at  will  be  a  better  investment  for  any 
woman  to  purchase  both  a  corset  and 
brassiere-corset  at  the  same  time,  and 
wear  them  interchangeably,  than  it 
would  be  were  she  to  put  all  her  money 
into  one  garment.  Everyone  knows  that 
a  corset  will  wear  twice  as  long  if  it  is 
not  used  every  day  and  all  the  time, 
and  furthermore,  when  a  light  weight 
style  is  employed  for  lounging  or  sports 
wear,  as  well  as  for  housework,  the 
corset  retains  its  good  lines  for  an  in- 
finitely longer  period  than  otherwise  it 
would. 

Uses   for   Flattening   Models 

This  season  the  range  of  novelty 
brassieres  has  become  unusually  large, 
and  many  women  are  not  even  familiar 
with  the  different  types  on  the  market, 
or  what  particular  benefits  are  peculiar 
to  each  style.  Here  is  another  oppor- 
tunity for  the  corset  department  to 
demonstrate,  and  behind  which  the 
possibility  of  increased  sales  lies.  For 
example,  this  spring  the  pull-over 
sweater  is  especially  smart  and  is  being 


worn  by  many  women  together  with 
little  puritan  collars  to  soften  the  round 
neck  line.  It  is  impossible  to  wear 
these  sweaters  unless  the  new  flattening 
brassiere  is  adopted,  and  in  New  York 
many  of  the  stores  are  featuring  them 
side  by  side.  This  plan  should  be  tried 
out  in  Canada  where  the  pull-over 
sweater  is  only  now  coming  tin,  and  is 


STEP-IN    COMBINATION   OF   ITAL- 
IAN SILK 

Made  in  black,  pink,  corn,  orchid,  nat- 
urelle,  peache,  with  black  ribbon  straps 
and  piping.  Designed  for  all  year  use. 
Comes  in  sets  of  same  design. — Shown 
by  Courtesy  of  the  Perrin  Kayser  Co. 
of  Montreal. 


generally  found  unbecoming  simply  be- 
cause no  corsetiere  seems  to  have  taken 
the  trouble  to  point  out  this  easy 
remedy.  Even  large  figures  take  on  a 
trim  boyish  look  which  is  both  youthful 
and  comfortable,  when  this  new  type  is 
adopted. 

New  Fabrics  Shawn 

There  are  many  new  fabrics  on  the 
market  this  spring  in  which  ordinary 
bandeaux  and  flattening  brassieres  are 
developed.  Among  them  are  Swiss 
embroideries,  novelty  nets  and  brocades, 
cleverly  reinforced  by  under  linings  of 
net  to  give  the  necessary  strength. 
Quite  a  number  have  elastic  diaphragm 
bands  to  take  care  of  the  flesh  at  the 
top  of  the  corset,  and  some  have  con- 
ventional cut-out  shoulders  which  are 
undoubtedly  best  for  fleshy  figures. 

New    Models   in    Stylish   Stouts 

There  is  a  concentrated  drive  being 
made  by  many  manufacturers  this 
spring  in  the  interests  of  stout-wear 
business,  especially  where  corsets  are 
considered.  They  are  using  as  one  of 
their  potent  arguments  the  idea  that 
no  woman  is  too  stout  to  be'  stylish,  but 
she  must  be  perfectly  corseted  first  of 
all.  One  corset  designer  interviewed  in 
New  York  this  month  went  so  far  as  to 
say  that  the  average  retailer  or  buyer 
does  not  know  anything  .at  all  about 
possibilities  in  over-size  corsets  or 
rather  corsets  designed  for  large  women. 
According  to  this  authority,  40  per  cent. 
of  women  customers  are  stout  and  out 
of  one  hundred  he  counted  passing  his 
office  one  day,  only  21  were  slight  while 
the  rest  were  decidedly  plump.  This 
he  verified  again  and  again,  finding 
results  approximately  the  same  each 
time.  This  man  has  created  a  new 
standard  of  measurements  for  stout 
women,  ignoring  completely  the  basis 
of  a  "perfect  36"  as  a  standard  and 
adopting  a  new  one  which  he  names  the 
"perfect  42."  This  size  is  not  like  the 
size  called  36  for  the  reason  that  the 
proportions  are  so  entirely  different 
that  it  has  to  be  differently  designed  to 
ordinary  corsets.  In  other  words,  it  is 
not  a  large  edition  of  a  corset  for  a  size 
36  at  all,  but  an  entirely  new  type. 

"By  wearing  a  properly  designed 
corset,  a  stout  woman  appears  at  least 
20  pounds  lighter,  yet  there  is  no  need 
for  cumbersome  boning  or  attachments 
to  secure  this  effect.  It  all  lies  in  the 
scientific  cut  and  the  correct  placing  of 
elastic  inserts  and  suspenders."  This 
firm  believes  that  every  possible  type  of 
figure  can  be  cared  for  in  the  range  of 
six  models   which  they  are  introducing, 
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described  as  models  for  average  figures, 
short  stouts,  tail  stately  types,  average 
stouts  and  tall  figures  with  full  bust. 
The  scale  of  sizes  runs  up  to  60,  an  un- 
precedented thing  in  the  annals  of 
corsetry,  yet  of  immense  service  to 
those  who  have  thought  it  obligatory 
to  have  corsets  made  to  order.  The 
new  line  furthermore  is  designed  to  be 
sold  without  fittings  if  necessary  or  at 
most  with  only  one. 


IN  PRINCESS  MARY'S  TROUSSEAU 

Here  is  a  reproduction  of  the  beautiful 
corset-brassiere  made  of  gold  brocaded 
satin  with  real  gold  fasteners  and  buck- 
les, which  was  sent  to  Princess  Mary  by 
the  creators,  the  Model  Brassiere  Com- 
pany, of  New  York.  This  copy  was  shown 
in  Lord  and  Taylor's  windows  on  Fifth 
Avenue  and  created  much  comment.  The 
original  model  was  valued  at  more  than 
$75. 


The  principle  of  this  new  corset 
theory  was  explained  as  follows:  "This 
new  plian  of  corsetry  for  the  stout  was 
evolved  by  accident.  It  was  felt  that 
most  present  day  styles  are  scientific- 
ally incorrect  and  designers  have  been 
groping  for  some  time  to  discover  the 
secret  of  the  ideal  corset  for  large  fig- 
ures. The  plan  which  had  been  adopted 
•by  various  leading  firms  this  year  was 
evolved  from  the  sample  theory  of 
straight  lines  appearing  closer  together 
than  do  curved  ones  at  an  equal  distance 
and  hence  if  a  corset  is  quite  straight 
up  and  down,  a  woman  appears  slighter 
than  if  a  corset  which  curves  inward  is 
worn,  because  the  flesh  spreads  and 
gives  breadth.  Straightline  corsets 
furthermore  do  not  artificially  spread 
the  flesh  underneath  nor  require  intr'c- 
ate  handling  of  the  material  to  provide 
g^res,  bias  sections,  etc.  Firmness  is 
there  without  the  need  of  any  artificial 
aids   and  comfort   is  practically  doubled. 

The  outstanding  feature  of  the  spring 
in  this  department  is  undoubtedly  the 
enormous  strides  made  to  improve  cor- 
'set  service  for  large  figures,  but  all  the 
improved  models  or  styles  will  be  of  no 
use  if  service  .is  not  brought  up  to  date 
at  the  same  time.  During  April,  the 
average  corsetiere  should  make  a  de- 
termined effort  to  capture  as  much  of 
the  oversize  business  as  she  can,  not 
only  because  it  is  more  profitable,  but 
because  this  season  presents  the  best 
opportunity  in  this  branch  of  corsetry 
that  has  ever  occurred.  Look  over  your 
stock,  therefore,  without  delay,  and  de- 
termine to  be  the  first  to  build  up  this 
trade  in  your  city. 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 


HAND   DARNING  MACHINE  WORKS 
LIKE  THE  LOOM 

Darning  is  made  into  a  pleasant  oc- 
cupation, it  is  claimed,  when  done  with 
a  device  recently  introduced  in  England. 
The  little  darning  machine  consists  of 
a  flat  stretcher  which  is  placed  behind 
the  hole  in  the  stocking,  and  over  which 
is  slipped  a  saddle  that  holds  the  stock- 
ing in  place.  The  thread  is  wound  back 
and  forth  over  the  hole  on  hooks  on 
this  saddle.  A  third  piece,  hinged  on  the 
saddle,  hooks  under  every  other  thread 
and  raises  or  depresses  them  alternately 
while  a  threaded  needle  is  passed  back 
and  forth  between  them,  as  in  weaving. 
— Popular  Mechanics. 


BIG  FUR  CATCH 

From  the  beginning  of  winter  until 
the  end  of  January,  fur  to  the  estimated 
value  of  $1,000,000  passed  through  The 
Pas,  Man,.,  which  is  in  excess  of  the 
value  of  any  similar  period  since  the 
construction  of  the  Hudson  Bay  Rail- 
way. Furred  animals  aire  very  plentiful 
this  year,  and  there  are  a  great  num- 
ber of  trappers  out,  and  it  is  antici- 
pated that  the  aggregate  catch  in  .the 
district  will  reach  a  v?„lue>  of  $2,500,000. 


NEW  CORSET  FOR  THE  HEAVY 
FIGURE 
A  striking  Spring  model  corset  designed 
to  support  the  full  mature  figure.  Note 
the  simplicity  with  which  the  abdominal 
belt  can  be  arranged,  and  the  manner  in 
which  the  suspenders  are  attached.  This 
style  is  rust-proof  and  both  practical 
and  comfortable. — Shown  by  Courtf<5Y 
of  the  E.  T.  Corset  Company  op  St. 
Hyacinthe,  Que. 
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yjamers 

A  low-priced,  small  model, 
particularly  designed  for 
girls  and  slender  women, 
with  elastic  gore  in  bust. 

Style  83 

Pink   Coutil. 

Sizes   19   to  26. 

$12  per  dozen. 


'farriers' 
jfat-Prtntf  Corsets-, 


For  the  full  figure  or  larger 
woman,  this  model  with 
medium  heighth  bust  is  es- 
pecially suitable.  Itis  reinforced 
over  tho  front  and  strongly 
boned  throughout.  A  leader 
among  reasonably  priced  cor- 
sets for  larger  women. 

Style  314 

White    or    Pink    Coutil. 
Sizes   24  to  36. 
$30  per  dozen. 


'/arners 
t^'-Pr^fCBmit- 

A  standard  popular-priced, 
low-bust  corset,  well  boned 
for  average  figures.  Long 
skirt  with  large  5-inch  elastic 
gore  in  lower  back  of  skirt. 

Style   18 

White    or    Pink    Coutil. 

Sizes   20    to   32. 

$15  per  dozen. 


'/tamer's 

Zusi-Procf Corsets- 


This  model  with  all  around 
elastic  top  and  lightly  boned 
is  an  inexpensive  style  for 
average  figures  who  do  not 
want  a  heavy  corset. 


Style  42 

Pink    Coutil. 
Sizes    19   to   28. 
$15   per  dozen. 


'/arners 

Eusi-Proo/  £orsds- 

A  particularly  attractive  pink 
brocade  model  with  all  around 
fancy  elastic  top,  and  special 
hose  supporters.  For  average 
figures,  and  exceptionally 
good  value. 

Style  984 

Pink    Brocade. 

Sizes   19   to   30. 

$24  per  dozen. 


ffjorher's 

CORSETS 

Made  in  Montreal 


If  we  were  asked  to  select  four  or  five  Styles  for  a  store  to  try, 
these  are  the  models  we  would  select.  Circumstances  would 
naturally  alter  the  selection,  as  there  are  many  back  lace, 
front  lace,  and  elastic  girdle  models  to  select  from,  but  the  five 
corsets  shown  here  are  all  good  safe  reliable  models  which 
have  met  with  universal  favor. 

What  about  your  corset  business?  Are  you  getting  all  you 
should?  Warner's  Rust-proof  have  been  strengthening  many 
departments  since  we  began  their  manufacture  here  a  year 
ago.  Why  not  try  them  too? 

3%  10  days,  2i/2%  30  days,  net  60  days.     F.O.B.  Montreal. 


The  Warner  Brothers  Co. 


New  York 


Chicago 


San  Francisco 


Canadian  Factory  and  Sales  Offices:      356  St.  Antoine  St.,  Montreal,  P.  Q. 
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THE    SPRING     and     SUMMER    LINE 

of 
GOSSARD    CORSETS    and    BRASSIERES 


The  Spring  and  Summer  lines  show 
a     substantial     reduction    in    prices 


JN  the  face  of  unusual  markets,  this  past 
year  has  been  a  gratifying  one  to  us ; 
our  volume  of  sales  has  been  distinctly  en- 
couraging.    Business   in  units   during    192 1 


has  been  the  largest  in  the  history  of  our 
company.  This  is  indisputable  evidence  that 
women  are  not  only  buying  corsets  but  are 
buying 


GOSSARD 


FRONT 
LACI NG 


CORSETS 


The  reductions  to  you  are  particularly  evi- 
denced in  the  "bread-and-butter"  numbers; 
those  dependable  models  like  250,  241,  263. 
These  show  a  reduction  on  the  wholesale 
price,  a  reduction  effectively  placed  to  build 
more  substantial  profits  for  you. 

This  means  volume.  And  with  the  increased 
margin  of  profit  to  you  it  should  mean  much 
to  your  corset  department. 

The  $5  line  has  been  materially  strengthened. 
At  this  popular  price  we  are  offering  pre-war 
values;  up-to-the-minute  models  that  will 
practically  sell  themselves  to  the  many 
women  who  persistently  ask  for  a  $5  corset. 

At  $4.50  we  offer  a  comprehensive  line  that 
will  satisfactorily  meet  the  requirements  of 
those  women  to  whom  the  saving  of  fifty 
cents  is  of  interest  or  importance. 

You  will  agree  that  the  correct  fitting  of  stout 
women  secures  a  loyalty  of  patronage  that 
insures  repeat  sales.  Our  new  model  512  at 
the  popular  price  of  $5.00  will  enable  you  to 
completely  satisfy  these   customers. 

Nor  have  we  forgotten  the  woman  who  asks 
for  light  materials  and  few  steels.     For  these 


patrons  we  offer  corsets  of  suede,  satin,  silk 
elastic  and  glove-like  silk  tricot.  Beauty  ac- 
companies these.  Be  sure  and  see  model  793 
retailing  at  $7.50.  For  rare  beauty  see  model 
1022,  in  satin-striped  pink  silk.  This  retails 
at  $10. 

The  season's  line  is  complete  ;there  are  models 
for  every  type  of  figure  and  every  pocket- 
book.  They  are  priced  from  $2.50  to  $15.00 
and  in  each  range  are  corsets  that  could  not 
be  duplicated  elsewhere  at  any  price.  In  no 
line  can  there  be  found  such  a  variety  of 
models  of  such  comprehensive  worth. 

It  would  obviously  be  impractical  to  stress  in 
this  page  all  those  superiorities  that  charac- 
terize this  new  Gossard  line.  That  it  is  sup- 
erior, we  trust  any  experienced  corsetiere  to 
decide. 

A  word  about  Brassieres.  Gossard  Brassieres 
are  designed  for  types.  They  fit.  They  are  long 
enough  to  complete  the  present  type  of  low 
top  corsets.  They  embody  beautiful  materials 
and  the  laces  used  are  beyond  comparison. 
More  hooks  and  eyes  are  used  at  the  openings 
than  by  any  other  manufacturer,  thus  insur- 
ing a  smooth  fastening.  They  are  moderately 
priced— AND  THEY  SELL. 


The  Canadian  H.  W.  Gossard  Co.,  Limned 


Clmcago 


366-378  West   Adelaide    St.,   Toronto,    Canada 
New  York  London  Sydney  Buenos  Aires 
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Buying  Perfumes  for  Small  Store 

Man  in  Small  Town  Should  Try  to  Make  Business  Exclusive — Buy 
Only  One  of  Each  Perfume  and  Have  Selection  of  Imported  Per- 
fumes— How  One  Toilet  Article  Helps  Sale  of  Others — Suitable 
Arrangement  of  Department 


H 


OW   SHOULD  I  buy  perfumes 
to  meet  the     requirements     of 

an  ordinary  business  tin  a  town 
of  five  thousand?"  asked  the  proprietor 
of  a  general  store  which  boasted  a 
toilet  counter  near  the  entrance.  "All 
the  year  round  I  have  customers  who 
like  to  buy  perfumes  nicely  done  up  for 
gifts  as  well  as  many  who  are  satisfied 
with  a  small  quantity  in  the  bulk.  Yet 
I  seem  to  lose  so  many  sales  because 
people  are  not  satisfied  with  the  bottles 
or  because  they  think  that  the  drug 
store  lis  the  natural  place  to  obtain 
variety." 

A  representative  from  Dry  Goods  Re- 
view went  with  this  question  to  the 
sales  manager  of  a  large  Canadian  drug 
firm.  His  advice  was  that  a  man  doing 
business  in  a  small  town  should  try  to 
make  his  business  in  perfume  exclusive. 
He  should  buy  one  and  only  one  of  each 
of  the  perfumes  which  are  sold  in  ex- 
pensive bottles.  A  selection  of  "im- 
ported perfumes"  is  always  necessary 
because  women,  who  are  the  principal 
buyers,  like  foreign  names.  Retainers 
should  bear  in  mind  the  fact  that  95  per 
cent,  of  the  perfumes  today  are  made 
here.  The  bottles  are  imported;  even 
the  dressing  of  the  container  is  done 
here.  The  foreign  name  is  about  the 
only  thing  which  is  imported  about  most 
of  the  exclusive  perfumes  sold  in  Can- 
ada today.  Finally,  the  merchant  should 
stock  the  newest  odor  on  the  market. 

Why  European  Bottles   are  Preferred 

Just  what  is  the  essential  difference 
between  the  perfume  bottles  made  in 
Europe  and  those  manufactured  here 
and  in  the  United  States.  It  is  the  same 
thing  which  differentiates  their  hand- 
painted  fans,  their  halir-ornaments  and 
their  handbags  from  ours.  In  foreign 
countries  this  work  is  done  by  artists. 
Here,  it  is  a  question  of  quantity  and 
time.  In  France  particularly,  every 
man  engaged  in  designing  these  things 
is  as  proud  of  his  achievements  as  a 
sculptor  or  painter.  In  fact,  many 
houses  engage  the  very  best  artists  to 
do  their  designing.  The  Frenchman 
does  not  think  of  the  time  taken  in 
creating  these  things  but  of  the  satis- 
faction he  gets  from  the  result  of  his 
endeavors.  That  is  the  reason  why  the 
designers  of  women's  clothes  are  ranked 
among  the  great  geniuses  of  the  day. 

The  study  of  perfume  containers  from 
the  point  of  view  of  their  relative  values 
as  merchandise  is  a  very  interesting 
one.  There  is  no  reason  why  every 
merchant  and  indeed  every  clerk  should 
not  know  the  merits  an  expensive  con- 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 


tainer  should  have.  The  chief  difference 
between  our  bottles  and  those  made  in 
France  and  other  European  countries, 
is  in  the  necks.  The  former  have  big 
bulgy  necks  which  form  about  an  eighth 
'f  the  size  of  the  whole  bottle.  French 
designers  try  to  make  the  neck  so  small 
a  matter  that  it  is  almost  done  away 
with.  The  second  big  difference  is  in 
the  base.  American  firms  do  not  give 
time  to  perfecting  this.  The  inside  of 
their  bottles  is  usually  higher  at  the 
sides  than  at  the  center.  Europeans  are 
very  careful  about  this  detail.'  Examin- 
ation of  one  of  their  containers  will 
show  that  the  base  'is  perfectly  flat,  as 
though  cut  out  with  a  knife.  The  color- 
ings of  the  imported  ones  are  very  beau- 
tiful. The  shapes  of  them  whether  they 
be  long  and  narrow  or  short  and  broad 
are  made  with  a  view  to  proportion. 
The  most  beautiful  ones  come  from 
France  but  Czecho-Slovakia  is  now 
making  a  cut  glass  which  is  the  best 
one  for  the  price.  Some  of  the  import- 
ed ones  are  blown  out  of  steel,  others 
are  moulded  tin  the  shape  desired  and 
then  cut  out. 

Our  informant  says  there  are  fads  of 
the  moment  in  the  shapes  of  containers 
just  as  there  are  in  the  perfumes  them- 
selves. A  few  years  ago,  the  tall  slim 
bottles  were  best  but  just  now  there  is 
a  big  demand  for  the  short,  stubby  ones. 
Dressing   and  Boxing  Done  Here 

After  the  Canadian  perfume  is  bottled 
in  the  French  container,  it  has  to  be 
dressed.  This  is  just  as  important  as 
any  part  of  lit.  The  manufacturer 
spoken  of  above,  has  two  girls  whose 
sole  duty  is  to  design  dressings.  They 
tour  the  fabric  houses  and  dye  factories 
to  discover  what  colors  and  what  com- 
binations of  colors  are  fashion's  latest 
vogue.  Many  women  buy  perfumes 
dressed  with  certain  cords  or  ribbons 
solely  because  they  match  a  color  whlich 
they  particularly  fancy  for  the  moment. 

The  seals  and  labels  are  designed  here 


also.  These  must  be  made  to  match  or 
to  harmonize  with  the  rest  of  the  dress- 
ing. They. are  very  expensive  little  ad- 
ditions, because  there  are  usually  several 
shades  on  them  and  the  making  of  the 
dyes  is  very  intricate  work.  One  firm 
in  Toronto  pays  its  seal  designer  one 
hundred  dollars  a  week.  But  lit  is  well 
worth  while.  In  one  particular  instance 
a  tiny  purple  and  gold  metal  seal  was 
directly  responsible  for  the  sale  of  sev- 
eral thousand  dollars'  worth  of  pur- 
fume. 

The  beautiful  boxes  in  which  many 
perfumes  are  encased  are  made  in  our 
own  country.  One  manufacturer  de- 
clares that  nowhere  in  the  world  are 
there  better  boxes  than  those  made  in 
Toronto. 

The  capacity  of  a  bottle  plays  an  im- 
portant place  in  the  price  of  course,  but 
in  the  better  grades  of  containers  there 
is  not  such  a  difference  in  capacity  as 
there  is  in  the  cheaper  ones.  Fancy 
bottles  bold  as  a  rule  about  an  ounce. 
A  small  proportion  of  them,  probably 
about  fifteen  per  cent.,  contain  more  or 
less  than  that.  That  is  why  it  is  so  im- 
portant to  know  what  makes  the  differ- 
ence in  price,  in  two  bottles  of  the  same 
capacity. 

Every  Toilet  Article  Helps  Another 

Cold  cream  and  vanishing  cream 
should  be  placed  very  near  perfumes 
and  toilet  waters.  Talcum  and  face 
powder  are  also  sister  sellers  to  per- 
fumes. Creams  differ  very  considerably 
in  selling  qualities.  Every  customer 
likes  clear  looking  ones.  A  cream  which 
has  a  good  deal  of  milky  substance  tin 
it  is  not  liked.  Manufacturers  now  have 
this  operation  of  removing  the  milk  down 
to  such  a  science  that  their  creams  are 
very  clear.  Cold  cream  gets  its  name 
from  the  fact  that  it  must  be  placed  in 
its  container  cold.  If  this  were  not 
done,  the  cream  would  shrink  on  cool- 
ing. Cold  cream  contains  waxes,  liquid 
petroleum,  oil  and  borax;  vanishing 
cream  is  made  up  of  stearic  acid  for  the 
most  part.  It  is  the  absence  of  the  pet- 
roleum oil  which  makes  the  vanishing 
cream  suitable  as  a  base  for  powder. 

There  lis  a  big  difference  in  the  make- 
up of  face  powder  and  talcum  powder 
also.  Face  powder  contains:  talc,  rice 
starch,  zinc  oxide,  carbonate  of  magnes- 
ia, zinc  stearate,  kalein  and  perfume. 
Talcum  powder  contains:  talc,  boracic 
acid,  zinc  stearate,  kalein  and  perfume. 
Face  powder  has  only  about  fifteen  per 
cent,  of  the  rock  ground  or  talc  while 
talcum  powder  has  nearly  80  per  cent. 
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Unbleached  Sheeting  in  Fancy  Goods 


Canadian  Women  Stick  to  Staple  Lines — Many  Uses  for  Un- 
bleached Cotton — Jewel  and  Diadem  Cloths — Spring  Promises 
to  be  Good  Neckwear  Season — Using  Bulgarian  Embroidery  on 
Collars — Improvement  in  Maderia  Work 


F 


ANCY  needlework  is  one  line  in 
in  whlich  Canadian  women  are 
most  conservative"  a  dealer  in 
Toronto  declares.  "I  represent  a  New 
York  house,  which  sponsors  everything 
that  is  new  in  needlecraft.  I  am  con- 
stantly receiving  work  from  them  which 
American  women  have  accepted  eager- 
ly but  which  will  not  go  here  until  it  is 
out  nearly  a  year.  Canadian  women 
do  proportionately  more  embroidery  and 
general  fancy  work  than  is  done  in  the 
United  States  but  they  keep  to  the 
staple  things.  This  does  not  apply  to 
knitting.  Our  women  are  as  eager  to 
make  a  new  style  of  sweater  as  any 
others." 

Factory  Cotton  for  Everything 

The  vogue  for  unbleached  sheeting  is 
spreading  to  almost  every  line  of  fancy 
work.  It  is  now  made  in  sheets,  dres- 
ser scarves,  curtains,  cushion  covers  and 
children's  clothes.  The  fact  that  many 
retailers  have  not  been  able  to  obtain 
all  they  have  ordered  in  these  things,  is 
due  to  reluctance  on  the  part  of  the  fac- 
tories to  make  it  in  the  unbleached 
state.  They  are  more  anxious  to  turn 
out  the  white  lines  first. 

The  bedspreads  which  are  shown  in 
this  factory  cotton  are  usually  finished 
with  hand-crocheted  lace  or  fringe  of 
self  color,  the  lace  or  fringe  being  three 
or  four  inches  deep.  Many  of  them  are 
hemstitched.  Nearly  all  of  those  shown 
for  this  Spring  have  desiigns  appliqued 
in  colors  in  the  middle  of  the  spread 
and  at  the  head.  They  go  to  the  retail- 
er with  hemstitching  and  lace  already 
done  and  the  colored  pieces  which  are 
to  be  appliqued  on,  stamped  ready  for 
work.  In  Toronto,  the  sale  of  these  has 
been  very  good  but  not  enough  of  the 
outside  trade  have  seen  them  to  judge 
how  they  will  take.  The  scarfs  in  two 
sizes  and  the  boudoir  pillows  are  made 
to  match.  Where  the  fringe  is  used  in- 
stead of  lace,  it  is  sold  in  8%  yard  ends 
— just  the  length  required  for  a  spread. 
The  colors  most  favored  in  the  applique 
work,  because  they  stand  out  well  from 
the  ecru  ground,  are  blue,  pink  and 
mauve,  usually  all  of  them  used!  for 
one  design. 

Jewel  Cloth  and  Diadem 

The  cloth  used  as  a  ground  fior  these 
is  a  very  fine  repp.  The  jewel  cloth  has 
the  threads  drawn  so  as  to  form  five 
inch  squares.  The  diadem  cloth  has  two 
sets  of  threads  drawn  forming  stripes 
between  the  squares.  Filet  lace  is  usu- 
ally inserted  in  panel's  or  in  large 
squares.  The  appliqued  work  is  seen 
on  these  also.  In  curtains  these  cloths 
are  very  much  favored,  particulary 
when  there  is  sufficient  of  the  filet  to 
render  the  centre  of  the  hanging  trans- 
parent.      When     finished     completely, 


they  go  to  the  trade  for  thirty  dollars 
a  pair  but  the  lace  and  stamped  for 
work  sell  very  reasonably. 

Bulgarian  Work   for   Collars 

As  Spring  progresses,  it  becomes 
more  apparent  that  this  is  to  be  a  sea- 
son of  neckwear.  One  daily  paper  in 
Toronto  commented  on  the  fact  that 
many  women  were  glad  to  note  dollars 
on  those  women  who  are  wearing  Paris 
gown's.  There  is  a  feeling  that  dainty 
neckwear  is  the  correct  thing  for  fem- 
ininity. 

Bulgarian  embroidery  is  one  of  the 
most  effective  methods  employed  for  in- 
troducing color  in  collars,  particularly 
on  the  white  and  cream  ones.  Piping  is 
also  seen  on  a  great  many,  the  piping 
being  usually  of  a  brilliant  hue.  Eye- 
let organdies  are  used  to  a  large  extent, 
the  eyelets  being  in  squares,  triangles, 
diamonds,  etc.  There  is  a  wide  range 
of  color  combinations  in  the  collars. 
Even  the  printed  organdies  are  seen  in 
the  bright  shades,  red  and  white,  peri- 
winkle blue  and  white,  and  orange  be- 
ing shown  extensively. 

Handbags  in  Silk  and  Leather 

Fancy  frames  are  selling  very  well 
this  spring  both  for  silk  and  metal  bags. 
Nickel  and  green  gold  are  probably  the 
best  although  there  is  an  increasing  de- 
mand for  the  bakelitte  in  these.  Blag's 
of  navy,  black  and  brown  corded  silk 
with  satin  stripes  are  mounted  on  hand- 
pierced  green  gold  frames.  Little 
change  purses  are  also  seen  with  chain 
and  mirror. 

Pouch  bags  are  very  good  in  walrus, 
morocco,  lizard  and  hippo  leathers. 
Fancy  grained  leathers  of  all  kinds  are 
wanted  but  they  must  be  made  up  in 


Clox  are  decreed  on  Spring  hosiery.  This 
sketch  shows  the  newest  triple  effect  in 
contrasting  colors  upon  thread  silk  hosi- 
ery.— Shown  by  the  Celtic  Knitting 
Company  of  Montreal. 


medium  priced  bags  to  get  a  market. 
For  example  a  strap  purse  of  lizard 
with  a  leather  flap  and  an  inside  safe- 
ty pocket  is  made  to  retail  at  five  dol- 
lars. There  seems  to  be  a  revival  of 
the  tolp  strap  purses,  with  a  desire  for 
all  the  little  out  of  the  way  pockets  and 
additions  which  were  "  found  in  the 
beauty  box  of  a  year  ago. 

Giving  Articles  Foreign  Names 

An  importer  of  fancy  lines  in  Toron- 
to, informed  Dry  Goods  Review  that 
great  care  has  to  be  taken  in  giving 
names  to  many  of  the  things  which  are 
brought  over  here  from  Europe.  There 
are  some  lines  which  sell  because  they 
have  foreign  names  and  others  which 
would  be  injured  by  their  use.  Many 
of  the  collars  sold  to-day  are  made  in 
Switzerland.  The  peter  Pan  for  ex- 
ample is  one  of  these.  But  if  it  were 
given  any  name  but  one  which  repre- 
sents to  the  feminine  mind  something 
very  modern,  it  would  not  do.  As  a 
general  rule  accessories  which  repre- 
sent style  and  passing  fad,  are  design- 
ed in  America  or  in  England  and  sent 
to  France  or  Switzerland  to  be  made. 
Handkerchiefs  on  the  other  hand  are 
given  foreign  names  because  people  like 
to  think  that  this  Work  is  done  better 
in  central  and  southern  Europe  than  it 
is  here.  Laces  too,  are  usually  thought 
of  in  foreign  terms.  That  is  why  our 
most  used  laces  such  as  filet,  cluny  and 
torchon  laces  are  sold  under  these 
names.  Nottingham  lace  is  one  of  the 
few  exception®  and  it  received  its  name 
because  it  is  identified  with  the  city  of 
that  name  originally.  A  handbag  must 
have  an  English  name  while  a  fan  may 
be  foreign  it  it  is  made  of  things  for 
which  a  foreign  country  is  famous. 
Perfumes  are  rarely  given  anything  but 
French  names  with  success.  In  short, 
articles  which  represent  to  the  English 
speaking  woman,  style  and  fit,  have 
English  names,  while  those  identified 
with  taste,  handwork  and  skill,  are  giv- 
en foreign  ones. 

Maderia    Work   Better  With   Every 
Shipment 

Importers  and  retailers  are  becom- 
ing more  and  more  satisfied  with  the 
Maderia  work  which  is  coming  over 
now.  The  linen  is  quite  as  good  as  be- 
fore the  war  and  the  work  excellent. 
Originally  the  work  Was  done  by  in- 
habitants of  Maderia  itself.  They  num- 
bered only  forty  thousand.  During  the 
war  it  was  necessary  to  spread  the  in- 
dustry to  other  islands.  It  has  taken, 
all  these  years  to  get  the  new  workers 
up  to  the  required  standard.  Then  of 
course,  the  better  grade  of  linen  which 
is  being  shipiped  to  them  in  the  last 
nine  months  has  made  a  great  differ- 
ence in  the  appearance  of  the  work. 
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New  Things  at  New  York  Toy  Fair 

Many  Inexpensive  Toys  Are  Shown— Many  of  the  Toys  Are  Col- 
lapsible, Yet  Very  Strong— A  Novel  Doll  House— A  New  Develop- 
ment in  Electric  Trains  With  Landscape,  Stations  and  Tunnels— 
''The  Rabbit  Chase/'  A  New  Exercise  Toy 


TOY  BUYERS  who  complain  that 
there  is  nothing  new  under  the  sun 
would  have  found  no  little  inspira- 
tion in  looking  over  the  offerings  at  the 
Toy  Fair  in  New  York  this  month.  Each 
of  the  several  hundred  exhibitors  had 
something  declared  to  be  unusual  and 
different. 

The  outstanding  point  emphasized  by- 
most  of  the  exhibitors  was  the  fact,  that 
there  are  now  many  inexpensive  toys  on 
the  market,  which  are  original,  practical 
and  yet  artistic.  They  illustrated  their 
point  by  demonstrating  the  improvement 
in  different  types  of  furniture  for  child- 
ren and  for  dolls'  use,  particularly  the 
fact  that  nearly  everything  is  collapsible, 
can  be  shipped  flat  and  put  together 
with  no  difficulty  at  all,  and  is  infinitely 
stronger  and  more  durable  than  most 
lines  on  the  market.  These  poinds  are 
undoubtedly  true,  as  various  tests  prov- 
ed. There  was  a  set  of  out-of-door 
furniture,  for  example,  made  of  hard- 
wood with  metal  folding  framework,  in- 
cluding two  chairs  and  a  tab'e  of  a  size 
adapted  for-  three-year-old  children. 
Each  lit  le  chair  however  would  hold  a 
weight  of  200  pounds  easily  and  are  so 
well  finished  that  they  are  guaranteed 
to  be  weather  proof  from  either  sun  or 
rain.     The  cost  of  such  a  chair  was  just. 


one  dollar,  which  could  not  possibly  be 
less  for  an  article  of  such  worth.  The 
same  firm  showed  a  low  table  finished  in 
the  same  manner  as  the  chi'd's  set, 
which  was  appropriate  for  use  as  a  bed 
table  or  in  a  motor  for  a  picnic  lunch, 
etc.  It  can  be  folded  up  into  a  few  inch- 
es of  space  when  not  in  use. 

Collapsible   Doll's   House 

Several  other  exhibitors  were  featur- 
ing wooden  furniture  for  dolls,  which 
likewise  showed  interesting  improve- 
ments. Each  piece  of  the  bedsteads,  for 
instance,  is  equipped  with  the  same  at- 
tachments for  hooking  together  as  can 
be  found  on  real  beds.  Other  firms 
showed  dolls'  houses  made  of  heavy 
cardboard,  so  well  constructed  that  they 
appeared  to  be  made  of  wood.  These 
also  could  be  shipped  fat,  yet  they 
were  fully  furnished  and  in  one  case  had 
plumbing  installed  in  the  bathroom  and 
electricity  throughout.  Most  up-to-date 
dolls'  houses  are  provided  with  gardens 
now,  it  was  said,  and  vines  and  flowers 
grow  on  the  walls.  There  are  both 
bungalows  and  mansions  of  several  stor- 
ies made  of  this  heavy  board  in  collap- 
sible style,  and  p'ay-houses  for  children 
themselves  are  ihus  constructed.  Other 
novelties  on  this  order  were  a  collapsib'e 


porch  swing  for  children— an  exact  rep- 
lica of  the  khaki  couches  so  familiar  for 
grown-ups.  A  portable  tea  wagon  was 
shown  in  the  three-ply  veneer  finish,  so 
that  it  could  be  wheeled  out  of  doors 
and  left  in  the  sun  or  rain  quite  safely. 
The  same  firm  also  have  invented  a  new 
style  of  child's  coaster  which  can  be  ad- 
justed to  two  styles,  one  for  sitting  and 
the  other  for  lying  down. 

Sponge  Trees  are  Shown 
Another  exhibitor  showed  the  latest 
development  in  railway  equipment  to  be 
operated  by  e'ectricity.  The  trains,  sta- 
tions, tunnels,  etc.,  were  exceedingly 
realistic  and  many  interesting  additions 
in  the  way  of  landscape  such  as  trees, 
fences,  grass  and  lamp  posts  can  now 
be  purchased  to  give  railway  outfits  a 
more  life-like  appearance.  The  trees, 
by  the  way,  are  most  unusual,  being 
made  of  sponges  dyed  green,  and  look 
for  all  the  world  like  clipped  cedars.  A 
new  departure  in  the  manner  of  sel'ing 
these  accessories  is  being  adopted,  name- 
ly, the  plan  of  stimulating  sales  by  the 
idea  of  adding  pieces  from  time  to  time. 
It  is  not  necessary,  for  example,  for  a 
purchaser  to  buy  a  whole  fence  at  once, 
as  a  whole  fence  would  probably  preclude 
the  purchase  of  a  few  more  trees.     So 


This  quaint  and  life-like  farm  yard  scene  might  be  a  bit   of  Old  Ireland  itself  with   the  pigs  and  hens   hobnobbing 
with  Paddy  and  his  colleen.  This  set  is  made  of  a  new  composition   reinforced   with  wire  and   colored   in    natural   ef- 
fects.— Shown  by  the  General  Import  Company  of  Montreal. 
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customers  are  advised  to  buy  two  sec- 
tions and  a  gate  to  start  with,  and  ihen 
add  as  they  desire.  There  are  so  many 
delightful  things  to  use,  that  the  pur- 
chaser more  often  than  not,  samples 
each  one,  and  is  ihen  obliged  later  on  to 
buy  more  in  order  to  have  the  outfit  look 
at  all  complete.  Signal  lamps  with  red 
and  green  lights,  and  special  trestles  to 
give  the  track  a  really  business-like  look, 
are  among  the  new  features  shown. 
Trackage  can  be  bought  by  the  section, 
also,  the  new  style  being  constructed  up- 
on wooden  "sleepers"  which  protect  th- 
tracks  if  stepped  on  accidentally  and 
prevent  them  being  bent,  as  happens  so 
often  with  ordinary  styes.  The  new 
style  will  probably  supplant  the  ordin- 
ary  unprotected   track   entirely. 

New  Exercise  Toy 

Among  the  other  wooden  novelties  no- 
ticed was  the  "rabbit  chase,"  merely  a 
long  painted  stick  with  a  wheel  at  the 
lower  end.  A  small  rabbit  and  a  large 
dog  are  attached  in  such  a  manner  as  to 
gallop  hard  when  the  wheel  turns  and  as 
the  child  runs  pushing  the  stick,  both 
rabbit  and  dog  run  all  the  harder.  This 
form  of  exercise  toy  is  a  very  popular 
novelty.  Very  charming  enamelled  rab- 
bit hutches  are  offered  by  the  same  mak- 
ers, really  designed  to  hold  flowers.  A 
very  interesting  toy  designed  by  the 
same  firm  was  a  wireless  outfit,  includ- 
ing a  wooden  house  with  wires  and  ap- 
paratus set  up,  and  inside  a  bit  of  metal 
which  can  be  worked  with  a  click- 
ing noise  to  imitate  any  sound  of  the 
code  letters.  A  copy  of  the  real  wire- 
less code  is  attached  and  any  boy  can 
master  it  quickly  practising  upon  the 
met  a1    ticker. 


GIRDLES] 

Special   Value 

Number      illustrated 

can  be  sold  for 

FIFTY  CENTS 

Black    and    Colors. 

Large  Variety 

at 

Popular  Prices. 

Newest    Novelties   in 

Bead  Necklaces, 

Beads  of  all  kinds 

and  colors. 

Send  your  requirements  to  us. 

THE   BEAD  HOUSE 

R.  A.  PHILLIPS 

77  York  St.,       Toronto,  Ont. 


Here  is  a  striking  example  of  the  clever  way  in  which  the  new  applique 
work  is  applied  to  children's  clothes.  This  white  cotton  jumper  and  hat 
sell  to  the  trade  made  up  and  strongly  bound  with  a  contrasting  color  as 
shoivn  here.  The  bunnies  are  stamped  on  colored  material  which  goes  with 
the  outfit.  The  customer  has  only  to  work  them,  cut  them  out  and  sew  them 
to  the  garments. — Shown  by  Jennings  &  Wilson,  Toronto. 


Directors  of  Tooke  Bros.,  Ltd.,  have 
decided  to  defer  payment  of  the  quart- 
erly dividend  on  the  7  per  cent,  defer- 
red stock  till  the  end  of  the  year's  op- 
erations. 


lightly  clipped  off  close  to  the  cloth. 
This  gives  a  beautiful  velvet-like  ap- 
pearance especially  when  done  with  a 
lustrous  colored  silk. 


NEW   EMBROIDERY   NEEDLE 

An  American  firm  has  brought  over 
into  Canada  a  new  embroidery  needle 
which  produces  beautiful  work  very  ra- 
pidly. It  is  handled  like  a  crochet  hook 
except  that  there  is  a  groove  and  an 
eye  at  the  top,  through  which  the  thread 
is  passed.  The  needle  is  held  like  a 
stencil  and  pierces  the  material  from 
the  inside  where  the  pattern  is  stamp- 
ed. It  is  worked  in  and  out  this  way 
in  a  punched  fashion.  The  result  is 
that  the  wrong  side  shows  a  series  of 
loops  and  the  right  side  a  series  of  tiny 
knots.     When     finished   the     knots   are 


Travellers  Are  Now  Out  with 
Complete  Lines 

French    Ivory 

Greeting     Cards     and     Post     Cards     for     all 
occasions 

Purses   and    Wallets 

Pennants,     Cushions    and    Textile     Novelties 

Supplies     tor     Celebrations,      Old      Boys'      Re- 
unions,   etc. 

Souvenir    Novelties     (a    tremendous    variety) 

Christmas   Stockings 

Conservo    Lunch    Sets.    Splashers.    Table    Sets, 
Infants'    Bibs    and    Sets 

The     product    of    five    factories    we    own    or 

control. 

We    are    the    Canadian    Representatives    of    S. 

Lanesdorf    &    Co.,    New    York    City,    makers 

of    the    best    popular    priced    line    of    French 

Ivory    Toilet    Lines,    Toilet    Sets    and    Mani- 
cure   Sets   in  the  United   States. 

PUGH  SPECIALTY  CO.,  LTD. 

38  to  42  Clifford  St.,   Toronto,   Canada 
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A  Beautiful  Box— 
For  A  Beautiful  Product 


A  BEAUTIFUL  product  should  be 
suitably  displayed,  because  its 
selling  possibilities  can  often 
be  minimized  by  poor  display  —  at 
least  we  think  so. 

This  is  why  we  have  gone  to  so  much 
trouble — and  expense — in  designing 
a  suitable  box  in  which  to  display 
Ivoris — the  French  Ivory  Beautiful. 
Those  of  the  trade  who  last  year  re- 
ceived shipments  of  French  Ivory  in 
the  blue  boxes  have  specially  asked 
that  all  this  year's  shipments  be 
similarly  packed. 


The   BLUE  box  is   a  very  attractive 

shade  of  blue,  with  the  daintiest  of 
self-colored  patterns  in  an  artistic 
fabric  effect.  In  the  centre  of  the 
cover  the  Ivoris  trade  mark  is  em- 
bossed in  gold.  Altogether,  the 
appearance  of  this  box  speaks  for  the 
quality  of  the  goods  inside  and  in- 
vites  buying. 

When  ordering  from  your  wholesaler, 
order  several  collections  of  the  com- 
plete range  of 


IVORIS 


Each  article  will  come  to  you  spe- 
cially packed  in  the  blue  box. 
Ivoris  French  Ivory  is  the  only  com- 
plete range  of  French  Ivory  made  in 
Canada,  so  that  by  stocking  up  with 
our    goods    you    can    guarantee    your 


customers  absolute  uniformity  in 
color,  texture,  design  and  workman- 
ship. 

Look  out  for  our  advertisements  in 
leading  publications — they  will  bring 
you  business  the  year  round. 


Toronto 


Canada 


mn^^^^^^^^^^^^^^^^^^^^^^^^^^^^ca 
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MADE  IN 
CANADA 


Silk   Bags 

Beautiful  effects  in  satin  stripes, 
mounted  on  narrow  gilt  and  silver- 
finished  frames.  Black,  brown, 
blue  and  taupe. 


The  "Julian  Sale"  Line 

For  Fine  Goods — Big  Assortments — Attractive  Values 

Bags  and  Purses 

and  other   lines  of   Leather  Goods   and   Novelties 


Swagger  Bags 

The  very  popular  bag.  Made 
in  the  new  octopus,  frog  and 
Monte  Carlo  grain  leathers. 
Blue,  brown,  grey,  black. 

Suede  Bags 

Made  in  the  one-piece  'pleated 
effects.  Lined  with  high-col- 
ored satins  —  mostly  covered 
frames.  Newest  shades  and 
colors. 


Monte  Carlo  Bags 

The  newest  novelty.  A  special 
feature  of  the  "Julian  Sale" 
line — in  octopus,  alligator  and 
spider  web  leathers. 

Leather  Bags 

Pin  Seal,  Beaver  Calf  and  Mor- 
occo leathers.  Small  pouchy 
effects.  Narrow  gilt  and  silver- 
finished  frames.  Colors  well 
assorted. 


SEE  OUR  TRAVELLER  OR  WRITE,  PHONE  OR  WIRE 

The  JULIAN  SALE  LEATHER  GOODS  COMPANY 

LIMITED 
600  KING  STREET  WEST  TORONTO 


A  Canadian  product — qualified  in  every  way  to  uphold  the 
quality  tradition  which  has  won  for  Whiting  &  Davis  Mesh 
Bags  absolute  leadership  in  the  industry. 

In  range  of  prices,  in  variety  of  design — from  the  simple 
coin  purse  to  the  most  elaborate  in  precious  metal — Whiting 
&  Davis  Mesh  Bags  satisfy  the  most  exacting  stock  require- 
ments. 

Quality,  Variety,  Price!  The  Whiting  &  Davis  line  enables 
you  to  exactly  fit  your  local  selling  needs — and  profitably! 


Whiting  &  Davis  Company 

(L.  W.  Cook,  Mgr.) 

Sherbrooke         -         Quebec 
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ORGANDIES,  GIRDLES,  RADIUMS 

CANADIAN  BEAUTY 
HUMAN  HAIR  NETS 

BEADS,  TASSELS,  BRAIDS 

The  Season's  Best  Sellers — We  Have  Them 

The  H.  G.  Tod  Company 

78  Bay  Street,  Toronto 


Artificial 
Flowers 

W\   and 


Decorations 


We  are  showing  the 
newest  designs  in 
Sprays,  Vines, 
ready-filled  Baskets 
and    Palms. 


Our  Flowers  are  artistic  in  arrange- 
ment, true-to-Nature  in  coloring  and 
design,  and  reasonably  priced. 

Special  Lilies  for  Easter 

Write  for  catalogue  or  ask 
to    have    our    traveller    call 

JOSEPHINE  De  WITT 

Manufacturer 

110  Adelaide  Street  W.,  Toronto 


Kwik  Showcard  Outfit,  $4 

A  Complete  Equipment  for  the  Showcard  Writer 


Outfit  Co  mists  of — 


1    bottle    Black    showcard 
color 

1  bottlt    Red    showcard 

color 
1     bottle    Blue    showcard 

color 
1   No.    8    best   quality   red 

sable    .iliowcard    nrush 

1  No     4    best  quality   led 
sable    showcard    brush 

2  pen    holders 

4  Soennecken   pens 


1  art    gum 

4  thumb    tacks 

1   compass 

1  protractor 

f  T    square 

1  pencil 

]    ruler 

1  complete  set  of  lessons 
including  nine  modern 
up-to-date  alphabets 
with  full  instructions 
on  showcard  writing. 


Write  for  Illustrated 
Catalog  of  Supplies 


SPRING  AND  EASTER  SHOWCARDS  as  illustrated  in  the  showcard  section  of  this 

issue  will  be  "Lettered  to  order"  with  your  own  wording  at  these  special   prices 

size  14  x  22,  each  $1.50 ;  size  11x14,  each  $1.00. 


The  Kwik  Showcard  School 


81  Bond  St.,  Toronto 


Dry  Goods  Review 


FANCY    GOODS    AND    TOYS 


What  Every  Merchant  is  Interested  In 

-KNOWING    IN    ADVANCE    THE 
MERCHANDISE    THAT    WILL  SELL 


Leather  Goods  Our  Specialty 

Our  Spring  Range  is  now  ready  for  your  inspection.  The 
quality  is  there  and  the  prices  are  right. 

Each  Season  is  an  opportunity  to  sell  new  hand  bags.  The 
bag  that  was  used  with  winter  garments  will  hardly  be  suit- 
able for  Spring,  Summer  ushers  in  its  own  particular  bag, 
and  so  it  goes  throughout  the  year.  Increase  your  leather 
goods  business  by  displaying  our  seasonal  bags  for  your 
Easter  Trade. 

Samples  sent  on  request. 
Call  at  our  Factory  when  in  the  City 

Wyt  Western  tetyer  <§oote  Co.,  Mr. 

"For  Unusual  Values" 

255-257  Richmond  St.W.  -  Toronto 
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Paramount  Novelty  Assortment 

fo  r 

■HB— E  ASTE  R==BBH 


n 


Fashions  for  Easter  Trade  Demand 

Girdles  Necklaces 

Beads 

and 

Spanish  Combs 

Send  for  sample  assortment  on  approval 


"Lady  Dainty"  Real  Human  Hair 
Cap  Nets  in  Double  and  Single 
Mesh  in  Stock. 


-<2-^t2f 


wrinch,  McLaren,  limited 

120  WELLINGTON  ST.  WEST  TORONTO 


FOR 
THE 
LITTLE 
TOT 


We  manufacture  the  daintiest  HAND- 
CROCHET  and  HAND-KNIT  apparel 
for  the    baby. 


WRITE  FOR 

SMALL 
SAMPLE  LINE 


OR 


ASK  US  TO 
CALL  WITH 
FULL  RANGE 


NOTIONS  NOVELTIES 

ART    NEEDLEWORK    MATERIALS 

FRED  JONES  &  COMPANY 

ROOM  712,  EMPIRE    BLDG. 
64  Wellington  St.  W.  -         TORONTO 


The 

Trade  Mark 


of  ■ 
Quality 


THE 

MOULTON  RANGE 

consists  of 

Trimmings,  Braids,  Cords,  Chen- 
ille, Ornaments,  Fringes,  Girdles, 
Tassels,  Tinsel,  Etc. 
IN  ALL  THE  POPULAR  SHADES. 

We  Have  Representatives  from  Coast 
to  Coast 

THE  MOULTON  MFG.  CO. 

LIMITED 

4  Inspector  St.  -  MONTREAL 


"  Canada's  Oldest  and  Original  Trimming  House." 
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FOR   PLAIN   HEMSTITCHED 
=^HANDKERCHIEFS^— 

Write  us  for  quotations  before  placing  your  order. 
Samples  on  request. 


/wwmmmi 


WHOLESALE 
TRADE 
ONLY 


DOMINION  HEMSTITCH  WORKS  CO. 

2519  NOTRE   DAME    EAST  -:- 


MANUFACTURERS 


MONTREAL 


THE  ONLY  UNDERCLOTHING 
THAT  IS 
REINFORCED  ATALL 
WEARING  PARTS 


MADE     IN    CANADA 


MADE 

BY 


gwrd^ 


OF 
GALT 


Silk  Manufacturers 

Factories  at:  LYONS,  TARARE, 
VEYRINS,  CORBELINS  (France) 


NEW  YORK 


P*RIS     CREPES. 

II  M  USLIN3, 

LONDON  SATINS, 

DAMASKS, 

BROCADES 


Newest  Creations 

Canadian  Representative:  M.  AUBIN 
46  St.  Alexander  St.,  MONTREAL 


LYONS 

II 

NICE 

II 

MILAN 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND  EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932938  Broadway  New  York  Cor.   22nd  St. 

Canadian  Showroom  and  Factory-: 

Bay  and  Wellington  Sts.,        -        Toronto,  Canada 


W  m,  jt 

Exclusive 

Range  of 

Japanese 
Goods 

A    diversity    of    colors    and 
patterns     in     Kimonas,     de- 
veloped  in   Silk  and   Cotton 
Crepes. 

Also      Children's      wear     in 
Silk    and    Wool. 

A    wide     range     to     choose 
from. 

Quaint    creations — in    them- 
selves an   immediate  appeal. 

Visit  our  showrooms 
when  in  town. 

%iJ&x  £k 

m 

Travellers  on 
inspec 

The  Mi 

J 

TORONTO 
33  Melinda  St. 

the  road  now,    weinvile  your 
'ion  of  their  samples. 

kado  Company 

apanese  Goods 

MONTREAL 
248  St.  James  St. 
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Use  Telephone  to  Sell  Smallwares 

Other  Purchases  Should  be  Suggested  When  Smallwares  Are  Sold 
by  Telephone — Featuring  Friday  Specials  in  The  Smallware  De- 
partment— Regulations  Governing  the  Use  of  the  Telephone  in 
This  Department — Suggestions  Regarding  Stock-keeping. 


"S 


ERVICE  is  that  which  effects 
genuine  economises  for  the  cus- 
tomer and  facilitates  shopping1,"  is 
a  definition  which  holds  good  in  every 
department  of  the  store.  In  view  of 
this  fact  it  is  not  unreasonable  to  devote 
a  little  time  to  analysing  the  service 
rendered  by  the  notion  and  smallwares 
department,  sometimes  scornfully  called 
the   "store    kindergarten." 

All  the  months  of  Spring  and  early 
Summer  are  profitable  months  insofar 
as  the  selling  of  smallwares  is  concern- 
ed, as  every  buyer  knows,  and  for  this 
reason  perhaps,  special  means  to  pro- 
mote sales  in  the  various  lines  carried 
are  somewhat  neglected  in  the  mistaken 
belief  that  the  goods  will  sell  themselves 
at  this  season.  Have  you  ever  consider- 
ed what  a  valuable  aid  to  merchandis- 
ing notions  you  have  in  the  telephone? 
Without  doubt  this  branch  of  service 
can  be  made  to  bring  in  more  business, 
while  at  the  same  time  it  greatly  facil- 
itates shopping  for  the  customer  at  the 
same  time  that  it  saves  her  time  er 
carfare.  ] 

But  the  objection  may  be  raised  that 
encouraging  telephone  orders  li.n  small- 
wares  is  a  mistake  since  customers  are 
prone  to  order  small  items  which  cost 
more  to  deliver  than  the  vallue  of  the 
purchase.  This  is  quite  true  when 
taken  literally,  but  on  the  other  hand, 
the  good-will  and  the  sense  of  relief 
which  such  a  small  courtesy  conveys  to 
the  customer  more  than  compensates  for 
the  trouble  and  expense  of  delivering 
orders  of  comparative  insignificance. 

A  leading  Montreal  store  made  a 
special  feature  recently  in  the  daily  ad- 
vertising of  encouraging  this  very  feat- 
ure. Over  a  lengthy  list  of  bargains 
for  the  next  day  which  (included  prac- 
tically every  sort  of  notion  goods  need- 
ed by  the  dressmaker,  the  invitation  was 
given  to  customers  of  the  store  to  "tele- 
phone in  early  and  tell  us  what  you 
need.  Your  order  will  be  delivered  be- 
fore noon  either  C.O.D.  or  charged." 
That  this  service  is  appreciated  was 
proved  in  one  linstance  overheard  by  a 
staff  member  of  Dry  Goods  Review  who 
happened  to  be  in  a  street  car  when  a 
woman  read  this  out  loud  to  her  cam- 
panion. 

"What  a  good  idea,"  she  exclaimed, 
"now  I  don't  feel  so  badly  at  forgetting 
those  fasteners  for  Maud  because  I  can 
send  in  an  order  for  them  along  with 
some  more  things  for  myself.  Remind 
me  to  telephone  at  breakfast  time, 
won't  you?" 

Reckoning  that  it  costs  a  store  ap- 
pr  ximately  six  cents  to  make  a  deliv- 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 


ery  on  a  parcel,  in  overhead  expense,  is 
it  not  a  good  plan  to  cultivate  telephone 
service,  to  improve  it  in  every  way  so 
that  instead  of  sending  a  single  spool 
of  thread  to  Mrs.  Smith  as  she  origin- 
ally requested,  the  crder  will  include 
several  other  items,  which  have  been 
tactfully  suggested  by  the  salesgirl  as 
a  further  means  of  saving  the  customer 
time  and  money? 

Friday  Bargains  in  Smallwares 

Another  Montreal  store  is  becoming 
known  throughout  the  city  on  account 
of  its  Friday  bargains  in  all  depart- 
ments, not  the  least  attractive  of  which 
are  offered  in  the  smallwares  section. 
Quite  extraordinary  bargains  are  feat- 
ured on  this  day  only  such  as  a  paper 
of  colored  glass  headed  pins  for  one 
cent,  a  box  of  electro  plated  pins  assort- 
ed sizes  for  two  cents,  short  pearl  head- 
ed pins  for  turbans,  priced  at  two  cents 
each,  etc.  It  is  not  surprising  that  the 
telephone  and  personal  orders  received 
for  these  weekly  bargains  are  enorm- 
ous. 

With  regard  to  the  development  of 
the  telephone  service,  this  store  however 
has  used  considerable  pains  to  reach  its 
present  efficiency,  owing  to  the  fact 
that  all  the  sales  girls  are  recruited 
from  the  ranks  of  parcel  gir!s  and 
wrappers  and  not  from  experienced 
salesladies.  To  this  end  a  code  of  regu- 
lations have  been  drawn  up  which  are 
carefully  studied  by  the  staff  when  they 
are  taken  on.  These  rules  are  briefly 
summarized  as  follows: 

1.  When  answering  a  customer's  tele- 
phone call,  give  the  name  of  the  depart- 
ment, rather  than  merely  say,  "HelJo?" 

2.  Always  use  the  utmost  courtesy 
over  the  telephone,  speaking  clearly  and 
slowly  with  a  pleasant  voice.  Always 
add  "Madam"  to  your  remarks  if  the 
customer's  name  is  unknown  to  you, 
and  do  not  forget  to  say  "thank  you" 
or   "good    morning"   when    the    order   is 


closed.  It  is  best  to  read  over  the  en- 
tire order  for  the  purpose  of  avoiding 
errors,  and  also  that  anything  forgotten 
by  the  customer  may  be  added.  Be  sure 
the  address  is  correctly  written. 

3.  Remember  a  telephone  customer  is 
at  a  disadvantage  because  she  cannot  see 

the  goods.  Therefore  be  patient  and 
painstaking  to  ensure  that  you  under- 
stand exactly  what  she  requires1.  Do 
not  hurry  her  or  appear  to  be  uninter- 
ested or  abrupt  in  your  manner.  Do 
not  waste  time  in  unnecessary  explana- 
tions, however.  If  a  customer  asks  you 
to  let  her  know  when  a  certain  item  is 
obtainable,  do  not  fail  to  let  her  know 
without  delay.  She  will  appreciate  such 
promptness  especially  when  it  appears 
that  some  trouble  has  been  taken  to  en- 
sure her  satisfaction. 

4.  When  the  conversation  is  closed, 
hang  up  the  receiver  gently.  Avoid 
using  the  telephone  if  you  have  a  bad 
cold  because  colds  are  easily  communi- 
cated this  way. 

Above  all  things  do  not  neglect  dis- 
play, during  the  next  few  months,  where 
notions  are  concerned.  If  you  have  not 
established  a  rule  of  a  weekly  house 
cleaning  in  the  department,  try  it  out 
and  see  how  much  better  the  results 
will  be.  Everything  should  be  removed 
from  the  shelves  so  that  the  corners  can 
be  got  at.  All  waste  paper,  empty  box- 
es, old  covers  and  other  trash  should  be 
cleared  out.  Bins  or  containers  should 
be  dusted  thoroughly,  drawers  should  be 
removed,  emptied  of  their  contents  and 
carefully  cleaned.  Merchandise  is  some- 
times stuck  behind,  and  under  drawers 
and  is  lost  because  the  drawers  are 
never  taken  out.  All  this  should  be 
done  during  the  first  hour  of  the  morn- 
ing when  there  is  usually  little  business, 
but  a  systematic  saleswoman  is  able  to 
do  a  great  deal  of  this  necessary  work 
right  along  with  her  selling. 

According  to  a  woman  buyer  in  a 
large  department  store,  the  staff  cannot 
learn  too  quickly  to  know  their  stock 
thoroughly.  As  a  definite  classification 
of  stock  is  usually  followed,  the  new 
sales  clerk  should  master  it  at  once  and 
remember  that  nothing  is  more  irritat- 
ing to  a  customer  than  to  be  waiting  in- 
definitely while  the  saleswoman  goes 
searching  through   piles   of  boxes. 

There  is  nothing  more  attractive  to 
the  average  customer,  be  she  wealthy  or 
of  humble  circumstances  than  a  well 
displayed  smallwares  department,  con- 
veniently located,  with  plenty  of  sales 
tables,  and  a  quick  and  efficient  staff 
ready  to  assist  her  either  in  person  or 
over  the  telephone. 
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High  Colors  Sell 

In  Veilings 

New  Shades  Shown  in  New  York — The 
Senorita  Veil  Popular 

The  veiling  trade  has  been  very  active 
this  spring  according  to  reports  from 
the  leading  American  houses  in  New 
York  this  month.  High  colors  and 
combinations  are  especially  good  and 
the  demand  for  yardage  goods  is  better 
than  has  been  experienced  for  some 
time.  Chenille  dots  seem  to  be  used  in 
more  ways  than  was  ever  considered 
possiMe  a  few  years  ago  and  such 
color  effects  as  are  decreed  this  spring 
would  have  seemed  very  extraordinary 
then.  The  popular  grounds  for  the  new 
veils  are  solid  black,  brown,  taupe  and 
navy  with  dots  in  henna,  fuchsia,  pap- 
rika, paon,  sapphire,  jade,  victory,  blue 
and  periwinkle.  Of  these  colors,  jade 
has  been  the  favcrite  and  the  supply 
has  been  entirely  exhausted  in  one  lead- 
ing wholesale  house.  The  tiny  dots  are 
said  to  be  most  in  demand  in  these  veils, 
particularly  in  all-over  effect  which  is 
better  than  the  bordered.  The  meshes 
are  usually  hexagonal  but  a  tendency 
to  employ  fancy  meshes  is  becoming 
more  noticeable,  it  was  said.  Fancy 
dot  clusters  with  variations  in  the  mesh 
usually  go  together.  One  such  attractive 
mesh  of  this  type  in  sand  and  brown 
had  diamond-shaped  clusters  of  chenille 
dots  and  the  mesh  divided  into  diamond- 
shaped  figures  by  a  double  Line  in  the 
weave. 

High  Colors  Sell  Veilings 

Another  authority  on  veiling  stated 
that  "the  higher  the  color,  the  better  the 
veiling  sells."  Spark  red  on  black  is  par- 
ticularly good,  with  black  and  henna, 
black  and  cornflower  blue,  brown  and 
henna  andl  black  and  white  all  good. 
Woven  dots  are  likewise  shown  but  are 
not  as  fashionable  as  the  chenille  variety. 

Anticipating  later  spring  require- 
ments, this  authority  spoke  of  black  dots 
on  white,  blue  on  white  and  grey  on 
hlack  in  small  mesh  veilings  as  being 
promising.  Two-tone  color  woven  ef- 
fects are  novel,  such  as  a  taupe  and 
jade  mesh  with  a  woven  jade  dot.  Com- 
plexion veils  with  woven  dots  are  strong 
at  present.  Draped  veils  were  much 
shown  at  the  recent  fashion  shows  held 
in  New  York  and  include  square  effects 
in  rather  striking  patterns.  One  model 
noticed  had  a  shadow  border  in  contrast 
and  was  shown  in  the  following  color 
combinations,  black  and  navy,  Navajo 
and  grey,  paprika  and  henna,  etc.  Much 
cire  lace  in  very  elaborate  designs  is  fea- 
tured by  the  smartest  importers,  often 
finished  with  beaded  edges  and  in  black 
and  white  effects.  Another  beautiful 
veil  noticed  had  a  fine  hexagon  mesh 
with  blue  chenille  embroidery  motifs, 
worked  in  a  deep  border  effect.  A  large 
square  veil  boasted  a  heavy  edging  of 
navy   blue   crochet   silk;   this    particular 


effect  is  said  to  be  exceptionally  smart 
in  New  York. 

Square    Veils    Show    Corner    Motifs 

The  so-called  fish-tail  veil  is  also 
shown,  but  is  somewhat  extreme  for 
Canadian  trade.  More  lovely  and  ap- 
propriate to  ordinary  attire  was  a  draped 
veil  of  wide  hexagonal  mesh  with  an  em- 
broidered leaf  pattern,  the  leaves  being 
filled  out  with  applique  pieces  of  Pais- 
ley chiffon.  Another  square  veil  of 
brown  mesh  with  an  embroidered  bor- 
der near  the  edge  had  four  corner  mo- 
tifs of  Paisley  chiffon  each  of  which 
was  hollow  in  the  centre  to  reveal  the 
mesh  beneath. 

Hand  tinting  is  a  feature  of  certain 
wonderful  Shetland  veils  of  black.  The 
floral  design  is  carried  out  in  deep  red 
with  jade  green  leaves,  the  color  being 
painted  en  over  the  solid  weaving,  creat- 
ing a  most  unusual  effect.  Many  of  the 
Chantilly  veils  have  the  border  on  both 
sides  so  they  can  be  used  as  scarves  if 
desired.  Many  of  them  are  woven  in 
filet  mesh,  a  novel  and  graceful  effect. 

The  "Senorita"  Veil 

"Senorita"  is  the  name  given  to  a  new 
veiling  by  the  yard  with  a  hexagonal 
mesh,  heavily  bordered  by  a  grape  clus- 
ter woven  pattern.  When  the  pattern  is 
developed  in  a  contrasting  color  to  the 
ground,  it  is  most  striking,  and  it  is 
best  adapted  to  be  worn  with  the  border 
round  the  crown  of  the  hat  with  the 
transparent  part  left  floating.  Red  on 
navy  blue  is  a  favorite  combination  in 
the  Senorita  veil  range. 

American  manufacturers  of  high  grade 
veilings  state  that  prices  will  not  go 
lower,  despite  rumors  to  the  contrary. 


BRAMLEY  VESTEE 
Of  Delft  blue  handkerchief  linen  finished 
with   self    covered    buttons. — Shown   by 
Courtesy  of    A.  B.  Finnie    Company, 
Montreal. 


Make  Ivory  Nut 

Into  Buttons 

Display  at  Textile  Exhibition  in  Toronto 
Shows   Process   of  Manufacture 

At  the  Canadian  Textile  Products  Ex- 
hibition held  in  Toronto  during  the  week 
of  February  13,  there  was  a  display  of 
buttons  made  by  one  firm  which  was 
very  interesting  to  the  merchant  visit- 
ors. All  the  buttons  made  by  this  fac- 
tory come  from  vegetable  ivory  nuts. 
These  nuts  are  known  as  the  American 
Tagua  Palm  nuts  and  grow  in  South 
America. 

The  Tagua  nuts  are  found  in  burrs, 
seven  or  eight  burrs  being  the  usual 
number  in  a  cluster.  When  the  burr  is 
removed  the  nut  is  about  the  size  and 
shape  of  a  small  potato  and  resembles 
the  potato  very  closely  in  color.  The 
nuts  are  shipped  here  in  thlis  state. 

Making  Vegetable  Ivory 

Nut  into  Buttons 

The  first  process  is  to  remove  the 
hard  outer  shell.  Drying  is  the  princi- 
pal method,  for  the  shells  then  break 
off.  Filing  would  not  be  effective  be- 
cause these  shells  are  as  hard  as  steel. 

Inside  there  is  a  softer  inner  shell 
which  has  also  to  be  taken  off.  This 
is  partly  removed  with  hot  atmosphere 
and  the  portions  which  remain  are  filed 
off  by  young  boys.  The  whitish  kernel 
which  is  now  about  two  inches  or  more 
in  diameter  and  still  is  like  a  potato  tin 
shape,  is  sawn  into  slabs.  Each  nut 
makes  only  four  or  five  buttons  of 
various  sizes,  the  smaller  ones  being 
cut  from  the  outer  slabs.  The  grain 
looks  very  like  that  of  the  real  ivory 
and  the  substance  is  as  hard  as  stone; 
in  fact  tit  is  now  much  as  it  appears  in 
the  button  except  that  it  is  not  polished. 

Turning  is  the  next  operation.  This 
shapes  the  ivory  into  a  disc  of  the  size 
required.  Holes  are  punched  in  and  it 
is  then  polished  or,  using  the  technical 
name,  it  is  drummed.  Drumming  is 
done  simply  by  rubbing  a  quantity  of 
buttons  together  in  a  solution  composed 
mostly   of  turpentine. 

Vegetable  ivory  in  the  natural  state 
is  found  in  three  shades:  pearl  white, 
cream  and  yellow.  The  first  only  can 
be  dyed  into  white  buttons,  the  second 
will  take  all  the  other  shades  and  the 
third  is  used  for  blaek  ones.  After 
dyeing  the  buttons  are  drummed  again 
to  give  them  an  added  lustre. 

One  of  these  three  processes  is  now 
used,  depending  on  the  type  of  button 
desired.  To  make  a  button  with  a  de- 
sign, a  die  is  made,  which  is  pressed, 
very  hot  into  the  moiistened  ivory.  Some 
kinds  of  buttons  require  a  sand-blast  to 
get  the  design.  To  obtain  a  mottled 
button,  shellac  is  sprayed  through  a 
stencil,  the  shellac  carrying  the  color  or 
colors   required. 
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WM.  E.  WRIGHT  SAYS: 

"While  reading  Vogue  the  other  day  I  found_ 
the  following  interesting  paragraph  about 
home  sewing: 

"  'Materials,  even  the  best,  and  one's  own 
time  are  wondrously  cheaper  than  ma- 
terials (perhaps  less  good),  plus  the  rent 
of  emporiums,  plus  the  salary  of  clerks, 
plus  the  paid  time  of  workers;  and  know- 
ing something  about  the  cost  of  materials 
and  just  how  much  time  goes  to  the  mak- 
ing of  each  garment  is  a  valuable  asset.' 

"The  high-class  fashion  magazines  are  read 
by  women  of  wealth  and  taste.  These  women 
are  deeply  interested  in  home  sewing  not  only 
for  its  economy,  but  because  it  is  a  delightful 
feminine  art.  Incidentally  I  counted  in  recent 
magazines  dozens  of  designs  that  would  be 
charming  made  up  in  cotton,  trimmed  with 
WRIGHT'S  percale  or  lawn  tape  and  in  or- 
gandy with  WRIGHT'S  black  or  white  taffeta 
silk  tape. 

"Some  of  my  friends  will  write  me  funny 
letters  about  reading  a  woman's  fashion  mag- 
azine. Any  manufacturer  who  makes  a  pro- 
duct to  sell  to  women  should  read  all  the 
fashion   magazines.     It's   dangerous   not   to." 

Send  for  Color  Card  of 


tme'GeM 

'■M  I A  C  A  R  A 


The  Brand  Name  for  Quality 
Notions. 

CREATING  A  DEMAND 


For  the  gem  of  Niagara 
brand  fasteners,  hooks  and 
eyes  and  safety  pins  by  our 
persistent  advertising  in 
Good  Housekeeping,  Mc- 
Call's,  Woman's  Home  Com- 
panion, Delineator  and  other 
publications — reaching  from 
10,000,000  to  12,000,000 
women  readers — will  mean 
money  to  you. 

If  your  jobber  does  not  yet 
carry  this  line,  write  for 
nearest  source  of  supply. 

Francis  Mfg.,  Co. 

Niagara   Falls,  N.  Y. 

Famous  for  Fine  Notions  for 
Over  Quarter  Century. 


OTHflSIWIM 


Showing  our  full  line  of  fast  colored  percales,  also  Wright's  E-Z- 
Trim.  You  will  find  this  card  to  be  a  great  convenience  in  making 
up  your  orders.  It  shows  our  13  plain  and  6  striped  colors  of  Tape 
and   7  colors   of    E-Z-Trim. 

WRIGHT  S  B IAS  LAM PSHADE  TAPE 

Something   new  and    useful   for  the    Notion    Department.     Sample   card 
showing   colors   sent   on   request. 

Wm.  E.  Wright  &  Sons  Co.,  Mfrs. 


350-370  Scotland  Road 
Orange,  N.J. 

Agencies  : 

CHICAGO 

R.  C.    Taft 

223  W.  Jackson  Blvd. 

PHILADELPHIA 

Jas.  F.  McCarrier 

1011   Chestnut  Street 

ST.  LOUIS 
L.  F.  Sherman 
613  N.  Broadway 

ATLANTA 

H.  T.   McKeag 
221  Riser  Bldg. 


WRIGHTS 

BIASFOLDTAPE 

It  (urns  itself 


>J 


In  U.  S.  Pat.  Off. 


Our    Latest 

Lady 

In  Wax 


No.  3 
Special 


We  now  have  at 
our  show  rooms 
a  n  exposition  of 
wax.  W  e  incite 
all   to    inspect  i  t . 


J.  R.  Palmenberg's  Sons  Inc. 

63-65  West  36th  Street,  New  York 
CHICAGO  BOSTON  BALTIMORE 
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Announcement 


We  are  pleased  to  inform  the  merchants  of  Canada 
that  we  have  been  appointed  Exclusive  Canadian 
Representatives  for  the  world  famous 

PIERRE  IMANS 

Paris,  France 

Wax  Figures 

A  comprehensive  display  of  these  beautiful  figures 
is  now  ready  for  your  inspection  at  our  showrooms 

161  King  St.  W.,  TORONTO 

We  shall  at  all  times  have  a  stock  ready  for  prompt 
shipment — 7  he  figures  can  be  svpplied  with  Imans 
unbreakable  Carnasine  Arms  if  desired. 

Write  for  beautiful  catalogue  or  call  at 
our  showrooms 

Clatworthy  &  Son,   Limited 

London,  England  Toronto,  Canada 

Makers  of  Store  Equipment 


Consult  Us— Now 


In  planning  your  EASTER  DISPLAY — be  it  a  small  counter  or  a 
whole  wall  section — we  can  select  the  right  equipment,  at  a  moderate 
cost.  Display  Fixtures  are  your  silent  salesmen  and  you  demand  ef- 
ficiency in  your  salesmanship. 

Send  for  Catalogues,  Plans  and  Prices. 

THE  WALKER  BIN  &  STORE  FIXTURE  CO.,  LTD. 

Designers  and  Manufacturers  of  Modern  Store  Fixtures 

KITCHENER  -  ONTARIO 
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The  Part  the  Showcard  Plays 


Surrounding  your  store  with  the 
atmosphere  of  springtime  is  large- 
ly a  matter  of  accompanying  the 
displays  with  attractive  show- 
cards- 


NOW,  when  Spring  and  Easter  dis- 
plays in  store  windows  and  inter- 
iors are  marked  by  a  rare  dis- 
crimination in  their  selection,  express- 
ing1 distinction  and  individuality,  surely 
it  is  fitting  that  an  appropriate  Showcard 
should  add  some  happy  commentary. 

The  practical  message  conveyed  by 
the  hand-lettered  Showcard,  can  be  made 
to  tell  a  fascinating  tale  to  ears  attuned 
to  the  spirit  of  the  season.  The  arrange- 
ment of  the  merchandise  displays  is  di- 
rectly affected  by  the  Showcard.  The 
card  with  a  real  meaning,  executed  in 
a  pleasing,  artistic  (though  not  fanciful 
or  freakish)  manner,  presents  the  mer- 
chandise and  the  store  more  favorably  to 
the  onlooker. 

A  Distinguishing  Mark 

In  the  making  of  Spring  and  Easter 
Showcards,  it  is  the  little  niceties  of 
wording,  display,  color,  layout  and  size, 
that  by  their  very  exactness,  distinguish 
the  store  of  good  taste.  Good  taste  in 
the  Showcard  bespeaks  good  taste  in 
the  merchandise.  The  "tout  ensemble"  re- 
flects the  ideals  of  the  establishment. 

Lettering  Or   Layout? 

The  writer  has  frequently  been  con- 
fronted with  the  much-mooted  question, 
"Is  lettering  or  layout  the  more  import- 
ant feature  of  the  showcard?"  Card- 
writers  there  are  who  put  every  effort 
into  the  formation  of  the  individual  let- 
ter or  figure  to  obtain  a  scrupulous  per- 
fection from  the  standpoint  of  lettering, 
yet  in  so  doing  seem  to  be  unmindful  of 
the  principles   of  layout. 

The  spring-time  phrase  of  the  window 
showcard  requires  more  consideration  in 
the  layout  than  it  does  in  the  actual 
lettering.  The  seasoned  cardwriter  knows 
for  himself  that  the  art  of  lettering  so 
far  as  it  concerns  him  is  a  mere  mechan- 
ical process  compared  to  the  selection 
of  the  one  best  layout  frr  a  particular 
phrase  on  the  card.  Problems  arise  in 
the  mental  process  of  visualizing  a  lay- 


Ill   Springtime 

By  Jalexo 

out  which  call  for  the  talent  of  a  high 
artistic  order.  The  Easter  card  will  be 
attractive   just   in   the   degree    that    the 


typographical  display  reflects   care   and 
thought  in  preparation. 

Nothing  so  hinders  the  best  intentions 
of  the  cardwriter  at  this  spring  season 
so  much  as  the  idea  that  lettering  per  se 
is  the  big  thing.  Given  the  correct  set- 
ting for  the  lettering,  the  carefully  ap- 


Thc  above  showcards  are  typical  examples  of  cards  much  in  demand  for 
stores  of  the  better  sort.  The  shadoivscript  effect  is  obtained  with  the  aid  of 
an  air  brush.  Proclaimed  the  most  attractive  work  in  vogue  to-day  the  shadoic- 
script  is  in  evidence  wherever  good  showcards  are  used.  Being  so  much  reduced 
from  the  original  sizes,  the  full  beauty  of  lettering  and  decoration  is  some- 
what lost  in  the  accompanying  illustrations. 

The  card  reading  "Authentic  styles"  is  on  pale  green  stock,  showing  air 
brush  design  edged  with  dark  green  line,  the  lettering  is  done  in  Roman. 

The  card  reading  "The  newest  in  hats"  is  on  white  stock,  showing  lettering 
in  Roman  and  red-line  border. 

The  card  reading  "Easter  Blouses"  is  on  purple  stock,  showing  lettering 
in  old  English  and  deep  blue  line  border. 

The  card  reading  "Easter  styles"  is  on  white  stock,  showhig  lettering 
kwickscript,  daffodils  in  natural  colors  and  dark  green  line  border. 
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portioned  spacing  for  display  lines  and 
body  matter,  the  task  of  lettering  in  the 
message  becomes  comparatively  simple. 
The  effect  produced  will  be  out  of  all 
proportion  to  the  little  extra  effort  ex- 
pended. This  observation  on  layout  and 
lettering  is,  perhaps,  not  irrelevant  here. 
If  it  throws  out  a  hint  to  some  card- 
writer  whose  Spring  and  Easter  cards 
will  be  the  better  for  it,,  the  allusion  to 
the  subject  will  be  quite  permissible. 

Observe  Continuity 

Orginality  is  oftentimes  delightful  in 
the  Spring  and  Easter  Showcard,  but 
in  the  general  dry  goods  or  men's  wear 
store,  convention  holds  some  sway.  Here 
it  behooves  the  Cardwriter  to  formulate 
a  style  which  will  apply  to  the  multifar- 
ious lines  of  goods.  This  is  necessary  in 
order  to  preserve  a  continuity  in  every 
department. 

The  Cardwriter,  however,  may  easily 
put   individuality     into  the  store  cards, 


PERTINENT    PHRASES 

Homespuns  have  come  into  their 
own. 

White  Wash  Fabrics  for  lingerie 
and  garments. 

Novelty  Voiles  dainty  and  prac- 
tical for  waists  and  dresses. 

Ribbons  for  sashes,  hairbows  and 
fancy   work. 

Gingham  Aprons,  neat,  practical 
and  inexpensive. 

Princess  Mary  Moire  Bags,  fash- 
ion's latest  accessory. 

Hand-made  Lingerie  from  Bel- 
gium and  France. 

Home  Sewer's  Week,  savings  in 
notions  and  materials. 

Smocked  Frocks  for  wee  girls  of 
2  to  6  years. 


since  no  rules  are  so  rigid  as  to  stifle 
originality.  Uniformity  in  alphabets 
should  permeate  the  work.  This  need 
not  occasion  a  strict  adherence  to  any 
particular  style  of  lettering.  Two  or 
three  harmonizing  alphabets  may  be  used 
on  the  Showcard  with  the  same  pleasing 
effect  produced  by  two  or  three  allied 
fonts  of  type  in  a  newspaper  advertise- 
ment. 

Two  alphabets  are  generally  conceded 
most  advantageous  for  store  cards  whore 
the  announcement  must  be  at  once 
clean-cut  and  legible. 

The  extent  to  which  the  atmosphere 
of  Springtime  will  surround  your  store 
will  depend  largely  upon  the  liberal  use 
of  seasonable  Showcards. 

Illustrated  herewith  are  several  at- 
tractive Showcards  showing  black  letter- 
ing on  white  cardboard.  These  alpha- 
bets are  appropriate,  yet  withal,  are 
comparatively  easy  to  execute. 

The  Showcard  No.  1,  measures  22  x  14 
inches.  The  display  lines  and  body  mat- 
ter are  done  in  modified  Roman.  The 
margin   is  two   inches. 

Showcard  No.  2,  measures  11  x  14 
inches.  The  display  lines  are  in  Egyp- 
tian block.  The  body  matter  is  in  Ro- 
man italics.      Margin  Wz   inches. 

Showcard  No.  3  measures  14  x  11 
inches.  The  lettering  is  Cardwriter's 
Script.  Margin  2  inches. 

Showcard  No.  4  measures  8V2  x  16 
inches.  The  display  lines  are  in  modi- 
fied Old  English.  The  body  matter  is 
Kwik  italic. 

It  will  be  noticed  that  these  Show- 
cards  feature  alphabets  which  boast  a 
Treedcm  of  outline  rather  than  a  severe 
mechanical  effect.  The  Cards  were  let- 
tered in  a  few  minutes  and  without  any 
attempt  at  ostentatious  display. 

About  ten  or  twelve  years  ago,  show- 
cards  were  plentiful  which  required  long 


and  painstaking  effort  to  reproduce. 
Cardwriters  employed  nearly  every 
known  expedient  in  the  decoration  and 
embellishment  of  their  work.  The  finish- 
ed article  in  those  days  was  more  of  a 
painting  than  a  showcard.  The  modern 
requirements  of  speed,  economy,  neat- 
ness and  readableness  have  somewhat 
revolutionized  the  Showcard  craft.  The 
accompanying  illustrations  are  typical 
examples  of  the  styles  in  demand  to-day. 

Adding  Prestige 

It  must  be  remembered  that,  in  mak- 
ing attractive  Showcards,  while  they 
have  a  direct  appeal  to  the  exclusive, 
highly-cultured  buyers  in  the  commun- 
ity, they  also  indirectly  influence  all 
classes  of  customers,  because  they  estab- 
lish a  certain  standing  or  association  for 
the  store  which  customers  of  limited 
means  look  for. 

Every  merchant  who  would  present  his 
merchandise  and  store  more  favorably  to 
the  public,  at  this  promising  period  of 
the  year,  will  do  well  to  study  the  poten- 
tial sales  value  of  Spring  and  Easter 
Showcards.  They  will  inject  more  di- 
rect salesmanship  into  the  goods,  and 
that,  if  for  no  other  reason,  ought  to 
assure  their  immediate  adoption. 


KENT-McCLAIN  AGAIN 

A.    E.    Kunciman,    Annapolis    Royal,    N.    S. 

When  Mr.  A.  E.  Runciman  opened  his 
new  store  on  February  1st  last,  the  "An- 
napolis Royal  Spectator''  in  a  leading 
article  devoted  to  the  new  store  said : — 
"It  contains  all  the  most  up-to-date  fix- 
tures. The  wall  cases  and  silent  salesmen 
were  supplied  by  Kent-McClain,  Limited,  of 
Toronto,  the  largest  manufacturers  of  btore 
fittings  in  Canada,  and  are  the  finest  ever 
brought  to  this  part  of  the  Province.  'I  his 
is  the  same  firm  that  supplied  all  the  in- 
terior fittings  for  the  Wood  Bros,  new 
store.  Halifax,  and  certainly  does  them 
credit."  -i  jSH 


A  recent  display  by  the  Hudson  Bay  Co.  store  of    Vancouver. 
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Making  the  Sales  Staff  Familiar  with  Wealth  of 

Spring  Colors  is  Essential  to  Many  Sales 

Case  of  a  Woman  Who  Wanted  "Periwinkle"  Blue — Plan  That 

Was  Tried  Out  in  Montreal  This  Month — Color  is  the  Leading 

Fashion    Feature — Colors    for    Spring    Season — What    Display 

Manager  Can  do  to  Interpret  Color 


ALTHOUGH  the  problem  of  color 
names  has  always  been  more  or 
less  acute  each  new  season  In 
every  department  in  which  colored  goods 
are  sold,  no  steps  to  provide  a  solution 
have  apparently  ever  been  attempted. 
Every  sales  clerk  knows  how  difficult  it 
has  been  to  satisfy  customers  who  asked 
for  a  shade  by  a  certain  name  only  to  be 
confronted  by  something  entirely  dif- 
ferent. There  was  no  really  definite 
standardization  of  color  so  far  as  the 
sales  staff  of  dry  goods  stores  were  con- 
cerned and  usually  if  an  unusual  shade 
were  called  for,  the  clerk  behind  the 
counter  made  a  good  bluff  or  admitted 
that  she  could  not  be  positive. 

A  certain  woman  was  overheard  to  say 
not  long  ago  that  she  had  been  shopping 
in  three  different  stores  and  asked  in 
each  for  "periwinkle"  blue,  only  to  be 
shown  three  or  four  totally  different 
shades.  She  happened  to  know  what  the 
real  periwinkle  was  and  so  she  made  it 
her  business  to  enquire  why  the  sales 
staff  was  ignorant  of  so  important  a 
matter  as  the  season's  leading  color.  In 
one  case  it  appeared  that  the  sales  staff 
themselves  were  to  blame  as  they  had  not 
taken  care  to  familiarize  themselves 
with  the  color  card  given  them  by  the 
department  head.  In  another  case,  the 
head  had  not  provided  them  with  any 
instruction  on  the  new  shades  whatever, 
while  in  a  third,  the  new  colors  were 
named  by  someone  in  the  store  with  a 
bent  for  being  original,  forgetting  that, 
•it  is  not  the  fancy  name  only  which  sells 
goods,  but  the  fact  that  it  should  stan- 
dardize color  in  addition. 

Color  is  Leading  Fashion  Feature 

This  spring,  color  is  perhaps  the  most 
important,  fashion  de.ail  to  be  studied  by 
every  sales  clerk,  no  matter  in  what  de- 
partment she  may  happen  to  be.  Ribbons, 
silks,  cottons,  woollens,  neckwear,  hos- 
iery and  many  other  lines  are  now  de- 
signated by  certain  specified  colors  es- 
tablished by  the  Texti'e  Color  Card  As- 
sociation of  the  United  States  or  else  the 
French  Association,  which  however,  is 
not  so  widely  followed  in  this  country. 
It  will  not  be  possible  to  give  satisfac- 
tory service  to  customers  in  any  of  these 
departments  unless  the  s<t,aff  has  care- 
fully studied  the  new  shades  thoroughly 
and  is  able  to  name  any  of  them  at  the 
first  glance  correctly. 

Out  of  the  very  large  list  compiled 
and  authoi-ized  by  the  Textile  Color  Card 
Association,  including  80  colors,  there 
are  naturally  only  a  small  number  called 
for  very  frequently,  and  probably  the  en- 
tire color  range  will  be  confined  to  about 


44  shades.  It  is  thus  not  a  difficult 
matter  to  learn  the  new  names  for  the 
various  colors  and  to  classify  them  in 
one's  mind  for  future  reference. 

How  to  Promote  Sales 

A  leading  Montreal  firm  has  recogniz- 
ed this  problem  and  has  met  it  with  a 
most  satisfactory  solution.  During  the 
early  part  of  March  a  "Color  Exhibi- 
tion" was  held  in  the  yardage  goods  de- 
partment, which  was  charmingly  decor- 
ated by  means  of  artistic  draping  of  the 
most  colorful  materials  in  harmonizing 
groups,  together  with  delicate  hangings 


Speaking  of  window  displays,  a 
reader  of  Dry  Goods  Review  sent  in 
an  idea  which  is  worth  passing  on. 
This  man,  who  is  a  display  manager 
in  a  leading  Ottawa  department 
store,  was  asked  to  feature  a  dis- 
play of  tweeds  which  had  not  been 
moving.  These  fabrics,  in  fact,  had 
been  in  stock  for  well  over  a  year, 
and  somehow  or  other  did  not  prove 
popular  with  women  buyers.  This 
display  manager  thereupon  origin- 
ated a  background  representing  a 
winter  scene  and  painted  a  girl  in 
correct  knicker  sports  suit  ski-ing 
down  a  snowy  slope  most  realistic- 
ally. The  tweeds  were  draped  across 
the  window  gracefully  from  high  T 
stands  and  a  show  card  announced 
"Tweeds  for  Sports  Wear." 

All  the  tweeds  were  sold  inside  of 
two  days.  Is  it  any  wonder  that  it 
pays  to  give  attention  to  window 
displays  and  to  link  them  up  with 
any  special  sales  in  a  manner  which 
arrests  attention  and  awakens  in- 
terest? 


of  tulle  or  crepe  about  the  bowls  of  the 
indirect  lighting  overhead,  likewise  of 
vivid  hues.  All  the  display  tables  were 
called  into  action  to  display  the  ranges 
of  one  color  only,  and  the  beholder  could 
trace  the  gamut  of  blues,  for  example, 
from  the  palest  "waterfall"  shade  down 
to  "majolica"  and  even  navy. 

Silks,  woollens  and  cottons  were  thus 
displayed  throughout  the  entire  floor, 
and  each  day  throughout  the  exhibition 
a  "Special  Selling  offering"  was  featur- 
ed, being  generally  a  brightly-hued  fab- 
ric of  the  color  of  the  moment. 

At  the  same  time  that  the  color  ex- 
hibit was  featured,  this  firm  a1  so  gave 
prominence    to    another    interesting    de- 


monstration in  the  same  department. 
Right  in  the  centre  of  the  floor  was  in- 
stalled a  large  machine  for  the  making 
of  tricolette  silk  and  this  machine  was 
operated  all  day  long  to  the  intense  in- 
terest of  hundreds  of  customers  who 
eagerly  purchased  the  beautiful  mater- 
ial as  it  came  off  the  machine.  This  de- 
monstration was  arranged  through  the 
courtesy  of  a  local  knit  goods  manufac- 
turer and  was  a  most  educative  and  in- 
teresting addition  to  the  color  exhibition. 

Conors  Decreed  for  Spring  1922 

Interesting  booklets  were  given  away 
by  the  firm  to  advertise  the  event  which 
introduced  the  new  season's  dress  goods, 
silks  and  wash  goods  both  by  descrip- 
tion, list  of  prices  and  examples  of  col- 
ors. Thirty-two  of  the  leading  shades 
of  spring  1922  were  accurately  reproduc- 
ed by  a  two  page  insert,  each  named  by 
its  authoritative  title.  By  this  means, 
not  on'y  the  staff  but  the  customers  of 
this  store  also  are  enabled  to  recognize 
and  to  identify  correctly  any  shades  de- 
creed for  this  spring  and  summer.  The 
list  of  colors  as  reproduced  in  this  book- 
let was  as  follows:  Cherub,  Bermuda, 
Flame,  Bonfire,  Canary,  Corn,  Mirabelle, 
Pumpkin,  Vervain,  Dahlia,  Wood  violet, 
Mulberry,  Tile  blue,  Dutch  blue,  Corn- 
flower, Prunel'a,  Waterfall,  Rapids,  Ma- 
jolica, Tiger  lily,  Canna,  Wallflower, 
Serpentine,  Cactus,  Apple  blossom,  Ru- 
bellite.  Fuchsia,  Zinc,  Bobolink,  Taffy, 
Gold  brown,  and   Maple  sugar. 

Innumerable  fashion  hints  were  quot- 
ed in  the  booklet,  indicating  the  uses  to 
which  the  different  fabrics  could  be  put 
as  well  as  explanations  regarding  the 
quality  of  the  goods.  Here  is  an  ex- 
tract for  instance,  "Pongee  at  95  cents  in 
33  inch  width,  natural.  Note  thife  is  free 
of  fi'ling — watch  pongees  when  you 
buy  them — they're  often  loaded  with  rice 
powder  to  disguise  coarseness — this  is 
all  pure  silk." 

How   Windows   Interpret  Color 

The  window  displays  arranged  by  this 
store  in  honor  of  the  exhibition  of  color 
were  notable.  In  the  two  central  win- 
dows, on  either  side  of  the  front  doors, 
a  superb  setting  of  pastel  tinted  silk  in 
a  fan  shape  was  erected  upon  a  marble 
pedestal  from  which  fall  away  long 
folds  of  the  brightest  hued  satin  blended 
together  skilfu'ly  to  form  a  rainbow  ef- 
fect. Caught  in  among  the  folds  of  this 
varicolored  drapery,  strings  of  milky 
pearls  were  seen  apparently  imprisoned 
like  drops  of  dew  on  this  silken  rainbow. 
Both  window  displays  were  different  al- 
though thev  followed  the  same  theme. 
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Smuggling  on  the  Western  Coast 

Vancouver  Merchant  Airs  His  Views  on  a  Vexatious  Subject — 
Makes  Suggestions  as  to  How  Evil  Could  be  Curbed — One  Woman 
Inspector  Doing  Too  Much — How  Smuggling  is  Done  by  Sup- 
posedly Clever  People 


THERE  WAS  a  time  when  smug- 
gling, bootlegging  and  all  kinds 
of  illicit  trafficking  were  consider- 
ed beneath  the  dignity  of  those  who 
were  promlinent  in  civic  and  social  and 
public  life  generally. 

Even  yet,  some  surprise  is  shown  when 
our  prominent  citizens  are  discovered  in 
the  rum-running  and  dope-trafficking 
business.  In  smuggling,  though,  there 
seems  to  be  quite  a  different  attitude. 
For  a  farmer  to  be  caught  bringing  a 
truck  load  of  produce  across  the  bord- 
er at  an  unfrequented  crossing,  would 
be  to  brand  him  as  a  criminal.  For  a 
doctor's  wife  to  smuggle  across  an  eight 
hundred  dollar  fur-coatt — that  is  clever. 
A  subject  to  be  gleefully  whispered 
around  the  tea  table.  A  rather  neat 
thing. 

For  a  machinery  merchant  to  alter 
the  serial  number  on  an  engine  and  at- 
tempt to  defraud  the  government,  would 
be  to  brand  him  as  one  of  the  criminal 
class.  But  for  his  wife  to  go  to  Seattle, 
buy  a  couple  of  hundred  dollars'  worth 
of  clothes,  have  the  Seattle  merchant 
take  the  Vancouver  clothier's  label  off 
the  old  suit  and  sew  it  in  the  new  one; 
also  change  the  worn  binding  to  the  new 
skirt — that  is  a  humorous  and  piquant 
bit  of  afternoon  chatter. 
•  At  least  this  is  the  view  that  one 
prominenlt  Vancouver  clothing  merchant 
takes  of  it. 

Could  Support  Another  Store 

"There  is  enough  money  spent  in 
Seattle  and  Bellingham  every  year  for 
goods  smuggled  across  the  frontier  into 
Canada  to  support  another  large  store 
in  Vancouver.  While  the  duity  and  the 
duty  on  the  exchange  offered  a  forty 
per  cent,  incentive  to  people  to  smuggle 
clothing  from  the  United  States,  our 
government  lost  and  is  losing  hundreds 
and  thousands  of  dollars  of  revenue 
that  should  be  paid. 

"So  long  as  the  tariff  stands  on  the 
statutes,  every  effort  should  be  made  to 
collect  every  juslt  cent,  before  a  deficit 
should  be  charged  against  the  mer- 
chants and  citizens  in  new  schemes  of 
taxation." 

This  merchant  claims  that  many  cases 
have  been  shown  to  the  customs  of- 
ficers by  retail  merchants,  and  duty  and 
penalties  have  been  assessed,  but  for 
every  one  caught  there  are  a  thousand 
that  get  away.     Said  this  merchant: 

Making  Examples  of  Offenders 

"I  was  interested  to  see  on  the  var- 
ious station  platforms  in  England  large 
blackboards  on  which  were  bulletined 
the  names  and  addresses  of  ones  recent- 
ly found  riding  on  the  trains  without 
the  formality  of  buying  a  ticket.     The 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 


name  and  address  was  thus  published.  I 
am  sure  that  this  must  have  a  most 
salutary  effect. 

"Where  an  infraction  of  the  customs 
regulations  occurs  here,  if  the  criminal 
is  discovered,  the  duty  as  charged,  and 
even  the  name  does  not  appear  in  the 
police  court  proceedings.  Why  is  the 
smuggler — and  the  women  are  the  most 
frequent  offenders — entitled  to  greater 
consideration  than  any  other  type  of  law 
breaker?     May  I  give  you  my  opinion? 

Prominence 

"The  reason  is  that  the  offender 
against  the  customs  regulations  is,  more 
often  than  not,  the  wife  of  a  prominent 
man  in  his  district.  When  the  customs 
officer  takes  any  action,  the  husband 
immediately  gets  in  touch  with  his 
member,  and  complains  about  the  indig- 
nity to  which  his  wife  has  been  sub- 
jected. The  member  complains  to  the 
minister  of  customs  and  the  local  cus- 
toms officer  finds  himself  in  disfavor  by 
reason  of  his  vigilance  and  attention  to 
his  duty. 

"The  retail  merchants  have  taken  up 
this  subject  of  easy  smuggling  for  the 
favored,  moneyed  few — for  only  those 
with  some  money  to  spend  are  able  to 
go  south  on  a  shopping  expedition — and 
the  subject  has  become  what  Hon.  Geo. 
Foster  called,   'a   hardy   perennial.' 

Staff  of  Women  Needed 

"What  is  badly  needed  in  Vancouver 
and  other  points  in  British  Columbia  is 
a  staff  of  women  inspectors.  Inspectors 
who  cannot  be  bluffed.  Inspector's  who 
have  a  good  idea  What  is  a  new  hat, 
and  what  is  just  a  new  hat  band.  At 
present  there  is  one  faithful  hard  work- 
ing woman  customs  inspector.  Her  time 
must  be  divided  between  the  ports  of 
entry  by  water,  by  rail  and1  by  road. 
No  wonder  that  the  examination  in  all 
places  but  one  at  a  time  is  a  farce. 

"When  the  government  needs  money 
so  badly,  and  when  casting  around  at 
all   times  to   saddle  more  taxes  on  the 


citizens,  would  it  not  be  fair  to  make 
an  extra  effort  to  collect  the  full  duty 
on  the  border  before  adding  the  unpaid 
duty  to  the  already  burdened  taxpayer? 

i  Co-operate  With  U.  S. 

i  "Something  might  also  be  done  in  co- 
operation with  the  United  States  Cus^ 
toms  authorities  by  which  a  mutual  ef- 
fort would  be  made  to  stop  firms  on 
either  side  of  the  line  conspiring  with 
customers  to  defraud  the  customs.  In 
our  store  we  have  frequently  hlad  re- 
quests from  customers  to  make  out 
special  sales  slips  giving  fictitious  prices 
for  customs  purposes.  We  refuse  ab- 
solutely and  I  believe  any  reputable 
firm  will  refuse.  Those  who  will  so 
conspire  should  be  warned  by  their  gov- 
ernments. The  thing  breaks  both  ways, 
on  either  side  of  the  line. 

"As  to  improvements  I  would  say  that 
these  could  be  brought  about  in  two 
ways.  First,  there  should  be  a  woman 
inspector  for  each  mode  of  entry  at 
least.  Water,  rail  and  road.  In  the 
second  place,  we  need  an  enlightened 
public  opinion  as  to  the  contempt  in 
which  a  smuggler  should  be  held,  and 
nothing  would  deter  smuggling  so  much 
as  a  bulletin  board  at  the  wharf,  on 
which  would  be  published  the  name  and 
address  of  any  one  found  attempting 
to  defraud  the  government." 
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The  Questions  You  Are  Most  Interested  In 


What    is    the    best    means    of 
keeping  up   our   sales  volume? 


How  can  we  offset  the  loss  in 
volume  as  a  result  of  reduced 
retail  levels? 


How    can    we    keep    down    our 
Overhead  ? 


How  can  we  lessen  "Deprecia- 
tion" ? 


5  How  can  we  get  a  sufficient 
increase  in  the  efficiency  of 
our  salespeople  to  justify 
maintaining   present  wages  ? 


How    can    we    draw    New    Pat- 
ronage? 


What   will    increase   the   effec- 
tiveness  of  our  advertising? 


8 


How    can    we    effect    a    better 
Turnover? 


How  can  we  increase  our  Good 
Will? 


1f\  In  short,  how  can  we  maintain 
\J  our    former    amount    of    "Net" 
Profit  ? 


To  The  Dry  Goods  Trade: — 

The  problem  of  holding  up  volume  in  the  face  of  reduced  retail 
prices  is  the  problem  of  to-day. 

We  have  an  interesting  report  on   the  situation — an    intelligent 
survey,  which  we  will  gladly  send  on  request. 

Jones  Bros.  &  Co.,  Limited 

Canada's  Largest  Manufacturers  of  Store  Fixtures 

29-31  Adelaide  St.  West 
TORONTO,  ONT. 

In  affiliation  with  and  manufacturing  under  Canadian  Patents  of  The  Grand  Rapids  Show  Case  Co. 
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DELFOSSE'S    HUMANIZED    FIGURES 
ARE  WORTHY  OF  YOUR  FINEST  GOWNS 


Delfosse's  Humanized  Wax  Figures  have  a  style  that  is 
distinctly  their  own.  They  are  modeled  from  real 
human  beings  and  the  sculptor  has  imparted  to  them 
the  charm  and  character  of  the  original  models. 

You  will  find  that  Delfosse's  Figures  sell  your  gar- 
ments much  more  readily. 

Our  latest  catalogue  shows  our  newest  figures  and  also 
our  complete  line  of  display  fixtures  in  metal  and 
wood,  also  our  famous  model  forms. 

Everything  for  Display 

Write  us  Today 


NEW  DRESS  AND  WAIST  FORMS 
STYLE   1922 


Delfosse  &  Company,  Limited 

247-249  Craig  St.  West 

MONTREAL 


of  th< 


|  Highest  Quality 

We  manufacture  in  our  own  factories  in 
Toronto — and  absolutely  guarantee  the 
Quality  of  our  goods  to  be  unexcelled. 


Metal    Display   Fixtures 
Revolving  and   Straight 
Racks 

Dur-Enam  Display  Forms 
Everything   for   the   store. 


Artistic      Decorative      Wood 
Display    Fixtures,     in    Solid 
Walnut,    Old    Ivory,    Roman 
Gold   or   Special   Finishes. 
Garment   Hangers 
(all  styles) 


No.  5190 
Dress   or   Waist   Hanger 
Send  for  Our  Catalogues  or  call  atJOur  Showrooms 

No.  6/702 

CLATWORTHY      &      SON,  V  LIMITED 

London,   England  Toronto,  Canada 
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Prepare  Now  to  Usher  In 

The  Easter  Season 


No.   279 

Glove  Stand  finished  in 
oxidized  copper,  nickel  plate, 
brush  brass  or  statuary 
bronze. 


la 


m 


Our  new  standing  enam- 
el Display  Form,  made 
in  sizes  16  and  36,  heav- 
ily weighted  and  stands 
perfectly      rigid.  This 

form  is  used  extensively 
in  all  leading  American 
stores. 


with  a  timely  display  of  your 
Merchandise.  Easter  is  without 
a  doubt  the  first  Show  Season  of 
the  year.  Be  assured  of  stimu- 
lated .sales  by  purchasing  your 
Display  Fixtures  and  Forms 
from 


Dale  Wax  Figure  Co., 
Limited 

86  York  Street,  Toronto 

Representatives : 
MONTREAL  :  P.  R.'Munro 


259  Bleury  Street 

WINNIPEG  :  O'Brien  Allen  &  Co. 
Phoenix  Block 

VANCOUVER  :  E.R.Bollart:&  Son 
Mercantile  Bldg. 


No.  3061,  Plateau 


Finished    in    Old    Gold,    Old    Ivory    or    any 
color  tone  required. 

Write    now    for    our    Catalogues    covering 
all    lines. 


No.  285 

Handkerchief    Stand     finish- 
ed in  Oxidized  copper,  nickel 
plate,     brush    brass    or    sta- 
tuary   bronze. 


No.  151  E 

Girl's    Wax    Figure,   made   in 
all   sizes. 
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First  Lamson  Automatic  Cable  Desk 
goes  to  L.  Wertheimer,  New  York. 

NTEREST  in  the  newest  Lamson  invention,  the  Automatic  Cable  Desk,  is  greater 
than  even  we  anticipated. 

Merchants  who  saw  the  model  system  in  actual  operation  in  the  National  Retail 
Dry  Goods  Association  meeting  in  New  York  were  much  impressed  by  the  great  im- 
provements we  have  made  in  it. 

Most  merchants  were  particularly  interested  in  the  quicker  and  more  uniform 
service  that  can  be  obtained  with  the  new  desk.  The  carriers  can  be  conveniently 
handled  by  the  operators  while  seated,  and  the  number  of  operators  can  be  varied 
to  suit  the  volume  of  business  handled.  One  operator  can  work  just  as  efficiently  as 
the  maximum  number. 

The  economy  of  operation  of  the  new  desk  was  also  enthusiastically  received. 
The  ability  to  cut  off  a  third  or  even  a  ha  If  of  the  cashiering  expense  is  something 
which  appeals  to  every  retailer  nowadays. 

The  first  installation  of  the  new  desk  will  go  to  one  of  the  cable-equipped  de- 
partment stores  in  the  chain  operated  by  Mr.  L.  Wertheimer  in  New  York. 

Although  this  new  desk  has  only  been  on  the  market  a  very  few  weeks,  we 
have  already  received  a  number  of  orders  for  it,  and  are  making  plans  for  many 
other  merchants  who  want  the  greater  economy  and  improved  service  that  can  be 
obtained  through  this  newer,  better  cable  service. 

If  your  store  is  already  equipped  with  Lamson  Preferred  Cable,  the  new  desk  can 
easily  be  installed  in  place  of  the  one  you  are  now  using.  A  request  will  bring  more 
complete  information. 

THE    LAMSON    COMPANY 


603  Hastings  St.,  Vancouver,  B.C. 


136  Simcoe  St.,  Toronto,  Ontario 


Lamson  improved  service 


Flexibility        Economy 
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Where    to   Buy   Store   Equipment  for  Easter 

A   Classified  Directory  of  Equipment  and  Fixtures 


ARTIFICIAL  FLOWERS 

Botanical    Decorating    Co.,    Chicago,   111. 
Clatworthy   &   Son,   Toronto. 
Dale    Wax   Figure    Co.,  Toronto. 

ARTIFICIAL  PALMS 
Delfosse  &  Co.,  Montreal. 

BRASS  RAILINGS 

Clatworthy  &  Son,  Toronto. 

BUST  FORMS 

Delfosse  &  Co.,  Toronto. 

CASH  CARRIERS 

Gipe-Hazard   Store   Service    Co.,   Toronto. 
Larason   Company,  Boston,  Mass. 

CHARACTER  WAX  HEADS 

Clatworthy  &  Son,  Toronto. 

CHILDREN'S  WEAR  CABINETS 

Jones  Bros.   &   Co.,  Toronto. 
Kent-McClain,   Ltd.,   Toronto. 

CLOTHING   HANGERS 

Dale  Wax  Figure  Co.,  Toronto. 

CLOTHING  WARDROBES 

Jones  Bros.  &   Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

COAT  HANGERS 

Clatworthy  &   Son,  Toronto. 

COLLAR  CASES 

Kent-McClain,  Ltd.,  Toronto. 

COLLAR   STANDS 

Kent-McClain,  Ltd.,  Toronto. 
Clatworthy  &   Son,   Toronto. 

COMMERCIAL  CARS 

Ford  Motor  Co. 

CONVEYING  SYSTEMS 

Lamson   Company,   Boston,   Mass. 

COSTUME  CASES 

Jones  Bros.  &  Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

DECORATIONS 

Botanical   Decorating   Co.,   Chicago,  111. 
Clatworthy  &  Son,  Toronto. 
Dale  Wax  Figure  Co.,  Toronto. 

DELIVERY  ROOM   SYSTEMS 

Lamson   Company,  Boston,   Mass. 

DISPLAY  FIXTURES 

Clatworthy  &  Son,  Toronto. 
Dale  Wax  Figure  Co.,  Toronto. 
Delfosse  &   Co.,  Montreal. 
Jones  Bros.  &   Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 
J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 
Walker   Bin    &    Store    Fixture    Co.,    Ltd., 
Kitchener. 

DISPLAY  FORMS 

Clatworthy   &   Son,  Toronto. 

Dale   Wax  Figure  Co.,  Toronto. 

Delfosse  &  Co.,  Montreal. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 


DRY  GOODS  FIXTURES 

Jones  Bros.   &   Co.,  Toronto. 
Kent-McClain,  Ltd.,   Toronto. 

"DUR-ENAM"    WASHABLE    DIS- 
PLAY  FORMS 

Clatworthy    &    Son,   Toronto. 

ELECTRIC  CABLE  SYSTEMS 

Lamson    Company,  Boston,   Mass. 

FLORAL  DECORATIONS 

Clatworthy   &    Son,   Toronto. 
Delfosse  &  Co.,  Montreal. 

GARMENT  RACKS 

Dale  Wax  Figure  Co.,  Toronto. 

J.  R.   Palmenberg,  Inc.,  New  York,  N.Y. 

GIRLS'  FORMS 

Clatworthy  &  Son,  Toronto. 

GLOVE  CABINETS 

Jones  Bros.  &   Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

HAT  STANDS 

Clatworthy   &   Son,   Toronto. 

J.  R.   Palmenberg,  Inc.,  New  York,  N.Y. 

HAT   CASES 

Jones   Bros.   &   Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

HOSIERY   CABINETS 

Jones   Bros.   &   Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

INTERIOR  WOODWORK 

Kent-McClain,  Ltd.,  Toronto. 

INTER-PLACE-ABLE  UNITS 

Kent-McClain,  Ltd.,  Toronto. 

LACE  CABINETS 

Jones   Bros   &   Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

LADIES'  WEAR  WARDROBES 

Jones  Bros.   &   Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

LIGHT  ELEVATORS 

Gipe-Hazard   Store   Service    Co.,   Toronto. 
Lamson   Company,  Boston,  Mass. 

MANUFACTURERS'  FORMS 

Clatworthy  &   Son,   Toronto. 

Dale   Wax  Figure  Co.,  Toronto. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 

METAL  DISPLAY  FIXTURES 

Clatworthy  &   Son,  Toronto. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 

MILLINERY  CABINETS 

Jones  Bros.   &   Co.,  Toronto. 
Kent-McClain,  Ltd.,   Toronto. 

MILLINERY  TABLES 

Jones  Bros.   &   Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

MIRRORS 

Delfosse  &  Co.,  Montreal. 

NECKWEAR  CASES 

Jones  Bros.  &   Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

PIERRE  IMAN'S  WAX   FIGURES 

Clatworthy  &  Son,  Toronto. 


PAPER  BALERS 

Climax  Baler  Co.,  Hamilton. 

PARCEL  CARRIERS 

Gipe-Hazard   Store   Service    Co.,   Toronto. 
Lamson  Company,  Boston,  Mass. 

PNEUMATIC   TUBE   SYSTEMS 

Gipe-Hazard   Store   Service    Co.,   Toronto. 
Lamson  Company,  Boston,  Mass. 

REVOLVING  CLOAK   RACKS 

Clatworthy  &  Son,  Toronto. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 

REVOLVING  WARDROBES 

Jones   Bros.   &   Co.,  Toronto. 
Kent-McClain,   Ltd.,  Toronto. 

RIBBON  CASES 

Jones  Bros.  &  Co.,  Toronto. 
Kent-McClain^  Ltd.,  Toronto. 

SHIRT  CASES 

Jones  Bros.  &  Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 

SHOE  FIXTURES 

Delfosse   &   Co.,   Montreal. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 

SHOW  CASES 

Jones  Bros.  &  Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 
Walker    Bin    &    Store    Fixture    Co.,   Ltd., 
Kitchener. 

SKIRT  HANGERS 

Clatworthy  &  Son,  Toronto. 

SPIRAL  CHUTES 

Lamson   Company,  Boston,  Mass. 

STORE  EQUIPMENT 

Jones  Bros.  &  Co.,  Toronto. 
Kent-McClain,  Ltd.,  Toronto. 
Walker    Bin    &    Store    Fixture    Co.,    Ltd., 
Kitchener. 

TEE  STANDS 

Clatworthy  &  Son,  Toronto. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 

TRIPLICATE   MIRRORS 

Clatworthy  &   Son,  Toronto. 

Kent-McClain,  Ltd.,  Toronto. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 

UNIT  STORE  FIXTURES 

Jones  Bros.  &  Co.,  Toronto. 

WAIST  FORMS 

Clatworthy  &  Son,  Toronto. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 

WAIST   HANGERS 

Clatworthy  &  Son,  Toronto. 

WASHABLE  ENAMEL  FORMS 

Clatworthy  &  Son,  Toronto. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 

WAX  FIGURES 

Clatworthy  &  Son,  Toronto. 

Dale  Wax  Figure  Co.,  Toronto. 

Delfosse   &  Co.,  Montreal. 

J.  R.  Palmenberg,  Inc.,  New  York,  N.Y. 

WINDOW  VALANCES 

Delfosse   &  Co.,  Montreal. 
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The  entire  top  floor  and  part  of  basement  of  our  building  are  occupied  by 
our  carpet  and  house-furnishing  department. 

Sort  up  your  stock  from  the  largest  and  latest 
variety  of  styles. 

THE  W.  R.  BROCK  COMPANY 

LIMITED 

WHOLESALE  DRY  GOODS 

MONTREAL 
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Patience  and  Ingenuity  Have  Been  Shown 

In  Lace  Making  Branch  of  Textile  Trade 

Wonderful  Machines  Have  Been  Brought  Into  Being  to  Manu- 
facture Various  Laces — Machine  Takes  Charge  of  Twenty 
Thousand   Threads — Female   Workers   Become    Very    Efficient 

Experts 


IN  FEW,  if  any,  of  the  world's  man- 
ufactures has  as  much  patience  and 
ingenuity  been  shown,  as  much  in- 
vention called  forth,  or  as  much  capital 
expended,  as  in  the  lace  making  branch 
of  the  textile  trade. 

Many  of  the  designs   in    the     higher 


clusively  prove  that  the  expenditure  of 
time  and  money  above  referred  to,  has 
not  been  in  vain,  and  it  will  be  no 
surprise  to  learn  that  most  of  the  mo- 
dern sciences  have  had  a  share  in  the 
evolution  of  the  modern  lace  factory, 
including,    for    example,    the    latest    in- 


novations in  electrical  contrivance,  down 
to  the  Pendle  Suspension  Motors.  These 
last  mentioned  clever  little  subsidary 
machines  may  be  seen  in  the  first  illus- 
tration. Fitted  to  the  ends  of  the  laca 
machines,  or  "looms"  as  they  are  called 
in  Scotland,  they  give  to  each  machine 
not  only  a  wonderfully 
smooth  and  perfect 
movement,  but  an  in- 
dependent action  of  its 
own. 

A  Wonderful  Machine 
But  the  outstanding: 
mechanical  triumph, 
the  "piece  de  resist- 
ance," in  these  factor- 
ies, is,  of  course,  the 
machine  or  loom  it- 
self. This  amazing 
monster,  marvellous 
example  of  the  arts 
of  peace,  is  after  all, 
only  the  natural  issue, 
through  the  latest  and 
best,  of  a  long  line  of 
useful  and  steadily 
improving  ancestors, 
the  history  of  which  is 
one  of  the  finest  il- 
lustrations of  the  all- 
conlquering  anarch  of 
human  genius  and 
achievement,  from  the 
days  of  Whitney  and 
Aricwright  down 


Illustration  No.  1 — Print  bv  Covrtesu  Sterlirw-Auld  and  Co. 


classes  of  these  ma- 
terials rival  in  beauty 
and  durability  the  far 
famed  handmade  laces 
of  medieval  artists, 
and  the  saving  to  the 
consumer  is  illustrated 
by  the  following  little 
table  from  Mrs.  Pal- 
liser's  standard  work, 
showing  the  progres- 
sive value  of  a  square 
yard!  of  plain  cotton 
bobbin    net: 

£  s. 

5  0 

2  0 

1  10 

1  0 


1809 
1813 
1815 
1818 
1821 
1827 
1830 
1833 
1836 
1842 
1850 
1862 
Such 


0  12 
0     4 


d. 
0 
0 
0 
0 
0 
0 
0 
4 


0  10 
0  6 
0  4 
0     3 


results      con- 
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through  the  ages.  The 
size  of  the  modern 
loom  varies  according 
to  the  "fineness"  of 
the  cloth,  and  the  con- 
sequent closer  or 
wider  setting  of  the 
needles,  but  ranges  on 
the  average  from  240 
to  400  inches  of  cloth. 
To  accomplish  this, 
the  machine  has  to 
take  charge  of  as 
many  as  twenty  thous- 
and separate  threads 
from  as  many  shuttles, 
warps  and  spools,  and 
to  weave  all  these  a! 
once  into  the  desired 
fabric. 

Requires    One    Weaver 

Yet  s  o  efficient  is 
the  machine,  that  the 
whole  process  goes 
quietly  on  under  the 
supervision  of  only  one 
weaver.  No  wonder 
such  a  machine  costs 
thousands  of  pounds, 
and  that  the  efficient 
owner  looks  carefully  after  such  con- 
comitant circumstances  as  the  tempera- 
ture and  humidity  of  the  atmosphere 
of  the  factory,  in  order  to  give  the  com- 
plicated mechanism  the  best  possible 
chance. 

The  particular  machine  seen  in  the 
third  illustration  is  one  of  the  sort  pro- 
ducing the  higher  elassi  fabrics,  and  is 
consequently  shorter  than  othersi,  but 
produces  nevertheless,  a  width  of  cloth 
measuring  300  inches. 

The   Weavers 

The  first  illustration  is  a  view  of  the 
corner  of  the  machine  shed.     The  space 
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between  the  machines  measures  thirteen 
feet,  and,  standing  by,  are  a  few  typic- 
al Scottish  "weavers"  in  working  garb. 
Workmen  of  good  intelligence,  it  must 
be  said  to  their  credit  that  the  majority 
mot  only  aim  at  producing  the  maximum 
of  "Racks,"  but  take  a  proper  pride  in 
the  care  of  their  machines,  and  an  ap- 
preciative interest  in  the  quality  and 
perfection  of  the  lace. 

There  are  certain  other  processes  ne- 
cessary to  the  completed  product  which 
is  entrusted  to  female  workers,  equally 
efficient.  There  is  the  process  of  "brass 
winding,"  itself  a  highly  technical  and 
intricate    operation   in   course   of  which 


the  brass  bobbins  are  filled  with  thread, 
which,  in  turn,  is  used  by  the  great 
machine  in  fixing  and  binding  the  fa- 
bric together. 

"Spool-winding"  is  illustrated  in  the 
second  print,  and  as  may  be  observed  is 
also  a  "girl's  job,"  while  in  the  third 
print  a  useful  and  homely  function  is 
being  performed  by  other  female  work- 
ers, and  is  designated  "Mending  or 
Darning,"  an  indispensable  adjunct  even 
in  the  highest  class  of  factories,  provid- 
ed as  they  are  with  latest  machinery 
and  the  most  careful  manipulators,  with 
the  best  of  "good  intentions." 


SUMMARY  OF  WAGE  MINIMUMS  PRESCRIBED  FOR 

SALESWOMEN  IN   RETAIL  STORES 

Effective  from  April  15th.  1922 


Population 
groups 

Between 

10,000    and 

30,000 


Between 

4,000  and 

10,000 


Between 

1,000   and 

4,000 


All    below 

1,000    and 

rural     parts 


Experienced 
adults 


$11.00 


$10.00 


$9.00 


$8.00 


Inexperienced 
adults 


6    mos.    at 
6    mos.    at 


6    mos.    at 
6    mos.    at 


5  9.00 
10.00 


8.00 
9.00 


Young  girls 
(under    18) 

6 
6 
6 
6 

mos.    at    .... 
mos    at    .... 
mos.    at    .... 
mos.    at    .... 

$7.00 
8.00 
9.00 

10.00 

fi 
(1 
6 
« 

mos.    at    .... 
mos.   at    .... 
mos.    at    .... 
mos.    at    .... 

$6.00 
7.00 
8.00 
9.00 

All  inexperienced 

6  mos  at $6.00 

6  mos  at   7.00 

6  mos.  at 8.00 

6  mos  at    $6.00 

6  mos  at   7.00 


These  are  not  wage  rates, 
but  minimum  levels  of  wage 
rates.  Populations  to  be  de- 
termined by  Dominion  Cen- 
sus figures.  Office  workers, 
milliners,  dressmakers,  etc., 
are  not  incuded,  but  cash- 
iers, parcellers,  messengers, 
etc.,  are  included. 

Violation  of  these  orders 
is  punishable  by  fine  or  im- 
prisonment. 

Enquiries  and  complaints 
should  be  sent  to  Minimum 
Wage  Board,  Spadina  House, 
Toronto. 
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Holding  A  "Window  Craft  Week" 

Are  You  Overlooking  the  Profits  That  Can  Be  Made  on  Curtains? 
— Department  Should  be  Full  of  Helpful  Suggestions — Window 
Display  and  Advertising  the  Craft  Week — Service  is  Big  Factor 

In  This  Department 


HERE  IS  where  an  invaluable  op- 
portunity exists  in  the  store 
which  every  retailer,  no  matter 
how  small,  can  avail  himself  of  read- 
ily. This  consists  of  holding  a  "week" 
twice  a  year,  in  spring  and  fall,  which 
may  be  designated  by  such  a  title  as 
"House  Beautiful  Week"  or  "Window 
Craft  Week,"  etc,  whatever  most  ap- 
peals to  the  locality.  The  whole  object 
of  this  week  is  to  concentrate  upon  and 
stimulate  interest  in  curtains  of  lace, 
net,  muslin  or  any  novelty  sheer  effect. 
Before  taking^up  definite  plans  for  the 
holding  of  this  week,  it  is  well  to  con- 
sider the  following  points. 

1.  There  is  no  other  line  on  which 
a  volume  of  business  is  done  which  car- 
ries as  large  a  percentage  of  profit  as 
lace  curtains  and  nets. 

2.  There  are  no  other  goods  in  the  de- 
partment on  which  less  real  selling  ef- 
fort is  expended  than  on  lace  curtain 
materials. 

What  are  the  reasons  for  this  state 
of  affairs'?  One  is  that  while  lace  at 
the  window  is  the  most  artistic  form 
of  decoration,  it  does  not  show  up  well 
in  a  photograph  or  illustration.  There- 
fore periodicals  of  every  character  hav- 
ing a  greater  interest  in  pictures  than 
in  merchandise,  illustrate  windows  with 
overdrapes  only  or  else  covered  with 
some  semi-dense  material.  Lace  is  both 
dainty  and  illusive,  yet  it  is  "lace  at 
the  window"  which  is  profitable  to  the 
retailer.  One  well  executed  model  drape 
in  your  department  will  do  more  to 
show  the  beauty  and  utility  of  drapery 
merchandise  than  a  dozen  pictures.  The 
point  is  then,  what  trims  are  you  show- 
ing in  your  department? 

Display  Curtains   With  Draperies 

During  a  visit  to  leading  Canadian 
stores  it  has  been  our  observation  that 
the  drapery  departments  which  are 
making  the  least  money  on  their  annual 
turnover,  are  those  which  show  sample 
drapes  (fashion  ideas,)  in  which  only 
printed  or  sunfast  overdraperies  are 
used,  without  any  lace  for  the  window 
included.  This  condition  may  be  ex- 
cusable in  a  store  which  merely  sup- 
plies an  existing  demand,  which  in  other 
words,  merely  acts  as  a  delivery  sys- 
tem for  its  customers.  But  the  re- 
tailer can  and  should  create  and  domin- 
ate this  drapery  fashion  and  the  "Win- 
dow Craft  Week"  is  planned  toi  bring 
about  this  result  quickly. 

Such  a  plan  is  based  upon  this  fact: 
the  retail  drapery  department  is  the 
real  factor  in  homefurnishing  styles, 
and  women  buy,  use  and  recommend 
what  is  suggested  to  them  there.  A 
Window  Craft  Week  provides  for  a  reg- 
ular monthly  featuring  at  least  three 
fall    and    three    spring    months,    during 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 


which  an  effort  should  be  made  to  forget 
all  about  price  comparison  and  play  up 
style  as  the  magnet  to  draw  crowds. 
Don't  object  if  your  competitor  follows 
suit,  the  more  interest  taken  in  cur- 
tains, the  better  for  everybody. 

Department  Suggestions 

Your  department  is  the  hub  of  the 
Window  Craft  Week  and  ingenuity 
should  be  employed  to  make  it  as  at- 
tractive as  possible.    First  of  all  see  to 


The  drawing  reproduced  above  furnishes 
an  example  of  the  sort  of  department 
display  suggested  in  the  accompanying 
article.  This  window  is  merely  sketched, 
mounted  on  a  blank  wall  or  set  on  an 
easel.  Brass  rods  should  be  used  across 
the  top  of  the  casement,  the  lace  cur- 
tains being  fulled  on  softly  to  the  depth 
of  the  sill  and  over-drapes  of  cretonne 
at  each  edge.  The  curtain  must  be  the 
outstanding  note. 


it,  if  you  have  one  or  more  model  win- 
dows, that  lace  curtains  are  used  on 
them.  These  draperies  are  sold  by  sug- 
gestion and  if  your  stock  is  kept  in  the 
background  on  shelves  or  in  bins,  it 
cannot  work  for  you  by  suggesting  to 
customers  the  daintiness  of  "lace  at  the 
window."  One  corner  of  the  depart- 
ment should  be  set  aside  for  fashion 
display.  Use  space  which  includes  a 
section  of  wall  as  that  will  save  making 
costly  fixtures.  Call  in  your  store  card 
writer  and  have  him  design  some  win- 
dows and  doorways  upon  large  pieces 
of  white  paper,  in  ink,  which  are  typic- 
al of  the  style  that  predominates  in 
the  homes  of  your  locality,  large,  small, 
casement,  etc. 

Mount  the  paper  windows  on  your. 
wall  and  then  select  the  most  appro- 
priate styles  and  have  the  drapes  made 
for  them.  Select  the  very  latest  up- 
holstery fixtures  from  your  stock  and 
mount  them  in  the  proper  places  and 
hang  your  draperies.  If  you  can  also 
get  a  rug  or  two  and  some  furniture  of 
a  type  to  harmonize  with  the  drapes,  by 
all  means  do  so.  Then  tag  everything 
wtih  the  price  per  yard,  the  number  of 
yards  needed,  the  cost  of  making,  if 
done  by  the  store,  and  the  total. 

Nexlt  set  up  a  Window  Craft  Fashion 
Bulletin.  Get  a  board  about  3  feet  high 
and  4  feet  wide  and  paint  it  black.  This 
should  be  neatly  executed  for  it  should 
become  a  permanent  fixture  in)  your 
department.  Select  and  collect  from  the 
various  magazines,  pictures  showing 
good  house  furnishing  styles.  Have  a 
care,  however,  that  the  pictures  show 
"lace  at  the  window,"  for  you  will  find 
that  few  lace  curtains  are  featured  in 
the   average   magazine   picture. 

Store   Windows 

Fight  for  window  space  during  this 
week.  Even  if  your  space  is  limited  and 
a  whole  window  is  not  possible,  get  part 
of  a  window  with  some  other  display. 
There  is  no  reason  why  ready  to  wear 
could  not  be  shown  or  millinery,  with 
curtains.  In  these  displays,  be  sure 
that  the  lace  curtains  are  shown  against 
dark  grounds.  Dark  blue  or  black 
paper  is  often  used  to  bring  out  the 
pattern,  but  it  is  better  to  include  a 
window  shade  in  your  display.  All  the 
sliore  windows  should  contain  cards 
urging  everyone  to  visit  the  Window 
Craft  Display  and  see  the  best  ideas  in 
furnishings   and  decorations. 

Advertising  the  Week 

There  are  three  ways  in  which  to  play 
up  the  week,  namely,  by  newspaper 
space,  circularizing  and  store  show 
cards  and  signs.  Little  need  be  said 
about  the  first,  as  every  buyer  knows 
what     lines   require     mention  and     the 
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style  of  illustration  favored  by  the  store 
in  question.  Circularizing,  however,  may 
seem  a  different  preposition.  This  in- 
cludes ithe  sending  out  of  a  general  cir- 
cular in  the  form  of  an  invitation  to 
your  customers  worded  somewhat  as 
follows: 


'Mrs. 


is  invited  to  attend 
Window  Craft  Week  in  the  drapery  de- 
partment   of 
Blank    &    Blank,    Blankville, 
Monday,  April    ....   to   Saturday,  April 
1922." 

In  addition  to  these  general  circulars, 
special  letters  may  be  sent  out  to  par- 
ticularly good  prospects,  such  as  newly- 
married  couples,  new  arrivals  in  the 
city,  whose  names  may  be  obtained 
from  the  moving  companies,  the  gas  and 
electric  companies,  etc.  These  letters 
should  be  personally  signed,  and  if  you 
have  occasion  to  quote  items  and  prices, 
remember  the  goods  which  satisfy  the 
customer  and  roll  up  the  monthly  sales 
total. 

As  regards  the  store  show  cards, 
little  comment  is  necessary.  One  of  the 
best  "show  cards"  you  could  devise 
however,  would  be  a  sample  drape  right 
in  front  of  the  elevator  door  in  the  most 
prominent  spot,  placarded  by  a  forcible 
announcement  of  your  Window  Craft 
Week. 

Store  Creates  Curtain  Fashions 

Finally  remember  that  service  in  the 
drapery  department  centres  in  helping 
customers  select  home  draperies  both 
for  beauty  and  utility  and  the  average 
woman  needs  plenty  of  help.  She  can 
dress  herself  but  her  home  is  usually  a 
^problem.  Train  your  sales  force  to 
combine  draperies  with  lace  for  the 
window  tastefully.  Show  them  how 
badly  a  print  or  other  overdrape  looks 
from  the  outside  of  the  home  when  used 
without  the  proper  sheer  curtain.  Ex- 
plain to  your  salespeople  that  the  retail 
store  really  creates  these  fashions  and 
demonstrate  to  them  that  when  they 
show  a  customer  the  need  for  lace  for 
the  window  as  well  as  other  draperies, 
they  make  two  sales  instead  of  one. 
Emphasize  to  customers  this  very  im- 
portant fact,  that  it  is  very  poor  policy 
to  buy  anything  because  it  is  cheap,  and 
in  curtains  especially,  it  is  imperative 
to  buy  good  qualities  if  service  and  ap- 
pearance are  to  give  best  results. 

Madras  Used  For 

Milady's  Dress 

Being  Used  for  Afternoon  Gowns — Will 
Be  Shown  to  Trade 

English  women  have  discovered  a  new 
dress  fabric  for  their  afternoon  gowns. 
They  are  using  Madras,  the  material 
which  drapers  and  homefurnishers  usu- 
ally look  on  as  their  own.  One  retail 
house  has  received  an  English  shipment 
of  gowns  made  of  it  and  the  Toronto  re- 
presentative of  one  of  the  largest  manu- 
facturers in  Scotland,  now  has  a  quanti- 


Frills  are  a  new  fad  in  curtaining s. 
These  may  be  pii?-chased  now  in  made-up 
curtains-  and  in  yard  goods,  in  grenad- 
ines, marquisettes  and  voiles: — Design 
Made  by  the  George  H.  Hees  Company, 
Toronto. 

ty  of  piece  goods  in  his  showroom.  He 
intends  to  show  it  to  the  trade  and  to 
dress  manufacturers  during  the  next 
few  weeks. 

This  Madras  is  of  a  chenille  texture 
and  is  fifty  inches  wide.  It  is  closely 
and  carefully  woven,  so  that  the  ground 
of  the  material  is  heavy  and  rich  look- 
ing. This  is  relieved  by  open  designs 
in  gold,  silver  or  metal  of  a  lighter  and 
loose  weave.  The  designs  themselves 
are  conventional  and  tend  rather  to 
borders  than  to  allover  patterns'.  When 
the  design  does  not  appear  to  any  extent 
in  the  upper  portion,  it  is  usually  in 
stripes  or  checks  which  run  down  to  a 
scalloped  border. 

The  material  is  particularly  suited  to 
one  piece  dresses  of  the  jumper  and 
loose-fitting  types.  The  width  of  the 
material  is  just  about  right  for  the 
length  of  a  gown  from  neck  to  hem.  The 
fancy  border  makes  it  appropriate  for 
the  sport  skirts  as  well.  If  American 
and1  Canadian  women  fancy  this  goods 
to  the  same  extent  as  women  in  Eng- 
land, the  homefurnishing  houses  expect 
remarkable  success  in  their  venture  in- 
to the  dress  fabric  line. 


Advertising  Clubs  Lecturer 
Says  Selling  is  a  Profession 

"Very  good  salespeople  are  exceed- 
ingly rare,"  said  Miss  Ruth  Leigh,  one 
of  the  lecturers  of  the  Associated  Ad- 
vertising Clubs  of  the  World  and  auth- 
of  "The  Human  Side  of  Selling,"  in 
the  course  of  an  address  to  the  Mon- 
treal Publicity  Association  at  their 
weekly  lencheon  at  the  Queen's  Hotel 
recently. 

She  took  as  her  subject,  "The  Human 
Side  of  Retail  Selling,"  and  spoke  of 
the  education  of  retail  salespeople  and 
of  different  methods  of  selling,  point- 
ing out  the  common  mistakes.  She  at- 
tributed the  lack  of  good  salespeople  to 
the  fact  that  as  soon  as  they  become 
good  they  are  made  buyers  or  stock- 
keepers  or  start  stores  of  their  own. 

"Selling  is  a  profession,"  said  Miss 
Leigh,  "and  a  dignified  one  at  that.  We 
are  trying  to  make  the  salespeople  be- 
hind the  counter  realize  that  fact  and 
that  they  are  not  clerks.  Every  time 
they  refer  to  themselves  as  clerks  we 
correct  them.  They  are  not  clerks  at 
all." 

Pointing  out  the  obvious  need  for 
good  and  capable  people  behind  the 
counter,  she  said,  "Money  spent  on  ad- 
vertising is  wasted  unless  the  retail 
salesperson  is  able  to  handle  the  busi- 
ness' in  an  efficient  manner."  She  illu- 
strated with  experiences  drawn  from 
actual  occurrences  the  loss  of  business  in 
stores  due  to  the  lack  of  interest  01 
of  sales-education  on  the  part  of  those 
serving  the  customers.  She  emphas- 
izes the  mistake  that  is  frequently  made 
by  salespeople  asking  customers  how 
much  they  want  to  spend,  declaring  that 
the  majority  of  persons  going  into  a 
store  do  not  know  how  much  they  want 
to  pay  for  various  articles,  or  how  much 
they  want  to  spend  in  all. 

Referring  to  the  question  of  training 
salespeople  she  said.  "The  biggest  thing 
we  try  to  teach  them  is  how  to  meet 
competition.  We  tell  them  never  to 
knock  a  competitor,  but  to  say  that 
the  competitors'  goods  are  all  right  and 
by  so  doing  establish  confidence  in  the 
goods  that  they  themselves  are  selling." 

She  spoke  of  different  methods  of  sell- 
ing through  appeals'  to  'the  different 
senses  of  the  customer.  "The  average 
person  has  very  little  imagination.  That 
imagination  must  be  supplied  by  the 
salesperson.  It  is  the  good  salesperson 
that  does  the  thinking  for  his  or  her 
customer."  Many  retail  sales  are  lost 
because  the  salesperson  does  not  know 
the  exact  moment  to  stop  talking. 


One  of  the  best  trimmings  for  the  homefurnishing  department  to  feature 
this  season  is  the  cretonne  edging.  Each  of  these  samples  represents  one  of 
forty  different  color  combinations  kept  in  stock.  The  first  of  those  illustrated 
has  a  grey  ground,  the  second  sand,  and  the  third  black  and  white.  Each  has 
three  other  colors  as  well.  In  width  they  are  one  inch,  15/16  inch  and  7/8 
inch  respectively. — Shown  by  Morris  Bernhard  Co.,  Toronto. 
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McLINTOCK'S 
VENTILATED    DOWN    QUILTS 

(ENGLISH  MANUFACTURE) 

These  famous  Quilts  are  so  well  known  to  the  Canadian 
Trade,  that  they  need  no  further  introduction. 

We  are  now  showing  new  samples  of  McLintock's  Down 
Quilts  for  Fall  Delivery.  There  are  beautiful  designs  and  col- 
orings, in  best  Down-proof  Sateens,  also  Silks  and  Satins,  filled 
with  purified  Russian  Down. 

"McLintock's"  is  the  kind  your  customers  will  ask  for;  buy 
them  at  the  first  opportunity. 

New  Designs  throughout — prices  greatly  reduced. 


HANDKERCHIEFS 

Attractive  prices  on  an  attractive  line. 

Our  new  range  of  Christmas  Handkerchiefs  is  having  an  ex- 
cellent reception  from  all  our  old  customers,  and  many  new  ones. 

Complete  assortments  of  Fancy  Boxed  Handkerchiefs,  that 
will  make  your  Christmas  Sales  larger  than  ever. 

Special  assortments  at  special  prices. 
ORDER  NOW  = 


PRIME  &  RANKIN,  LIMITED 

Weekday  Cross  74  York  Street 

Nottingham,  England  TORONTO 

ESTABLISHED  30  YEARS 
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"Dalmor"  Novelty  Curtains 


We  are  now  offering:  a  complete  and  distinctive  line  of  RUFFLED 
CURTAINS  made  of  dainty  muslins,  fine  voiles  and  fancy  mar- 
quisettes. These  are  not  only  ideal  curtains  for  the  chambers,  but 
are  being-  used  throughout  the  house.  They  are  the  real  dainty, 
effective  curtain  for  Spring  and  Summer  use. 

Our  Line  is  Exceptionally  Well  Made,  and  Attractively 
Priced.  It  will  Pay  You  to  Look  this  Line  over  when  our 
Salesman   Calls. 


Daly  &  Morin,  Limited 

Manufacturers  and  Converters 

Lachine,  Montreal 
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Manufacturer  to  Retailer 

Drapery  Fabrics 

Buy  Direct  From  the  Mill,  or  Through  Toronto  Stocks 


AGENCIES: 

Win.  Strang  &  Son,  Glasgow,  Scotland. 
Stirling,  Auld  &  Co.,  Darvel,  Scotland. 
Hood,  Morton  &  Co.,  Newmilns,  Scotland. 


Factory  of  Stirling -Auld  and  Co.,  Darvel,  Scotland. 


In  Stock 


Henderson's  50"  Imperial  Velour  (all  colours) 

Mercerized  Poplins,  all  colours 
Lace  and  Novelty  Curtains 
Bungalow  Nets 
Casement  Cloths 
Tapestries 


Madras 

White,  Ecru  and  colours 

Spot  Muslins,  Marquisettes 

Grenadines 

Frilled  Spot  Marquisettes 


John  King  and  Sons'  Hollands,  White,  Cream  and  Ivy. 

J.  B.  HENDERSON  &  COMPANY,  LIMITED 

8o  BAY  STREET  TORONTO 


W. Sneddon 


Established  31  years. 

MANAGER  :  W.  G.  McJANNETT 

Representatives  : 
R.  F.  Hick  J.  G.  Donald 


Wm.  H.  Blakely 
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Here's  Welcome  News 
for  the  Trade 

We  are  pleased  to  announce  that  we  now  carry  Chenille 
Lamp  Shade  Fringe  in  our  Toronto  stock.  We  can  make 
immediate  shipment  on  all  orders  for  the  most  popular 
widths,  4"  and  6".  Our  prices  on  this  fringe  set  a  new 
low  mark  for  the  trade.  4"  fringe  at  $8.00  per  doz. ;  6" 
fringe  at  $12.00  per  doz. 

For  your  benefit — to  aid  you  in  ordering,  and  to  let  you 
see  the  high  quality  of  this  fringe,  we  have  prepared 
samples.  These  are  provided  free — gladly,  upon  re- 
quest. 

Write  for  Samples 

Remember,  our  Toronto  stock  is  complete.     We  are  able  to 
fill  any  order  in  any  line  and  make  immediate  shipment. 
Our  regular  lines  include: — 

Cretonne  Edgings 

Silk  Edgings 

Ball  Fringes 

Metal  Galloons 

Lamp  Shade  Fringes, 

and  Drapery  and  Lamp  Shade  Trimmings  of  every 
description 

Morris  Bernhard  Co.  (Canada),  Ltd 

24  Wellington  St.  W.,  Toronto 
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Tell  the  Customer  What  She 


m Hell  the  Customer 
whyLINOLBUM 

mAs  better 


You  have  only  to  show  the  strong 
say — "This,  madam,  guarantees  you 
tell  genuine  Linoleum,  for  it  has  th 
and  long  life,  and  makes  it  flexible." 

The  Spring  selling  season  will  open 
ed  by  choosing  your  range  of  pattern 
a  big  range. 

Write  us  for  attractive  color  cards  a 
not  already  used  them,  send  for  a  su 
window  with  them. 


canvas  back  with  its  tough  fibres  and 
years  of  service.  You  can  always 
is  burlap  back.     It  gives  it  strength 

early.  Keep  your  stock  well  assort- 
s.     Sales  will  be  made  if  you  carry 

nd  newspaper  electros.  If  you  have 
pply  of  paper  patterns  and  trim  your 


PLAN  NOW  FOR  BIGGER  LINOLEUM  SALES 


Sold  Through  Wholesale 


DOMINION  OILCLOTH  AND 


MONTREAL 


Dry  Goods  Reviexv. 
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Should  Know  About  Linoleum 


Give  your  customer  the  many  good  points 
regarding  DOMINION  Linoleum  Rugs 

What  does  the  customer  want  to  know?     Is  she  really  interested  in  having  definite  particulars  regard- 
ing what  she  buys? 

CERTAINLY. 

By  all  means  tell  every  prospect  why  a  Linoleum   Rug  is  suited  to  her  need.     You  can  thus  develop 

many  sales  among  those  who  would  otherwise  not    be  impressed,   or  who  would  purchase   something 

different. 

"DOMINION  Linoleum  Rugs  are  convenient — they  can  be  moved  quickly  by  one  per- 
son. Used  for  a  time  on  one  room  they  may  be  removed  to  another  in  a  moment,  so 
to  speak.  They  are  sanitary  and  clean,  and  never  need  washing,  scrubbing  or  beating. 
You  can  brighten  their  surface  by  using  a  damp  mop,  followed  with  wax  or  reliable 
polish.  They  are  of  quiet  color  combinations,  therefore  in  good  taste.  They  are 
economical,  for  in  addition  to  being  moderate  in  price  they  wear  a  long  time — many 
years,  in  fact." 

A  suggested  sales  talk  That  Will  Help  You  Largely  Increase  Rug  Sales. 

Have  you  our  1922  Pattern  Book?  Send  for  one  or  more  and  canvass  the  customer; 
it  will  pay  you  well. 

PLAN  NOW  FOR  BIGGER  RUG  SALES 
Dry  Goods  Jobbers 

LINOLEUM  CO.,  LIMITED 

CANADA 
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Brisk  Demand  for  Three  Piece  Suit 

Canadian  Trade  Seems  to  be  Finding  Market  for  it — Vogue  for 
Suits  Has  Not  Shut  Out  Coats — Growing  Popularity  of  Cape 
Coat — Market  Opening  Up  in  Wash  Dresses — Tight  Bodice  And 

Hooped  Skirt  in  Taffetas 


DESPITE  THE  promised  vogue  for 
suits  this  spring,  there  are  a  great 
many  coats  to  he  seen  in  Toronto. 
One  manufacturer  says  that  there  will 
never  be  an  all-sujt  season  or  an  all- 
coat  season  again  in  this  country.  Each 
garment  has  its  distinct^  place,  just  as 
hats  and  shoes  have.  Motoring  has  made 
a  coat  an  essential  to  the  wardrobe  no 
matter  how  much  milady  prefers  a  suit. 
Moreover,  while  tweed's  and  homespuns 
are  not  sharing  the  honors  with  any 
other  material  for  suitings,  the  sioft  fa- 
brics are  being  made  up  into  coats.  Vel- 
ours is  shown  in  some  beautifully  tail- 
ored coats,  tricofrine  comes  in  the  more 
elaborate  ones  and  chinchilla  and  polo 
cloths  are  both  good. 

The  cape  coats  are  growing  in  favor 
every  week.  These  are  good  not  only 
for  the  ladies'  and  misses'  sizes  but  for 
the  very  young  girls  as  well.  The  last 
named  are  shown  in  bright  colors  like 
canna  and  jade  as  often  as  in  the  dark 
tones.  With  all  the  demand  for  the  Rag- 
lan and  severe  types  of  spring  coats 
there  is  a  fair  sprinkling  of  orders  for 
embroidery  and  beads  on  coats.  There 
always  seems  to  be  a  call  for  such  as 
these  for  women  who  like  to  replace 
their  fur  coats  with  something  not  too 
severe  for  spring  gowns  and  hats. 

New  Suit  Models 

Contrast  in  both  color  and  fabric  is 
considered  one  of  the  best  methods  of 
relieving  severity  in  cut  this  year.  The 
simple  tailleurs  featured  by  some  of  the 
best  houses  use  contrast  as.  their  only 
relief.  Pin  tucks  are  also  fancied,  par- 
ticularly in  the  more  dressy  models. 

Three-piece  suits  consisting  of  coat, 
skirt  and  cape  are  being  made  by  most 
of  .the  Toronto  manufacturers  now. 
When  the  travelers  started  out  about 
the  middle  of  January,  several  manufac- 
turers declared  that  they  were  not  em- 
phasizing the  three-piece  models  as  they 
considered  they  would  be  taken  up  only 
by  exclusive  houses  but  they  found  it 
necessary  to  send  these  out  before  long 
and  now  are  getting  splendid  orders  on 
them. 

It  is  expected  that  the  separate  coat 
will  be  used  again  with  skirts  and  dress- 
es of  a  contrasting  material.  The  crepe 
materials,  particularly,  crepe  marocain 
and  the  striped  cantons  in  bright  shades 
like  pumpkin  and  canna  will  be  featured 
in  exclusive  models  with  short  navy 
coats. 

Leather  in  piping,  applique,  buttons, 
fringe  and  trimming  of  all  kinds  will 
he  just  as  good  on  the  suits  as  on  the 
hats  this  year.  The  same  types  of  suits 
are  seen  with  girdles  of  silver,  .metal, 
nickel  or  beads. 


The  low  waistline  is  seen  almost  to 
the  exclusion  of  the  normal  and  high, 
in  the  suits  shown  in  Toronto  so  far. 
As  to  the  question  of  skirt  lengths,  one 
manufacturer  says  that  the  vogue  in 
Paris  at  the  moment  for  the  longer 
skirt  for  afternoon  and  evening  wear 
and  the  comparatively  short  one  for 
street  wear,  will  be  followed  fairly 
closely  in  America.  This  means  that 
♦.he  suits  will  be  not  much  longer  than 
nine  inches  from  the  ground.  The  very 
short  skirts  are  abandoned  in  most  of 
the  suits  shown. 

Wash-dresses 

A  visit  to  the  ready-to-wear  factories 
in  Toronto,  reveals  the  fact  that  busi- 
ness in  wash  dresses  has  begun  in  real 
earnest.  Most  of  .the  retail  houses  have 
placed  the  largest  part  of  their  orders 
for  silk  gowns  and  there  is  now  time  to 
devote  to  wash  materials.  There  is  a 
noticeable  improvement  in  the  types 
of  porch  and  summer  dresses  shown 
over  those  of  last  year.  More  atten- 
tion is  being  given  to  cut  and  finish  and 
the  colors  are  said  to  be  faster  than 
before. 


FOR    THE    MAID    OF    HONOUR 

this  superb  gown  of  silver  lace  would 
be  most  effective,  trimmed  with  satin 
de  luxe  ribbons  in  contrasting  shades  of 
Jack  roses  and  pivoine.  Parasol  and  hat 
are  likewise  adorned  with  ribbon  roses 
to  match. 

Frock    shown    by    courtesy    of    Johnson 
Cowdi.n  &  Company  of  New  York 


In  the  better  grade  of  sport  dress, 
ratine  is  probably  the  best.  Here 
again  the  three-piece  suit  is  featured, 
manufacturers  fancy,  because  there  is 
sufficient  body  to  it  to  give  something 
to  work  on  in  an  effort  to  produce  dress- 
es and  suits  which  have  a  tailored  look. 

Gingham  and  organdy  will  be  seen 
more  than  the  all-gingham  dress  this 
season.  Dotted  Swiss  is  combined  with 
the  heavier  wash  materials  very  cleverly 
also. 

In  many  of  the  wash  dresses,  manu- 
facturers are  using  the  straight-line 
models  and  drawing  them  in  at  the 
waist  with  an  elastic. 

On  the  light  material's,  like  voile  and 
organdy,  French  flowers  are  the  prin- 
cipal ornaments  used.  Folds  are  seen 
of  self-material  very  frequently  as  well!. 
The  use  of  flowers  and  fold's  is  a  very 
practical  way  of  answering  the  derrfand 
for  something  in  trimming  which  will 
not  prevent  washing. 

New  York  models  are  showing  wool 
trimming  particularly  on  voiles  and  lin- 
ens. Speaking  of  linen,  there  will  be 
many  gowns  shown  in  this  in  the  bright 
shades  this  season  rather  than  in  the 
cool  apple-green  and  king's  blue  of  other 
years. 

Beads   Better   Than   Ever 

One  designer  of  the  better  class  of 
afternoon  and  evening  gowns,  says  that 
beads  will  be  used  even  more  than  form- 
erly. Crystal  steel  and  jet  are  probably 
the  best.  As  to  materials,  crepe  Ro- 
inaine,  crepe  meteor  and  cannon  are 
thcsen  usually  for  beadwork. 

The  taffeta  gowns  feature  the  new 
ilnes  probably  more  than  any  of  the 
others.  It  is  probably  because  taffeta 
is  worn  by  the  so-called  "flapper,"  who 
can  afford  to  wear  the  novelties,  that 
(manufacturer's  are  making  these  up  in 
the  more  extreme  styles.  The  very 
tight  bodice  and  the  hooped  skirt  are 
prevalent  in  the  taffetas.  In  fact  the 
tnoyenage  silhouette,  which  some  of  the 
most  prominent  French  designers  are 
using  exclusively  now,  is  shown  in 
Toronto  only  in  the  youthful  taffetas. 
In  this  the  corsage  closely  molds  the 
figure  all  the  way  from  the  chest  to  the 
hips,  where  there  is  a  little  fulness  and 
the  skint  is  quite  full  at  the  bottom. 


KENT-McCLAIN  AGAIN 

Ottawa   Leather  Goods  Store — Ottawa,   Ont. 

Mr.  Geo.  M.  Wolf  has  recently  opened  the 
Ottawa  Leather  Goods  Store  on  Bank 
Street.  Ottawa.  This  new  shop  is  thorough- 
ly up-to-date  in  every  respect  and  is  equip- 
ped throughout  with  "INTER-FLACE- 
ABLE"  Unit  Wall  Fixtures  Rr.d  "DRES- 
DEN" Silent  Salesmen.  These  fixtures 
finished  in  Mahogany  were  designed  and 
built  by  Kent-McClain.  Limited  (Toronto 
Show  Case  Company). 
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Spring  and  Summer  Models  in  Ready  to  Wear 

in  Paris  Definitely  Favor  the  Longer&Skirt 


Black  and  White  Still  in  Great  Favor — Tailored  Costumes, 
Morning  and  Afternoon  Dresses  and  Teagowns  Have  Longer 
Skirts — New  Sleeve  for  the  Teagown — Jackets  All  Very  Loose 


Paris,  February  23rd,  1922 

ONCE  MORE,  the  large  couturiers 
displayed  their  newest  creations, 
this  time  for  Spring  and  Summer 
wear.  As  usual,  they  have  done  their  ut- 
most to  catch  the  fancy  of  their  custom- 
ers, and,  hard  as  it  is,  since  on  the  whole, 
there  are  no  important  differences  in  the 
coming  fashion,  they  succeeded  in  mak- 
ing lovely  things. 

The  materials  are  not  particularly 
new:  casha,  already  in  fashion  for  Sum- 
mer wear,  for  several  seasons,  broad- 
cloth for  suits  and  morning  dresses, 
crepe  marocain,  georgette,  a  little  foul- 
ard for  afternoons,  chiffon,  crepe  de 
chine,  for  tea  gowns  lame  for  evening 
wear. 

Still  Black  and  White 

Strange  as  it  may  appear,  black  will 
still  be  worn  quite  extensively:  in  Sum- 
mer it  looks  dull,  but  it  may  be  mixed 
with  bright  shades  to  make  up  for  the 
dark  appearance.  Almost  all  garments 
have  at  least  a  tinge  of  black;  many 
suits  are  made  of  black  broadcloth,  trim- 
med with  white,  saxe  (which  is  very 
dainty),  brick  red,  etc.  White  and  black 
combinations  come  in  very  often, 
especially  in  afternoon  dresses.  Lace 
dresses  are  devised  in  black  lace  over  a 
light  silk  fourreau,  saxe  blue  or  golden 
brown. 

When  foulard  is  used,  it  is  in  printed 
black  and   colored   designs- 

Teagowns,  on  the  other  hand,  are  very 
light,  delicate  shades  being  now  more 
favored  than  the  crude  green,  pink,  blue 
we  have  had  for  several  seasons.  These 
are  now  too  common  for  any  elegant 
woman  to  adopt  them.  Pastel  hues  will 
soon  prevail  now,  and  we  shall  enjoy 
the  lovely  cyclamen  pink,  periwinkle 
blue,  almond  green,  that  were  so  fashion- 
able in  the  eighteenth  century,  as  we 
may  still  see  in  Watteau's  portraits  of 
the  time. 

Skirts  Longer 

A  great  deal  has  been  said  about  long- 
er and  fuller  skirts:  the  present  line  is 
as  follows: 

Tailored  costumes  have  narrow  skirts 
that  do  not  go  much  below  the  top  of 
the  boot,  which  is  not  quite  so  high  as 
it  was  a  year  ago. 

Morning  walking  dresses  are  perhaps 
slightly  longer,  but  still  quite  straight 
and  not  wide. 

Afternoon  dresses,  still  fully  show  the 
ankle;  they  are  broader  and  more  fluffy. 

Teagowns,  always  a  heap  of  aerial 
materials  are  long,  now  and  again  with 


PASS  THEM  ALONG 

Mr.  Merchant!  There  are  many 
clerks  in  your  store  who  will  be  in- 
terested in  the  series  of  articles  on 
show-card  writing,  to  commence  in 
the  April  issue  of  Dry  Goods  Review. 
These  will  appear  in  the  Equipment 
&  Display  section.  They  are  to  be 
written  by  an  expert.  Will  you  see 
that  the  clerks  in  your  organization 
are  given  a  chance  to  read  these 
articles? 


a   tiny  train,   or  turned    in    Zouaves    as 
trousers. 

Ball    Dresses 

Ball  dresses  are  dainty  affairs  ol  net, 
lace  and  flowers,  very  broad  and  full 
length.  They  have,  however,  a  narrow 
silk  underskirt  over  which  is  a  deeply 
flounced  straight  band  of  net,  plain  or 
embroidered,  or  trimmed  with  flowers 
all  over  the  skirt.  The  waist  is  rather 
low,  and,  in  many  instances,  some  wires 
suggest  the  old  fashioned  "cerclettes." 
Our  young  girls  have  all  ball  dresses 
thus  devised.  The  bodice  is  quite  flat 
with  an  oval  opening  showing  the 
shoulders,  and  edged  with  a  garland  of 
flowers.  They  have  tiny  sleeves,  and 
flowers  at  the  waist  too.  Their  hair- 
dressing  is  just  a  wreath  matching  the 
dress. 

Their  mothers  wear  long  straight 
fourreaux  of  silk  covered  with  lace,  or 
jet  tunics.  They  are  low  necked,  of 
course,  and  sleevele.-is.  The  waist  is  very 
low.  They  don't  wear  so  many  flowers  ab 
their  daughters  and  in  their  hair,  they 
have  a  band  of  lame  and  silk  entwined  or 
a  jet  motif  to  match  the  dress. 

Teagowns 

Teagowns,  as  mentioned  above,  are 
very  fluffy.  They  are  nothing  but  di'ap- 
eries,  difficult  to  describe,  except  by 
saying  that  the  skirts  are  long,  wide 
pieces  of  chiffon  over  a  narrow  silk 
fourreau,  low  waist,  oval  or  square  neck. 
The  main  thing  is  the  sleeves.  Shall  we 
have  short  sleeves  or  none  at  all  like  last 
year,  or  long  ones? 

The  question  seems  to  have  been 
settled  by  adopting  narrow  tiny  sleeves 
right  at  the  top  of  the  arm,  continued  in- 
to a  flying  panel  full  length,  which  in 
some  cases,  is  held  up  at  the  wrists  by  a 
ribbon,  and  is  open  either  on  the  inside 
or  the  outside  of  the  arm.  Teagowns 
generally  have  flying  panels,  which  are 
very  graceful,   if   not  very  comfortable. 


as  one  is  liable  to  throw  everything  down 
when   moving. 

The  others  are  reserved  for  afternoon 
crepe  marocain  dresses  which  are  still 
some  sorts  of  Robe  chemises,  quite 
straight  and  plain  with  no  trimmings, 
but  a  pretty  narrow  steel  belt  slightly 
below  the  waistline. 

For  Morning  Wear 

For  morning  wear,  we  have  some  sim- 
ilar gowns,  but  made  of  serge  and 
trimmed  with  braidings.  The  sleeves  are 
all  pagode,  sometimes  coming  from  a 
tight  band  at  the  top  of  the  arm,  which 
is  somewhat  different  from  the  regular 
pagode  shape,  and  very  stylish.  We 
have  aleo  some  wide  open  narrow  straight 
collars,  and  a  waistcoat  of  organdie,  with 
big  mother-of-pearl  buttons,  and  a  high 
collar. 

Tailored  Costumes 

Tailored  costumes,  as  I  said  before, 
have  short,  narrow  skirts.  There  is 
nothing  much  in  them;  they  have  no 
trimmings,  except  now  and  again,  two 
front  pockets  and  braiding,  if  the  coat 
is  braided. 

The  jackets  are  all  very  loose,  just 
held  in  place  across  the  hips  by  a 
straight  turned  out  band  seven  inches 
wide,  into  which  some  pockets  are  re- 
served, for  the  purpose  of  putting  one's 
hands.  Straight  bands,  two  inches  wide, 
make  the  collar.  There  are  no  revers, 
but  the  coat  is  wide  open,  showing  a 
nainsook  or  crepe  de  chine  chemisier 
Mouse,  with  a  high  collar,  pleats  and 
buttons,  shirt  sleeves,  but  that  do  not 
fit,  except  at  the  waist,  where  they  are 
finished  in  a  way  similar  to  the  one  de- 
scribed for  the  jacket.  The  latter's 
sleeves  are  pagode  too.  As  a  matter  of 
fact  we  have  no  tight  sleeves  this  season, 
in  tailored  costumes.  Such  garments 
ought  to  win  favor  for  they  look  very 
comfortable  and  cool,  and  pleasant  for 
Summer  wear.  Besides  they  don't  need 
much  material;  which  is  interesting  too, 
in  these  days  when  people  are  short  of 
money. 

Embroidery  still  adorns  the  coats,  but 
there  is  a  great  tendency  towards  having 
inserted  motifs  of  colored  cloth,  which  is 
very  effective. 

So  far,  there  is  nothing  very  new  in 
the  traveling  coats  dept.  Later  on,  when 
holiday  time  comes,  I  shall  be  able  to 
give  you  some  fresher  information  on 
the  subject. 

Next  month,  I  will  tell  you  about  Sum- 
mer millinery  and  footwear. 

Yours  very  truly, 
Jeanne  Gsell. 
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HEN  WE  all  know  that  the 
public  is  in  a  very  sceptical 
mood,"  said  Mr.  Boyle,  man- 
ager of  the  lad'ies'  read-to-wear  de- 
partment in  the  Hudson's  Bay  Store, 
Vancouver,  to  Dry  Goods  Review  re- 
cently, "I  consider  it  a  mistake  to  con- 
tinually harp  on  the  'Was'  and  'Is' 
theme. 

"There  probably  was  a  time  in  the 
last  year  when  the  idea  of  comparative 
prices  was  a  strong  element  in  inducing 
a  reluctant  public  to  re-consider  values. 
To  realize  that  'things  had  come  down' 
from  the  pinnacle  that  brought  on  the 
so-called  'buyers'  strike  it  undoubtedly 
was  necessary  to  make  spectacular  com- 
parisons between  prices  as  they  were, 
and  prices  as  they  are,  but  there  has 
also  been  a  great  deal  of  harm  done 
in  the  process. 

Special 
"I  have  personally  heard  shoppers 
discuss  a  price  ticket  in  this  wise,  'Was 
eighty-five,  now  thirty-five.  Just  look 
at  that,'  and  turning  to  the  clerk, 
'that's  the  kind  of  profit  you  were  mak- 
ing eh?  And  I'll  bet  you're  not  losing 
money  even  at  tihirty-ifive  dollars!'  It 
would  have  been  useless  to  claim  that 
even  at  $59.50  the  store  would  still  not 
make  a  profit.  The  buyers  were  and 
are  sceptical — frankly  sceptical — and  the 
more  striking  the  reductions,  the  strong- 
er their  belief  that  they  have  been  pre- 
viously gouged. 

Extravagant  Statements 

"Then  again  I  believe  that  many  mer- 
chants were  not  blameless.  Merchan- 
dise was  in  some  instances,  given  a  ficti- 
tious value,  merely  to  malce  the  new 
price  appear  more  favorable.  Extrava- 
gant statements  were  screamed  with 
printers'  ink  till  the  public,  to  some  ex- 
tent became  satisfied  that  most  of  the 
loudly  proclaimed  price  reductions  were 
merely  'hokum.'  For  this  reason,  yon 
will  not  find  in  our  entire  department 
now  a  ticket  bearing  two  prices.  There 
is  no  reference  made  anywhere  to  what 
the  merchandise  'used  to  sell  at'." 

Only  one  Ticket 

At  this  point  Mr.  Boyle  showed  your 
correspondent  several  small  lots  of  even- 
ing dresses,  etc.  They  were  being  sold 
at  $59.50,  $27.50,  etc.,  although  Mr. 
Boyle  said  that  they  only  had  borne  a 
legitimate  profit  at  their  former  prices 
ranging  up  to  $165.  There  was  nothing 
on  the  cards  to  indicate  that  they  had 
ever  been  considered  worth  $165,  or  $155 
or  whatever  the  price  may  have  been. 


They  are  simply  sold  now  as  good  value 
at  the  price   ticketed. 

When  the  words  "sold  now"  are  used 
they  mean  just  that,  because  Mr.  Boyle 
states  that  since  February  first  there 
has   been   a   most   surprising  volume   of 


These  smart  circular  capes  of  rubberized 
silks  are  the  rage  at  Palm.  Beach  this 
Spring,  especially  in  oriental  and  very 
grotesque  patterns.  Hats  and  parasols 
are  made  to  match.  In  plain  colors  these 
capes  are  worn  by  New  York  women  on 
rainy  days. — Shown  by  Bettinson  AND 
Cade,  Inc.,  of  New  York. 


sales.  The  daily  sales  averaging  in  this 
department  from  several  hundred  to  a 
thousand  dollars  a  day  more  than  last 
year;  and  there  is  no  special  "sale"  on. 
The  manager  simply  explains  that  the 
prices  on  new  goods — suits,  coats,  dress- 
es, wraps,  etc.,  are  so  reasonable  that 
the  public  are  convinced  that  they  are 
getting  VALUE  and  they  are  buying 
what  they  have  needed  for  some  time, 
but  were  delaying  to  buy. 

More  Sports  Suits 

The  fact  that  the  buying  power  of 
many  is  impaired  has  had  the  effect  of 
increasing  the  sale  of  sports  suits,  and 
such  more  informal  garb.  Also  the 
heavy  trimming  and  quantities  of  furs 
in  evidence  in  the  winter  styles,  has  oc- 
casioned a  sort  of  re-action  in  favor  of 
the  simpler  styles  for  spring. 

There  is  an  increasing  demand  on  the 
coast  for  the  three-piece  sports  suits. 
For  golfing  and  climbing  the  "knickers" 
are  taking  with  the  public.  A  large 
number  of  "jumper"  effects  are  also  be- 
ing  shown  in  the  spring  suits.  From 
sixty  to  seventy  per  cent,  of  the  suits, 
dresses,  and  coats  sold  in  the  Hudson's 
Bay  store  are  made  right  in  Vancouver, 
the  local  garment  industry  having  re- 
ceived great  impetus  during  the  last  few 
months. 

"Quota"  System  Used 

According  to  Mr.  Boyle  the  "quota" 
system  of  payment  has  proven  very  suc- 
cessful in  his  department.  The  salaries 
are  set  based  on  4  per  cent,  of  the  esti- 
mated sales.  Those  who  sell  in  excess 
of  their  quota — and  the  quota  is  not  set 
unduly  high — receive  in  addition  2  per 
cent  on  such  increase. 

"We  have  found  this  system  to  keep 
all  our  staff  on  their  tip  toes.  It  is  an 
incentive  to  put  a  little  more  pressure 
on  their  sales.  We  guard  carefully 
against  any  such  thing  as  'dogging'  a 
customer  or  pressing  her  unduly  to  buy, 
but  in  these  times,  there  is  no  place  in 
any  sales  organization  for  the  salesmen 
or  saleswomen  whose  idea  of  their  work 
is  merely  of  lifting  down  garments  and 
putting  them  away  with  complete  in- 
difference as  to  whether  a  salte  is  made 
or  not.  Naturally  the  salesperson  who 
is  making  the  biggest  bonus  is  the  best 
asset  to  us.  Our  percentage  of  selling 
expense  is  lowered  the  more  that  person 
sells." 

Exclusive  Trade 

In  answer  to  a  query  about  exclusive 
trade  Mr.  Boyle  said,  "there  is  no  one 
mistake  that  is  so  damaging  to  any  mer- 
chant's chances   of  success  as  a  wrong 
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idea  about  exclusive    business.     To    the 

merchant  who  is  considering  catering  to 
an  exclusive  trade  I  would  suggest  that 
he  check  over  his  field  very  carefully 
first,  to  find  out  just  how  many  of  such 
'exclusive'  customers  there  are,  even  if 
he  got  them  all. 

"There  is  far  more  carryover,  always, 
in  such  a  store.  Nor  can  such  an  ex- 
clusive merchant  do  anything  to  move 
his  off-season  stock.  No  price  reduction 
would  make  any  considerable  increase  in 
sales  to  his  exclusive  customers;  that's 
directly  opposed  to  the  very  idea  of  ex- 
clusiveness. 

"No — except  in  exceptional  cases  the 
merchants  will  do  well  to  make  their 
bid  for  the  business  of  the  average 
folks.  They  will,  of  course,  carry  some 
of  the  very  high  priced  lines  but  the 
volume  business — the  life  blood  of  any 
business — is  the  trade  of  the  folks  whose 
earnings  will  be  somewhere  between 
fifteen  hundred  and  four  thousand.  Ex- 
cept in  the  very  large  cities  there  are 


A  chambray  porch-dress  made 
in  plain  colors.  The  piping  is  in 
contrasting  colors  and  there  is 
ric-rac  braid  on  the  neck.  A 
practical  dress  for  everyday 
use. 

Shown  by  the    Sewsure    Manw 
facturing  Co.,  Toronto 


SILKS  WITH  WHICH  THE  NEW  SPORTS  HATS  WILL  BE  CREATED 

1.  Blistered  cire,  just  arrived  from  Paris  shown  here  in  navy  blue 
with  raised  pebbled  surface. 

2.  Embroidered  crepe  de  chine,  which  comes  in  many  colors  with  chain- 
stitch  motifs  in  three  color  contrasts.  In  this  sample,  yellow,  red 
and  green  are  embroidered  upon  periwinkle   blue. 

■S.Pekin  stripe,  which  is  a  combination  of  moire  and  cire  stripes  about 
one  inch  wide  and  comes  in  solid  colors  in  vivid  shades. 

1>.  Printed  crepe  de  chine  in  a  reversible  pattern  on  white  grounds  with 
black  and  colored  conventional  design.  Bright  tints  are  used  for 
the  coin  dots. — Silks  Imported  by  Bettinson  and  Cade,  New  York. 


not  enough  of  the  wealthier  people  to 
support  a  good  '.sized  exclusive  business. 
"Probably  the  most  important  factor 
is  the  ease  with  which  the  popular  de- 
partmental or  other  store  can  liquidate 
an  excess  of  stock,  should  the  manage- 
ment decide  that  a  line  should  be  clean- 
ed out.  The  popular  store  has  the 
hundreds  or  thousands  passing  through 
the  store  daily.  A  price  reduction  or 
an  extra  drive  will  move  almost  any  lot 
of  your  merchandise  in  a  few  days.  But 
if  the  exclusive  store  finds  itself  load- 
ed with  any  slow  moving  article,  it  lis 
in  the  unfortunate  position,  frequently, 
of  taking  severe  losses  due  to  price  de^ 
clines  or  at  the  tag  ends  of  the  various 
seasons." 


Was  First  Editor 

Dry  Goods  Review 

The  first  edi|tor  of  Dry  Goods  Review, 
Charles  Morrison,  died  in  San  Francisco 
the  other  day.  He  had  been  news  editor 
of  the  Mail  and  Colonel  J.  B.  Maclean 


who  founded  the  MacLean  Publishing 
Company  was  an  associate  on  his  staff. 
They  became  intimate  and  Mr.  Morrison 
proved  to  be  a  very  loyal  friend1  of  our 
president.  Some  internal  changes  in 
the  Mail  left  Mr.  Morrison  without  a 
situation  and  for  a  time  he  edited  a 
monthly  paper  for  the  Massey-Harris 
Company.  This  not  proving  congenial 
he  resigned  and,  for  the  purpose  of  aid- 
ing his  old  friend,  Colonel  Maclean 
started  the  Dry  Goods  Review  and  put 
him  in  charge  of  it.  Mrs.  Morrison, 
Who  was  a  New  Zealander,  was  not 
able  to  stand  the  Toronto  climate  and 
Mr.  Morrison  after  a  couple  of  years 
had  to  move  to  San  Francisco,  where 
he  joined  the  editorial  staff  of  one  of 
the  leading  dailies  there  and  continued 
in  that  position  until  his  death  the 
other  day,  at  the  age  of  72.  His  son, 
who  began  journalism  in  Toronto,  is 
now  news  editor  of  the  Edmonton  Bul- 
letin. 


Lon  Cathro  Ltd.,  opened  a  new  hat 
shop  opposite  Loew's  Theatre  on  St. 
Catherine  St.  West,  Montreal. 
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SPRING  &  SUMMER 
DRESSES 

Priced  Right 

M.  Gardner  &  Co.  Limited 

233  Bleury  St.,      MONTREAL 
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Buying  from  us  you  gain  a  reputation  for  selling  garments  of  stylish  ap- 
pearance and  excellent  quality,  and — you  can  sell  at  reasonable  prices  and  still 
reap  large  profits  for  yourself.  _  _       '•  ■  ,  -  #0*3L&  i 

303  Mountain  Street  MONTREAL 


mm: 


•■«ra;i5¥lft£&b& 


Spring  Samples  Now  Ready 

For  Your  Inspection 

ATLAS 

COATS    WAISTS    SUITS 

At  Popular  Selling  Prices 


Exclusive  designs,  de- 
pendable materials,  ex- 
quisite shades  —  all  are 
found  in  our  present  show- 
ing.    See  them! 


These  Garments  are  des- 
tined to  make  good  and  to 
perpetuate  their  own  pop- 
ularity and  that  of  the 
merchant  who  handles 
them. 


All  Goods  on  Display  in  Stock  for  Immediate  Delivery 

Atlas  Garment  Mfg.  and  Trading 


46  ST.  ALEXANDER  ST. 


Company 


MONTREAL 


H^HiK 


:  *  &S**UftU8&WKM 


Exceptional  Offering 

of  DRESSES,  in  Crepe-knit,  Canton-Crepe  Taffeta 
and  various  other  materials,  in  clever  styles  at  pop- 
ular prices. 

SPECIAL  VALUES  IN  GINGHAMS  and  RATINES 

Immediate  Delivery 

VOGUE  WAIST  &  DRESS  CO.  £SS&£  MONTREAL 
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The  McEIroy  Mfg.  Co.,nd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(REG.) 

••DRESS  FABRICS" 

F.  A.  RODDEN  &  CO. 

Dry  Goods 

Commissioner*  and  Importers 

52  Victoria  Square  MONTREAL 


INTERNATIONAL  IMPORT  COMPANY 

230  McGill  St.,        Montreal 
Represen  ting 

Royal  Garter  Company 
NEW  YORK 

Garters  and  Armband* 


The  American  Jewelry  Co. 
NEW  YORK 

Jewelry  for  the  Smallware  and  Notion  Trade 


The   National   Leather  Goods   Co. 
TORONTO 

Ladies'    Handbags,    Men's   Leather   Purses,    Noveltiei 


According  to  Dr.  Elizabeth  Thel- 
berg,  who  is  physician  at  Vassar 
College,  one  of  the  most  famous 
schools  for  girls  in  the  United 
States,  short  skirts,  open  throats 
and  low  shoes  are  responsible  for 
the  grace  and  the  health  of  the 
modern  girl.  In  her  defence  of 
short  skirts  she  declares  that  the 
women  and  girls  of  today  are  much 
healthier  than  those  of  twenty  and 
thirty  years  ago.  She  further  con- 
tends that  bare  throats  encourage 
hardiness  and  hardiness  enhances 
beauty.  And  yet  it  is  only  a  few 
years  since  Mrs.  Patrick  Campbell, 
the  English  actress,  proved  her- 
self a  subject  for  comment  a7id 
amusement  bv  defying  custom  and 
promenading  the  city  streets  in  a 
low-necked  costume  in  the  winter- 
time. The  sensible  ahtletic  girl, 
says  Dr.  Thelberg,  is  visibly  win- 
ning in  grace,  endurance  and 
beauty  over  her  silk-stockinged- 
high-heeled  sister,  and  when  the 
male  fashion  dictators  of  Paris  say 
"You  are  going  to  wear  long 
skirts  again,"  there  may  be  a  def- 
inite spirit  of  defiance. 

Our  reliable  old  wool-proaucer, 
the  sheep,  is  going  to  have  to  share 
his  lone  glory  with  the  American 
buffalo,  or  more  properly,  the 
bison.  It  has  been  practically  dem- 
onstrated in  both  Canada  and  the 
United  States  that  buffalo  fur  can 
profitably  be  substituted  for  wool 
in  the  manufacture  of  blankets, 
sweaters,  socks  or  other  products. 
That  buffalo  skin  is  a  greater 
warmth  retainer  than  other  hide  is 
a  well-known  fact  to  northern  pi- 
oneers. It  is  estimated  that  there 
are  8,000  bison  in  captivity  capable 
of  producing  160,000  pounds  of 
raw  fur.  The  task  of  shearing  buf- 
falo, however,  will  by  no  means 
be  as  gentle  a  proceeding  as  that 
of  shearing  sheep.  Buffalo  possess 
far  greater  strength  and  pugnac- 
ity.   However,   they   can   be    dealt 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It    makes     them     more    attractive. 
Economical,    Fast,    Practical,    Neat. 

E.  W.  McMARTIN 

45   St.   Alexander  St.  MONTREAL, 


THE  TRAINOR  MFG.  CO. 

Specialists   in    Stamped   and    Made-up 
Ladies'  Undergarments,  Infants'  &  Children'*  Dresses 
49-53   East   21st  Street  New  York   City 

STAMPED     GOWN     SPECIALS 
No.     900 — Nainsook     Gown.     Made    up     in 

th/ee    designs,    a    doz $6.50 

64-60   count,    full   length,   full    width,   two- 
inch   hem     Sizes    15,    16,    17,    18. 
SPECIALS    IN     INFANTS'    AND    BABY 
DRESSES    MADE    UP 

No.    145-146-147— Short    Baby    Dress,    a 
doz $5.50 —     Gross     $60.00 

No.     0145-0146-0147— Long     Infante     Dress, 
a    doz $6.00    —    Gross    . . .  $66.00 

Stamped     Three     Designs.     Three     Shaped 

Yokes.     Set-in    Sleeves. 

Terms    3%    10    Days 


MILLINERS! 

Give  Us  A  Call! 

We    specialize   in : 

MILLINERY  ACCESSORIES, 

HATS,  NOVELTIES. 

FANCY  FEATHERS 

and    ARTIFICIAL    FLOWERS 

It   pays    to   sell   the    BEST,    that    is 

LEONE'S.      Our   service    is   prompt 

and    efficient. 

Samples    sent    on    request, 

JOS.  LEONE&CO.  Limited 

Wholesale  Milliners 
17  St  Helen  St.  Montreal 


Why  Not  Have  a  Double 
Check  on  all  Sales  ? 

All  kinds  of  Wire  Cash  and 
Parcel  Carriers  and  Pneu- 
matic Tubes. 

Gipe-Hazard   Store    Service 
Co.,  Limited 

113    Sumach   St.,  Toronto. 
Ont. 


The  merits  of  our  Cash  Carrier  System  should  warrant  your 
careful  consideration.  We  believe  they  will,  and,  too,  that  you 
will  agree  with  us  after  making  an  examination  of  them.  As 
a  beginning  we  would  suggest  that  you  send  for  our  illustrated 
catalogue  which  shows  aJll  kinds  of  wire  carriers  for  conveying 
cash,  or  cash  and  parcels.  It  will  be  better  for  you  to  be  pre- 
pared at  this  time  when  the  season  is  right,  than  it  will  to  be 
sorry  after  the  rush  of  spring  trade  has  set  in.  Then  why  not 
be  prepared? 
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CAPS 

Men's  and  Boys'  Caps 

Children's  Tarns; Boys'  Etons 

Also  caps  made  from  your 

own  materials 
Universal  Hat  &  Cap  Co. 

London,  Ont. 


TAPES 

ALL  WIDTHS  AND  QUALITIES 
CARRIED  IN  STOCK 

Walter  Williams  &  Co. 

80«  READ  BLDC,  MONTREAL 
:     WELLINGTON  ST.  W.,  TORONTO 


Bias    Tapes  and 
Mending  Yarn 

We  specialize  in  these  necessary, 
every-day  lines.  Write  for  sam- 
ples   and   quotations. 

BATES  &  KEIR 
Peterborough         Ontario. 


"HOOSIER" 

The  belt  36-inch  brown 
domestic  in  America 

Buy  it  by  the  bale; 
tell  it  by  the  bolt 

Indiana    Cotton    Mills 
Cannelton,  Ind.,U.S.A. 
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T.  H.  Birmingham  &  Co* 

LIMITED 
533  College  St.,  TORONTO 

Makers  of 

Women's  High  Grade 
Neckwear 

Exclusive    Neckwear    Home'' 


B  LAN  K  E  T  S 

PRIESTLEY  BROTHERS 

Blanket  Manufacturers 
GROVE  MILLS  HALIFAX 

Teieframs  and  Cablet,  "Blankets"  Halifax 
Codes,  A.B.C.  5th,  and  Bentley's 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free  for  the  asking. 

The  Botanical  Decorating  Company 

(Incorporated) 

208  W.  Adams   St..  Chicago,  111. 


STERLING  DRESS  CO. 

Popular-Priced  Ladies'  and  Misses' 

DRESSES  and  SKIRTS 
220  KING  ST.  WEST  -  TORONTO 

ADELAIDE  3857 


with  in  much  the  same  manner  as 
are  unbroken  horses,  and  arrange- 
ments are  now  under  way  to  shear 
5,000  head  of  buffalo  at  Wain- 
wright,  Alberta. 


Advice  and  admonition  from  the 
forester  and  lumbermen  with  re- 
gard to  forest  fire  prevention  is 
ivithin  the  ordinary,  but  it  is  some- 
what of  a  novelty  to  hear  a  plea 
jut  in  by  the  fur  trapper  and  the 
Tien  who  have  to  do  with  the  dis- 
tribution of  furs.  It  is  a  common 
:omplaint  of  the  Indian  that  bush 
fires  have  crossed  his  hunting 
grounds,  with  the  consequent  de- 
struction of  all  such  game  as  mar- 
ten, fisher,  fox,  ermine  and  lynx. 
In  practically  destroying  vast 
wooded  areas  of  our  forests,  fires 
have  consumed  the  natural  food 
of  the  furbearer.  Beaver,  for  ex- 
ample, are  deprived  of  their  natur- 
al food — the  inner  barks  of  the 
birch  and  poplar  trees.  Such 
worthy  little  animals  as  the  mar- 
ten are  known  to  have  been  burned 
in  forest  fires,  seeking  refuge  in 
trees  and  hiding  there  until  burn- 
ed. So  we  have  yet  another 
champion  for  the  preservation  of 
our  forests. 


"Every  women  should  wear  a 
corset,"  advises  Dr.  Adolf  Lorenz, 
a  famous  surgeon.  "I  do  not  say 
that  women  should  squeeze  their 
waist's  as  once  they  did,  but  I  am 
referring  to  corsets  of  today,  de- 
signed on  common  sense  Mnes." 
Dr.  Lorenz  frequently  "prescribes 
corsets  modeled  after  casts  made 
of  patients  under  his  observation. 
Seconding  his  idea,  Health  Com- 
missioner Copeland  of  New  York 
contends  that  a  corset  gives  to  a 
woman  the  sense  of  being  com- 
pletely dressed,  and  thus  con- 
tributes to  her  peace  of  mind, 
which  is  beneficial. 


The  craze  for  earrings  seems  to 
be  again  invading  Canada,  ac- 
cording to  a  Toronto  manufactur- 
er who  reports  large  sales  of 
them.  New  York  has  taken  to 
them  very  kindly  and  Canada  is 
not  far  behind.  The  most  fash- 
ionable ladies  are  reported  to  be 
'wearing  them  and  the  style  gen- 
erally followed  is  the  long  drop 
earring  which  will  conform  to 
milady's  coiffure.  Very  attractive 
colors  are  being  used. 


COMFORTERS 

COTTON— DOWN— WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 

2154-56-58  Dundas  St  W.,  Toronto 


VEILINGS  and 
SILK  NETS 

HODGES  &  LETTAU 

232  McGill  St.  Montreal 


CLIMAX  PAPER 
BALERS 

ALL  STEEL -FIREPROOF 
'Tarn*    Watt* 

into  Profit" 
12  SIZES 
Sond  for  Catalog 

CLIMAX  BALER  CO. 
Hamilton,     Ont. 


Canada's 

Largest  Makers  of 

Cotton  Flags 

Writ*  for  Prico* 

THECOPP,  CLARK  CO., 

517  Wellington  St.  West      Toronto 


SILKS 

I  represent  In  this  country  some  of  the 
most  reliable  Manufacturers  of  Hlgh- 
Grade    SILKS.    In    plain,     fancy    weaves. 

Quality    and    Novelty    Is    my    motto. 

J.  H.  GAGNON 

108  Dandurand  Bldg.        Montreal 


J.  F.  Carnall  &  Co.,  England 
HOSIERY  MANUFACTURERS 

Men's,  Women's  &  Children's 

Heather    Hose 
Complete  Stock  Carried  in  Toronto  by 

A.  M.  Duncan 

39    Adelaide   St.    W..  -  TORONTO 


Fred  Jones  &  Company 

M*nuf*cturerM  and  Importers 

Babies'  Haad  Crochet  Goods  Notiesw 

Babies'  Hand  Knit  Goods  Nereides 

Art  Needlework  Materials 

Room  712  Empire  Building 

64   WELLINGTON   ST.    WEST   TORONTO 


Fraier's    Womin'a    Wear    Directory,    pocket    else. 
Issued   each   July, 

Fraser'i    Men's    Wear    Directory,    pocket    sis*.    Is- 
sued  each    September,    and 

Fraser's    Textile    Products    Directory,    each    Janu- 
ary,   a   combination   of  the   above    two   books. 
Subscription    In    Canada    $2.00    a    year.      Sample 
copy  on    request. 

Fraser   Publishing   Company 

H.  O.  128  Bleury  Street,  Montreal 
Br.  Office,    122  Wellington    W.,    Toronto. 
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HABERDASHERY 

Every     description     of     Haberdashery       and 

Smallwares      for      Drapery,      Dressmaking, 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO . 

8&9  Hamsell  Street,  London,  E.C  I. 

Ettablimhed  IH7I 


The 


Band 


SANITARY    NAPKINS 

Conveniently  aria  attractively  parked:  half 
dozen  and  dozen  cartons ;  individual  transparent 
envelopes:    and    compressed    in    individual    boxes. 

Write     for     interesting     prices. 
HYGIENIC       FIBRE        COMPANY 
200  Broadway       New   York   City 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Fe££y  Cloth-Blankets 

fs  ||     .I  ft      /tJSWbrth  St.NY 


0C 


RIBBONS    OF    DISTINCTION 

"J-C"   Ribbons  have  peculiar 
charm.     Widely  advertised  to 
the      consumer      under     their 
trade-mark     names     for     the 
protection  of  the  dealer. 
[AMERICA'S  BESTJI       "8ATIN    DB    LUXE" 
•TRO08&EAC" 
"LADY    FAIR" 
'8ANKANAC"    "VIOLET" 
"DEMOORAOT" 
JOHNSON,    COWDIN   &  CO..     40   B.    SOtfc    St. 
New    York.    NT.  Made  In    U.S. A. 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  'Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 

Made  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 

SHERBROOKE,  QUE. 


QPENTNG  FOR  CUSTOM  LADIES'  TAIL- 
oring,  ready  made  and  millinery  in  city  of 
twenty  thousand.  1st  class-,  long  established, 
good  location  for  energetic  man  or  woman. 
Write.  Box  779,  care  Dry  Goods  Review,  143 
University    Avenue,    Toronto,   Ont. 


WILL  P.  WHITE,  LIMITED 


Head  Office: 

Toronto 
65  Simcoe  St. 


Montreal 
137  McGill  Street 


Manufacturers'   Agents    and    Distributors 
Textile  and   Smallwares  Specialities. 
Wholesale  and  Manufacturers  Only  Supplied. 


(iljr   (C;trt;i&inn  "C;i!>ti   Hrrsa  <Co., 

ICiinitri) 

Kitchener, Ont. 

Manufacturers  of 

"The  Canadian  Lady  dress" 

Ginghams,  Crepes,  Chambrays,  Prints 
Write  us  for  catalogue  and  Prices 


"The  Associated  Advertising 
Clubs  of  the  World  must  place  it- 
??lf  firmly  and  squarely  upon  r 
definite  platform  regarding  retail 
advertising,  and  must  use  all  of 
its  influence  to  have  every  mer- 
chant using  the  newspapers  in 
the  communities  where  they  are 
represented  by  advertising  clubs, 
conform  to  the  practices  which 
they  endorse.  Make  this  move- 
ment intensive.  Issue  a  strongly 
worded  bulletin  to  every  retail 
store  in  the  country.  Suggest  to 
them  ways  and  means  of  getting 
together  in  their  communities,  and 
let  this  movement  be  financed  by 
the  retail  stores  themselves — it  is 
for  their  own  good.  Then  I  am 
confident,  we  shall  be  able  to  see 
tangible  results  within  a  very 
short  time.  When  you  start  mak- 
ing a  football  out  of  a  standard 
article,  it  not  only  destroys  retail 
conditions,  but  it  makes  it  difficult 
for  the  manufacturer  to  secure 
whole-hearted  co-operation  in  dis- 
tribution. This  is  a  problem  in  it- 
self, and  may  be  touched  upon  by 
others.  Personally,  I  can  see  a. 
great  future  for  advertising." — 
Louis  Blumenstock,  Associated 
Advertising,  February,  p.   13. 


"Undoubtedly  there  is  a  long 
period  of  declining  wages  and  de- 
clining prices  before  us.  These 
years,  however,  may  be  years  of 
prosperity  as  people  get  back  to 
the  old  virtues  af  prudence,  econ- 
omy and  thrift  and  as  they  learn 
to  cut  out  extravagance,  and  in  an 
economic  sense,  lower  their  stand- 
ards of  living.  In  a  higher  sense 
the  standard  may  even  be  a  bet- 
ter one  for  the  development 
of  the  most  desirable  human 
qualities;  plain  living  and  high 
thinking  are  likely  to  go  together. 
Will  the  year  1922  repeat  the 
short-lived  boom  that  came  in  the 
year  1818?  It  will,  unless  the 
parallel  which  has  existed  almost 
exactly  so  far  is  broken.  And  if 
the  parallel  continues  further  un- 
broken, 1922  will  be  followed  by 
about  two  years  of  depression." — 
Alvin  T.  Simonds,  Forbes,  March 
4,  p.  359. 


Paris. — One  of  the  events  of  the 
Lyons  fair  this  spring  was  a  "Fete 
de  la  Sole"  or  "Silk  Feast"  for 
the  benefit  of  the  Flondation 
Franco-American  des  Visiteuses 
de  l'Enfance.  It  took  the  form  of 
a  ball  at  which  the  Paris  couture 
held    a    parade    of    mannequins    in 


Buttons 

Plain  and  Fancy  Pearls 

We  are  making  a  very 

complete  line  of  all  Kinds 

Write  for  Samples  and  Prices 

SHULER  BUTTON  CO. 

Brantford,  Ont. 


Brantford   Felt 
Novelty  Co. 

Brantford,      -      Canada 

Manufacturers  of 

High   Grade   Pennants,    Cushion    Tops, 
Felt  Emblems,  Paper  Hats,  Advertising 

Novelties. 

ORDER  NOW  OUR  WOOL  FELT 

TAMS 

SPORTS,  io  SHADES 

7.50  PER  DOZ. 
1914  VALUE  AND  A   BIG  [SELLER 


JRISH  FIRM  OF  AGENTS  WITH  FIRST 
class  connection  open  to  represent  on  com- 
mission Manufacturers  of  Fleece  Underwear 
and  Ladies'  Artificial  Silk  Hose.  Reply  Box 
980  Dry  Goods  Review,  143  University  Ave 
Toronto,   Ont. 


L?XPERIENCED  TRAVELLER  WITH 
-1  first-class  trade  connection  is  open  to  rep- 
resent good  line  of  Ladies'  Ready  to  Wear. 
Hosiery  or  Dry  Goods  Specialty  Lines  in 
Western  Canada.  What  have  you  to  offer? 
Correspondence  invited.  P.  O.  Box  391.  Win- 
nipeg. 


evening  gowns.  There  was  an  ex- 
hibit of  articles  made  of  silk. 
Twenty-five  mannequins  from 
Paris  were  used. 


Culture  of  the  mulberry  tree 
for  the  purpose  of  providing  food 
for  silk  worms  in  order  to  build 
up  a  home  silk  industry  is  being 
encouraged  by  interested  parties 
in  Ontario  at  the  present  time. 
It  is  stated  that  several  hundred 
crees  have  already  been  sold 
farmers  in  Middlesex  county 
alone. 

The  Ontario  Department  of  Ag- 
riculture, according  to  Deputy 
Minister  Bert  Roadhouse,  having 
hitherto  regarded  the  establish- 
ment of  a  silk  industry  in  thi's 
Province  as  impractical,  from  the 
stand-point  of  labor  and  climatic 
conditions,  is,  through  the  Experi- 
mental Station  at  Vineland,  con- 
ducting an  impartial  investigation 
into  the  whole  business.  A  state- 
ment containing  the  conclusions 
reached   will   be   issued   shortly. 
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Read  In  This  Issue: 
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Fabric  Prices  Show  Advance 
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Word  "Was"  Should  Never  be  Used    132 
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The  Next  Issue: 


The  April  issue  of  Dry  Goods  Review  will  commence  a  series  of  articles  on  Card  Writ- 
ing, written  by  "Jalexo,"  an  expert  in  card  writing.  It  will  also  contain  articles,  writ- 
ten by  a  staff  member,  of  New  York  styles  and  methods  of  merchandising.  It  will  be 
well  worth  reading.  > 
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We  are  now  prepared  to  supply 
Gold-Seal  Congoleum  By-the- 
Yard,  2  yards  wide.  Send  for 
pattern  sheets  of  this  economical 
all-over  floor-covering. 


Why  Do  Women  Buy  fjj  Congoleum? 


That  question  can't  be  answered  in  a 
single  sentence,  because  all  women  don't 
buy  Congoleum  for  the  same  reason. 

Many  —  especially  women  with  small 
children  —  buy  it  because  it  is  sanitary. 
Children  can  play  on  a  Gold-Seal  Con- 
goleum Rug  as  much  as  they  like  with- 
out danger  of  inhaling  dust  or  germs. 
For  this  reason  Gold-Seal  Art-Rugs  are 
often  used  in  preference  to  expensive 
woven  rugs,  in  homes  where  cost  is  not 
considered. 

Many  buy  it  primarily  because  it  is  eco- 
nomical —  because  in  no  other  floor- 
covering  can  they  get  such  cheerful, 
attractive  patterns  and  guaranteed  satis- 
factory service  at  so  low  a  price. 


Still  others  buy  Congoleum  because  it 
is  so  easy  to  clean,  and  so  saves  much 
time  and  labor. 

Gold-Seal  Congoleum  is  the  fastest  selling 
floor-covering  on  the  Canadian  market — ■ 
not  because  of  any  one  advantage,  but 
because  it  combines  many  advantages, 
some  of  which  appeal  to  every  housewife. 

It  is  attractive  in  appearance,  econom- 
ical, easy  to  clean,  sanitary,  durable — and 
guaranteed  to  give  absolute  satisfaction. 

Are  you  getting  your  share  of  the  rapidly 
growing  Congoleum  sales? 

Congoleum  Company 
of  Canada,  limited 

1270  St.  Patrick  St.,  Montreal,  Quebec 


Made  in  Canada — by  Canadians — for  Canadians 
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Puckered  and  Spoiled! 

The  unexpected  shower  never  would  have  ruined  this 
garment — if  the  seams  had  been  sewn  with 


Spool 
Silk 


A  pointer  for  your  salespeople — emphasize  to  the  customer  the 
use  of  Corticelli  Silk  in  all  seams,  regardless  of  fabric.  The 
difference  in  cost  is  more  than  made  up  by  the  extra  service  and 
the  satisfaction  in  seams  that  will  not  pucker  or  shrink. 
Corticelli  Silk  is  strong — elastic — durable — every  color  and 
exact  shade  to  match  material. 


Me^Un^r 


jfjirmteil 


MONTREAL 


TORONTO 


WINNIPEG 


VANCOUVER 
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The  Most  Complete  Range 

CofrorvWoolc^J)avviv 

COMFORTER 

in  Canada 
is  now  ready  for  presentation. 

Materials  are  new  and  well 
selected;  styles  are  varied 
and  prices  carefully  revised. 

Inspect  our  representative's 
samples  or  visit  our  plant 
when  in  Toronto. 


Canadiai 


fg  Comforter 


360-376  DufferirvJH:. 

TORONTO 
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w 
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Which   Impression 
Does  Your  Store  Convey? 


"INTER-PLACE-ABLE" 
UNITS 

"Inter-place-able  Units"  af- 
ford the  means  of  beginning 
a  truly  modern  store,  at 
once,  with  a  small  invest- 
ment. Write  for  the  cata- 
logue, which  explains  the 
"Inter-place-able"  idea;  it 
will    enlighten    you. 


Badly  planned,  poorly  equipped,  and  con- 
fusingly arranged  Dry  Goods  and  Men's 
Furnishing  Stores,  convey  the  unfavorable 
impression  of  business  indifference,  and  the 
lack  of  modern  progressive  ideas.  This  keeps 
sales  at  the  minimum,  and  is  a  standing  invi- 
tation for  enlightened  competition  to  come 
in  and  succeed. 

The  means  to  better  stores,  planned  and  equip- 
ped in  accord  with  the  latest  merchandising 
principles-,  is  at  hand  for  all  Dry  Goods  and 
Men's  Furnishing  establishments  in  the  Kent- 
McClain  Organization;  designers,  builders,  and 
expert  craftsmen  in  the  planning  and  equipping 
of  really  successful  stores. 

fett-nroaiB 

(JorontoShowCaseCo)    IdflfltffQ, 

183  CARLAW  AVE.,  TORONTO  -  OFF  QUEEN  ST.  E. 


'INTER-PLACE-ABLE"    UNITS 
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THE  HOUSE  THAT  GIVES  SERVICE 


"EFFICIENCY"  is  our  motto 


Having  access  to  the  markets  of  the  world  we  are  in  a  splendid 
position  to  supply  you  with  the  best  merchandise — seasonable 
goods  that  will  stimulate  your  business. 

Our  organization  is  composed  of  eighteen  separate  departments, 
each  one  efficiently  equipped  to  care  for  your  needs.  Let  us 
know  what  you  want,  and  the  goods  will  be  on  their  way  the 
same  day  that  your  order  is  received. 

We  have  now  on  hand  the  largest  and  best  assorted  stock  since 
pre-war  days.     We  solicit  enquiries,  and  send  samples  on  request. 


GREENSHIELDS  LIMITED 

"The  Hub  of  the  Dry  Goods  Trade  in  Canada" 

17  Victoria  Square  -  Montreal 

Sales  Rooms  from  the  Atlantic  to  the  Pacific 
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SOS! 


Chi 


mese 


Silk 
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A  Chinese   Lady 


Japanese 

Silks 

Swiss  en 
bilks 

and 

French 


Silk; 


F°'  Spring  ond  Summer 


IN  GREAT  VARIETY 

Soft    Crepes    and   Lingerie   Sill^s 
Charmeuse  Taffetas  Satins  Georgette 

In  all  the  Newest  Bagdad  Colourings 

VISIT  OUR   WAREHOUSE 

JH  &  Mng  i£>tlk  Company 

Himiteb 

"TO)e  g>tife  House  of  Canaba" 

59-61   Wellington  St.   West,   Toronto 


Foreign    Office): 


Zurich,    Switzerland 
Lyons,  France 


Yokohama,  Japan 
Chef oo,  China 
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Lines  You  Should  Have  In  Stock  Now. 


For  immediate  delivery,  we  offer  you  the  newest  and 
brightest  designs  and  colorings  in  the  following: — 


Voiles, 

Organdies, 

Dimities, 

Batistes, 

Plain  and  Fancy  Repscords 


Ginghams, 
Chambrays, 
Prints, 

Costume  Ducks  &  Drills, 
Cotton  Crepes  and  Seer- 
suckers, 
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Fancv  or  Plain  Colored  Skirtings.  The  latest  shades  in 
Snort  Flannels-  A  special  range  of  small  designs  in  the 
New  Cretonne  Dress  Material. 


John  M.  Garland,  Son 
&  Co.,  Ltd. 


Ottawa 


Canada 


W hole sale  Dry  Goods 
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AAT  INVITATION 

Having  just  completed  the  renovations  to  our  warehouse,  we  cor- 
dially invite  you  to  inspect  our  new  arrangements  for  improved 
service,  especially  our  re-organized 

"Fancy  Goods  Department" 


consisting  of 

SPORTING  GOODS 

PERFUMES,  ETC. 

SMOKING  SETS 

TOILET  SETS 

I  In  Ebony 
|      and 

CARD  SETS 

MANICURE  SETS 

SCHOOL  SUPPLIES 

DRESSING  SETS 

j    Ivory 

FANCY  PAPETRIES 

CUTLERY 
JEWELLERY 

and 

many  other  attractive  lines. 
ALSO 

Our  10  Dry  Goods  Departments 


■saa'f 


Sample  Rooms  : 

7  Chareat  St.,  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.  West,  TORONTO 

Can.  Bank  of  Commerce  Bldg.,  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

Empire  Bldg.,  HAMILTON  Grigg  House,  LONDON 

503  Mercantile  Bldg.,  VANCOUVER  50  Bon  Accord  St.,  MONCTON,  N.B. 


j  i 

Hi 


i 


"Each  one  a  specialty  house  in  itself'9       |B; 


1  HODGSON,  SUMNER  &  CO.,  LIMITED 

3j      83-91  St.  Paul  St.,  West  21  St.  Sulpice  St.  84-92  LeRoyer  St. 

MONTREAL 
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WAYAGAMACK 


PURE 


KRAFT 


Has  no  Rival. 


Because  of  its  strength  a  light-weight  sheet  gives  as  much  service 
as  inferior  grades  of  wrapping  paper  twice  the  weight. 

Therefore  it  is  the  most  economical  paper  for  wrapping  purposes. 

Whether  used  in  the  form  of  bags,  envelopes,  notion  bags  and 
paper  containers  of  all  descriptions  or  simply  as  a  wrapping 
paper,  it  will  give  more  satisfaction  than  any  other  paper  used 
for  the  same  purpose. 

Its  appearance  is  so  attractive  that  it  acts  as  a  standing  adver- 
tisement for  the  merchant  who  uses  it. 


Wayagamack  Pure  Kraft 

which  means 

Strength  and  Security 


is  stocked  in  standard  sizes  by  all  the  principal  paper  whole- 
salers from  coast  to  coast  and  can  be  obtained  in  glazed  or  un- 
glazed  finish  and  in  plain,  fine  stripe  and  broad  stripe  patterns. 
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For 

Summer 

Selling 


Our  wide  range  of  color  combin- 
ations in  two-tone  silk  heather, 
and  our  new  beautiful  weaves 
and  colors  in  pure  silk  Winsome 
Maid,  fulfill  every  hosiery  need 
for  Spring  and  Summer  selling. 

Write  for  prices. 

Allen  Silk  Mills,  Limited 

43  Davies  Ave.  -  Toronto 

The  Finest   Trade  Buys  "Winsome  Maid" 


a      PURE  THREAD 

SILK  HOSIERY 


MADE  IN  CANADA 


Heather's  the  Thing 

WHETHER  IT'S  FOR  MEN 
WOMEN     OR    CHILDREN. 

A. B.C.  Hosiery 

features  heather  for  everybody 

For  Children — three    quarter    length    heather    sock 

with  roll  top — and  heather  mixture  in  regular 

lengths. 
For     men     and     women — silk     and     wool     mixtures, 

heather  effect. 

And  Cashmere,  plain  weave,  heather  effect. 

In  children's  hosiery  we  also  make  beautiful  pure 
silk  1  and  1  rib — and  silk  and  wool  1  and  1  rib. 
All  seamless,   with   reinforced   heels   and  toes. 

Allen  Bros.  Co.,  Limited 


883  DUNDAS  ST.  E. 

A.  B.  C.  is  a  Hose  Guarantee 


TORONTO 
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This  is  one  of  the  series  of  striking 
Illustrations  appearing  in  Hoover 
national  advertising.  Over  six  hun- 
dred thousand  Hoover  full  pages 
are  circulated  monthly  through 
leading  magazines 


Spring  Housecleaning  Time  Is  a  Harvest 

Time  for  Hoover  Sales 


The  HOOVER 

Converter  for  Attachments 
Is  Patented 

IN  order  to  make  use  of  the  strong 
suction  of  The  Hoover  for  those 
purposes  for  which  the  machine 
itself  cannot  be  used,  viz.:  for  cleaning 
upholstery,  curtains,  hangings,  books, 
moldings,  mattresses,  etc.,  the  front 
end  of  The  Hoover  need  only  be  tilted 
up  a  few  inches.  A  converter  is  then 
easily  slid  under  the  suction  opening, 
the  machine  is  lowered  and  the  con- 
verter is  clamped  in  place.  The  con- 
veniently long  suction  hose  is  easily- 
slipped  into  the  outlet  of  the  converter, 
while  any  desired  air  cleaning  toolmay 
be  attachedtothe  open  end  of  the  hose. 
The  dust  can  then  be  quickly  collected 
fromany  location,  high  or  low,  without 
stooping  or  stretching.  This  converter 
is  covered  by  a  Hoover  patent, granted 
March  26, 1912.  Eighteen  otherpatents 
protect  the  salient  features  of  electric 
cleaner  construction.  Still  other  appli- 
cations for  patents  are  pending. 


Practically  everyone  spends  money  in 
the  spring  in  order  to  have  rugs  cleaned 
-if  the  winter's  accumulation  of  dirt— 
unless  a  Hoover  has  been  in  use. 

Ordinarily  the  cost  of  such  cleaning 
amounts  to  as  much  or  more  than  the 
first  payment  on  a  Hoover.  Yet  what 
do  people  get  for  that  money? 

Nothing  but  a  superficial  cleaning  of 
their  rugs!  And  in  a  few  weeks  their 
rugs  will  be  as  dirty  and  unsanitary  as 
before. 

Do  you  see  the  favorable  opportunity 
that  this  situation  offers  to  interest  an 
unusual  number  of  people  in  The 
Hoover? 

Take  advantage  of  it!  We  will  gladly 
The  Hoover   Suction   Sweeper 

Factory  and  General  Offic 

MADE  IN  CANADA  BY  CAN 


assist  you.   For  many  years  the  Hoover 
organization  has  co-operated  with  ileal 
ers    in    conducting    successful    Spring 
Housecleaning  Campaigns. 

The  plans  we  will  help  you  to  put  into 
effect  are  therefore  tried  and  proved  — 
plans  that  many  other  dealers  have 
tested  and  found  highly  resultful. 

The  Time  Is  Here — Act  Today! 

Get  into  immediate  touch  with  us! 
While  Hoovers  are  year-around  sellers, 
the  spring  housecleaning  season  is  an 
excellent  time  to  make  your  start. 

Send  today  fcr  aHoover  representative 
Learn  what  a  fine  proposition  we  have 
for  you  as  an  Authorized  Hoover  Dealer. 

Company  of   Canada,   Limited 

es:    Hamilton,  Ontario 


ADIANS 


FOR  CANADIANS 


It  BEATS-  ■    as  it  Szueeps      as  it  Cleans 
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KELLYx  CLIENTS 


Y 


pARLY    in    1900    the    people    of    Winnipeg, 
Manitoba,     were     advised     through     their 
local  papers  that  a  new  firm  had  entered  the 
retail  circle  of  the  city. 

'"pHE  firm  of  McNiel,  McLean  and  Garland 
had  taken  over  the  business  of  the  Glen- 
gary  Store — then  a  little  building  17  x  45  on 
Main  Street  about  nine  blocks  out  from  the 
centre  of  the  city. 

AT   THAT   time   the   store   held   about   eight 

thousand    dollars    worth    of    clothing    and 

the    new    management,    through    progressive 

business     methods     did     a     twenty     thousand 

dollar  volume  the  first  year. 

TT  TOOK  them  just  four  years  to  outgrow 
their  small  quarters  and  in  1904  they  moved 
their  business  to  the  corner  of  Main  and 
Market  Streets — into  a  building  60  x  80  in 
the  busiest  part  of  the  retail  district. 

HpHEIR  little  stock  was  multiplied  to  a  sixty 
thousand  dollar  investment,  in  the  most 
modern  of  clothing  establishments  and  the 
people  of  Manitoba  have  shown  their  appre- 
ciation of  the  excellent  values  given  by  pur- 
chasing close  to  a  quarter  of  a  million  dollars 
worth  of  clothing  a  year. 

CINCE  the  very  beginning  of  the  business, 
the  Kelly  Sales  System  has  been  identified 
with  this  growth — conducting  the  first  sale  a 
few  months  after  the  stock  was  purchased 
and  last  January  the  thirty-ninth  sale  was 
completed   with   extraordinary   results. 


TN    A   recent   letter,    Mr.   McLean,   the    Presi- 
dent, said: 

"So  long  as  we  are  in  the  mercantile  busi- 
ness, we  will  never  forget  the  most  im- 
portant business  connection  of  our  career 
—  our  connection  with  the  T.  K.  Kelly 
Sales  System  of  Minneapolis. 

"This  firm  has  sold  hundreds  of  thou- 
sands of  dollars  worth  of  merchandise  for 
us  in  the  years  we  have  been  in  business, 
and  we  will  never  forget  to  make  the 
connection  at  least  twice  yearly." 

/"VTHER  evidence  of  this  kind  is  yours  for 
^^^  the  asking  —  evidence  that  proves  our 
record  and  ability  among  Canadian  merchants. 

A     FULL   explanation    of    our   methods    will 
follow   promptly   the   receipt  of   your  in- 
quiry,  giving  the  size  and  character  of  your 
stock,  and  will  not  obligate  you  in  any  way. 
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OTTAWA 

111   Sparks  St. 


CALGARY 

ALBERTA 

517    Centre    St. 


HAILEYBURY, 
ONT. 

Matabanick 


SUDBURY,   Ont. 
Balmoral 


LONDON 

ONT. 

145    Carling   St. 


SHERBROOKE 
QUEBEC 

50    Wellington    St. 


3t.     HYACINTHS 
QUEBEC 


Do  You  Show  a  Sufficient  Range  [f 

IN  PIECE  GOODS? 

Enough  Choice  to  Satisfy  Your  Customers? 

THE  SALE  IS  BIG 

The  House  of  Racine,  Montreal 

Devotes  6  of  its    1 4   Departments   to    Piece    Goods 
with  Attractive  Styles,  Values  and  Assortments 


TORONTO,    Ont. 
72    Bay    Street 

HAMILTON 

ONT. 

Lister     Chmbrs. 


A — Staple  Cottons 

(J.   A.   Mitchell,  mgr.) 
\\ — Flannelettes 

(Jas.    Mitchell,   mgr.) 
B— Wash  Goods 

(J.   A.  Boucher,  mgr.) 


C — Woolens  and  Linings 

(J.,  A.  Heroux,  mgr.) 

D— LINENS 

(WM.  MACKIE,  MGR.) 

E — Dress  Goods  and   Silks 
(Geo.  Ouimet,  mgr.) 


Wm.  Mackie 
Manager  Dept.  D 


Dept.  D.  Linen  Dept. 

TABLINGS   AND  TABLE  CLOTHS 

Unexcelled  values.  Seventy-inch  all  Linen 
bleached  Damask  to  retail  $2.25  yd.  is  a 
winner,   everywhere. 

TOWELLINGS  AND  TOWELS 

Large  range.  All  Linen  Crash,  heavy 
weight,  to  retail  at  25c  yd.,  is  the  best 
value  offered   in  the  trade  since  1914. 

WHITE   NAINSOOKS,   LAWNS   AND 
ORGANDIES,  CANVASSES 

N.B.  Will  we  send  you  samples  of  the  two 
lines,  specially  mentioned   above  ? 


SYDNEY,  C.  B. 
269    Charlotte    St. 

HALIFAX 

N.  S. 
119  Roy  Bid* 


THREE    RIVERS 
QUE. 

St.  PASCAL 
QUE. 


EDMUNSTON 
N.    B. 


10 
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Motor  Rug 


Made  in  a  fine  quality  of  Pure  Wool  in  combination  colors  exactly  as 
shown  above.  Priced  at  a  reasonable  figure.  Can  be  secured  through 
our  dealers.     Every  car  owner  should  have  one. 

THE   BROOK   WOOLLEN  COMPANY,  Limited 
Simcoe  -  Ontario 

Selling  Agents: 

HARVEY  BROTHERS  &  SEMPLE,  LIMITED 

Toronto  Winnipeg  Edmonton  [   Vancouver 


1 


w 


B^ 
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STOFFEL  &  CO.,  ST.  GALL    ^ 

The  Largest  Manufacturers  of  CottoruFabrics  in 

SWITZERLAND 


Fine  Muslins 


Jaconas 


Voil 


es 


Crepes 


Nainsooks 


Batistes 


Calicots 


Fancies 


?_*» 


T he   Var  Races  at  JXr'ce 

TRANSPARENT  ORGANDIES  IN   100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

"IT  IS  STOFFEL'S" 

The  finest  praise  that  can  be  bestowed  upon  an  Organdie  or  Dotted  Swiss 

STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON   &  TAYLOR 


K— 


Sole  Agents  for  Canada 
77  York  Street,  2.35  Coristine  Bldg., 

t~™..+„  20  St.  Nicholas  Street, 

Toronto  Montreal,  Que. 

Tel.  Adel.  2253  Tel.  Main  6248 
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"THE  BLUE  STAR" 

Will  Solve   Your  Problem  of 

What  to  Buy   for  Summer 

Our  comprehensive  assortment  of  merchandise,  from  all  sources,  satis- 
factorily solves  your  buying  problem.  You  have  a  wide  range  to  choose 
from  in  our  dependable  lines  of — 


LACES 

RIBBONS 

EMBROIDERIES 

CHIFFONS 

DRESS  TRIMMINGS 

BRASSIERES 

WASH   GOODS 

CORSETS 

NECKWEAR 

HOSIERY,  etc 

Muser  creations  are  always  fresh  and  dainty,  distinctive  and  sales- 
compelling.      We   confine    our    efforts    to    these   most    essential    points. 

By  inspecting  our  goods,  you  have  the  choice  of  the  best  the  world's 
markets  can  offer — high  quality  merchandise,  shrewdly  bought,  coming 
to  you   at  most  advantageous  prices. 


See    the    Muser    Representative. 
Immediate    delivery    if    desired. 


Jfflutfer  profter*  (Canatra)  Htmtteb 

Manufacturers    and    Importers    of    Laces, 

Dress  Trimmings  and  Embroideries. 

Importers  of  Fancy  Dry  Goods. 

12  ST.  HELEN  STREET,  MONTREAL 

New    York,   Boston,    Philadelphia,    Chicago,    Baltimore,   Los    Angeles,    San    Francisco, 
London,  Nottingham,  Paris,  Calais,  Caudry,  Le  Puy,  St.  Gall 
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Perfection! 


.reeress 
hair    nets 

Made  from  the 
finest  grade  of 
real  hair,  perfect- 
ly shaped,  large 
size,  carefully  in- 
spected and  pack- 
ed in  attractive 
colored  envelopes. 


This  case  is 
adapted    for 

"Peeress 

& 

V odene 
nets 

It  is  the  best  sell- 
ing help  obtain- 
able. Compact, 
well  finished,  sub- 
stantial. Makes 
an  attractive  dis- 
play in  any  store. 


Veils  are  a  strong  factor  just  now 

Showing  a  great  variety  of  styles  at  mcd.um  prices 
veilings.    Plain,   Fancy,   or   small   dots 

Fancy  V  ones 

Dtoxrels      Swiss   Organdy 

Cotton  Homespun 
Plain  and  Check  Patterns 

Extremely  New,   Very   Effective,   Washable 
85c 

Dynamo     &    'Canvelco    Malme 

Full   range  of  colors 


Nets  and  L 


aces 


Write   us   t'mmediatt/y 


CANADA  VEILING  CO.,  LIMITED  I 


84-86  Wellington   Street   Weit,  Toronto 
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Handkerchiefs 

A  Real  25  Cent  Leader 
for  Fall  Delivery 


H4525  —  $1.60  doz. 

Number  H  4525 — Special  assortment  of  fine  Swiss  Novelty  Handker- 
chiefs, hand  loom  colored  embroidered  corners,  15  patterns,  assorted, 
5  dozen  to  box. 

Special  Price  §1.60  aoz. 

A  real  profit  maker — Place  your  order  now 

H.  P.  RITCHIE  U  COMPANY 

JWanufacturers  J^letallic  Laces,  Silk  Lingerie ,  EmhroiJeries, 
Handkerchiefs,  J^lerri-J^aia  Dresses  fcr  Juniors. 


38-42  CLIFFORD  STREET 


TORONTO 


h: 
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They  Give  Greater  Satisfaction 
— Therefore  They  Sell  Better 

"DUSTER  BROWN  Stockings  for  Boys  sell  at  a 
reasonable  price — wear  longer,  require  less 
mending — are  neat,  comfortable,  durable. 

What  stronger  representations  could  you  make 
your  customers  than  these?  What  more  is  neces- 
sary in  creating  sales? 

Buster  Brown  Stockings  are  popular  sellers 
through  Canada.  They  give  the  satisfaction  which 
brings  "repeat"  orders.  Your  wholesaler  can  keep 
you  well  supplied. 

TheChipman-Holton  Knitting  Company,  Limited 
Hamilton,  Ontario 

Mills  at  Hamilton  and  Wei  land,  Ontario 


STOCKING 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


S. 


Buster  Brown's 
Sister's  Stockings 
are  equally  suit- 
able for  girls. 
They  are  knitted 
from  a  fine  two- 
thread  English 
mercerized  lisle, 
in  Black, Leather- 
shade  Tan,  Pink> 
Blue  and  White. 
Moderate  in  price. 


REGISTERED. 
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Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 

Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


CH  I  S  IS  NOT  A 
FRICTION  FASTENER. 
D  i.  I  MADE 
DUt  IS  WITH 
HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS  WHEN  TO  HOLD 
AND  WHEN  TO  LET  GO 


BRASS 

will    not 
rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE    AND    BLACK     .:    .\    SIZES:  00-0-1 

To  be  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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°7ke  Olovos  and  TJosieey  Viousv  <g/  Ganoda 


Griffin 

—  1  1  11  I     1  1  i  warn 

Progress  in  Style 


PHE  diversity  of  mi-lady's  wardrobe 
*  demands  that  the  glover  who  hopes 
to  maintain  his  volume  of  business  must 
keep^abreast  of  style.  Griffin  Gloves  excel 
in  this  respect.  A  shade  to  match  every 
costume  and  in  ever  new  designs  that 
captivate  mi-lady  when  staple  lines  would 
be  passed  without  a  second  glance. 

MADE  IN  CANADA 

Griffin    Gloves  Limited 

TORONTO,  ONTARIO 


[ONDONKNIT 

Hose 
Scout  Hose 

LAST  year  the  popularity  of  this  sensible,  comfortable 
style  for  boys  and  girls  got  fairly  started.  With  the  com- 
ing of  the  milder  weather  the  demand  will  begin  and  keep  in- 
creasing.   Are  you  ready? 


TONPONIASS 

jpg3BZ5CSMfJEC3iy 


IONDQN1ADV 


MADEIIN 
CANADA 


LONDON  HOSIERY  MILLS 


LONDON 
ONTARIO 


LIMITED 


Dole  bellinq  Agents 

RichardL.Baker^GQ 

84Weliin^tonSt\test 
Toronto 
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%£?  Glov&s  and  jHosiozy  7/ou&e  <g/  Gtinoda 


Glove  Silk  Lingerie 

/GARMENTS  of  the  daintiness  that 
^""^  appeals  to  the  eye  of  discriminating 
women  and  the  wearing  comfort  that 
makes  them  recommend  Queen  Quality 
to  one  another.  And  the  wear  in  the  pure 
silk  fabric,  knitted,  not  woven,  is  sur- 
prising. 


St.  Catharines  Silk    Mills 

Limited 
ST.  CATHARINES         -         ONTARIO 


VENUS 


At  Home 

IN  EVERY  situation  that  demands 
pure  silk  hose  of  the  finest  finish,  un- 
questioned quality  and  perfect  shading, 
in  other  words,  wherever  silk  hose  are  in 
demand,  Venus  is  at  home  in  every  sense. 

Venus   Silk   Hosiery   Mills 

Limited 
TORONTO  ONTARIO 
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SOVEREIGN 


DRESS  GOODS 


It* 


Jos.. 


Sovereign  Brand  Dress  Goods  Are 

Confined  to  The  W.  R.  Brock  Co., 

Limited,  of  Montreal 


54  CHECKED  FLANNELS 

54  HOMESPUNS 

40  STRIPED  SPONGE  CLOTHS 

54  COLORED  TRICOTINES 

40  BARONET  SATINS 
54  PLAIN  FLANNELS 

41  ALL  WOOL  FRENCH  CASHMERE 

54  STRIPED  AND  CHECKED  SKIRTINGS 


Goods  in  stock  which  you  can  handle 
at  a  profit 

The   W.    R.    BROCK    CO.,   (Limited) 

TVholesale  Dry  Goods 

MONTREAL 


OTTAWA  SAMPLE  ROOM  :  415  Booth  Building 
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6/yrospeci 

LONGWOOD 


'uaEity&ReEabMty 

During  the  50  years  in  which  the"firm  of  Joseph  Hoyle  have  been 
established  it  has  been  the  policy  to  employ  only  modern  plant 
and  highest  grade  materials.  And,  so  to-day  the  business  stands 
in  the  forefront  of  Woollen  Manufacturers  with  a  reputation  for 
Quality  and  Reliability. 
The  range  of  materials  manufactured  includes: — 

GENTLEMEN'S  SUITINGS,  OVERCOATINGS,  COVERT 
COATINGS,  CAPCLOTHS  &  LADIES'  MANTLE  &  DRESS 
MATERIALS— also  TABLE  CLOTHS,  CURTAINS**  ART 
SERGES  for  the  furnishing  &  Upholstery  Trades. 
Samples  may  be  had  direct  from  the  firm  or  on  application  to  any  agent 

JOSEPH  HOYLE  &  SON,  LTD. 

Woollen  Manufacturers 
PROSPECT  MILLS,  LONGWOOD,  YORKS,  ENG. 
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Toronto 


Among  our  exceptionally  well-assorted  range  of  dress  fabrics  we  mention  in  the  following  list 
some  of  the  new  arrivals  into  stock  for  immediate  delivery.  Buyers  will  find  these  goods  excep- 
tional value.  We  are  showing  a  complete  assortment  of  all  the  latest  desirable  colorings  for  the 
Spring  and  Summer  seasons.      Particulars  and  samples  furnished  upon  request. 


56  Inch  WOOL  HOMESPUNS 

Sand,  Fawn,  Brown,  Nigger,  Lovat  Green,  Old  Rose,  Henna, 
Alice  Blue,  Helio,  Dark  Copen. 

54  Inch  WOOL  SPORT  FLANNEL 

Pearl  Grey,  Cardinal,  Royal  Blue,  Jade,  Purple,  Slate  Grey, 
Orange,  Henna,  Hunter  Green,  Paddy  Green,  Brown,  Canary, 
Scarlet,   Fawn,  Turquoise. 

40  Inch  WOOL  FRENCH  SANTOY 

Cream,  Sand,  Taupe,  Pearl  Grey,  Pekin,  Alice,  Copen,  Cardinal, 
Wine,  Brown,  Nigger,  Navy,  Black. 

38/9  Inch  SILK  CANTON  CREPE 

Cream,  Maise,  Pink,  Sky,  (Mary  Blue)  Silver,  Taupe,  Jade, 
Brown,  Nigger,   Navy,   Black. 

40  Inch  SILK  and  WOOL  EOLIENNES 

Sand,  Old  Rose,  Silver,  Pearl,  Stone  Grey,  Nut  Brown,  Alice, 
(Mary  Blue)  (Peon  Blue)  Purple,  Lavender,  Taupe,  Navy, 
Black. 

40  Inch  ALL  WOOL  FRENCH  CASHMERE 

Cream,  Pink,  Sky,  Sand,  Old  Rose,  Pearl  Grey,  Alice,  Copen, 
Crimson,  Cardinal,   Brown,   Navy,   Black. 

Other  lines  include  New  Poiret  Twills,  Cream 
Serges,  Nuns'  Veilings. 


Corner  Bay  and  Wellington  Streets,  Toronto 

Letter  Order  Department  Always  at  Your  Service 
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STOCKINGS    AND    SOCKS    OF 

PURE  WOOL 

Pure  Silk  and  Artificial  Silk  as  well  as  Soft  Cotton  {Cashmere 
or  Llama  Finis h%  Mercerised  Cotton  (Silk  Finish)  and  Lisle 
Thread  are  now  being  dyed  "Hawley's  Hygienic  Black." 


Attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 
Offices  of 

The 
Dry  Goods 
Review, 
143-153 
University 
Avenue, 
Toronto, 

and 
...    128 
Bleury  Street, 
Montreal. 


"^Jfye  Deepest  Utje" 
for 

HOSE  and  SOCKS 

Every  pair 
bearing  Hawley's  stamp  is 
War  ran  ted  Fast  &  Stainless 
to  Washing  Wear  &Perspiration 


To  meet 
the 

Great  Public 

Demand  for 

"Hawley's 
Hygienic 

Dye"  upon 
Hose  and 

Socks  in  all 

I     makes  and 

Materials 

Retailers 

should  at 

once  place 

orders 

for  a  full 

range  of 

these  goods 

with  their 

wholesale 

houses 


Every  pair  is  clearly  stamped  with  the  name  "Hawley's" 

and   is  a   guarantee    to    the    purchaser    of   the    Fast    and 

Stainless  (qualities  of  the  Dye. 
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Should  any  difficulty  arise  in  respect  to  supplies  of  any  particular  line  of  goods  dyed  "  Hawley  s 
Hygienic  Black,"  names  of  Wholesalers  who  are  in  a  position  to  supply  will  be  gladly  given  in 
answer  to  an  inquiry  addressed  to  the  Publicity  Dept.,  Sketchley  Dye  Works,  Hinckley,  England. 


'ty  Gooc/s  Mnbu? 


Volume  XXXIV. 
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ISPLAY  is  one  of  the 
1  most  effective  means  of 
working  up  business  in 
connection  with  spring  and 
early  summer  weddings.  The 
time  is  here  when  merchants 
should  begin  to  plan  for  this 
trade.  There  is  a  growing 
tendency  to  have  weddings 
take  place  during  the  period 
following  Easter.  Last  year  there  were  almost  as  many 
at  that  time  as  there  were  in  June.  This  opens  the  way 
to  a  field  of  opportunity  for  the  display  man.  Brides  in 
windows  are  a  great  incentive  to  early  buying.  .These 
may  be  used  with  or  without  the  church  setting.  The 
latter  usually  best. 

There  are  many  skilful  ways  in  which  church  settings 
may  be  made  to  create  the  impression  of  the  interior  of  a 
church  or  various  parts  of  it.  Gothic  windows  and  arches 
are  not  hard  to  reproduce.  These  may  be  arranged  to 
take  up  the  entire  background  for  an  ordinary  window, 
in  which  case  a  three-panel  screen  could  be  used.  The 
frame  should  be  of  Gothic  design  and  the  panels  of  tinted 
glass.  A  single  Gothic  window  is  just  as  effective  par- 
ticularly in  combination  with  an  altar. 

Tapers  are  one  of  the  best  means  of  giving  a  certain 
amount  of  impressiveness  to  a  wedding  scene.  They  may 
be  used  with  or  without  candlesticks.  Smilax  vines  en- 
twined about  them  so  as  to  form  a  green  spiral  agair.st 
the  white  of  the  candles  are  the  best  form  of  decoration 
unless  the  candles  themselves  have  gold  designs. 

Branched  candlesticks  of  silver  holding  white  candles 
may  be  used  very  effectively  if  floor  candles  cannot  be 
obtained.  Of  course  candelabra  on  tall  standards  are  the 
test  of  all.  The  addition  of  a  censer  or  lamp  of  brass 
hung  from  the  ceiling  adds  an  air  of  real  mystery. 
Wealth  of  Greens  Necessary 
However  elaborate  the  rest  of  the  fittings,  there  must 
be  a  profusion  of  flowers  or  palms.  Large  flower  pots 
or  urns  of  a  light  grey  color  should  be  used  to  hold  palms. 
Nothing  creates  the  bridal  atmosphere  like  a  profusion 
of  ferns  and  vines.  They  add  the  detail  without  distract- 
ing attention  from  the  bride  or  the  bridal  party  where 
one  is  used. 

A  floor  covering  of  white  silk  laid  in  puffs  with  a  white 


cushion  shown  here  and  there  is  about  as  good  a  base  for 
the  window  as  any  other,  unless  a  great  deal  of  expense 
is  incurred.  Outside  of  the  actual  requirements  in  the 
way  of  a  church  wedding,  there  should  be  very  little  else 
used  since  the  bride  is  usually  the  raison  d'etre  for  win- 
dows of  this  type. 

The  Bride 

The  most  important  thing  to  remember  in  this  connection 
is  that  the  figure  representing  the  bride  must  be  good. 
A  beautiful  gown  or  veil  with  a  poor  figure  and  a  lneless 
looking  face  are  lost. 

Another  thing  which  the  display  man  must  take  into 
consideration  in  arranging  the  wedding  window,  is  wheth- 
er he  wants  a  merchandising  one  or  a  spectacular  one.  It 
is  usually  best  not  to  combine  the  two.  A  spectacular  win- 
dow to  whet  the  taste  of  the  consumer  followed  by  an- 
other window  bringing  out  the  details  needed  is  the  best 
plan.  For  the  first  few  weeks  following  Easter  for  in- 
stance, the  first  kind  might  be  used  advantageously.  If 
there  are  several  windows  a  merchandising  window  might 
be  shown  at  the  same  time. 

Chance  for  Every   Department  in   Bridal  Scheme 

There  is  no  reason  why  the  display  man  should  not  give 
every  manager  a  chance  to  use  this  idea  during  the  next 
eight  or  nine  weeks.  The  ready-to-wear  and  the  dress 
accessory  departments  should  not  be  the  only  ones.  The 
silver  and  linen  departments  could  combine  in  having  a 
wedding  breakfast  display.  Again  floor  candlesticks  and 
vines  are  the  only  extra  requirements.  A  doll  bride  and 
groom  may  even  be  used  in  such  a  window. 

Last  spring  a  store  in  Toronto  gained  a  great  deal  of 
notoriety  by  the  use  of  a  trousseau  window.  It  was  simply 
a  combination  of  ideas  on  the  part  of  the  furniture,  corset 
and  underwear,  hosiery,  dress,  accessory  and  ready-to- 
wear.  A  charming  bride  sat  on  the  edge  of  her  bed  while 
her  maid  arranged  her  veil  on  her  wedding  morn.  Around 
her  on  dressing  table,  chairs  and  bed,  were  the  thousand 
and  one  things  which  were  to  be  packed  in  her  trunk. 

In  these  days  of  kitchen  showers,  a  display  of  shining 
and  up-to-date  utensils  for  the  newlyweds  is  attractive  to 
every  woman  at  this  time  of  the  year.  A  honeymoon 
window  could  show  the  bridal  couple  on  a  boat  or  a  ti-ain 
or  at  a  summer  resort  in  travel  or  sport  apparel. 
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The  Passing  of  Sir  John  Craig  Eaton 


THE  achievements  of  Sir 
John  Eaton  were  the 
achievements  of  a  man 
who  came  into  a  great  inherit- 
ance, and  instead  of  wasting  it 
as  many  a  man  has  done  before 
him,  improved  it.  It  is  a  far 
cry  from  the  modest  little 
store  with  five  clerks,  started 
over  half  a  century  ago,  and 
the  tremendous  organization 
that  to-day  has  its  represent- 
atives in  every  great  city  of  the 
world,  and  sends  its  buyers  in- 
to every  country  where  mer- 
chandise may  be  purchased  for 
the  Canadian  consumer.  It 
was  a  great  organization  when 
Sir  John  Eaton,  at  the  age  of 
thirty-^one  years,  stepped  into 
the  president's  chair;  it  is  a 
greater  one  after  he  devoted 
fifteen  years  of  his  best  effort 
to  guiding  its  destinies,  with 
the  able  assistance  of  directors 
who,  like  himself,  had  risen 
from  the  ranks.  His  was  a 
great  heritage;  he  made  it 
greater  by  industry,  by  busi- 
ness statesmanship,  by  methods 
which  commanded  the  confidence 
of  the  people,  by  those  human- 
itarian instincts  which,  assum- 
ing practical  form,  gathered 
about  him  thousands  of  em- 
ployees who  honored  and  re- 
spected him  if,  indeed,  their 
regard  did  not  go  much  deeper 
than  that. 

While  it  is  true  that  he  came  into  agreat 
inheritance,  it  is  also  true  that  he  had 
worked  and  prepared  for  the  time  when 
the  load  of  responsibility  should  fall 
upon  his  shoulders.  He  had  a  great  ad- 
miration for  the  traditions,  the  business 
principles  handed  down  to  him  by  his 
father,  the  founder  of  the  vast  interests 
which  were  to  be  his  especial  care  dur- 
ing fifteen  years  of  strenuous  life.  To 
understand  business,  to  appreciate  the 
viewpoint  of  the  person  behind  the 
counter  and  in  front  of  it,  to  feel  the 
throbbing  pulse  of  the  great  organiza- 
tion which  his  father  had  founded,  Sir 
John  Eaton  believed  that  he  must  be  a 
cog  in  this  great  machine,  rather  than 
merely  being  the  piston  rod.  His  first 
association  with  the  business,  therefore, 
was  in  the  capacity  of  the  man  who 
drew  his  weekly  envelope  as  hundreds  of 
others  were  doing  at  that  time.  He 
worked  in  the  boiler  room  and  knew 
what  it  was  to  go  home  with  blackened 
hands  and  face  that  came  from  shovel- 
ling coal.  He  worked  in  the  employ- 
ment office  where  he  came  intimately  in 
touch  with  those  who  were  to  uphold 
the  Eaton  name  in  courtesy,  salesman- 
ship, and  in  the  assurance  that  was  part 


of  their  policy,  that  unsatisfactory  mer- 
chandise might  be  returned  without 
question.  He  worked  in  the  mail  order 
department,  in  the  dress  goods  depart- 
ment, was  a  floor  walker  and  finally  a 
manager  of  the  smallwares  department. 
At  the  age  of  twenty,  he  engaged  in  a 
buying  trip  that  took  him  around  the 
world;  at  twenty  \seven,  he  was  a  direct- 
or of  those  interests  which  through 
work  and  preparation,  he  now  fairly 
well  understood.  Five  years  later — at 
the  age  of  thirty-one  years,  he  became 
president  of  the  T.  Eaton  Co.  Limited. 
His  Work  Goes  On. 
Up  to  this  point  in  his  life,  his  work 
is  an  inspiration  to  every  man  who  has 
a  vision  to  succeed.  He  worked,  he  pre- 
pared, he  studied,  he  applied  himself, 
he  got  to  understand  every  detail  of  the 
business.  He  scanned  the  business  hor- 
izon for  new  opportunities,  and,  two 
years  before  he  came  into  the  presi- 
dency, had  found  a  new  opportunity  for 
business  development  in  the  western 
field.  The  Eaton  interests  in  the  city  of 
Winnipeg  are  the  tangible  results  of  Sir 
John's  vision,  his  business  statesman- 
ship. And  after  the  presidency,  his 
work  went  on,  getting  bigger  and  bigger, 


ever  expanding.  Since  then  he 
has  been  a  worth  (while  asset 
to  the  business  life,  not  only  of 
this  country  but  of  others.  His 
achievements  during  the  last 
fifteen  years  are  such  that 
every  man  can  learn  from. 
them,  can  gather  lessons  that 
will  make  his  own  a  better  and 
bigger  business. 

Welfare  and  Service. 
He  was  a  man  of  broad,, 
humanitarian  views.  He  not 
only  believed  it  to  be  good  and 
right  to  initiate  policies  that 
would  make  the  lives  of  his 
thousands  of  employees  bright- 
er and  happier,  but  he  believed 
it  was  good  business.  Educa- 
tional courses,  physical  train- 
ing courses,  made  for  better 
salesmanship,  for  better  minds 
and  better  bodies.  Shorter 
hours,  earlier  closing,  a  mini- 
mum wage,  made  for  happier 
dispositions,  brighter  homes, 
rested  bodies  and  minds  follow- 
ing strenuous  hours  of  work. 
It  was  both  right  and  good 
business.  Honor  and  respect 
were  his  from  all  his  employ- 
ees; business  expanded  under 
these  liberal  and  humanitarian 
policies. 

Had  Faith  In  Canada  and  Men. 
Sir  John  Eaton  had  great 
faith  in  Canada  and  in  men.  It 
is  known  that  he  gave  instruc- 
tions to  his  buyers  to  give  the 
preference  to  Made-inrCanada  goods. 
He  believed  that  Canadian  industry 
could,  if  it  earnestly  applied  itself,  equal 
the  product  of  any  country  in  the  world; 
and  the  great  purchasing  power  of  his 
organization  was  directed  to  thy  encour- 
agement of  Canadian  industry.  He  had 
faith  in  men,  men  who  rose  from  the 
ranks— like  himself.  Practically  all  of 
the  directors  of  the  Eaton  Company  are 
men  who  worked  their  way  upward  by 
sheer  industry,  ability,  application. 
Well-merited  Tributes. 
His  death  was  the  occasion  of  well- 
merited  tributes  from  business  men 
from  all  parts  of  the  world,  men  who 
sold  the  Eaton  Company  merchandise, 
men  who  w^ere  competitors  of  his  busi- 
ness. On  the  afternoon  of  his  funeral, 
the  majority  of  stores  on  Yonge  Street 
were  closed.  Many  of  the  wholesale 
houses  closed  their  doors  and  so  paid 
their  tribute  to  him  who  has  been  called 
the  Merchant  Frince. 


Seamless  stockings  are  knitted  in 
tubular  form,  instead  of  being  made  up 
in  the  piece  and  then  sewn  together. 
They  are  shaped  in  the  Knitting  then 
stretched   and   pressed. 
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Demonstrations  Have  Actual  Value 

If  Wisely  Conducted  Can  be  Made  Fruitful  in  Profits — Essential 

That  Customer's  Attitude  Should  be  Thoroughly  Understood — 

Should  be  Conducted  by  Experts  in  That  Line — Demonstrations 

Have  Failed  and  the  Reason 


CO-OPERATION  with  manufac- 
turers who  are  frequently  willing 
to  place  a  demonstrator  of  some 
line  of  merchandise  in  your  store  may 
easily  prove  to  he  profitable  these  day* 
when  search  is  being  made  for  aggres- 
sive methods'  of  merchandising  to  in- 
crease turnover.  Women  to-day  are 
"shoppers"  as  never  before;  they  are 
looking  for  values  as  well  as  appear- 
ance and  price. 

The  merchandise  manager  of  a  store 
in  Montreal  is  of  the  opinion  that  de- 
monstrations," said  another  man,  "I  do 
certain  lines  and  snould  be  featured 
more  or  less  steadily.  In  such  lines  as 
labor  saving  devices,  electrical  conveni- 
ences, food  productsi,  toilet  goods,  etc., 
the  demonstration  is  essentially  the 
only  satisfactory  method  of  promoting 
sales.  In  other  merchandise  which  is 
essentially  unusual  or  quite  new  to  the 
market,  a  demonstration  serves  as  an 
excellent  publicity  agent  combined  with 
printer's  ink. 

An  Advantage  to  Store 

The  opinion  of  other  retailers  con- 
firms this  statement.  "Without  de- 
monstrations" said  another  man,  "I  do 
not  think  we  could  have  introduced  all 
the  new  lines  which  we  featured  last 
winter  at  our  store.  We  found  it  very 
satisfactory  to  receive  any  demonstra- 
tors' sent  to  us  by  the  manufacturers 
and  their  visits  were  generally  a  week 
ini  duration  on  account  of  the  size  of 
this  city.  I  understand,  however,  that 
demonstrators  vary  the  length  of  their 
visits  according  to  the  population  and 
often  visit  more  than  one  store  in  the 
larger  centres.  Such  demonstrations 
cost  the  store  absolutely  nothing  un- 
less the  announcement  in  the  daily  ad- 
vertisement be  counted  in.  But  to  be- 
come really  effective  and  worth  while 
the  store  must  follow  up  the  demon- 
strator's work  by  consistently  and  per- 
severingly  emphasizing  the  product  un- 
til it  stands  upon  its  own  legs  so  to 
speak.  I  consider  that  three  months  to 
six  is  the  time  required  to  familiarize 
the  public  with  a  given  product  which 
is  new  to  the  locality  and  I  consider 
the  'follow  up'  publicity  decidedly 
worth  while,  for  without  it  the  good 
work  accomplished  by  the  demonstrator 
would  be   entirely  wasted." 

This  authority  holds  the  opinion  that 
everything  in  a  store  can  be  demon- 
strated if  desired,  in  some  form  or 
other,  but  the  most  successful  demon- 
strations are  those  which  have  a  strong 
personal  appeal  to  women  from  a  vani- 
ty standpoint  or  from  that  of  increased 
comfort  or  efficiency.  Anything  which 
will  make  a  woman  more  attractive 
personally,   or   beautify    and   modernize 


her  home,  will  prove  a  successful  basis 
for  a  demonstration.  Furthermore, 
goods  may  be  demonstrated  from  an 
educational  aspect  to  .show  bow  they 
are  manufactured  and  the  various  steps 
incidental  to  *he  process.  This  style 
however  is  not  so  prof'table  from  a  sell- 
ing point  of  view. 

Consider  Customer's  Attitude. 

From  the  retailer's  standpoint  there 
is  nothing  new  about  the  foregoing  re- 
marks, nor  is  there  anything  left  to 
be  said  on  the  subject  which  cannot  be 
picked  up  quickly  after  the  first  ex- 
perience, but  there  is  another  side  to 
the  question  of  demonstrations  which 
is  not  so  well  known,  namely,  the  cus- 
tomer's  attitude   towards   it. 

There  is  a  very  strong  objection  in 
the  average  woman's  mind  against  be- 
ing forced  into  taking  something  for 
which  she  has  no  real  desire,  and  this 
is  just  where  many  demonstrators  make 
their  greatest  mistake.  They  are  in- 
clined to  bring  every  influence  to  bear 
upon  a  helpless  customer  in  the  store, 
until  she  buys  out  of  sheer  despera- 
tion. Such  demonstrators  are  not  con- 
tend with  a  customer's  simple  state- 
ment that  she  is  not  prepared  to  pur- 
chase at  the  moment,  but  they  urge 
her  to  leave  a  deposit,  to  have  the 
goods  sent  C.  0.  D.,  or  charged — any- 
thing to  make  the  sale.  Although  the 
customer  really  is  under  no  obligation 
to  such  a  saleswoman  who  may  talk 
endlessly  upon  the  merits  of  a  certain 
article,  yet  the  latter  always  manages 
to  instil  such  a  feeling  in  the  mind  of 
her  victim,  who  buys  in  order  to  es- 
cape. 

Knowledge  of  Product  Essential. 

Another  objectionable  aspect  about 
demonstrations  is  the  fact  that  they 
are  often  undertaken  by  persons  who 
are  not  actual  specialists  in  the  given 
line.  In  most  cases  of  world-wide  known 
products,  demonstrators  are  required  to 
take  a  course  of  instruction  varying 
from  one  to  three  months  in  order  to 
understand  thoroughly  the  product 
which  they  are  to  introduce  throughout 
the  country.  They  are  trained  to  know 
the  process  of  manufacture  from  the 
initial  stages  to  the  final,  to  know  all 
about  its  possibilities  and  its  uses,  its 
practicability  for  various  types  of  ser- 
vice, and  most  important  of  all,  they 
learn  how  to  present  all  this  scientific 
information  in  an  interesting  and  orig- 
inal manner.  The  are  taught  some- 
thing of  the  psychology  of  salesman- 
ship, how  to  analyse  customers  and 
size  them  up  quickly,  how  to  get  their 
viewpoint  and  see  matters  from  their 
angle  instead  of  always  from  their  own. 
All  these  things  are  essential  if  a  drm- 


onstration  is  to  be  conducted  with  really 
successful  results  and  as  can  be  imag- 
ined, a  demonstration  held  by  a  man  or 
woman  thus  trained,  is  one  of  the  most 
educative  and  informative  object  les- 
sons   available   to   the   public. 

Where  a  Demonstrator  Failed 
Unfortunately,  the  majority  of  de- 
monstrators do  not  beast  such  a  com- 
prehensive course  of  training  and  as  a 
result  their  efforts  are  marred  by  many 
faults  which  antagonize  and  irritate 
customers  instead  of  impressing  them 
favorably.  In  a  store  visited  (every 
day  during  one  week)  by  a  staff  mem- 
ber of  Dry  Goods  Review,  there  was  a 
demonstrator  of  a  well  known  food 
product.  This  girl  was  an  enthusiastic 
saleswoman  but  she  lost  many  more 
customers  than  she  gained  because  of  a 
habit  of  following  customers  round  ask- 
ing over  and  over,  "Have  you  tried 
Blank's  Soups?"  As  many  of  the  cus- 
tomers of  this  store  were  every  day 
visitors  it  is  easily  seen  that  this  in- 
variable query  got  on  their  nerves.  Sev- 
eral cf  them  ignored  her,  while  others 
snapped  out  "No,  and  I  don't  want  to," 
while  one  or  two  others  almost  im- 
plored her  to  leave  them  alone  till 
they  had  been  attended  to  by  the  regu- 
lar clerks. 

This  girl  had  no  originality  and  no 
sense  of  the  fitness  of  things.  She 
wearied  people  by  her  monotonous  repe- 
tition of  one  single  question  which  was 
worded  in  such  a  way  as  to  be  readily 
refused.  A  customer  was  even  heard 
to  remark  that  she  would  not  go  back 
to  the  store  until  that  "awful  girl  had 
gone." 

Another  such  case  comes  to  mind  in 
connection  with  a  new  electrical  ap- 
pliance which  was  somewhat  costly.  The 
man  in  charge  knew  his  product  but 
his  methods  of  demonstrating  resembled 
the  fastening  of  a  spider  upon  a  help- 
less fly,  and  as  a  result  several  cus- 
tomers went  to  the  store  management 
and  asked  to  be  relieved  of  the  purchase 
of  this  product  which  had  been  literally 
forced  on  them. 


Some  of  the  larger  bedding  manufac- 
turers recently  petitioned  the  Ontario 
Government  with  a  view  to  having  a 
pure-bedding  law  enacted  and  it  was 
hoped  that  action  would  be  taken  at  the 
present  session  along  these  lines.  When 
this  law  comes  into  existence  retailers 
and  the  general  public  will  know  beyond 
doubt  that  only  new  sanitary  fillings  are 
going  into  bedding).  Under  conditions 
where  manufacturers  are  not  using  en- 
tirely new  stock,  competition  is  unfair 
to  those  whose  costs  are  higher  because 
they  insist  on  only  pure  raw  material. 
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Essay  Contests  Create  Wide  Interest  in  Your  Store 
Subject  Chosen  Should  Deal  With  Retail  Problems 

An  Essay  Contest  is  Economical  Method  of  Directing  Attention 

to  Your  Store,  Its  Problems  and  Services — What  People  Expect 

From  You  as  a  Retailer — The  History  of  Retailing  Goes  Back 

a  Great  Many  Years — Lives  of  Retailers  Inspirational 


ESSAY  contests  are  growing  in  fav- 
or amongst  retail  merchants.  One 
of  the  first  steps  in  successful 
merchandising — if  not  the  first — is  to 
create  an  interest  in  your  store.  If 
through  advertising  methods,  window 
displays,  or  contests  of  various  methods 
you  can  create  merely  an  interest  in 
your  store — without  regard  to  a  class  of 
merchandise  you  sell — you  have  taken 
an  important  step  toward  a  bigger  pro- 
fit sheet  at  the  end  of  the  year.  At  the 
present  time,  there  are  two  things  about 
the  essay  contest  which  commend  it 
to  the  average  retailer.  It  creates  a 
wide  interest,  providing  a  suitable  sub- 
ject is  chosen.  Second,  it  can  be  run 
with  little  expense.  It  would  be  diffi- 
cult to  find  a  method  better  suited  to 
getting  a  retail  establishment  talked 
about  than  this  method  of  essay  writing 
by  children,  or  young  men  and  women 
attending  high  schools  or  colleges. 

Selection  of  a  Subject 

It  seems  to  us  that  the  selection  of  a 
subject  for  an  essay  contest  is  one  of 
the  most  important  things  about  the 
whole  enterprize.  A  number  of  Cana- 
dian retailers  have  conducted  essay  con- 
tests but,  so  far  as  we  can  judge,  they 
have  been  along  lines  that  do  not  con- 
tribute either  to  the  improvement  of  the 
service  of  the  retail  store  or  a  better 
understanding  on  the  part  of  the  public 
of  the  problems  of  retail  merchandising. 
The  essay  contest  that  will  prove  of  the 
greatest  benefit  to  the  store  and  to  the 
community  at  large  will  be  a  contest 
which  throws  light  upon  retail  problems, 
whether  it  be  from  the  standpoint  of 
the  retailer  himself  or  the  consumer 
who  enters  his  store. 

For  instance,  many  retailers  this  year 
are  specializing  on  various  store  ser- 
vices- that  make  the  buying  hours  of 
the  consumer  more  pleasant  or  that  di- 
rectly contribute  to  his  ease  and  con- 
venience in  buying.  Does  this  not  sug- 
gest a  probable  subject  for  a  contest? 
What  does  the  consumer  expect  from 
the  retailer?  Would  not  that  make  a 
good  subject  for  a  contest?  To  answer 
it  would  require  a  good  deal  of  solicit- 
ing of  information  on  the  part  of  con- 
testants of  men  and  women  who  were 
patrons  of  your  store.  It  would  mean 
that  dozens  of  contestants  would  go  to 
dozens  of  men  and  women,  asking  them 
what  they  expected  in  the  way  of  ser- 
vice that  gave  satisfaction  and  conven- 
ience when  shopping  at  Mr.  A's  store. 
It  would  create  a  great  interest  in  your 


store.  And  when  the  essays  were  read 
by  you,  you  would  have  a  very  good 
idea  of  what  the  entire  community 
wanted  and  expected  of  you  as  a  retail 
merchant. 

History  of  Retailing 

There  are,  undoubtedly,  many  people 
who  believe  that  retailing  is  merely 
renting  a  store,  buying  a  few  lines  of 
merchandise,  doing  a  little  advertising, 
putting  your  name  on  a  board  which  you 
hang  out  in  front  of  your  store,  and 
then  waiting  for  people  to  come  in  to 
buy.  There  are  some  merchants  whosr 
aggressiveness  in  merchandising  begins 
and  ends  about  there.  But  that  is  be- 
ing a  clerk,  not  the  proprietor  or  sales- 
man in  an  aggressive  organization. 
What  is  retailing?  When  did  it  com- 
mence?^ How  far  back  into  history 
does  the  custom  of  trading  go?  And 
what  was  the  medium  of  exchange  when 
trading  first  began?  What  develop- 
ments have  taken  place  in  retailing, 
what,  indeed,  is  the  whole  evolution  of 
retailing?  And  what  are  some  of  the 
essentials  of  successful  retailing  to- 
day? These  are  questions  little  under- 
stood by  the  general  public.  To  answer 
them  is  to  go  deep  into  history  and  to 
unfold  some  of  the  most  romantic  pages 
of  history. 

Do  not  these  questions  suggest  the 
subject  of  an  excellent  essay  contest  in 
which  the  whole  history  of  retailing 
could  be  gone  into  by  the  contestants. 
It  would  be  most  educative  to  those  who 
participated  and  most  informative  to 
those  who  read  the  essays  when  you 
printed  them. 

Merchant  Princes 

Some  one  has  said  that  the  history  of 
any  country  is  only  the  biographies  of 
its  great  men.  That  is,  undoubtedly  the 
case,  for  around  the  lives  of  these  men 
gather  all  the  important  events  which 
are  woven  into  the  history  of  any  coun- 
try. It  is  only  now,  perhaps,  that  more 
than  a  passing  interest  is  being  taken  in 
retail  problems  and  men  who  have 
made  a  pronounced  success  in  the  retail 
field  are  looked  up  to  as  merchant 
princes.  The  names  of  Wanamaker, 
Marshall  Field,  Timothy  Eaton,  Sel- 
fridge — and  many  others — are  names 
known  to  every  household  in  the  world. 
Does  not  the  retail  field,  therefore,  offer 
golden  opportunities  for  an  honorable 
and  eminent  career?  Is  there  not  in 
the  lives  of  great  merchant  princes 
cause  for  inspiration  and  encourage- 
ment? Have  they  not  made  a  definite 
contribution  to  the  history  of  their 
country    in    bringing    to    the    doors    of 


many  consumers  a  real  service?  .And 
are  there  not  thousands  of  merchants 
all  over  the  count  y  who  are  doir 
same  thing  every  day  of  their  lives? 
Does  not  the  retail  field  offer  an  invit- 
ing field  for  the  services  of  young  men 
and  women  of  today?  Can  they  not 
serve  their  fellow-men  in  this  way  as  the 
doctor,  the  lawyer,  the  professional 
man  serves  his  fellow-men? 

Is  there  not  in  this  consideration  a 
good  subject  for  an  essay  contest?  If 
contestants  were  to  place  themselves  in 
the  shoes  of  the  average  retailer — as 
they  would  have  to  do  to  participate 
successfully  in  such  a  contest — they 
would  get  a  new  light  on  the  life  of  the 
retailer,  they  would  see  something  of  his 
desire  to  serve  his  fellow-men  as  ttie 
professional  man  seeks  to  serve  his 
fellow-men  when  he  equips  himself  for 
his  life's  work.  They  would  get  to  un- 
derstand some  of  the  intricacies  of  the 
retailing  merchandise  that  comes  from 
the  four  corners  of  the  earth  and  which, 
by  the  enterprise  of  one  man,  is  placed 
on  the  counters  in  every  town,  city  and 
hamlet  throughout  the  length  and 
breadth  of  this  country.  Napoleon  salr1 
in  scorn  that  England  was  a  nation  of 
traders;  the  world  is  finding  out  to-day 
that  to  be  a  trader  requires  not  only  the 
trained  intelligence  of  the  professional 
man,  but  carries  with  it  that  same  de- 
sire to  serve  as  is  usually  associated 
with  other  walks  of  life. 

Perhaps,  one  of  these  three  subjects 
will  be  particularly  suitable  to  your 
community.  It  might  pay  you  to  try 
this  kind  of  a  contest. 


SAYS   CONDITIONS   IMPROVE 

Capt.  Gilbert  Nobbs,  formerly  man- 
ager of  Holbrooks,  Ltd.,  of  Vancouver, 
and  now  foreign  and  colonial  director  of 
the  company,  recently  arrived  in  Van- 
couver from  Australia. 

"Business  conditions  in  Australia,"  he 
said,  "are  showing  some  improvement. 
The  country  is  recovering  rapidly  from 
the  slump.  While  there  is  no  appreciable 
difference  in  prices,  which  went  to  rock- 
bottom  about  eighteen  months  ago,  and 
short  buying  is  prevalent,  the  panic  has 
been  short-lived  and  the  pendulum  is 
swinging   in  the   opposite  direction. 

"Wool,  of  course,  is  the  all-absorbing 
topic.  It  is  like  the  lumber  industry  in 
British  Qolumbia.  I  believe  the  wool 
manufacturers  are  obtaining  better 
prices.  The  industry  shows  signs  of  sta- 
bility and  Australia  soon  should  get 
back  into  her  stride." 
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Five  and  Ten  Cent  Syndicates  Made  More  Money 
In  1921  Than  in  any  Former  Year  —  Why? 

Because  You  Cannot  Sell  a  Big  Article  is  no  Reason  Why  You 
Should  Not  Try  to  Sell  a  Number  of  Small  Ones — Big  Stores 
Concentrating  on  Sales  Because  They  Know  Many  Cannot  Afford 
Big  Purchases — Micawber  Was  a  Poor  Business  Man  Because 

He  Waited 


MICAWBER— the  less  well-known 
Dickens  character  in  David 
Copplerfield — was  a  poor  busi- 
ness man.  He  was  always  waiting  for 
"something  to  turn  up."  He  felt  that 
the  hand  of  every  man — almost — was 
turned  against  him,  that  an  unseen 
combination  of  events  transpired  to  pre- 
vent him  from  getting  the  living,  which, 
he  believed,  the  world  owed  him.  What 
energy  he  had  was  seldom  used  to  good 
purpose;  most  of  it  was  expended  in 
tirades  against  the  prevailing  condi- 
tions that  robbed  him  of  those  creature 
comforts  which  he  believed  were  his  by 
eternal  right.  And  because  he  was  al- 
ways waiting  for  something  to  turn  up 
instead  of  trying  to  turn  things  up 
himself,  he  spent  a  good  portion  of  his 
time  either  in  misery  or  in  jail. 

Micawbers   of   To-day 

There  are  Micawbers  in  business  to- 
day. Men  who  are  waiting  "for  things 
to  turn  up,"  for  business  conditions  to 
improve  and  for  people  to  come  into 
their  places  of  business  and  spend  their 
money.  Micawber,  the  Dickens  charac- 
ter, was  a  type,  not  an  individual — and 
the  type  still  lives.  Said  a  manufac- 
turer to  Dry  Goods.  Review  the  other 
day — a  man  who  had  just  negotiated 
an  order  for  his  products  which  would 
necessitate  night  work  in  his  factory — 
"Like  a  lot  of  other  manufacturers  we 
could  have  sat  down  and  waited  for 
business  to  come  to  us,  or  for  condi- 
tions so  to  improve  that  we  would,  in 
the  natural  course  of  events,  get  our 
fair  share  of  what  was  going.  But 
we  didn't.  We  got  out  and  hustled  af- 
ter business— and  we  got  the  business." 
The  policy  of  this  firm  was  not  the 
policy  of  Micawber,  it  was  not  the  policy 
of  many  business  firms  that  are  fol- 
lowing the  lines  of  least  resistance  and 
letting  other  houses  grab  business  from 
under  their  very  noses. 

Business  not  all  Big  Business 

Business  is  not  all  big  business,  that 
is,  all  sales  checks  are  not  checks  of 
large  denominations.  In  the  course  of 
the  year  there  are  bound  to  be  a  lot  of 
small  ones.  During  1922  there  are 
bound  to  be  a  lot  of  small  ones — as  well 
as  large  ones.  Because  there  are  a  lot 
of  people  out  of  work  does  not  mean 
that  they  have  stopped  buying  absolute- 
ly. And  because  the  fact  of  their  being 
out  of  work  influences  others  to  be  more 
economical   is   no    reason   for   supposing 


that  they  are  not  buying,  either.  And 
the  "idle  rich"  keep  on  buying  just  the 
same.  People  must  live  and  to  live  they 
must  buy.  Their  purchases  must,  of 
necessity,  be  small.  The  wise  merchant 
therefore,  should  not  overlook  the  pos- 
sibility of  getting  these  small  purchas- 
es. Said  the  advertising  manager  of 
one  of  the  large  department  stores  in 
Toronto  to  Dry  Goods  Review  a  few 
days  ago,  "We  are  trying  to  keep  the 
people  buying,  buying  just  a  little,  but 
buying.  The  saving  habit  is  a  very 
easy  one  to  get  into  and  so  we  feel  that 
we  must  do  something  to  induce  small 
purchases.  That  is  why  we  are  using 
a  good  deal  of  advertising  space  these 
days  to  push  the  sale  of  little  things, 
inexpensive  things.  We  know  there 
are  a  lot  of  people  who  haven't  much 
to  spend,  but  they  have  something  and 
so  we  are  advertising  those  things 
which  their  limited  means  can  afford  to 
purchase." 

Get  After  Small  Sales 

The  tiime  is  opportune,  therefore,  to 
get  after  small  sales,  the  sale  of  little 
things.  Not  every  woman  who  is  a 
probable  customer  of  yours  can  afford 
to  buy  a  new  suit,  a  new  dress,  a  new 
Spring  coat,  a  new  fur  piece,  or  a  new 
hat  this  Spring.  A  little  renovating,  a 
few  new  trimmings,  and  the  presser's 
irons  will  convert  the  old  ones  into  gar- 
ments or  articles  of  dress  that  will  have 
to  do  another  season.  But  that  is  no 
reason  for  supposing  that  she  is  not  in 
the  market  for  one  of  a  thousand  other 
little  articles  or  accessories  that  are 
sold  over  your  counters.  Or  because 
every  woman  cannot  buy  some  expen- 
sive new  furnishings  for  her  home  this 
Spring  is  no  reason  for  supposing  that 
there  are  not  a  dozen  little  household 
articles  she  will  need  and  can  be  tempt- 
ed to  buy  within  the  next  few  rnon'hs. 
If  conditions  in  your  community  are 
such  that  the  majority  of  people  are 
incapable  of  large  expenditures,  con- 
centrate on  small  things.  There  is  a 
margin  of  profit  on  these  that  should 
not  be  overlooked.  We  know  of  some 
very  large  stores  that  are  getting  big 
sales  on  small  artlicles.  Are  they  get- 
ting them  at  your  expense? 

A  Lesson  in  Profits 

Butler  Bros,  of  Chicago,  in  the  April 
issue  of  their  catalogue,  scent  a  useful 
lesson  in  the  sale  of  small  things.  They 
ask  a  question  that  might  well  be  con- 
sidered    by      every      merchant.        Why 


s'ould  the  five  and  ten  cent  syndicates 
be  the  only  ones  in  America,  they  ask, 
wholesale  or  retail,  who  made  more 
money  in  1921  than  in  any  former  year 
and  continue  to  show  large  gains  in 
January  and  February?  "Why  should 
this  be  so  when  you  and  every  other 
retailer,"  they  continue,  "are  having 
trouble  to  make  both  ends  meet?  It  is 
exactly  for  the  same  reason  that  the 
five  and  ten  cent  business  got  its  start 
forty  years  ago.  Now,  as  then,  the 
people  of  this  country  are  hungry  for 
goods  which  they  can  buy  at  small  prices. 
America  is  now  undergoing  the 
same  sort  of  wild  fire  demand  for  ten- 
cent  and  other  popular-priced  counter 
goods  as  swept  the  country  four  decades 
ago.  The  very  condition  which  now 
cramps  the  demand  for  high-priced 
goods  creates  a  multiplied  demand  for 
five,  fifteen  and  twenty-five  cent  goods. 
You  can,  if  you  will,  harness  this  fact 
to  the  business  as  the  five  and  ten  cent 
syndicates  have  harnessed  it  to  theirs." 

Suggested  Method 

Butler  Bros,  then  give  several  sug- 
gestions to  retail  merchants  as  to  how 
they  can  get 'after  this  business. 

1.  Let  the  first  thing  inside  your 
store  door  be  a  variety  of  quick-selling, 
popular  priced  goods  such  as  people 
throng   into   syndicate   stores  to   buy. 

2.  Lay  the  goods  on  the  counters  so 
they  can  be  seen  and  handled — group 
them  at  uniform  popular  prices — 5 
cents,  10  cents,  15  cents,  25  cents,  etc., 
and  put  a  price  ticket  on  every  article. 

3.  Sweeten  your  bargain  counters 
every  few  days  with  new  specials  which 
will  keep  interest  alive,  and  tell  your 
world  about  them  in  every  way  in  your 
power. 

And  the  net  profit  per  $100  on  in- 
vestment in  counter  goods  will  be  great- 
er than  from  any  other  like  investment 
in  your  store.  This  is  not  guesswork. 
This  is  not  theory.  We  know  what  we 
are  talking  about  because  it  is  being 
done  to-day  in  thousands  of  stores  just 
like    yours. 


Two  Toronto  detectives  recent  y  un- 
covered thousands  of  dollars'  worth  of 
silk  dresses  and  ether  articles  lifted 
from   Toronto    stores. 


H.  E.  Beney  of  London,  England, 
states  that  cotton  manufacturers  are 
turning  their  attention  to  China  in  v'ew 
of  the  boycott  by  India  of  cotton  ma- 
terials. 
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Ban  "Sale"  From  Advertising 

A  large  wholesale  firm  in  Chicago,  Carson,  Pirie,  Scott 
&  Co.,  recently  issued  a  circular  to  their  customers  in 
which  they  strongly  advocated  dropping  the  word  "sale" 
from  all  advertising  copy  and  less  use  of  adjectives  and 
more  worthy  description  of  the  article  advertised.  The 
reason  behind  this  advice  is  known  to  every  Canadian 
retailer;  the  word  "sale"  has  been  used  to  death  to  the 
detriment  of  better  business.  Certain  stores  there  are 
that  run  "sales"  all  the  year  round;  day  afterday  they 
advertise  merchandise  at  such-and-such  a  price  which 
was  formerly  such-and-such  a  price.  Consumers  have 
begun  to  wonder  how  a  man  can  stay  in  business  and, 
at  the  same  time,  always  sacrifice  his  profit  to  the  'dear 
public."  The  simple  'fact  of  the  matter  is  that  this  is 
not  done  by  reputable  firms  that  stay  in  business.  The 
whole  practise  throws  discredit  on  the  whole  retail  trade 
and  has  been  a  disturbing  factor  in  business  for  many 
months.  There  are  many  firms  that  have  their  regular 
sales,  known  to  the  public  and  appreciated  because  of 
their  regularity  and  because  the  consumer  has  faith  in 
them. 

This  circular  makes  a  strong  plea  for  more  description 
and  fewer  verbose  adjectives  in  advertising  copy.  Mani- 
festly, they  would  drop  such  a  phrase  as  "this  is  the  most 
wonderful,  stupendous  and  value-giving  event  in  the  his- 
tory of  the  retail  trade  in  this  country."  The  sooner  the 
better.  And  they  would  substitute  for  it  a  simple  little 
description  of  the  various  articles  advertised  so  that  the 
reader  might  know  something  about  the  merchandise 
and  less  about  the  advertising  managers  opinion  of  him- 
self and  the  firm  he  works  for. 

It  is  evident  that  there  is  a  stir  amongst  advertising 
men  for  a  different  style  of  advertising,  a  breaking- away 
from  useless  verbiage  and  a  seeking-after  that  kind  of 
advertising  that  conveys  something  intelligible  to  the 
reader. 


Interesting  the  Shopper 

Women  to-day  aro  shoppers  as  they  have  not  been  for 
some  years  back.  The  purse  strings  have  tightened  and 
purchasers  do  not  hesitate  to  go  from  store  to  store  »o 
compare  values.  If  three  minutes  or  five  minutes  walk 
will  save  them  a  few  cents  or  a  few  dollars  they  will  gladly 
take  that  walk.  "Women  to-day,"  said  a  merchandise 
manager  to  Dry  Goods  Review  a  few  days  ago,  "are  bet- 
ter judges  of  value  than  some  of  our  buyers." 

This  very  store,  recognizing  this  fact,  has  made  plans 
to  meet  it.  If  they  put  on  a  special  selling  event  in  any 
one  department,  they  take  it  for  granted  that  it  will  in- 
duce many  buyers  to  come  into  their  store — more  than 
usual.  UnadVertised  and  unticketed  (in  the  sense  that 
it  calls  attention  to  a  "special")  they  display  on  the  coun- 
ters of  other  departments  merchandise  which  they  be- 
lieve to  be  particularly  good  value.  They  believe  there 
i>  such  a  thing  as  "mouth  to  mouth  advertising,"  that  is, 
i  hat  Mrs  A  will  tell  Mrs.  B  that  she  saw  some  unusually 
good  values  in  certain  lines  of  merchandise  at  Blank's 
store  to-day.  Further,  they  believe  this  to  be  one  of  the 
best  kinds  of  advertising  at  the  present  time.  It  is  an 
impartial  opinion  and  it  is  on  a  subject  which  weighs 
heavily  with  the  consumer  to-day,  namely,  value. 

It  so  happens  that  this  store  is  seeing  the  actual  results 
of  this  policy  in  the  numbers  of  transactions  recorded 
from  week  to  week.  Their  sales  checks  tell  them  that 
they  are  serving  more  people  than  a  year  ago.  That  be- 
ing so,  they  have  no  cause  for  complaint. 

Hustling 

A  manufacturer  in  Gait  recently  said  to  Dry  Goods 
Review,  "We  could  have  sat  down  like  a  lot  of  manufac- 
turers and  said  that  business  was  rotten  if  we  had  wanted 
to.  But  we  got  out  and  hustled  after  business  and  got  it 
anld  we  are  now  very  busy." 

"The  only  way  'to  decrease  overhead,"  said  the  man- 
aging director  of  a  large  retail  house  to  Dry  Goods 
Review  recently,  "is  to  decrease  the  ranks  of  the  un- 
employed :  in  other  words,  create  more  business."  By 
aggressive  methods,  by  lively  advertising,  by  stressing 
valu*>,  this  firm  is  increasing  its  volume  of  sales  over  last 
year. 

Dupui<?  Freres  of  Montreal  in  their  annual  financial 
statement  show  that  their  actual  increase  in  business 
during  1921  over  the  previous  year  ran  up  to  nearly  half 
a  million  dollars.  That  being  the  case,  their  volume  of 
merchandise  disposed  of  must  have  been  much  heavier 
than  the  previous  year  because  of  the  decreased  cost  of 
merchandise  to  the  consumer. 

The  Selfridge  Co.,  of  London,  England,  in  their  re- 
cent financial  statement  showed  that  during  the  last 
year  they  increased  the  number  of  their  transactions  by 
1.700,000.  That  means  that  they  served  hundreds  of 
thousands  more  customers  during  the  year,  made  new 
friends  and  probably  increased  their  cash  returns  for 
the  year. 

There  is  always  something  to  be  learned  from  the  man 
who  hustles.  There  are  none  so  blind  as  those  who  will 
not  see. 
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The  Markets  At  a  Glance 

Easter  Business  Creates  Extra  Flurry  in  Trade  but  Lateness  of 
Seasonable  Weather  Dulls  Business  Generally — Some  Houses  Re- 
port Better  Placing  on  Fall  Merchandise  Than  a  Year  Ago — How 
Various  Lines  Are  Moving 


WHILE  THERE  has  been  an  extra  flurry  in 
trade  in  Easter  lines  of  merchandise,  business 
on  the  whole  has  been  quiet  for  a  few  weeks. 
The  lateness  of  Easter  and  the  apparent  indisposi- 
tion of  Winter  to  relinquish  its  hold  upon  Mother 
Earth  have  combined  to  make  retail  business  rather 
slow;  this  is  the  report  that  reaches  the  wholesalers 
of  Toronto.  A  couple  of  days  of  warm,  Spring 
weather  would  make  an  appreciable  difference  in 
business  in  retail  circles,  and  wholesalers  believe 
that  continued  Spring  weather  will  give  a  very 
favorable  turn  to  trade  in  general.  They  tell  us 
that  merchants  whose  merchandise  is  for  the 
female  of  the  species  may  be  glad  that  it  is  so,  for 
their  men's  wear  lines  are  moving  much  slower 
than  the  other.  Among  the  best  lines  moving  are 
silk  hosiery  and  silk  underwear;  the  demand  for 
these  lines  seems  to  be  indefinite. 

At  this  time  of  writing,  Fall  placing  with  some 
01  the  wholesale  houses  is  much  better  than  it  was 
at  this  same  time  last  year.  One  wholesaler  stated 
that  they  were  over  seventy  per  cent,  ahead  of  last 
year's  record  of  this  date.  He  pointed  out,  at  the 
same  time,  that  this  might  not  represent  more  than 
a  fair  business  because  last  year's  placing  for  Fall 
was  very  light.  Generally  speaking,  the  commit- 
ments for  fall  have  been  light;  some  lines  have 
hardly  moved  at  all  as  yet.  Travellers  have  been 
out  with  a  number  of  lines,  and  while  retailers  are 
interested,  they  are  too  uncertain  .of  the  future  to 
place  any  quantities  at  this  time. 

Fabrics 

An  interesting  article  which  we  use  in  the  Fabric 
Section  of  this  issue  throws  a  good  deal  of  light 
on  the  linen  situation  and  the  outlook.  Briefly,  it 
is  what  we  have  said  all  along,  namely,  that  the 
raw  material  is  becoming  scarcer  and  scarcer  be- 
cause the  acreage  devoted  to  flax  growing  in  the 
flax-growing  countries  is  decreasing  in  an  alarm- 
ing manner.  This  condition  must  certainly  be  re- 
flected in  linen  prices  sooner  or  later;  the  quanti- 
ties of  distress  merchandise  still  to  be  disposed  of 
will  also  be  a  factor. 

Lack  of  rain  in  Italy  is,  in  some  quarters,  said 
to  foresnadow  increases  in  prices  to  some  extent. 
Spot  business  in  some  lines  is  very  good.  For  un- 
derwear pongee  and  crepe  de  chine  are  selling 
well,  while  crepe  materials  for  outerwear  are  in 
strong  demad.  While  some  of  the  wholesale 
houses  have  done  very  well  with  their  organdy  and 
muslins  lines,  others  do  not  report  as  good  busi- 
ness. The  inclement  weather  may  have  momen- 
tarily delayed  the  buying  for  Summer.  Homespuns 
and  tweeds  are  still  good  and  retailers  are  very 
interested  in  the  Fall  lines  of  sports  materials. 
They  are  picking  up  some  of  the  novelty  lines 
but  are  not  so  eager  for  the  staple  lines.  Poiret 
twill  and  tricotines  seem  to  be  gaining  ground  to 
some  extent,  and  wholesalers  report  better  sales. 


Millinery 

By  June  1st  milliners  are  of  the  opinion  that  the 
large  hats  will  be  very  popular.  At  the  present 
time  sailors  both  in  roll  brims  and  straight  are  very 
good.  A  good  deal  of  visca  straw  is  seen  just  now. 
The  demand  for  feathers  for  trimmings  is  steadily 
on  the  increase  both  in  the  glycerined  and  burnt 
feathers,  particularly  the  better  hats.  Orders  far 
ahead  are  running  on  white.  The  Canadian  trade 
is  quickly  reflecting  the  Paris  demand  for  red. 

Knitted  Goods 

In  the  knitted  goods,  hosiery  in  silk  is  still  in 
strong  demand.  In  all  lines  there  is  a  lack  of  de- 
mand for  staple  lines.  The  slip-ons  in  very  bright 
shades  and  the  tuxedos  in  navy,  black,  sand  and 
white  are  best.  Some  delayed  placing  for  Summer 
bathing  suits  is  giving  some  good  business  to  some 
manufacturers.  On  Fall  lines  of  hosiery,  the  retail 
crade  is  said  to  be  interested  in  heather  and  lovat 
mixtures. 

Accessories 

There  was  a  good  deal  of  activity  in  accessory 
lines  around  Easter  and  the  opening  of  the  Spring 
trade  has  further  helped  to  popularize  these  lines. 
Retailers,  however,  buy  only  from  week  to  week 
and  this  keeps  the  wholesalers  guessing  wondering 
on  what  they  will  concentrate.  The  handbag  and 
girdle  business  is  keeping  up  well,  laces  are  fair 
and  collars  and  cuffs  are  said  to  be  better  than 
separate  collars.  In  neckwear,  wash  materials  are 
reported  to  be  very  good. 

Corsets  and  Lingerie 

Some  of  the  new  French  hand-made  lingerie  is 
being  shown  by  some  of  the  exclusive  underwear 
houses  in  Toronto  and  good  sales  are  being  made 
of  it.  Retailers  who  have  handled  these  lines  state 
they  are  doing  exceedingly  well  with  them.  There 
is,  however,  no  diminution  of  the  demand  for  the 
various  lines  of  silk  underwear;  this,  in  fact,  is  one 
of  the  very  best  moving  lines  in  the  dry  goods 
trade.  In  corsets,  most  of  the  manufacturers  are 
still  concentrating  on  their  established  lines  rather 
than  bringing  out  new  lines.  The  demand  for 
brassieres  is  still  strong  and  some  of  the  corset 
houses  report  better  business  than  last  year. 

Fancy  Goods 

Some  of  the  wholesalers  are  showing  new  im- 
ported toys  from  the  United  States  and  Germany. 
There  is  no  denying  the  fact  that  there  is  a  demand 
for  the  German  dolls  again  and  good  sales  are  re- 
ported of  these.  Among  the  latest  arrivals  in 
fancy  goods  lines  are  some  beautiful  dishes  from 
Czecho-Slovakia  which  are  proving  to  be  very  in- 
teresting to  the  trade.  Appliqued  work  in  fancy 
sewing  is  being  featured  in  nearly  all  lines  such 
as/  table  linen,  bed  linen,  ladies  and  children's 
dresses  and  cushions. 
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Further  Methods  of  Cutting  Overhead 

Willingness  of  Sales  Staff  to  Co-operate  Under  Present  Condi- 
tions Simplifies  Problem — Firms  Are  Loath  to  Cut  Salaries  of 
Productive  End  of  Organization — Where  Bonus  System  Obtains 
— Wrapping  Parcels — Other  Suggestions 


THERE  is  not  a  dry  goods  mer- 
chant in  the  country  who  is  not 
facing-  the  problem  of  cutting 
down  his  overhead  expenses  and  is  fig- 
uring en  it.  If  his  monthly  business'  in 
dollar  and  cents  returns  is  maintaining 
the  level  of  1921,  he  is  a  lucky  man,  in- 
deed, and  the  problem  of  overhead  may 
not  give  him  any  great  concern  at  the 
present  time.  And  if  this  is  the  case,  it 
means  he  is  selling  more  merchandise 
than  he  did  a  year  ago.  If  he  has  sold 
more  merchandise  without  adding  to 
his  selling  expenses  then  he  has  cut 
down,  to  some  extent,  the  percentage  of 
his  overhead  expenses.  Some  months 
ago  we  urged  that  one  method  of  cutting 
down  overhead  expenses  was  by  de- 
creasing the  percentage  of  selling 
costs  by  increasing  the  volume  of  busi- 
ness. Many  stores  are  doing  this.  They 
have  not  assumed,  as  too  many  mer- 
chants have,  that  because  the  industrial 
situation  has  caused  a  good  deal  of  un- 
employment, there  must  of  necessity  be 
depressing  times,  that  there  is  no  money 
in  the  country  and  that  only  the  barest 
necessities  are  being  bought.  They 
know  there  is  still  a  good  deal  of  money 
in  the  country,  that  the  salaries  of  the 
"black-coated  gentry"  as  clerks  are 
called  in  England,  are  still  substantially 
the  same  as  two  years  ago,  and  that  the 
vast  majority  of  the  wealthy  are  still 
able  to  buy  all  they  want  when  they 
want  it. 

They  are  getting  out  after  business  in 
a  very  aggressive  manner  and  are  se- 
curing it,  manifestly  at  the  expense  of 
other  merchants  whose  methods  are 
less  aggressive  and  effective. 

Are  Watching  It 

At  the  same  time,  even  these  stores 
are  watching  their  overhead  expenses 
very,  very  carefully.  Of  a  certainty, 
they  are  not  adding  to  their  overhead. 
If,  for  some  natural  cause,  a  member  of 
the  staff  leaves,  his  work  is  divided 
amongst  other  members  of  the 
sales'  staff.  Heads  of  firms  with  whom 
we  have  talked  during  the  last  two  or 
three  months  are  agreed  that  their  sales' 
staffs  realize  their  employers  are  justi- 
fied in  asking  more  of  them  under  pre- 
sent conditions  if  their  scale  of  wages 
is  to  remain  the  same.  They,  therefore, 
are  quite  willing  to  undertake  the  extra 
work  so  entailed.  Again,  while  it  has 
been  the  custom  to  engage  extra  sales' 
clerks  for  the  busy  days  during  the 
week,  this  is; being  abandoned  an  mem- 
bers of  the  regular  staffs  are  taking  on 
this  extra  work;  they  would  rather  do 
it  than  have  their  own  salaries  reduced. 
During  busy  hours  of  the  day  in  some 
departments,  sales'  clerks  from  a  de- 
partment   less    huisy    'are    switched    to 


these  busy  departments  to  help  out; 
withal,  the  efficiency  of  the  selling  or- 
ganization and  the  service  given  to  the 
customer  are  not  impaired. 

Loath  to  Cut  Salaries 

Heads  of  most  firms  are  extremely 
loath  to  cut  salaries  if  it  is  at  all  pos- 
sible to  avoid  it.  They  feel  that  a  living 
standard  has  been  established  in  this 
country  which  they  do  not  want  to 
break  down  if  it  can  be  helped.  This  re- 
fers to'  the  entire  sales'  staff  of  the  or- 
ganization, or  the  productive  portion  of 
the  organization.  Where  possible,  the 
non-productive  end  of  the  staff  is  being- 
cut  down;  this  refers  to  the  office  staff. 
But  in  the  case  of  the  sales'  staff,  extra 
work  is  being  placed  upon  them,  or  the 
staff  is  being  relayed  either  by  a  daily 
or  a  weekly  method. 

Where  there  is  a  Bonus 

The  merchandising  manager  of  one 
store  stated  to  Dry  Goods  Review  that 
they  had  cut  down  the  percentage  of  the 
bonus  given  to  members  of  their  sales' 
staff.  "We  gave  every  employe"  he 
said  "one  per  cent  of  everything  sold 
regardless  of  what  they  sold.  We  have 
now  cut  this  down  to  one-half  of  one 
per  cent,  and  if  the  percentage  of  sell- 
ing is  low  enough  we  increase  their  sal- 
ary. This  applies  to  the  departments 
where  large  sales  are  made,  such  as  in 
the  furnishings,  rugs,  ready-to-wear. 
In  other  departments,  such  as  notions, 
jewellry,  etc.,  we  have  continued  the 
one  per  cent,  and  we  think  this  evens  up 
the  chances  for  the  girls  in  these  de- 
partments so  far  as  the  proportionate 
earnings  are  concerned."  This  mana- 
ger said  there  had  been  no  resistance 
from  the  members  of  the  staff  at  this  in- 
auguration because  they  realized  what 
conditions  were  and  were  willing  to  co- 
operate in  every  possible  way. 

More  Sales  Checks 

That  the  sales'  staff  are  co-operating 
is  evidenced  by  the  number  of  the  sales' 
checks  turned  in  each  day,  week  and 
month.  These  are  watched  very  care- 
fully and  the  actual  number  of  these 
checks  shows  an  increase  over  corres- 
ponding months  of  last  year.  This  is 
convincing  proof  to  the  management 
that  the  sales'  staff  is  working  harder 
and  that  the  consumer  is  satisfied  with 
their  merchandise — two  facts  that  are 
very  gratifying  to  the  management  of 
this    particular  firm. 

Wrapping  Parcels 

Another  method  of  cutting  down  over, 
head  expenses  adopted  by  this  firm  is 
in  connection  with  the  wrapping  of  par- 
cels. Formerly,  there  were  wrappers 
and     inspectors  who     attended     to     the 


wrapping  of  the  parcels.  It  was  their 
duty  to  check  up  the  merchandise  with 
the  sales  check  before  wrapping  it  and 
then  they  sent  the  money  down  the  tube. 
Now,  this  is  being  done  by  the  sales- 
people themselves.  This  merchandise 
manager  felt  that  while  checking  and 
wrapping  were  desirable  and  necessary 
in  some  departments,  a  good  deal  of  it 
could  be  done  away  without  impairing 
the  service  given  to  the  customer.  "This 
has  not  coet  us  anything  in  losses,"  said 
this  manager,  "and  it  has  saved  us  a 
good  deal  of  money." 

In  view  of  the  fact  that  the  local 
newspaper  increased  its  rates  a  few- 
months  ago,  this  firm  felt  that  their 
appropriation  for  newspaper  advertis- 
ing would  have  to  be  cut  down  to  some 
extent.  Formerly,  they  tried  to  refer 
to  nearly  all  of  the  departments  in  their 
daily  advertisement.  Now,  they  are 
concentrating  on  four  or  five  depart- 
ments and  are  using  less  space. 

Would  Like  Suggestions 

The  question  of  overhead  is  an  out- 
standing one  of  this  year.  We  should 
be  glad  to  hear  of  any  methods  adopt- 
ed that  are  proving  successful  and  are 
not  impairing  the  efficiency  of  the  en- 
tire organization. 


SIMPSON'S  TRIBUTE 

The  silent  tribute  of  the  Robert 
Simpson  Company,  Limited,  to  Sir 
John  Eaton  was  one  worthy  of  the 
noblest  traditions  of  an  honorable 
rival.  In  their  northeast  ivindotv 
was  a  large  picture  of  the  dead 
Merchant  Prince,  with  drapings  of 
purple  and  black  velvet  as  a  back- 
ground and  on  the  floor.  A  beau- 
tiful wreath  of  roses  stood  in  the 
window.  And  on  a  simple,  well- 
executed  card,  a  few  words  ex- 
pressing the  profound  sympathy  of 
the  members  of  the  company  and 
all  their  employees  at  the  loss  of  a 
great  Canadian. 


It  is  reported  that  an  arrangement 
has  been  made  between  France  and  Ger- 
many whereby  the  "atter  will  divulge 
all  secrets  in  connection  with  the  pre- 
paration of  dyes  to  France  in  exchange 
for  which  Germany  receives  fifty  per 
cent,  of  the  profits  of  sales  which  will  be 
confined  to  France  and  her  colonies. 


Miss    Irene    Sinden   who   has    been   in 

Detroit   for   two    years   has    returned    to 

her  former  home  in  Tillsonburg  and  will 

open   a   millinery   establishment   in   that 

town. 
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"Positive  Selling"  and  Collar  Sales 

Brooklyn  Authority  Says  More  Sales  Lost  and  Sold  at  Collar 
Counter  Than  Any  Other  Department  in  the  Store — The  Psy- 
chological Effect  of  Positive  Selling — How  Collar  and  Shirt  Sales 
Have  Been  Increased 


A  NOTED  authority  on  merchan- 
dising methods,  E.  H.  van  i\iame 
of  .he  R.  W.  Bennet  Co.  of  the 
Brooklyn  section  of  New  York,  said  re- 
cently that  more  sales  were  made  and 
lost  at  the  collar  counter  in  the  men's 
wear  store  than  in  any  other  depart 
ment  in  the  men's  wear  shop.  "You  can't 
estimate  what  else  has  gone  out  of  the 
door  when  a  collar  customer  leaves  dis 
satisfied,"'  says  this  authority.  "One 
of  the  greatest  mistakes  a  salesman 
can  make,"  he  continued,  "is  to  ask  the 
customer  'Do  you  want  one  collar'  and 
even  to  inquire  'How  many  can  you  use' 
is  almost  as  bad.  At  our  shops  the 
salesmen  are  instructed  to  make  (he 
visitor  feel  that  he  is  regarded  as  the 
type  of  man  who  buys  his  collars  by 
the  box.  If  adroitly  done,  the  cus  om- 
er  is  flattered  and  the  sale  of  a  box  of 
collars  ins.ead  of  one  or  two  frequently 
results." 

"Positive   Selling" 

VVh^e  a  good  deal  is  being  heard  these 
days  about  suggestive  selling,  based  on 
the  thtoiy  that  the  psychological  effect 
of  suggestion  is,  in  many  cases,  action, 
the  general  manager  of  these  stores  re- 
ferred to  be'ieves  that  there  is  one  bet- 
ter type  of  salesmanship  than  this.  He 
has  tried  it  out  in  his  seven  storesi  and 
calls  it  "positive  selling."  In  explain- 
ing this  system,  Mr.  Van  Name  says, 
"Our  salesmen  have  been  taught  the 
psychological  advantages  of  saying  to  a 
customer  'Buy  that'  instead  of  'You 
ought  to  buy  that.'  Results  to  date 
have   proven  that  there  is   a   great   deal 


of  difference  between  those  two  ways 
of  handling  prospective  customers.  Many 
a  sale  is  lost  because  the  salesman  is 
not  positive  enough  in  his  manner  and 
speech.  Politeness,  of  course,  is  an  es 
sential  of  retail  merchandising,  but  it 
is  possible  to  be  both  firm  and  polite 
at  the  same  time,  and  we  are  training 
our  sales  organization  to  be  assertive 
without  being  discourteous  or  obnoxious. 

Selling  Collars 

"In  selling  collars,"  said  this  author- 
ity, "the  salesman  should  he  instructed 
never  to  permit  the  customer  to  select 
his  own  style  if  the  latter  is  uncertain 
as  to  just  what  he  wants.  In  a  good  many 
cases>  when  the  customer  asks  for  a  col- 
lar and  confesses  that  he  has  no  partic- 
ular type  in  mind  he  is  referred  to  a 
show  case  on  the  counter  and  asked  to 
pick  out  what  he  thinks  will  suit  him. 
At  our  stores  this  is  not  done.  Our 
salesmen  are  instructed  to  go  to  great 
pains  to  help  the  visitor  in  the  selection 
of  a  type  of  collar  that  will  be  most  be- 
coming to  himi.  This  service  is  greatly 
appreciated  and  frequent'y  leads  to  a 
good  customer  being  made  .or  our  other 
departments. 

Selling   Shirts 

"In  our  shirt  departments  we  impress 
upon  our  sales  force  the  fact  that  the 
customer  will  not  appreciate  our  goods 
any  more  than  we  do  ourselves,  and  that 
therefore  each  shirt  must  be  presented 
individually  as  though  it  were  worthy  of 
special  attention  and  detailed  considera 
tion.     This  is  in  decided  contrast  to  the 


method's  employed  by  some  salesmen 
who,  when  the  customer  asks  to  see 
shirts,  take  three  or  four  piles  and  put 
them  in  front  of  the  visitor  as  though 
they  were  so  many  pieces  of  meat.  Our 
salesmen  are  taught  that  the  customer 
must  be  impressed  with  the  fact  that 
every  individual  shirt  in  our  stock  has 
individuality.  Emphasis  must  be  plac- 
ed on  the  color  of  the  garment,  the  per- 
fection of  its  neck-band,  the  workman- 
ship evidenced  in  the  shirt,  or  some 
other  good  selling  point.  And,  incident- 
ally, we  go  to  considerable  trouble  in  the 
matter  of  sleeve  lengths.  Our  salesmen 
try  to  get  as  near  to  the  customer's 
measurements  as  can  possibly  be  man>- 
aged — and  especial  care  is  taken  to  at 
least  see  that  all  the  sleeves  of  shirts 
bought  by  an  individual  are  of  the  same 
length    instead    of   widely    diversified. 

SeL'ing  More   Suspenders 

"We  find,  too,  that  it  is  a  good  thing 
to  keep  a  rack  of  suspenders  near  our 
be  t  counter.  Suspenders  are  not  a 
thing  of  the  past.  The  medical  profes- 
sion has  agreed  that  a  belt  worn  with- 
out pressure  on  the  abdomen  is  benefic- 
ial for  the  back,  and  by  employing  this 
argument  our  salesmen  are  frequent- 
ly successful  in  selling  a  belt  to  the  man 
who  has  just  bought  a  pair  of  suspend- 
ers, while  the  argument  reversed  even 
more  frequently  leads  to  the  sale  of  a 
pair  of  suspenders  to  the  purchaser  of 
the  belt.  In  the  latter  case  our  sales>- 
men  point  out  that  as  a  cure  for  indi- 
gestion an  Investment  in  a  dollar  pair 
(Continued  on  next  page) 


Above  is  the  reproduction  of  a  window  arranged  by  W.  M.   Docker  for   Cecil   Gower   of  Kamloops,  B.   C.   It  will   be 
noticed  that  every  article  hi  the  window  has  a  price  ticket,  a    system    carried    out    in    all    the    window    display    work. 
Windows  are  charged  twice  a  week  and  a  different  design   used  in  window   tickets   with   each,  display. 
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Increasing  Your  Underwear  Sales 

Knowledge  of  Merits  of  Different  Kinds  of  Underwear  Will  Prove 
to  be  Good  Selling  Points — Suggested  Classification  of  Weights 
and  Sizes  to  Cany — The  Three  Classes  of  Purchasers — Making 

More  Out  of  Display 


A  MANUFACTURER  of  men's  un- 
derwear has  issued  some  interest- 
ing data  on  the  relative  merits  of 
different  types  of  fabrics  used  in  the 
making  of  each  range  of  garments  which 
is  helpful  to  the  salesman  who  is  un- 
able to  visit  the  factory  to  obtain  such 
information  first  hand. 

Merits  of  Wool  Garments 

"A  woollen  garment  conserves  the 
.heat  of  the  body  and  keeps  out  the  cold. 
Wool  is  more  absorbent  on  the  body  than 
any  other  fabric.  It  enables  you  to  ad- 
just yourself  to  a  quick  change  of  tem- 
perature and  protects  the  vital  parts  of 
the  body — the  chest  and  back.  Garments 
made  up  with  25  per  cent,  or  50  per 
cent,  wool,  or  quantities  in  between 
these  percentages,  have  found  great 
favor  with  many  groups  of  customers. 
Combinations  of  wool  and  silk,  which 
are  naturally  more  expensive,  have 
found  a  very  wide  sale  among  wealthy 
or  more  particular  customers.  Any 
man  who  is  not  physically  strong,  and 
who  is  subject  to  colds  and  slight  ail- 
ments should  be  told  that  a  woollen  gar- 
ment is  better  for  him  than  a  cotton 
■one.  Dozens  of  sales  can  be  made  by 
using  this  one  argument  alone. 

Silk  Underwear 

"Silk  underwear  has  never  achieved  a 
big  sale  or  wide  popularity  among  men 
wearers,  while  women's  silk  underwear 
is  now  sold  in  tremendous  quantities. 
Possibly  the  national  advertising  done 
by  the  marketers  of  women's  lines  has 
been  responsible  for  this  condition  of 
affairs,  but  an  analysis  of  an  investiga- 
tion made  indicates  that  the  feel  of  the 
silk  on  the  body  and  the  design  of  the 
garment  are  the  points  which  account 
for  its  wide  sale.  These  features  do  not 
appeal  to  men  who  say  that  silk  is*  not 
as  cool  as  a  light  nainsook  garment. 
Many  knit  goods  manufacturers  now 
make  union  suits  and  two  piece  suits 
with  a  certain  percentage  of  silk  com- 
fained  with  cotton  or  wool  and  there  is 
no  question  about  the  luxurious  feel  of 
these  garments  and  their  appearance 
value. 

Cotton  Underwear 

"There  are  hundreds  of  different  ways 
of  spinning  cotton  into  different  types 
and  styles  of  materials,  and  many  sales- 
men state  that  the  wide  popularity  of 
athletic  garments  is  due  to  the  fact  that 
they  have  patented  features  which  are 
incorporated  in  many  different  styles 
of  cut  underwear,  and  also  because 
their  appearance  is  neat.  In  the  past 
ten  years  the  athletic  type  of  suit  has 
become  the  leader  for  summer  wear 
preferably    in    union    style    and    doctors 


are  agreed  that  there  are  many  advan- 
tages in  such  cotton  underwear  for 
spring  and  fall  wear  as  well." 

Three  Classes  of  Buyers 

The  same  manufacturer  points  out 
that  purchasers  of  underwear  should  be 
classified  into  three  divisions,  namely, 
young  men,  middle  aged  men,  and  elder- 
ly men.  According  to  reliable  informa- 
tion it  appears  that  group  one  is  inclin- 
ed to  wear  "cut"  garments  most  of  the 
time  and  except  in  very  cold  climates, 
does  not  buy  much  all  wool  underwear, 
uroup  two,  on  the  contrary,  demands  the 
athletic  style  in  summer  only  and  in 
cold  weather  buys  knitted  garments  of 
either  wool  and  cotton  mixed  or  silk 
and  wool,  depending  upon  his  income. 
Group  three  prefers  knitted  underwear 
the  year  round,  generally  in  full  length 
styles  as  a  necessary  protection  against 
drafts   and  sudden  changes   of  weather. 

Recognizing  the  difficulty  experienced 
by  the  average  retailer  in  buying  the 
correct  quantities  of  each  style  of  suit 
for  his  rtoeds,  the  same  authority  advises 
stocking  lightly  on  sizes  28,  32  and  34 
but  fairly  heavily  in  each  range  from 
36  to  44,  then  decreasing  the  amount 
from  46  to  50.  Furthermore,  the  re- 
tailer is  strongly  urged  to  recommend 
the  habit  of  wearing  a  fresh  suit  every 
day  instead  of  longer  as  is  usually  done, 
for  the  reason  that  underwear  thus 
worn  will  last  much  longer  and  will 
give  greater  physical  comfort.  The  un- 
derwear should  be  laundered  daily  ac- 
cording to  the  directions  herewith  quot- 
ed, which  are  guaranteed  to  ensure  in- 
creased wear  and  no  shrinkage  what- 
ever. 

How  to  Wash  Union  Suits 

Soak  in  fresh,  warm  water  half  an 
hour. 

Dissolve  white  soap  in  the  same  tem- 
perature of  water,  and  squeeze  suds 
through  the  garment  by  hand.  Repeat 
this  operation  until  the  garment  is 
clean. 

Rinse  thoroughly  in  lukewarm  water 
and  run  lightly  through  wringer. 

Stretch  lengthwise  before  drying  and 
iron  while  slightly  damp.  Follow  these 
simple  instructions  and  underwear  will 
not  shrink  or  become  prickly. 

Incidentally,  it  might  be  pointed  out 
that  many  retailers  can  increase  the 
sale  of  underwear  by  emphasizing  this 
point.  It  has  been  found  that  the 
greatest  number  of  men  buy  two  or 
three  suits  at  one  time  when  underwear 
is  under  consideration.  By  pointing  out 
the  advantage  of  the  daily  change,  it 
should  be  possible  to  sell  foui*,  or  even 
half  a  dozen  suits.     Every  store  should 


have  these  directions  printed  on  a  slip 
and  included  in  every  sale  made,  as  it 
has  been  found  that  nearly  50  per  cent. 
ol  customers  complain  of  shrinkage  in 
their  underwear  or  other  minor  faults. 
Every  man  expects  to  get  at  least  two 
seasons'  wear  out  of  such  undergan- 
ments  but  by  means  of  careful  launder- 
ing he  may  (be  assured  of  three  or  more 
seasons,  provided  the  suits  are  changed 
daily. 

Displays  Sell  Underwear 
The  difficulties  of  displaying  under- 
wear with  good  effect  are  fully  appreci- 
ated by  the  makers,  who  have  felt  in 
the  past  that  not  enough  window  space 
has  been  accorded  to  this  line  by  the 
majority  of  men's  stores  in  Canada.  Yet 
it  has  been  proved  that  nearly  all  men 
who  buy  underwear  do  so  because  of  a 
display  which  caught  their  eye  and  re- 
minded them  that  they  needed  such  gar- 
ments. There  is  no  reason  why  a  good 
display  should  not  be  featured  with  the 
advent  of  each  season,  priced  plainly, 
and  announced  by  a  statement  empha-t 
sizing  'the  need  for  the  right  weight  for 
spring,  or  fall,  or  summer  as  the  case 
may  be.  Window!  displays  to  attract 
athletes  or  busy  office  workers  who  de- 
mand the  utmost  in  coolness  in  swelter- 
ing weather  should  be  attractively 
worked  up  with  as  much  attention  to  de- 
tail as  is  afforded  to  the  straw  hat  win- 
dow. Never  forget  to  play  up  the  right 
weight  of  underwear  along  with  new 
styles  of  shirts  or  other  dress  accessor- 
ies shown  at  the  beginning  of  a  season. 
It  is  only  natural  that  the  line  that  is 
not  given  prominence  will  fall  behind 
in  demand,  yet  of  all  stock  carried,  un- 
derwear isi  the  most  intimate  and  the 
most  needed  from  the  standpoint  of  per- 
sonal comfort  and  good  health. 

"POSITIVE  SELLING" 

Continued  from  previous  page 
of   suspenders   may  be   more     effective 
than    a    visit   to    a   high.priced   stomach 
specialist.     It  frequently  works." 

Another  constructive  thought  offered 
by  the  general  manager  of  the  Bennet 
stores  is  anent  the  lack  of  wisdom  in 
"hearing  everything  at  the  door"  when 
a  customer  enters. 

"Hear  half  of  his  or  her  story,  and 
then  steer  the  customer  to  the  spot 
where  the  merchandise  is  sold  before 
giving  the  visitor  a  chance  to  say  any 
more,"  is  this  authority's  advice.  "Our 
own  experience  has  taught  us  that  this 
is  a  policy  which  leads  to  stimulation 
of  sales,  whereas  sales  are  frequently 
lost  by  hearing  everything  at  the  front 
of  the  shop." — From  Retail  Merchandis- 
ing Service.  New  York. 
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More  Aggressive  Merchandising  Through  More 
Efficient  Salesmanship,  Advertising  and  Display 

Suggested  Methods  of  Lessening  the  Burden  of  Overhead  Expense 
— Not  Impossible  for  Small  Store  to  Instruct  in  Salesmanship — 
Advertising  Department  Should  be  Checked  For  Results — Im- 
portance of  Equipment  and  Display 


OVERHEAD  expense,  as  we  have 
said  before,  is  one  of  the  out- 
standing problems  of  the  retailer 
dealer  during  1922.  It  can  either  be 
decreased  in  actual  dollars  and  cents  by 
the  doubtful  method  of  cutting  salaries, 
or  by  the  unwise  method  of  cutting  the 
advertising  appropriation.  These  are 
the  productive  ends  of  the  organization 
and  to  impair  their  efficiency  by  creat- 
ing dissatisfaction  or  by  striking  at  that 
arm  of  the  service  which  creates  con- 
sumer demand,  largely,  might  be  suicid- 
al. 

The  better  way  to  decrease  overhead  is 
by  decreasing  its  percentage  proportion 
by  increasing  the  volume  of  business. 
Manufacturers  today  are  increasing 
production  of  their  output  by  increasing 
the  pi  eduction  of  the  individual.  It  is 
generally  agreed  that  wages  can  be 
maintained  only  on  the  basis  of  securing 
increased  efficiency  from  the  staff ;  and 
this  can  apply  not  only  to  the  manufac- 
turer but  to  the  retailer  as  well.  Not 
only  the  size  of  the  average  sales  check 
must  be  increased  but  the  actual  num- 
ber of  the  sales  checks  must  be  increas- 
ed as  well.  If,  by  the  decline  in  prices, 
the  average  size  of  a  check  has  decreas- 
ed from  $1.60  to  $1.20,  or  25  per  cent, 
and  nothing  is  done  to  prevent  a  contin- 
uance of  this,  the  entire  volume  of  busi- 
ness must  suffer  proportionately.  On 
the  other  hand,  if  the  retailer  can  de- 
vise ways  and  means  of  increasing  his 
individual  sales  checks,  he  can  hold  the 
volume  to  its  normal  level  and  possibly 
make  an  actual  gain. 

Merchandising   Knowledge 

Many  ways  of  doing  this  might  be 
suggested.  Among  them  the  Grand 
Rapids  Show  Case  Company  of  Grand 
Rapids,  Michigan,  suggests  in  a  valuable 
report  a  more  definite  knowledge  by  the 
sales'  staff  of  the  merchandise  sold  over 
the  counter.  The  consumer  at  large 
prefers  to  deal  with  the  salesperson  who1 
knows  his  own  line  just  a  little  bit  bet- 
ter than  the  average  salesperson  knows1 
it.  Knowledge  is  power  and  one  of  the 
first  essentials  of  good  salesmanship  is 
a  thorough  knowledge  of  the  merchan- 
dise handled.  Merchandising  instruction, 
therefore,  is  being  given  a  more  careful 
attention  even  by  the  smaller  stores  to- 
day than  formerly.  Many  of  them  may 
regard  it  as  an  added  expense,  and  in 
one  sense  of  the  word  it  is.  On  the 
other  hand,  if  this  knowledge  opens  the 
road  to  larger  turnover  it  becomes  a 
productive  expense  well  worth  the  un-1 
dertaking.  Even  though  this  department 
may  not  be  justified  as  an  independent 


department,  it  can  be  organized  in  the 
smallest  store  very  successfully  and' 
handled  without  added  expense  by  the 
head  of  the  organization,  if  some 
thought  is   directed  along  this  line. 

Incentive  or  Reward 

Another  great  factor  in  the  product- 
iveness of  salespeople  in  general  is  the 
incentive  or  reward  for  increased  pro- 
duction. This  is  handled  by  various 
stores  in  various  ways.  The  bonus  plan 
is  gaining  ground  very  fast  and  with  the 
great  variety  of  bonus  plans  being  used 
to-day,  the  retailer  should  have  no  dif- 
•  ficulty  in  selecting  one  that  would  read- 
ily adapt  itself  to  his  particular  condi- 
tions. 

Advertising 
The  store's  advertising  and  the  store's 
windows  are  also  among  the  most  im- 
portant factors  in  the  situation  to-day, 
because  they  are  factors  that  arouse  the 
interest  of  the  customer  and  then  bring 
him  into  the  store.  Advertising  should 
not  suffer  at  this  time,  considering  the 
small  percentage  it  bears  to  the  over- 
head. On  the  other  hand,  the  efficiency 
of  the  advertising  should  be  looked  to 
very  carefully  and  should  be  increased  in 
proportion  to  the  other  increases  which 
are  in  contemplation.  The  present  waste 
in  advertising  is  due  largely  to  an  utter 
lack  of  fixed  policy  behind  the  advertis- 
ing, the  lack  of  any  definite  personality 
which  it  might  reflect  for  the  store.  Ad- 
vertising without  personality  or  without 
being  founded  upon  any  specific  funda- 
mental is  likened  to  the  water  which  has 
already  passed  over  the  wheel.  Its  ef- 
fort is  spent  and  nothing  particularly 
constructive  is  left  behind. 

Principles  of  Advertising 

Perhaps  the  greatest  thought  to-day 
in  connection  with  retail  advertising  is 
to  get  down  to  the  principle  of  forget- 
ting the  thought  that  advertising  is  in- 
tended solely  for  the  purpose  of  bring- 
ing a  lot  of  people  into  the  store.  Ad- 
vertising should  be  thought  of  more  par- 
ticularly with  reference  to  its  effect  up- 
on these  people  who  do  come  into  the 
store;  if  this  be  done,  benefits  will  be 
increased  because  something  is  toeing 
built  in  this  manner  which  is  not  being 
built  if  the  advertising  is  shaped  only 
for  the  purpose  of  bringing  people  in- 
to the  store.  There  is  no  reason  why 
the  store  should  not  demand  more  in- 
tensive work  from  its  advertising  de- 
partment. Results  can  be  checked  and 
should  be  analyzed  very  carefully.  The 
advertising  department  should  keep  in 
very  close  touch  with  the  store  staff  to 


lay  before  them  plans  and  receive  from, 
them  suggestions'. 

Display 

The  factor  of  display  is  an  increasing- 
ly important  one  in  merchandising.  In 
stores  where  provision  has  been  made 
for  elaborate  and  artistic  displays,  this 
element  is  responsible  for  great  increas- 
es in  the  average  sales  check  because  of 
the  power  of  suggestion.  The  more 
merchandise  open  to  the  inspection  of 
the  customer,  the  more  opportunities  of 
increasing  the  number  of  sales  checks. 
Attractive  merchandise  in  an  attractive 
setting  becomes  a  well-nigh  irresistible 
combination,  and  it  is  the  part  of  wis- 
dom tOnday  to  have  very  attractive  set- 
tings for  the  merchandise  in  the  store. 
Working  with  the  obsolete  methods  sat- 
isfactory ten  or  fifteen  years  ago,  the 
merchant  cannot  possibly  compete  with 
the  workers  who  have  at  their  disposal 
the  more  modern  devices  for  the  pres- 
entation and  selling  of  merchandise  now 
being  employed  by  efficient  merchandis- 
ing institutions. 

A  limited  showing  of  merchandise  na- 
turally means  a  limited  sales  check.  Yet 
with  the  system  employed  by  so  many 
merchants  it  is  almost  impossible  for 
the  salespeople  to  show  a  variety  of 
merchandise  because  the  facilities  do  not 
lend  themselves  to  the  possibility.  Lost 
motion  in  presenting  merchandise  and 
keeping  stocks  in  order  not  only  limits 
the  volume  which  the  salespeople  are 
producing  but  raises  the  cost  of  selling 
very  materially.  Stores  well  equipped 
are  getting  the  maximum  of  efficiency 
from  the  sales'  staff  and  thus  increase 
not  only  the  size  of  the  sales  check  but 
the  number  of  them  as  well.  In  doing 
this  they  are  increasing  the  total  volume 
of  the  store's  business  very  materially. 


FREDERICTON  MERCHANTS  ELECT 
OFFICERS 

At  the  annual  meeting  of  the  Fred- 
ericton  branch  of  the  R.M.A.,  the  follow- 
ing officers  were  elected  for  the  ensuing 
year: — President,  Wm.  R.  Fraser;  1st 
vice-president,  W.  L.  Jennings;  2nd 
vice-president,  Jas.  Mavor;  secretary, 
R.  W.  Lindsay;  treasurer,  J.  H.  Flem- 
ming.  The  Advisory  Board  is  as  fol- 
lows:—J.  J.  Weddall,  Robt.  McCunn,  C. 
H.  Burt,  A.  Murray,  E.  E.  Cameron,  D. 
E.  Crowe  and  C.  W.  Hall. 

The  annual  report  of  the  secretary, 
C.  W.  Hall,  and  the  report  of  the  retir- 
ing president,  Mr.  Murray,  were  read 
and  adopted.  A  hearty  vote  of  thanks 
was  tendered  the  retiring  officers. 
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Another 


Triumph 


An  Absolutely  Fadeless  Cotton 


This  is  "SOLPRUFE"— the  cotton  goods  dyed  by  the  "Sol- 
prufe"  process  which  insures  colours  that  are  fast  to  sun  and 
wash  tub  and  will  outlast  the  fabric. 

'SOLPRUFE"  Cottons  command  a  ready  sale  on  account 
of  the  charming  shades  and  the  unconditional  guarantee  of 
fadeless  colours. 

"SOLPRUFE"  Cottons  are  suitable  for  Curtains  and  Fur- 
niture Covers,  and  Women's  and  Children's  garments. 

Think  what  it  means  to  have  a  complete  line  of  Cottons  that 
you  can  guarantee  to  be  unaffected  by  sun  or  wash-tub. 

"SOLPRUFE"  is  the  absolute  and  satisfying  answer  to  the 
wide  demand  for  fadeless  colours  in  cottons. 

All  genuine  "Solprufe"  Cottons  bear  these  distinguishing 
marks : 


^>^i/u¥e' '  jjt 


on  the  Selvedge 


on  the  end 
of  the  piece 


^ 


THE 


Bradford  Dyers'  Association,  LP> 


MANCHESTER 

6  OXrORD  ST 
ST  PETERS  5Q. 


BRADFORD 

Dept.  4? 
39    WELL  ST 


LONDON 

128  V  129 
01EAPSIDE.E:C2 


(corr  right) 
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T  h  f>  Vi*lt1t»+£>/yne  tnat  g've  rea'  pleasure  and  complete  satisfaction  in  wear  are 
m  ,i  ^  rccc/cieeria  those  dyed,  by  j  &  j  M  vVorrall,  Ltd.,  the  Premier  .Velveteen 
Overs  of  the  World.  Whatever  the  make — or  the  colour— you  should  always  ask  for  a  guarantee  that 
the   cloths   are   in   Worrall's   Fast-to-Rubbing   Dyes. 

J.  &    J.   M.  WORRALL,  Limited,   MANCHESTER, 

are  not  merchants.  All  inquiries  for  velveteens  in  their  dyes  should  be  sent  through  the  usual  whole- 
sale channels. 
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Crepe  Will  be  in  Favor  With  the  June  Bride; 

Lasting  Vogue  for  Crepe  Creates  Precedent 

Fabrics  Not  All-crepe  Will  Have  Crepe  Back— Artificial  Silk  Has 
Undergone  Remarkable  Change  in  Fourteen  Years — Sports 
Goods  in  White — Looking  Ahead  to  Fall  Silks — Silks  Being  Used 

For  Lingerie 


A  FRENCH  writer  has  recently 
made  the  remark  that  a  miracle 
has  happened  in  the  world  of 
feminine  styles.  This  miracle,  she  says, 
is  the  lasting  vogue  for  crepe.  Two 
seasons  usually  exhaust  most  fabrics 
as  far  as  the  ultra-fashionable  world1  is 
concerned  but  such  has  not  been  the 
case  with  crepe.  All  the  well-known 
crepe  materials  will  be  here  this  sum- 
mer. Even  the  satin  fabrics  will  have 
crepe  backs  because  women  want  the 
soft  clinging  lines  which  only  this  ma- 
terial can  give. 

As  for  the  bride  of  this  June  and  her 
bridesmaids,  there  will  be  so  much 
crepe  selected  that  grandmothers  will 
wonder  what  has  become  of  the  girls 
who  used  to  walk  decorously  up  the  aisle 
in  stately  Duchesse  or  brocaded  satin. 

Even  when  a  fabric  is  not  of  all-crepe, 
it  has  a  crepe  back  this  season.  There 
are  some  very  high  grade  satins  on  the 
market  just  now  which  have  the  added 
feature  of  being  easily  draped  because 
of  their  crepe  backs. 

To  add  to  their  collection  of  names 
for  crepe  cloths,  the  French  fabric  hou- 
ses have  recently  sent  over  here  several 
other  lines  named  as  follows:  Milbourg, 
Beaute,  Ravissante,  Guernesey  and 
Florissante.  Most  of  these  may  be  used 
on  either  the  right  or  the  wrong  side. 

Artificial  Silks  Greatly  Improved 

A  Toronto  importer  who  remembers 
the  first  time  that  artificial  silk  goods 
were  brought  into  Canada,  slightly  over 
fourteen  years  ago,  says  that  these  have 
undergone  a  remarkable  change  during 
that  time.  The  early  silk  would  not 
stand  washing  of  any  kind  and  the  dyes 
were  rarely  fast.  Moreover,  the  colors 
used  were  only  the  primary  ones  as  it 
was  very  difficult  to  obtain  good  shades. 
Nowadays  artificial  silks  are  often 
shown  in  better  colors  than  real  silk 
and  there  is  no  limit  to  the  washing 
they  will  endure.  For  this  reason  he 
believes  the  trade  should  not  be  averse 
to  telling  their  patrons  when  fabrics 
are  made  from  artificial  silk.  People 
should  know  the  truth  about  a  materi- 
al of  which  manufacturers  are  justly 
proud. 

Artificial  silk  and  wool  are  being  com- 
bined more  and  more  especially  for  sum- 
mer wear.  Two  of  the  most  important 
of  these  are:  marquise  satin  and  crepe 
soie  de  laine.  They  should  be  well  fav- 
ored because  they  combine  warmth  and 
a  certain  amount  of  body  not  always  ob- 
tained in  the  all-silk  materials. 

All-White  Sports  Goods  Best 

Several  Toronto  wholesale  houses  de- 
clare  they  are  depending  on  one  color 


rather  than  on  contrasts  for  most  of 
this  Spring  and  Summer's  business  in 
sports  wear.  When  white  materials  are 
asked  for,  a  stripe,  check  or  other  de- 
sign of  white  is  also  wanted.  The 
same  applies  to  colors.  These  patterns 
moreover,  are  mostly  broken.  The 
striped  cantons  which  are  shown  are 
oftenest  of  one  color — usually  white. 
A  recent  shipment  of  crepe  brought  sev. 
eral  pieces  with  a  beautiful  ratine  stripe 
but  this  also  was  of  the  same  color  as 
the  crepe.  There  is  practically  no  mul- 
ticolored material  offered  for  early  sum- 
mer. 

One  buyer  says  that  he  feels  certain 
contrasting  shades  will  return  for  fall 
and  that  the  very  high  tones  will  dis- 
appear. This  is  the  third  time  that 
the  vivid  hues  have  been  accepted  and 
so  great  has  been  their  prestige  this 
spring,  that  he  believes  they  have  reach- 
ed their  peak. 

Two  Other    Favorites 

Baronette  satin  though  not  talked  of 
as  much  as  some  materials,  is  still  in 
very  good  demand.  The  texture  has 
improved  since  last  season  and  retail- 
ers are  placing  large  supplies  of  it  on 
their  shelves. 

The  other  material  which  has  already 
been  greeted  with  delight  by  a  few  of 
the  buyers  who  have  visited  Toronto  is 
a  very  high-class  fabric  which  may  not 
be  used  for  gowns  until  the  fall  because 
of  its  weight.  It  has  a  sports  satin  face 
with  a  duvetyne  back.  The  two  fabrics 
are  of  entirely  different  colors  both  be- 
ing very  vivid.  The  resulting  shade  is 
a  rich  and  brilliant  hue  somewhere  be- 
tween the  two.  Those  who  are  re- 
sponsible for  its  importation  are  featur- 
ing this  material  for  the  better  class  of 
millinery. 

Various  Lingerie  Silks  Shown 

Pongee  will  probably  be  featured 
strongly  for  medium-priced  undersilks. 
In  better  garments  heavy  crepe  de 
chine  and  crepe  back  satin  are  probably 
best.  Georgette  is  not  very  good  ex- 
cept in  novelty  shades.  All  the  wash 
silks  are  selling  in  good  quantities.  As 
to  color,  there  is  a  feeling  that  there 
will  be  a  return  to  white  this  year.  The 
high  shades  are  still  very  good  of 
course  and  black  is  gaining  instead  of 
losing  ground  as  was  expected  earlier  in 
the  season.  Retailers  are  being  pressed 
for  black  materials  for  pajamas  and  for 
bloomers.  The  Princess  slip  trade  still 
keeps  up  in  this  color  and  a  great  many 
Toronto  specialty  shops  are  showing 
step-ins  in  black. 

A  Glimpse  at  Fall  Silks 

The  brocaded  materials   are  promised 


again  but  they  will  be  confined  to 
silver.  In  fact  it  will  be  a  silver  sea- 
son for  gold  metallic  and  gold  brocade 
will  be  seen  very  little.  Metal  velvet 
brocades  with  a  fine  velvet  foundation 
making  them  very  light  are  among  a  re- 
cent French  shipment.  Moire  wHl  be 
strong  again  both  in  millinery  and  dress 
goods. 


FAVOR  CANADA  TRAIN  FOR 
FRANCE 

The  Montreal  Chamber  of  Commerce 
at  a  meeting  held  on  Wednesday  of  last 
week,  adopted  a  resolution  to  be  sent  to 
the  Federal  Government,  strongly  re- 
commending the  organization  of  a  Cana- 
dian Exhibition  trnln  to  travel  through- 
out France,  in  acceptance  of  an  invita- 
tion of  the  French  Government.  As 
Oanada  did  for  France,  the  Republic  of- 
fers Jto^pay  the  cost  of  transportation 
and  warehousing  and  to  furnish  the 
buildings  for  an  exhibition  of  "Made  in 
Canada"  goods  in  Paris  for  the  space  of 
six  months.  This  resolution  came  be- 
fore the  Chamber  of  Commerce  in  the 
form  of  a  report  signed  by  Henry 
Laureys,  Chairman  of  the  Committee 
for  the  Trade  Expansion.  The  Montreal 
Chamber  of  Commerce  invites  the 
Chambers  of  Commerce  and  Boards  of 
Trade  of  other  cities  to  join  in  the  sup- 
port of  the  project. 


CANADA  GOOD  CUSTOMER 

Canada  has  developed  during  the  last 
15  years  to  one  of  the  largest  customers 
of  Swiss  silks.  It  is  interesting  to  fol- 
low the  rise  since  1905  and  to  ascertain 
that  until  1916  the  export  of  Swiss  silks 
to  Canada  has  constantly  risen.  In  1916 
it  attained  370,000  kilos  with  a  value  of 
22  million  francs.  The  years  1917,  1918 
and  1919  brought  a  reaction,  whereas 
the  year  1920  showed  again  an  amount 
of  350,000  kilos  with  a  value  of  more 
than  50  million  francs.  Canada  is  to- 
day the  second  largest  customer  of 
Swiss  silks  and  is  surpassed  only  by 
England,  which  alone  takes  up  more 
than  half  of  the  total  production. 


The  annual  financial  statement  of  the 
Holt,  Renfrew  Co.,  L*d.,  shows  a  profit 
for  the  year  of  $164,063  as  against  $171  - 
592  in  1921  and  $403,592  in  1920.  The 
profit  and  loss  accounts  for  the  last 
three  years  show  that  the  contingency 
reserve  of  $100,000  established  at  the 
end  of  1919-20  is  still  intact  while  -the 
surplus,  apart  altogether  from  this  re- 
serve, stood  at  $197,076  on  January  31st, 
1922. 
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Novelties  Predominate  in  Cotton  Fabrics: 

Striped  and  Checked  Gingham  Very  Popular 

Voiles  and  Ratines  Battle  for  First  Position — Tiny  Check  Ging- 
hams and  Stripes  Gain  in  Favor — Striking  Checks  or  Stripes  in 
Coarse  Weave  Ratines — Brocade  Effect  on  Voile — Tub  Fabrics 

for  Midsummer 


MONTREAL  wholesale  houses  are 
experiencing  one  of  the  best 
seasons  in  cotton  goods  in  sev- 
eral years  this  Spring.  Demand1  for 
many  different  lines  for  mid-summer 
wear  has  reached  a  pitch  characterized 
as  "extremely  satisfactory"  by  various 
buyers.  On  the  whole,  however,  it  is 
an  uncertain  season  in  some  respects,  for 
the  reason  that  the  sudden  and  heavy  de- 
mand for  novelty  goods  makes  ouying 
exceedingly  difficult.  There  is  un- 
doubtedly more  risk  in  seasons  when 
novelty  goods  predominate  because 
buying  is  usually  done  in  smaller  quan- 
tities though  more  frequently.  Hence, 
the  wholesalers  vary  in  opinion  a  good 
deal  as  to  what  is  selling  most  freely, 
one  maintaining  that  voiles  are  the 
spring's  best  offering  while  another  up- 
holds ratines.  Still  another  speaks  of 
ginghams  and  even  organdies  and  so 
any  definite  comparison  of  volume  can 
scarcely  be  arrived  at. 

Gingham  Still  Ahead 
The  only  staple  that  seems  univers- 
ally popular  'this  month  with  all  the 
wholesalers  is  checked  or  striped  ging- 
ham. The  latter  effect,  it  is  said,  is 
growing  stronger  with  every  repeat  or- 
der, and  seems  peculiar  to  the  Canadian 
trade  only.  However,  tiny  checks  are 
still  very  strong  and  in  navy  blue  and 
white  particularly,  it  is  impossible  to 
procure  all  that  retail  buyers  say  they 
can  dispose  of.  The  better  class  trade 
calls  for  tissue  ginghams  or  "Ging- 
hamette,"  which  have  had  and  still  en- 
joy a  heavy  demand. 

Gingham  effects  are  being  called  for 
in  many  different  drapery  fabrics,  and 
it  is  said  that  much  of  the  insistence  up- 
on tiny  checks  is  due  to  the  fact  that 
women  are  using  them  to  make  hand- 
kerchiefs or  to  edge  lingerie  or  trim 
blouses,  besides   using  them  as  facings 


upon    curtains,    for    pillows    and    neck- 
wear. 

In  the  heavier  class  of  tub  fabrics,  the 
leader  is  ratine,  especially  in  the  coarse, 
rough  weaves  with  striking  checks  or 
stripes  in  the  boldest  colors. 

One  leading  wholesale  firm  told  Dry 
Goods  Review  that  their  shelves  were 
now  completely  cleared  of  the  heavy 
shocks  of  colored  ratines  received  last 
month,  and  they  cannot  promise  to  fill 
any  more  orders  until  late  in  the  sum- 
mer, so  great  is  the  demand  from  the 
mills.  Some  new  arrivals  in  this  range 
are  rather  open  in  weave,  exactly  re- 
sembling string,  and  are  unusual  if 
somewhat  striking.  Ratine  has  the  fa- 
culty of  fringing  out  well  and  conse- 
quently these  coarser  weaves  possess 
smart  possibilities  in  this  regard.  An- 
other wholesaler,  however,  spoke  less 
emphatically  of  ratine  but  stressed  the 
unpredecented  call  for  cotton  voiles, 
saying  that  it  was  unexpected  and  un- 
accountable but  was  nevertheless  the 
back-bone  of  business  this  Spring. 
Metal  Print  Voiles 

The  printing  of  voiles  has  become  a 
fine  art  this  year  and  with  the  tendency 
to  depart  entirely  from  the  large  and 
sprawling  floral  pattern,  women  have 
once  again  recognized  the  practical 
value  and  becomingness  of  the  newest 
design.  The  neat,  small  geometrical 
patterns  and  dank  grounds  are  essential- 
ly suitable  for  wearing  by  all  types  of 
women  and  these  varieties,  it  is  claim- 
ed, outsell  the  high  colors  in  voiles.  A 
late  development  however,  is  1h<)  cre- 
ation of  a  brocade  effect  -ipon  a  cot- 
ton voile  ground,  the  pattern  being 
somewhat  more  elaborate  and  printed  in 
several  colors,  then  overlaid  by  a  gold 
or  silver  design,  which  has  all  th-3  drlint 
and  sparkle  associated  with  silk  fabrics. 
This    material   will    prove    exceptional; y 


popular  as  a  blouse  or  overdress  fabric 
for  summer  wear  and  later  on  will  be 
largely  used  to  create  entire  frocks 
for  formal  wear.  Its  inexpensiveness 
renders  it  an  ideal  proposition  for  me- 
dium priced  trade,  the  wholesale  price 
quoted  being  75  cents  a  yard. 

New   Designs    are   Delicate 

In  ordinary  printed  voiles  there  is  a 
new  design  offered  which  exactly  re- 
produces chain  stitching  in  various  pat- 
terns, both  scroll  like  and  scattered  and 
also  developed  in  small  "object"  motifs. 

The  delicate  tracery  work  is  usually 
done  in  a  dark  contrast  upon  a  light 
ground  and  as  many  as  a  dozen  different 
colors  are  offered.  On  the  whole,  it  is 
said  that  three  times  the  amount  of 
voiles  are  being  sold  this  Spring  as 
were  disposed  of  last  year,  and  the  im- 
provement in  design  and  greater  varie- 
ty in  color  is  held  responsible  for  this 
satisfactory  condition. 

Sheer  Tub  Fabrics  for  Mid-Summer 

The  call  for  all  white  goods  has  not 
registered  an  appearance  as  yet,  but 
wholesalers  expect  that  it  will  come  up 
to  the  demand  of  other  years.  In  this 
connection  however,  it  should  be  noted 
that  white  skirtings  are  quiet  this  sea- 
son, even  the  staple  gabardines  being 
slow  in  demand.  White  organdy  is  said 
to  be  the  leader  for  graduation  frocks, 
while  dotted  Swiss  is  quieter.  Em- 
broidered organdie  in  dot  effect  stands 
first  in  favour  this  month. 

Apart  from  white,  the  pastel  shades 
are  by  far  the  best  in  organdy  which  is 
being  sold  for  trimming  purposes  in 
enormous  quantities  already.  Sea-foam 
green  leads,  with  maize  and  coral  next 
in  favour.  Yellow  is  considered  to  be 
the  coming  favorite,  and  all  shades 
which  approximate  Periwinkle  blue  are 
wanted,  although  the  exact  shade  can- 
not be  had  in  organdie  as  yet. 


Here  are  three  of  the  range  of  homespuns  in  tweed  patterns,  which  the  Mitchell  Woollen  Co.,  of  Mitchell,  Ont., 

are   offering  for   late  spring  and   early  summer  business. 
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Sports  Materials  for  Trousseaux 

Belief  That  Vogue  For  Sport  Costumes  Will  Prevail  in  the  Bride's 
Going-away — Homespun    Tweeds    Very    Strong    at    Present — 
Knickerbocker    Flakes    in     Evidence — English     Manufacturers 
Showing  Contrasting  Stripes  and  Checks 
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'  HAT  will  be  the  best  materi- 
als to  feature  in  going-away 
suits  for  the  spring  and  sum- 
mer brides  this  year?"  This  is  the  ques- 
tion that  Dry  Goods  Review  asked  the 
dress  goods  manager  of  one  of  the  old- 
est fabric  houses  in  Toronto.  "I  believe 
the  trousseaux  will  follow  the  general 
vogue  for  sports  materials  very  close- 
ly. With  all  women  interested  in  these 
lines,  brides,  who  usually  select  novel- 
ty things  at  any  time,  will  be  certain  to 
favor  suitings  and  skirtings  of  sports 
materials.  At  present  90  per  cent,  of 
our  total  business  is  in  this  class  of 
goods  and  there  is  every  reason  to  think 
that  this  demand  will  increase  rather 
than  decrease  as  the  warmer  weather 
comes." 

Homespun  Tweeds 

Of  all  the  woollen  materials  which 
the  trade  are  handling  for  suitings,  the 
homespun  tweeds  are  probably  the 
strongest.  Some  wholesale  houses  call 
these  sport  homespuns  to  distinguish 
them  from  the  plain  homespuns.  The 
name  homespun  tweeds  seems  however 
most  appropriate,  since  the  color  com- 
bination suggest  the  tweeds  very  easily. 
These  are  usually  two-toned,  one  color 
being  much  more  prominent  than  the 
other  much  as  in  the  heather  mixtures. 
Those  of  the  trade  who  have  seen  these 
are  very  enthusiastic  and  this  enthus- 
iasm is  not  local  but  felt  in  every  part 
of  Canada  from  Vancouver  to  Halifax, 
with  the  exception  perhaps  of  parts  of 
Quebec  which  have  not  been  heard  from 
to   any  extent. 

One  firm  has  given  its  own  names  to 
this  material,  believing  that  the  regu- 
lar shade  card  names  are  more  suited  to 
plain  colors  than  to  these  mixtures.  The 
special  names  are  given  herewith  to- 
gether with  the  color  which  predomin- 
ates in  each  case: 

Briar,  mauve;  clover,  rose;  lark,  tan; 
apple,  greenish-blue;  dawn,  blue; 
bramble,  brown;  jay,  blue;  magpie, 
blue;  mulberry,  henna  and  purple;  mea- 
dow, green;  robin,  henna;  plum,  blue; 
thrush,  brown. 

Other  Spring  Fabrics 

Besides  this  material  there  is  a  great 
variety  of  checks  and  stripes,  plaids  and 
herringbones  on  the  market  as  well. 
There  is  a  feeling  that  the  demand  in 
this  country  at  any  rate  will  not  be  so 
much  for  contrasting  stripes  and  checks 
as  formerly  but  for  one-color  materi- 
als. Thus  the  stripe  or  the  check  will 
be  the  same  color  as  the  ground. 

The  knickenbocker  flakes  are  being 
featured  by  one  or  two  wholesale  houses 
in  Toronto  in  novelty  homespuns,  and 
Oxford  grey,  light  silver  mixtures  and 
rough  Scotch  weaves  are  also  very  pro- 
nounced. 


There  is  no  reason  to  expect  that  the 
plain  homespuns  are  losing  ground. 
They  are  very  good  especially  in  the 
light  pastel  shades  in  a  few  vivid  tones, 
in  henna,  and  in  tan.  Tweeds  too  are 
getting  a  ready  market.  One  buyer  be- 
lieves that  the  demand  for  homespuns 
did  much  to  help  tweeds  in  this  country. 
From  plain  homespuns  to  tweeds  was 
only  a  step  for  our  women  who  did  not 
fancy  the  big  change  last  season  from 
tricotines  and  poiret  twills  to  tweeds, 
such  as  took  place  in  the  United  States. 

Skirtings  a  Puzzle 

While  English  manufacturers  are  still 
making  and  selling  a  great  many  ma- 
terials with  contrasting  stripes  and 
even  more  with  contrasting  checks  for 
skirtings,  wholesale  houses  in  this 
country  are  in  a  quandary  about  them. 
They  say  that  for  the  moment  tweeds 
and  homespuns  have  monopolized  the 
attention  of  the  trade.  When  checks 
are  asked  for,  they  are  not  of  the  usual 
staple  patterns  but  in  natural  effects 
and   sometimes  broken  with  stripes. 

Tricotines  are  still  the  very  best  for 
the  better  class  of  suits  and  poiret  twills 
are  coming  back  into  their  own.  By 
the  time  the  trade  are  ready  to  listen 
to  fall  news,  manufacturers  say  that 
these  two  materials  will  receive  more 
favor  than  any  of  the  others. 

Cotton   Demands   are  for   Ratine 

Just  at  present,  ratines  are  the  out- 
standing feature  of  the  cotton  season 
and  many  think  that  they  will  continue 
into  the  summer.  While  the  organdy 
business  does  not  compare  with  last 
year  so  far,  when  it  is  taken  into  con- 
sideration that  several  other  materials 
of  practically  the  same  texture  have 
been  added  to  this  year's  style  demand, 
the  trade  have  no  reason  to  feel  dis- 
couraged. Dotted  Swiss  for  example 
and  printed  batiste  are  both  selling  well. 
The  plain  organdies,  particularly  in  the 
high  colors  are  going  to  the  millinery 
houses  while  for  sale  over  the  counter 
for  dresses,  printed  and  embroidered  as 
well  as  dotted  organdy  are  favored. 

Printed  voiles  are  receiving  a  great 
deal  of  notice  and  fancy  boredered  hand- 


John  Catto,  the  Yonge  St.  dry 
goods  man,  celebrated  his  eighty- 
ninth  birthday  on  April  12.  Mr. 
Catto  is  one  of  the  few  business 
men  in  this  country  to-day,  who, 
on  the  threshold  of  ninety,  is  a  fit 
and  active  man  of  affairs.  He 
came  to  Canada  from  Aberdeen- 
shire, Scotland,  about  1854  and  has 
ever  since  conducted  his  own  es- 
tablishment in  Toronto. 


kerchief  cloths  are  promised.  Linen 
cloths  are  being  featured  in  the  United 
States  for  dress  goods  and  present  indi- 
cations are  that  they  will  go  well  here 
in  about  six  weeks  time. 

Chambray  and  checked  nainsook  of 
the  finest  type  are  two  other  materials 
which  wholesale  houses  are  feeling  op- 
timistic about.  The  latter  is  sold  es- 
pecially for  lingerie  in  colors  even 
more  than  in  white.  Mercerized  batiste 
is  selling  and  plain  and  fancy  bloomer 
cloth  is  very  good  but  long  cloths  are 
losing  ground.  Pajama  cloth  in  both 
small  and  large  checks  is  in  demand. 


MAKES   PERSONAL    SELECTION 
FOR  CUSTOMERS 

F.  K.  Hardy  of  the  F.  K.  Hardy  Co. 
of  Toronto  has  recently  returned  from 
a  trip  to  the  Motherland.  Mr.  Hardy 
is  the  head  of  the  tailoring  firm  of  the 
above  name  and  his  object  in  going  to 
England  was  to  select,  first-hand,  ma- 
terials for  his  customers.  He  believes 
the  the  best  service  can  be  given  his 
clientele,  so  far  as  materials  are  con- 
cerned, by  going  in  person  to  the  great 
woollen  markets  of  the  world  to  make 
a  personal  selection. 

In  conversation  with  Men's  Wear  Re- 
view, Mr.  Hardy  stated  that  he  believed 
most  of  the  distress  merchandise  in 
piece  goods  had  disappeared.  Manufac- 
turers he  said,  were  eager  for  business 
but  they  had  nothing  in  their  ware- 
houses and  could  not  give  immediate 
deliveries.  He  believes  that  manufac- 
turers will  not  again  make  up  great 
quantities  for  their  warehouses,  on  ac- 
count of  the  great  losses  they  have  had 
to  take  during  the  last  eighteen  months 
because  of  the  great  quantities  of  dis- 
tress merchandise.  In  future,  he  thinks, 
they  will  only  make  up  according  to  or- 
ders placed. 


WASHING  HINTS 

All  silk,  artificial  silk,  or  woollen  ma- 
terial, should  be  washed  in  tepid  water 
with  castile  soap. 

Silk  should  be  rinsed  in  clear  water 
to  which  has  been  added  a  tablespoonful 
of  wood  alcohol  to  a  quart  of  water. 

Flannel  material  should  be  rinsed  out 
in  fresh  suds,  leaving  a  certain  amount 
of  sorp  in  the  cloth. 

Silks  or  woollen  cloths  should  not  be 
allowed  to  become  perfectly  dry  before 
ironing,  but  should  be  ironed  when 
damp. 


The  G.  W.  Robinson  Co.,  Ltd.,  Ham- 
ilton, Ont.  held  an  important  semi-an- 
nual Manufacturers'  Sale  during  March, 
featuring  particularly  Made-in-Canada 
merchandise. 
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Decrease  Acreage  Devoted  to  Flax 

Raw  Material  for  Linen  Products  Shows  Alarming  Decrease  in 

Nearly  Every  Flax-Growing  Country — Little  Hope  That  Russia 

Will  Export  for  Years — Decreased  Acreage  in  Baltic  Provinces, 

France,  Belgium,  Russia  and  Canada — The  Outlook 


MENTION  has  very  frequently 
been  made  in  Dry  Goods  Review 
of  the  fact  that,  except  for  such 
merchandise  as  was  thrown  on  the  mar- 
ket by  interests  forced  to  dispose  of  it 
through  one  cause  and  another,  all  in- 
dications pointed  to  increasing  prices  of 
linen  products.  W.  H.  Steley  of  Toronto 
who  has  just  returned  from  an  extend- 
ed trip  to  the  United  Kingdom  and 
European  countries,  in  discussing  this 
phase  of  the  question  with  us  recently, 
stated  that  this  distress  merchandise 
was,  for  the  most  part,  now  cleaned  up 
and  that  manufacturers  were  back  to  a 
basis  where  they  would  make  up  only  at 
a  profit.  That,  of  itself,  seems  suffic- 
ient reason  for  assuming  that  prices,  at 
least,  would  remain  at  present  levels. 
But  behind  this  is  another  question,  still 
unsolved,  which  seems  to  bear  out  what 
has  been  said  with  regard  to  higher 
prices  for  all  linen  produc  s.  This  ques- 
tion is  the  question  of  the  raw  material, 
the  flax.  Russia,  formerly  the  great 
producer  of  flax,  has  been  unreliable  for 
some  years  and  the  outlook  is  not  yet 
bright.  The  production  in  Ireland  has 
decreased  during  the  last  year  or  two 
because  the  guarantee  of  the  British 
government  for  a  fixed  price  was  with- 
drawn and  farmers  have,  apparently, 
not  found  it  profitable  to  grow  the  flax 
under  other  conditions. 

Improved  Buying  But — 

In  a  very  interesting  and  instructive 
review  of  the  linen  situation  during  1921 
with  an  introspective  view  of  1922,  the 
Belfast  News-Letter  furnishes  some  food 
for  thought  for  every  retailer  of  linen 
goods.  This  review  refers  to  the  first 
three  months  of  1921  when  there  were 
radical  drops  in  yarn  prices  in  the  Bel- 
fast market,  resulting  in  little  buying 
either  for  immediate  or  from  New  York. 
Rapid  changes  in  prices  did  not  lead 
to  confidence.  This  unhappy  condition 
of  the  linen  trade  did  not  Improve  during 
the  next  three  months  when  there  was  a 
coal  strike,  compelling  many  of  the  mills 
to  close  down.  During  this  time,  how- 
ever, conditions  began  to  improve  in 
other  respects  and  early  fall  saw  a  re- 
sumption of  demand,  with  depleted 
stocks  in  nearly  every  market.  Looms 
were  restarted  and,  by  the  end  of  the 
year,  definite  improvement  was  mani- 
fest. The  review  then  goes  on  to  sta^e, 
"the  steady  revival  in  trade  during  the 
past  three  months  gives  hope  for  1922 
but  it  must  be  pointed  out  that  a  re- 
sumption of  demand  for  linen  goods  on 
a  large  scale  will  reveal  the  seriousness 
of  the  flax  position.  In  every  other  tex- 
tile industry  with  the  exception  of  the 
linen  trade  there  are  ample  supplies  of 


raw  material.  At  any  rate,  sufficient 
supplies  are  in  sight  to  ensure  the  cov- 
ering of  a  normal  demand  for  goods 
without  fear  of  inflating  the  cost  of  the 
raw  material.  These  conditions  do  not 
obtain  in  the  linen  industry  and  that 
fact  must  be  borne  in  mind  by  all  con- 
nected with  the  trade  when  reviewing 
the  outlook  for  1922."  It  is  pointed  ou; 
that  the  export  of  all  piece  goods  dur- 
ing 1920  amounted  to  93  million  square 
yards,  whereas  this  fell  in  1921  (first 
eleven  months)  to  34,539.600  square 
yards. 

Flax    Outlook 

This  review  deals  with  the  foremost 
flax  producing  countries  in  trying  to  ar- 
rive at  some  conclusion  with  regard  to 
the  outlook. 

The  acreage  under  seed  in  Ireland  in 
1921  was  40,000  as  compared  with  127,- 
198  in  1920  and  95,610  in  1919.  The 
yield  was  less,  also,  for  taking  the  1921 
crop  to  at  least  equal  that  of  1919  as 
regards  yield,  there  is  an  estimated  pro- 
duction of  6,000  tons  against  16,652  in 
1920  and  10,270  in  1919.  The  prospects 
for  1922,  says  the  review,  are  doubtful. 
Much  depends  on  the  action  taken  with 
regard  to  the  Linen  Industry  Research 
Association's  pedigree  flax  seed.  It  is 
understood  that  about  five  tons  of  this 
seed  are  available  which  it  is  hoped  to 
keep  under  control  for  a  few  years  until 
it  is  definitely  es  ablished.  The  reports 
on  the  seed  state  that^the  yield  is  about 
80  per  cent,  better  than  the  yield  from 
ordinary  commercial  seeds  and  the  qual- 
ity is  estimated  at  about  two  grades  bet- 
ter Jhan  the  ordinary  Dutch  and  Can- 
adian seed.  If  these  two  factors  are 
realized,  it  means  that  the  return  from 
such  a  seed  would  be  double  that  obtain- 
ed under  the  old  conditions.  The  effect 
of  the  establishment  of  such  seed  upon 
Irish  flax  growing  is  too  obvious  for 
comment,  but  some  years  must  neces- 
sarilv  elapse  before  the  great  benefits 
wh;ch  are  expected  to  acrue  from  Ahe 
Reseai-ch  Association's  work  can  be  fully 
realized  by  the  extensive  sowing  of  the 
new  seed  and  the  increase  of  the  acreage 
devoted  to  flax  cultivation  in  Ireland. 
Russia 

Russia,  the  great  flax  (producing 
country,  does  not  afford  much  encour- 
agement to  linen  interests.  In  1913,  the 
acreage  was  four  million  acres  with  a 
harvest  of  800,000  tons.  The  war  and 
the  Soviet  government  combined  to  wipe 
out  a  large  part  of  this  work.  Peasants, 
under  a  state  monopoly  sysiem,  were 
forced  to  sell  to  the  government  at  a 
fixed  price  which  did  not  cover  the  cost 
of  production.  Wh'le  a  reliable  figure 
is  imposible,   it  is  sta  ed  that  the  acre- 


age has  decreased  to  800,000  in  1920 
with  a  crop  barely  sufficient  for  the 
home  industries.  So  confused  are  re- 
ports that  it  is  almost  impossible  to  get 
much  that  is  definite  with  regard  to  the 
exportable  quantities  at  the  end  of  1921, 
but  the  nearest  that  careful  investiga- 
tion can  come  to  anything  definite  is 
108,500  tons.,  figures  which  do  not  lead 
one  to  believe  that  Russia  will  be  any 
mainstay  as  regards  flax  supply  for 
some  years  to  come. 

Other  Countries 

The  report,  in  dealing  with  other 
countries,  shows  a  decreasing  acreage 
and  yield  in  most  of  them.  The  Baltic 
provinces  will  yield  about  the  same,  25,- 
000  tons.  In  Belgium,  the  acreage  de- 
creased from  125,000  in  1920  to  37,000 
in  1921,  In  France  it  was  cut  down  to 
two-thirds  of  1920  and  the  quality  was 
poorer.  Canada's  is  cut  down  to  about 
one  fourth  of  1920.  Germany,  alone, 
shows  some  slight  increase  in  the  yield 
of  1920  over  the  previous  year. 
The    Outlook 

In  conclusion,  (this  review  says,  "In 
our  last  review  we  wrote  that  so  far  as 
flax  suplies  are  concerned  it  looks  as 
though  there  will  not  be  sufficient  avail- 
able to  keep  the  spinning  mills  running 
more  than  three  days  per  week  for  the 
years  1921,  1922  and  1923.  This  state- 
ment might  have  been  considered  alarm- 
ist in  character  but,  so  far  as  1921  is 
concerned  it  has  been  borne  out,  though 
mainly  due  to  bad  trade.  With  the 
prospects  of  still  reduced  acreage,  the 
position  becomes  worse.  As  a  matter 
of  fact,  flax  is  the  only  textile  raw  mat- 
erial that  can  be  positively  stated  to 
be  short,  and  if  any  revival  in  demand 
comes  during  1922  we  shall  know  it.  The 
amount  of  flax  exported  from  Russia  in 
1921  bears  out  our  contention  that  the 
supposed  vast  quantities  are  mythical. 
The  question  for  the  linen  trade  is: — 
Where  must  flax  be  obtained  in  view  of 
the  verv  doubtful  recovery  in  Soviet 
Russia?" 


The  Orillia  Worsted  Co.,  Ltd.,  Orillia, 
Ont.  has  enlarged  its  premises,  making 
way  for  the  employment  of  50  additional 
workers. 


Col.  Robert  McEwen.  of  London, 
Ont.,  again  heads  the  Canadian  Co- 
operative Wool  Growers,  Ltd.,  in  the 
capacity  of  president. 


It  is  reported  that  the  Hudson's  Bay 
Co.,  Vancouver,  B.C.  is  contemplating 
the  opening  of  a  big  fur-clearing  depot 
at  Wrangel  Island  shortly. 
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To  Deck 


The  Bride 


For  the  Season  of  Trousseaux  and  Wedding  Bells  we  have  garnered  a  harvest  of  beautiful  fabrics 
that  will  lend  to  your  display  a  suggestion  of  orange  blossoms  and  bridal  raiment.  Come  and 
see  them. 

Canton  Crepe,  Crepes  G'orgette,  Crepes  de  Chine,  Satins, 

Ninons,  Chiffons,  Silk  Dress  Nets  and  Georgette  Novelties. 

On   Yellow  Boards  Only — Capture    the 

Choicest   by   Ordering   Now. 

Les  Successeurs  de 

ALBERT  GODDE,  BEDIN  &  CIE 

PARIS        TARARE        LYONS        LONDON      NEW  YORK 

Empire  Building:  64'Wellington  St.  W.,    -     TORONTO 

Telephone:  Adelaide  3062  E.  DESNOUX,  Rep. 

Ealtern  Canada  Agent:     G.  B.  WYNNESS.  -  1 13  Metcalfe.  MONTREAL 

Western  Canada  Agent:     EDWIN  J    KIRKBRIGHT.  205  Bower  Building. 
VANCOUVER.  B.  C. 


CfjattUon,    jHoulp, 

Silk  Manufacturers 

at:  LYONS,  TARARE,  VEYRINS,  CORBELINS, 
(France) 


PARIS 

II 

LONDON 

II 

NEW  YORK 


CREPES 
MUSLINS 

SATINS 

DAMASKS 

BROCADES 

FANCIES 

All  the  Newest  Creations 


A  Word  of  Caution 


LYONS 

II 
NICE 

II 

MILAN 


M.  AUBIN 

Canadian  Representative 

275  Craig  St.  West,  MONTREAL 


Make  sure  your  cloth  is  pro- 
perly shrunk  by  a  Guaranteed 
Process.  No  matter  the  stan- 
dard of  tailoring  —  ultra 
smart  or  ordinary — with  ill 
shrunken  material  it  results 
in  waste  of  time,  labour  and 
■money. 

The  best  guarantee  of  ex- 
cellence is  obtained  when  the 
cloth  is  stamped  with  the 
name 

JENNENS,  WELCH  &  CO.  LTD. 
London         Huddersfield         Bradford 

Insist  on  Jennens,  Welch 
Shrinking 

The  world's  leading  firm  of  cloth 
workers,  shrinkers,  etc.,  are  also 
•he  proprietors  of  the  well  known 
JEMNWEL  Waterproof  Rubber- 
less  Finish,  applied  to  Tweeds, 
Serges.  Coverts.  Fancy  Worsteds, 
Costume    Cloths.    Etc. 


JENNENS,  WELCH  &  CO.  LTD., 
Springwood  Works :         Huddersfield 
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Always  the  Best  in  the  Market. 


Montreal  —  Toronto  —  W 


•     • 


mnipeg 


Salesmen  Constantly  Out  to  Serve  You 


NOVELTIES 


DRESS 
FABRICS 
LIMITED 
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a 


A  little  better  than  the  best" 


PAMICO 

CLOTH 

Several  years'  continuous  test  of  PAMICO  CLOTH  (in  weave 
similar  to  the  well-known  panamas)  absolutely  proves  that  it  is 
unsurpassed,  if  equalled,  by  any  of  the  somewhat  similar  cloths  on  the 
market,  for  strength  of  construction,  uniformity  of  weave,  beauty  of 
colorings  and  nicety  of  put-up. 

We  recommend  PAMICO  CLOTH  without  the  slightest  hesitation 
to  every  buyer  who  is  seeking  the  largest  values. 

Many  of  the  leading  jobbers  can  now  supply  PAMICO  CLOTH 
at  very  attractive  prices  in  standard  colors  and  Sport  Shades,  such  as 
Pink,  Sky,  Canary,  Topaz,  Ecru,  Tan,  Turquoise,  Lavender,  Burnt 
Orange,  Coral,  Raspberry,  Rose,  Reseda,  Jade,  Jockey  Red,  Cardinal, 
Copenhagen,  Cadet,  Silver  Grey,  Golden  Brown,  Emerald,  Navy,  Mid- 
night Blue,  and  Black  and  White. 

If  not  found,  do  not  accept  substitutes,  but  write  or  wire  us  and  we 
will  see  that  your  order  is  promptly  filled. 

If  you  have  not  received  swatch  book  showing  all  these  colorings,  we 
will  be  glad  to  mail  one  on  request. 

PAMICO  CLOTH  is  Woven,  Dyed  and  Finished  by  the 

PACIFIC  MILLS 


The  Largest  Manufacturers  in  the  World 
of  Printed,  Dyed,  Bleached  Cotton  Goods, 
Cotton   Warp,  and   All-Wool   Dress    Goods. 

LAWRENCE,   MASS. 

DOVER, N.H.COLUMBIA,  S.C. 


LAWRENCE  &  CO. 

Selling- Agents 
89  Franklin  Street,  Boston,  Mass.  24  Thomas  Street,  New  York 

Branch  Houses 
Philadelphia      Chicago      St.  Louis       San   Francisco         London,     England 
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There  is  Profit  for  You 
in  Our  Name 

Are  you  trading  on  our  name?  Our 
reputation  to-day  is  more  solid  than 
ever.     Are  you  making  profit  from 
the  fact?     It  is  up  to  you. 
The  name 

on  the  selvedge  of  Nainsooks,  Long- 
cloths,  Cambrics,  Madapolams,  Flan- 
nelettes, &c,  ensures  quick  sales  and 
equitable  profits. 

John  E.  Ritchie 

Canadian  Agent 

591,  St.  Catherine  St.,  West,  Montreal 

Branches  in  Toronto  and  Vancouver 

United  States  Agents: 

Wright  &  Graham  Co.,  110  Franklin  St., 

New  York  City 

Made  by 

Horrockses,  Crewdson  &  Co.,  Limited 

Cotton  Spinners  and  Manufacturers, 

Manchester,  Eng. 


Robert  Morton  &  Sons 

MUSLIN  MANUFACTURERS 
34  Albion  Street,  Glasgow 


-  SPECIALTIES  - 

Buckrams  -  Sparteries  -  Marlys 

MILLINERY  MUSLINS  IN  BLACK, 

WHITE  AND  COLORS 

Also 

PALE  BOOKS,  NAINSOOKS. 
LAWNS,  INDIAN  LINENS, 
PERSIAN  LAWNS,  CHECK 
CRINOLINES,  MADRAS  AND 
HARNESS      MUSLINS,       ETC. 


Cables:  Morton,  Glasgow 


Code:  Marconi 


BUTTERFIELD  QUALITY 
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T 
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Sell 

and     m 

Repent 

Copyright 
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T       The  Trade  Mark 

r 

I   Butterfield  Quality 

■       for 
M 

Staple  and  Fancy 

Cotton  Goods 

Linings 

Sateens,  Poplins,  Galateas 

Wash  Goods 

Normandy  Fabrics 

Pyramid  Draperies 

Heatherbloom 

Lingette 

"A  Fairy  Achievement  in  Modern  Weaving." 

Also  equipped  to  quote  on  special  inquiries 
for  any  dyed  or  printed  Cotton  Goods.  Prices 
consistent  with  values  offered — quality  never 
sacrificed  to  competition. 

Fred  Butterfield  &  Co.,  Inc. 

361-363  Broadway 

Corner  Franklin  Street 


T 


Established  Since  1838 
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Red  Dominates  Paris  Millinery 

Dry  Goods  Review  Correspondent  Says  She  Has  Not  Seen  Such  a 
Craze  for  Many  Years — Shapes  are  Very  Diversified — Feathers 
Preferred  for  Trimmings — Parisians  Prefer  Shoes  to  Boots  — 

Boots  More  Pointed 

Written  specially  for  Dry  Goods  Review  by  our  Paris  Correspondent 


DEAR  Sir  — 
This  letter,  as  announced  previous- 
ly, will  be  devoted  to  Millinery  and 
Footwear  for  Summer. 

I  cannot  remember  having  seen  such 
a  craze  for  red  in  millinery  as  this 
Spring.  Everybody  has,  if  not  an  en- 
tirely red  hat,  at  least  one  trimmed  with 
a  red  feather  motif,  some  red  flowers, 
or  a  bunch  of  red  currants.  One  is 
dazzled  with  that  shade,  and  it  is  like- 
ly it  won't  last  very  long,  as  women  get 
soon  tired  of  what  becomes  common.  In 
fact,  some  milliners  already  start  other 
shades,  amongst  which  saxe  and  fuchsia 
seem  to  prevail. 

Many  Shapes 

As  it  is  usual  for  early  Spring,  the 
shapes  are  most  diversified:  feather 
toques,  made  of  down  and  trimmed  with 
wings  of  the  same  shade  or  different,  or 
all  kinds  of  fancy  feather  motifs,  are 
seen. 

Satin  hats  are  in  full  vogue:  they 
cover  medium  size  shapes,  sometimes 
with  drooping  brims,  but  more  often 
with  turned  up  brims  of  irregular 
shapes:  marquis  style  is  favoured,  but 
it  is  much  bigger  than  the  real  one,  and 
in  various  instances,  there  are  4  corners 
irregularly  displayed.  We  use  in  mil- 
linery at  present  a  new  kind  of  satin, 
called  "satin  cioque,"  which  is  kind  of 
zenana,  in  all  colors,  to  make  pretty  hats 
whose  crown  is  supple,  and  draped. 
These  need  no  trimmings  but  fancy 
hatpins,  which  are  most  fashionable 
just  now:  most  of  them  have  tiny  pins, 
and  huge  flat  heads,  plain  or  cut  in  every 
fashion.  These  are  sometimes  made  of 
worked  steel,  or  galalibh,  in  red,  green, 
blue.     They   are   very   effective. 

Large  Dressy  Hats 

Crepe  Georgette,  crepe  de  chine,  dull, 
also  come  in  fairly  extensively  in  mil- 
linery for  dressy  hats,  which  are  then 
rather  big,  with  brims  drooping  either 
all  round,  or  only  on  one  side,  the  other 
side  being  turned  up  and  slit  on  the  side 
to  allow  a  feather  sprig  to  pop  out. 
Here,  all  hats  meant  for  weddings  or 
very  fashionable  meetings  are  always 
trimmed  with  valuable  feathers:  bird 
of  paradise,  crosse,  "aigrette."  The 
style  of  the  hat  may  change,  but  the 
trimming,  although  diversified  as  to  the 
motifs,  is  always  made  of  these  valu- 
able feathers. 

Hats   Match   Suit 

It  is  customary  this  season  to  have  a 

hat  matching  the  tailor  suit  as  follows: 

supposing  the  said  costume  is  black  with 

saxe  embroidery,  that  hat  will  be  devis- 


ed in  crepe  Georgette,  for  instance, 
black  on  the  top  and  blue  under  the 
brim,  and  the  trimming  will  be  say  two 
wings  in  black  and  blue,  or  a  big  flower 
all  blue. 

Crinol,  tagal  straw  are  also  very 
much  in  demand.  Net  hats  will  also 
be  seen,  later  on  in  the  season,  and  the 
shapes  will  gradually  change  to  be- 
come the  regular  capeline,  that  is  big 
drooping  brims,  with  ribbon  bridles,  and 
flowers,  just  "what  is  suitable  for  Sum- 
mer wear.  Besides  net  and  lace  which 
every  year  are  worn  at  the  time  of  races, 
that  is  in  June  and  July,  we  shall  see 
plenty  of  Italian  straw,  and  also  em- 
broidery. The  two  latter  will  certainly 
suit  our  young  ladies  and  little  girls, 
but  they  are  quite  pretty  for  women, 
with  white  dresses. 

Feather  Trimmings 

The  trimmings  mostly  favoured  now 
are,  as  I  said  before,  feathers,  for  very 
dressy  purposes,  unless  they  are  cock 
feathers  which  come  in  for  more  ordin- 
ary millinery.  Flowers  and  fruit  very 
showy,  are  extensively  seen:  bunches  of 
grapes,  currants,  partake  of  the  present 
favour  for  red  trimmings,  together  with 
big  poppies,  geranium  flowers,  etc. 
However,  it  is  to  be  supposed  that,  as 
we  go  along,  these  gaudy  red  or  blue 
crazes  will  gradually  subdue,  and  we 
shall  come  to  softer  colors,  and  I  should 
not  be  surprised  to  see  quite  a  lot  of 
mauve,  and  fuchsia  (which  by  the  way 
is  nothing  but  a  mixture  of  red  and 
blue),  and  which  was  already  started 
last  season  for  evening  gowns.  Then 
we  shall  see  nicer  flowers,  fuchsia,  be- 
ing favoured  on  account  of  its  light- 
ness, and  probably  roses  too,  especially 
for  children,  who  always  look  pretty 
under  a  capeline  hat  with  a  garland  of 
tiny  moss  roses. 

For  them,  we  always  use  ribbons, 
which  are  so  graceful  to  see  flying  be- 
hind the  ever-running  child.  The  shape 
mostly  adopted  for  them  is  the  old 
fashioned  bonnet,  with  a  large  brim 
framing  the  face.  These  are  dainty, 
but  not  very  practical,  I  think,  in  these 
days  of  sports. 

In  my  next  mail,  I  shall  tell  you  more 
about  children's  Summer  dressing. 

Prefer  Shoes  to  Boots 

As  usual,  in  Summer,  shoes  are  worn 
preferably  to  boots.  The  fashion  fcr 
long  skirts  has  not  yet  stepped  in  suf- 
ficiently to  allow  footwear  to  be  indif- 
ferent, and,  consequently,  this  Summer 
at  least,  we  shall  still  enjoy  the  sight 
of  a  well  made  ankle  with  a  perfect  silk 
stocking  and  pretty  shoes. 


For  evening  wear  and  ball  rooms,  the 
fashionable  footwear  is  a  dainty  pump 
made  of  silver  or  gold  cloth,  or  lame 
with  a  tiny  buckle  and  preferably  a 
gold  or  silver  net  motif,  representing 
either  a  butterfly  or  a  rose.  Satin  shoes 
are  also  worn,  with  steel  beads  spread 
all  over.  There  are  not  many  strass 
buckles  seen  on  evening  shoes. 

For  daily  purposes,  we  have  the  regu- 
lar Richelieu  shoe,  made  of  glaze  kid  or 
yellow,  or  brown  leather.  Also  some 
shoes  with  straps;  one  or  two  across 
the  foot,  or  several  mingled  together,  or 
fancy  motifs  of  straps,  plaited,  or  cir- 
cles intermixed,  etc.  All  kinds  of  de- 
signs are  devised,  but  as  a  rule,  the 
foot  is  entirely  set  in  the  shoe,  while 
last  year,  we  had  quite  a  number  of  pat- 
terns that  looked  more  like  sandais, 
where  only  the  tip  and  the  heel  were 
made  of  leather,  the  remainder  of  the 
shoe  having  disappeared,  aad  the  foot 
being  bare  on  the  sole.  Ordinary 
pumps  with  a  turned  up  fringed  stripe 
are  also  seen  extensively  as  well  as  the 
leather  covered  buckle,  square  or  oval. 

More  Pointed  Boots 

Here,  all  boots  are  more  pointed  than 
they  were  some  years  ago,  but  they  are 
not  as  sharp  as  they  are  in  America. 
They  are  still  very  comfortable,  and  no- 
body needs  take  a  size  or  two  above 
one's  regular  size  to  be  able  to  wear 
our  shoes. 

Our  children  are  still  blessed  with  the 
square  heel-less  shoes,  with  straps1,  like 
those  of  sandals.  For  dressy  purposes, 
their  shoes  are  made  of  black  patent 
kid,  worn  with  white  socks,  and  for 
everyday's  wear,  they  are  made  of  yel- 
low or  black  leather.  In  Summer,  they, 
as  well  as  their  mothers,  will  have  white 
suede  or  canvas  shoes,  which  are  al- 
ways so  much  wanted  with  light  frocks. 

Next  month,  I  will  tell  you  about  the 
latest  novelties  in  Summer  materials, 
and    children's    wear. 

Yours   very  truly 

Jeanne  Gsell 


The  Western  Canada  offices  of  the 
Department  of  Overseas  Trade  have 
been  removed  to  703  Union  Bank  Build- 
ing, Winnipeg,   Man. 


NerMch  and  Co.,  Toronto,  have  just 
completed  their  new  summer  catalogue 
featuring  some  inieresting  novelt.es  in 
fancy  goods  and  sporting  lines. 
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Two  Classes  Successful  Milliners 


First  Class  Believes  in  Turnover  at  All  Costs — Second  Class  Made 
up  of  Artists  Who  Love  Their  Work  for  Art's  Sake — Those  Who 
Fall  Between  Not  Successful  Milliners — Beginner  Should  Make 

Early  Decision  as  to  Class 


THERE  are  only  two  kinds  of  suc- 
cessful milliners  according  to  the 
head  of  one  of  Toronto's  whole- 
sale millinery  houses — a  house  which 
has  had  many  successful  years  in  sell- 
ing to  the  trade.  One  class  is  that 
which  believes  in  merchandising  first 
and  last.  It  is  made  up  of  those  millin- 
ers who  believe  in  turnover  at  all  costs. 
They  buy  what  is  new  and  will  sell  for 
that  reason  to  a  certain  class  of  clients. 
These  people  usually  have  a  great  many 
customers,  among  whom  are  included 
transients  and  bargain  hunters.  Such 
milliners  usually  buy  at  a  price  and  go 
therefore  to  wholesale  houses  where  the 
same  method  is  caried  on.  High  wages 
are  paid  to  saleswomen  rather  than  to 
designers  and  trimmers  in  stores  of  this 
type.  The  essentia!  thing  is  to  obtain 
women  clever  enough  to  convince  the 
public  that  what  they  are  selling  is 
right.  As  a  rule,  the  matter  of  becom- 
ingness  plays  little  part  and  price  and 
novelty  everything.  Naturally  these 
milliners  do  not  build  up  a  very  high 
class  trade  although  they  usually  have 
a  fair  numiber  of  patrons  who  will  pay 
well  because  they  get  quick  service. 
This  kind1  of  business  has  many  attrac- 
tive points.  Little  or  no  knowledge  of 
millinery  from  the  artistic  stand-point 
is  required  but  a  keen  insight  into  hu- 
man nature  is  essential.  The  risks  are 
often  great  and  so  are  the  profits.  In- 
genuity, daring,  optimism  and  shrewd- 
ness are  needed  for  such  trade. 

The  Artist 

Then  there  is  the  other  kind  of 
successful  milliner — the  woman  who 
looks  on  her  work  as  an  art.  And  it  is 
an  art.  Millinery  requires  a  knowledge 
of  proportions,  of  colors  and  color  com- 
binations and  of  technique  just  as  sure- 
ly as  painting  does.  Only  the  woman 
who  is  artistic  and  who  loves  her  work 
can  sell  on  this  basis.  She  'builds  up  a 
clientele  which  follows  her  not  only  to 
different  parts  of  her  own  town  but  to 
otheT  towns.  The  successful  milliner 
of  this  kind  cannot,  however,  depend  on 
her  regular  patrons  alone  these  days. 
She  must  learn  to  look  for  a  certain 
amount  of  business  from  the  passing 
throng,  but  must  rely  on  the  confidence 
she  inspires  and  which  comes  from  real 
study  of  her  profession,  rather  than  on 
clever  merchandising  methods.  This  is 
the  reason  why  milliners  who,  because 
they  were  known  to  be  artists,  could  ;n 
the  past  afford  not  to  cultivate  a  good 
manner.  Not  so  to-day.  These  wo- 
men must  learn  a  pleasing  manner  just 
as  much  as  the  other  type,  with  prob- 
ably the  difference  that  they  should  not 
develop  their  selling  powers  to  the  point 
where    they    destroy    their    own    innate 


ideas  of  the  artistic  in  millinery.  Such 
milliners  are  by  all  means  the  most  to 
be  envied  for  their  business  is  steady, 
it  brings  them  happiness  and  they  are 
the  backbone  of  the  millinery  trade. 

Those  who  fall  between  these  two 
classes  are  never  successful  milliners. 
The  day-in  and  day-out  plodder  cannot 
hope  to  obtain  anything  but  a  fair  liv- 
ing. Such  women  are  in  the  same  po- 
sition as  dressmakers  who  "make  over" 
the  garments  that  others  have  designed 
the  season  before.  To  this  in-between 
class  belong  the  milliners  who  are  afraid 
to  introduce  novelties  because  they  may 
not  go.  Of  all  the  characteristics  essen- 
tial to  success  in  the  millinery  business, 
undaunted  and  enduring  courage  is  the 
most  important. 

Beginners  Should  Decide 

Our  informant,  who  has  been  for 
many  years  the  confidant  of  many  mil- 
liners, says  that  every  woman  who 
wants  to  make  more  than  an  ordinary 
living  out  of  her  work,  should  decide 
before  going  into  business  which  kind 
of  trade  she  prefers.  She  who  is  not 
naturally  artistic  should  not  venture  in- 
to the  second  class  unless  she  is  prepar- 
ed to  give  years  of  study  to  it.  The  wo- 
man who  understands  business  methods 
and  is  a  shrewd  bargain  hunter  will  do 
better  in  the  first. 

A  milliner's  method  of  selling  will  al- 
so determine  her  method  of  buying. 
She  who  likes  the  exclusive  business, 
will  patronize  the  exclusive  wholesale 
houses.  This  means  those  which  sell 
one  hat  of  each  kind  to  a  town  and 
which  import  rather  than  manufacture 
their  models.  The  woman  who  puts 
turnover  first  should  go  to  the  house 
which  is  essentially  a  manufacturing 
concern  and  which  can  therefore  turn 
out  quantities  at_a  price.  Wholesale 
houses  like  to  know  the  kind  of  business 
their  clients  do,  because  it  is  the  only 
way  in  which  they  can  estimate  how  to 
sell  them. 

One  Trade  Should  be  Related  to  Another 

This  wholesaler  has  for  many  years 
acted  in  the  capacity  of  adviser  to  the 
millinery  trade.  When  manufacturers 
and  wholesalers  allow  credit  to  run  for 
any  length  of  time,  this  becomes  a  ne- 
cessity because  in  many  cases  refusal 
to  do  so  would  entail  great  losses.  He 
believes  that  one  of  the  chief  faults 
"with  milliners  is  that  they  do  not  follow 
carefully  enough  the  allied  trades.  For 
example,  this  year  with  the  vogue  for 
homespuns  and  tweeds,  milliners  should 
keep  in  mind  in  buying  as  well  as  in 
selling,  the  important  relation  of  these 
to  their  business.  There  are  three 
kinds  of  ornaments  which  will  find  place 


on  hats  worn  with  suits  of  these  ma- 
terials. These  are:  quills,  wings  and 
fruits.  Quills  are  the  best  but  they  are 
only  good  when  cleverly  adjusted,  wings 
come  second  and  fruits  follow  for  the 
hats  which  are  not  expensive  enough  to 
Warrant  the  first  two  but  need  a  touch 
of  color  to  brighten  up  the  suits  and 
coats. 

The  sport  idea  in  costumes  has  by  no 
means  spent  itself.  Our  informant  says 
that  a  large  percentage  of  the  milliners 
who  come  to  him  with  grievances  have 
not  yet  grasped  the  opportunities  this 
vogue  has  given  them.  They  are  afraid 
to  take  a  chance  on  specializing  in  such 
a  line  and  as  a  result  they  have  only 
mediocre  hats,  suited  to  mediocre  tastes, 
which  are  essentially  conservative  when 
it  eoimesi  to  buying. 

One  woman  who  owes  this  firm  five 
hundred  dollars  came  in  the  other  dJay 
completely  discouraged.  Her  conserva- 
tive methods  she  admitted  had  been  a 
failure.  Within  a  short  time  from  some 
very  small  towns  one  meets  other  small 
towns  where  milliners  sell  smart  hats 
all  the  time?  It  is  just  a  case  of  train- 
ing. In  the  former,  the  well-dressed 
people  go  to  the  city  to  buy  and  in  the 
latter  they  have  learned  that  their 
milliners  are  as  good  as  those  in  the 
cities.  The  milliner  has  it  in  her  power 
to  mould  the  taste  of  her  clients,  for 
people  nowadays  like  to  dress  well 
whether  they  live  in  New  York  or  in 
the  smallest  Canadian  village.  More- 
over, there  is  no  one  who  can  dispense 
optimism  like  the  milliner.  The  small- 
est shop  displaying  hats  which  delight 
the  eye,  will  do  more  to  encourage  gen- 
eral business  than  an  army  of  preachers. 


OPERATING  NEW  FACTORY 

W.  E.  Wright  &  Sons  Co.,  of  Orange, 
N.  J.  are  opening  this  month  a  new 
factory  for  the  manufacturing  of  bias 
tapes.  On  account  of  the  clean  and  or- 
derly process  of  manufacturing  this  art- 
icle, their  new  factory  is  in  a  very  re- 
stricted district  where  no  other  factor- 
ies are  located.  In  a  statement  with  re- 
gard to  the  opening  of  this  new  factory, 
Mr.  Wright  says  that  the  increased  de- 
mand for  this  article  is  due  to  the  fact 
that  women  are  doing  more  home  sew- 
ing than  they  have  ever  done  before. 


L.  R.  Steel  Co.,  Limited  has  opened  a 
new  5c  to  $10.00  store  at  the  corner  of 
Colborne  and  Queen  Streets,  Brantford, 
Ont.  

Harry  Nielson  has  been  appointed 
assistant  general  manager  of  the  Em- 
pire  Cotton   Mills,  Welland,  Ont. 
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Paris  Uses  Velvet  for  Bride's  Hat 

French  Chapeaux  Mostly  Very  Large— Breadth    Greater    Than 

From  Front  to  Back— Red  is  Favorite  April  Shade— Close-Fitting 

Hats  Better  Than  Medium-Sized  Ones— Rich  Golden  Brown  a 

New  Shade— Mushroom  is  Only  Favorite  Sailor 


». 


ARIS  women  have  adopted  a 
very  ingenious  method  of  being 
always  well-dressed1  without 
spending  as  much  money  as  formerly," 
say  a  buyer  for  a  wholesale  millinery 
house  in  Toronto.  "They  borrow  and 
exchange  hats  and  gowns  to  such  an 
extent  that  some  of  the  firms  are  feel- 
ing the  effect  very  considerab  y.  French 
women  will  be  well-dressed  at  all  costs 
and  unlike  Americans  and  Canadians 
who  are  ike'y  to  go  shabby  during  hard, 
times,  they  can  dress  at  much  less' 
cost." 

The  buyer  who  reports  this  condition 
among  French  women,  has  just  returned 
from  a  six  weeks  trip  to  Paris.  "The 
story  that  designers  are  throwing  open 
their  doors  to  newspaper  reporters  is 
true,"  he  says.  "They  are  having  their 
own  troubles  in  getting  business.  They 
have  the  same  high  prices,  expensive 
labor  and  general  depression  that  we 
have  and  added  to  this  they  are  really 
much  more  short  of  money  than  we 
are." 

Immense  Hats  Are  Best 

Most  of  the  French  chapeaux  in  the 
shipment  this  Toronto  man  has  brought 
over  with  him  are  extremely  large. 
This  is  the  case,  he  says,  in  almost  every 
establishment  he  visited.  Hats  as  big 
as  the  old-time  Merry  Widows  are 
shown.  The  size  consists  of  breadth 
from  side  to  side  rather  than  from 
front  to  back,  in  fact  the  majority  are 
very  short  in  the  back.  The  poke  is 
a  universal  favorite  in  these  wide  brims' 
or  in  other  words,  the  brims  droop 
gracefully  on  each   side. 

After  the  big  hat  comes  the  close- 
fitting  one.  There  are  very  few  of  the 
medium-sized  ones  such  as  we  see  here. 
This  is  of  course  due  in  part  to  the  lack 
of  development  of  the  sporting  instinct 
on  the  part  of  Parisiennes.  Even  when 
a  smart  French  women  weara  sport 
togs,  she  does  so  for  the  appearance 
and  not  for  actual  use.  Milliners  in 
this  country  must  look  to  London  and 
New  York  for  their  siport  hats. 

Red  Best  Now— All  White  For  Summer 

The  first  few  weeks  of  April  found 
more  of  the  bright  red  shades,  partic- 
ularly lip-stick  and  flame  than  any  oth- 
er bright  color.  These  should  be  very 
good  here  until  the  end  of  May  at  least 
and  even  well  into  June  unless  the 
weather  becomes  very  warm.  Long  be- 
fore then,  however,  the  French  houses 
will  be  showing  white,  which,  by  the 
way,  is  to  be  the  smartest  color  for  sum- 
mer. 

Hair-cloth  is  still  one  of  the  smart 
materials  shown  over  there.  This  is 
good  in  all  colors  and  for  brims,  crown 
and  trimmings. 


Timbo  is  one  of  the  new  millinery 
cloths.  It  derives  its  names  from  that 
country  famous  in  fiction  and  nowhere 
else — Timbuetoo.  It  is  a  straw-like  ma- 
terial, loosely  woven. 

One  of  the  most  popular  trims  on  the 
better  hats  consists  of  different  flowers 
combined  with  ostrich  and  the  whole 
veiled  in  malines.  The  effect  is  very 
charming,  particularly  when  banked  on 
the  crown  or  made  into  a  roll  as  an  edge 
for  the  brim. 

Cired  visca  is  liked  as  much  in  Paris 
as  it  is  here,  this  buyer  says,  and  there 
is  every  likelihood  of  its  lasting  all 
through  the  summer.  There  is  a  pre- 
ponderance of  transparent  brims  on  al- 
most every  type  of  hat. 


Velvet    Throughout   the    Summer 

Particularly  for  the  bridesmaids'  and 
dressy  hats,  French  houses  are  stressing 
velvet.  It  is  used  in  crowns  and  oc- 
casionally for  trimmings  with  a  brim 
of  some  light  material.  Pastel  shades 
only  are  shown.  These  relieve  any 
suggestion  of  weight  which  usually  goes 
with  velvet. 

As  for  all  blac'K  hats,  Dry  Goods  Re- 
view was  told  that  these  are  good  par- 
ticularly in  satin.  There  are  not  very 
many  models  in  black  and  color.  Navy 
and  white  is  premised  as  better  than 
black  and  white. 

One  of  the  lovely  shades  shown  in  the 


For  the  bride  who  prefers  a  hat  or  for  the  bridesmaid,  this  beautiful  hat  has 
been  designed.  It  is  from  the  house  of  Madame  Germaine,  Paris,  France.  Tin- 
color  is  the  new  dahlia  shade — a  soft  mauve.  The  crown  is  of  velvet  in  the  cloche 
or  mushroom  shape.  The  brim  is  crinoline  and  the  flowers  are  of  different 
shades.  Imported  by  the  John  D.  Ivey  Company,  Toronto. 
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Pleasing  Child  Please  the  Mother 

Unique  Policy  of  Juvenile  Millinery  Department  of  McCreery's 

of  New  York — Methods  of  Selling  and  Displaying  Headwear — 

Diminutive  Fixtures  Have  Strong  Appeal  for  Little  Folks 

By  A  Staff  Member 


IT  WOULD  appear  that  a  valuable 
opportunity  of  adding  to  profits  in 
the  millinery  department  is  neglect- 
ed or  overlooked  by  many  Canadian 
stores  which  have  not  as  yet  installed 
any  special  conveniences  for  serving 
children  between  the  ages  of  eight  and 
fourteen.  This  period  as  every  mil- 
liner knows  is  a  trying  time  for  parents, 
for  clothes  and  hats  have  an  aggravat- 
ing habit  of  wearing  out  quickly  or  be- 
ing outgrown  by  their  youthful  owners, 
and  new  purchases  always  bring  up  the 
same  old  problem  of  how  to  pick  out 
the  most  practical  and  becoming  things 
without  sacrificing  a  certain  degree  of 
style  that  every  little  girl  instinctively 
longs  for. 

On  the  other  hand  there  is  no  need  to 
install  expensive  equipment  or  in  any 
way  detract  from  the  regular  policy  of 
the  millinery  department  in  the  en- 
deavor to  build  up  a  greater  business  in 
juvenile  millinery.  The  secret  of  suc- 
cessful selling  in  this  direction  can  be 
traced  directly  to  the  atmosphere  creat- 
ed by  the  sales  staff  and  the  good-will 
that  will  build  up. 

This  theory  was  explained  by  a  suc- 
cessful millinery  buyer  in  a  New  York 
store  to  a  staff  member  of  Dry  Goods 
Review.  The  store  was  that  of  Mc- 
Creery's on  Fifth  Avenue  and  the  buyer 
was  Miss  Lewis,  who  feels  a  greater 
sense  of  pride  in  her  juvenile  section 
than  in  almost  any  other  branch  of  her 
large   department. 

Display  Hats  at  Right  Time 

*'A  most  important  thing  to  bear 
in  mind  in  selling  children's  millinery," 
said  Miss  Lewis,  "is  to  have  all  your 
stock  in  at  the  right  time.  Mothers 
-are  not  very  much  interested  in  new 
Tiats  for  little  girls  until  just  about 
three  weeks  before  Easter  and  there- 
after and  so  it  is  well  to  be  prepared 
for  the  big  demand  at  that  time.  A 
wonderful  display  of  different  types 
of  hats  just  then  will  result  in  many 
sales  which  were  not  contemplated,  the 
kind  of  sales  we  call  'impulses'  which 
can  only  be  made  if  the  stock  is  good 
and  well  shown." 

Miss  Lewis  was  also  emphatic  on  the 
point  of  selecting  salesladies  carefully. 
They  must  first  of  all  love  children  and 
have  plenty  of  patience  and  common 
sense.  It  is  no  use  whatever  to  consid- 
er the  saleslady's  appearance  as  must 
be  done  in  the  adult  section,  because  a 
nice  manner,  patience  and  just  enough 
sense  of  humor  to  enter  into  the  child's 
feelings,  are  far  more  essential  in  Miss 
Lewis'  opinion.  These  qualities  are  need- 
ful for  the  rtason  that  a  large  propor- 
tion of  youthfm  customers  are  inc'med 


to  be  spoiled,  captious  and  self-willed, 
pnd  the  work  of  the  sales  lady  is  by  no 
means  easy.  Many  mothers  actually 
allow  children  to  pick  out  hats  for 
themselves,  apparently  exercising  not 
the  slightest  effort  to  guide  them.  It  is 
a  most^difficult  problem  then  for  the 
sales  lady  who  finds  herself  compelled 
to  try  on  hats  quite  unsuitable  in  every 
way,  just  to  satisfy  whims  of  childhood. 
A  safe  rule  to  follow  is  to  classify  the 
hats  ,cn  display  in  groups  according 
to  price  and  age,  so  that  the  child  can 
be  guided  to  the  proper  group  quickly 
and  consequently  is  less  prone  to  pick 
out  a   model  that  is  too  old  for  her. 

Discourages  Special  Orders 

"Show  the  best  hats  first  but  keep 
a  careful  eye  on  the  mother's  appear- 
ance," is  another  of  Miss  Lewis'  max- 
ims. It  is  not  advisable  to  enquire 
what  price  is  desirable,  at  the  outset, 
butt  gradually  introduce  the  question 
as  the  sale  advances.  The  average 
price  of  a  girl's  hat  this  spring  in  the 
MlcCreery  department  is  about  $3.95, 
but  they  may  be  purchased  at  any  fig- 
ure above  this  amount,  according  to  the 
style  selected.  Special  orders  are  dis- 
couraged in  juvenile  millinery,  for  the 
reason  that  there  are  only  a  few  really 
suitable  shapes  adapted  for  these  ages 
and  the  manufacturers  have  more  than 
anticipated  all  requirements.  However, 
it  is  found  advisable  to  keep  on  hand  a 
few  plain  but  pretty  summery  shapes 
together  with  some  dainty  wreaths  of 
field  flowers  which  can  be  put  together 
in  a  few  minutes  time.  Many  mothers 
feel  that  this  type  of  hat  is  quite  ideal 
for  the  growing  girl  and  will  purchase 
no  other  kind. 

Miss  Lewis  is  showing  practically  all 
fashionable  colors  in  this  department 
including  browns,  henna,  navy,  rose, 
Copenhagen  and  sand  shades,  as  well  as 
fabric  hats  developed  in  tweeds  and 
other  sports  materials  similar  to  grown 
up  models.  Simple  straw  shapes  with 
a  plain  bow  or  streamer  of  ribbon  are 
the  preference  of  smart  New  York 
children  and  either  mushroom  or  roll- 
ing brims  are  chosen. 

Special  Fixtures  Attract  Kiddies 

The  equipment  of  this  department  is 
typical  of  the  care  exercised  through- 
out, A  convenient  corner  by  the  en- 
trance to  the  lingerie  section  is  utiliz- 
ed for  the  juvenile  millinery  which  is 
well  displayed  in  wall  cases  on  two 
sides  of  the  section,  as  well  as  on  tables 
ranged  in  the  space  between  the  cases 
and  the  main  aisle.  A  pillar  which  is 
placed  at  this  point  is  cleverly  utilized 
to  form  the  background  for  a  diminu- 
tive   trying    on    table      equipped      with 


triple  mirrors  low  enough  to  be  suitable 
to  quite  small  folk.  Little  chairs  to 
match  the  mirrors  are  set  in  front,  and 
charming  little  glasses  are  furnished, 
so  Miss  Ten-Years-Old  may  see  herself 
from  all  angles  just  as  her  mother  does. 
In  fact,  it  is  a  common  happening  for 
the  small  daughters  to  amuse  them- 
selves in  this  way  while  their  parents 
are  buying  for  themselves.  And  thus 
a  double  sale  is  frequently  effected  with 
little  loss  of  time.  Children  love  to  sit 
down  at  this  table  and  thoroughly  en- 
joy themselves.  There  is  no  confusion 
or  trouble  to -anyone  in  serving  and  the 
child  does  not  wander  round  handling 
the  hats.  Such  a  fixture  as  this  is^one 
of  the  most  important  assets  to  a  ju- 
venile millinery  section  that  could  be  de- 
vised and  is  often  instrumental  in  pro- 
moting  sales. 

"Pleasing  the  child,  pleases  the  mother 
and  so  goodwill  is  bulit  up,"  was  the 
final  dictum  of  Miss  Lewis. 


PARIS   USES   VELVET 

(Continued  from  previous  page) 
models  which  have  Just  arrived  is 
known  as  blonde  or  plain  brule — which 
is  equivalent  to  toasted  bread.  The 
shade  is  a  rich  golden  brown,  very  sim- 
ilar to  toast  made   on  burning  coals. 

From  Madame  Le  Monnier 

A  creation  which  comes  from  the 
famous  house  of  Le  Monnier  is  a  wide 
brimmed  hat  of  the  mauve  famny — tne 
shade  "afterglow"  seems  most  appro- 
priate. It  is  made  of  georgette  crepe 
with  a  Milan  crown.  The  only  trimming 
consists  of  "swirls"  of  metal  threads 
and  silk  floss. 

There  are  several  hats  with  a  trim 
of  that  stiffened  georgette-like  material 
called  here  areoplane  but  by  the  French, 
crepe  francais.  Sometimes  there  are 
flanges  of  it,  often  it  is  pleated  and  oc- 
casionally there  are  several  rows  of  it 
piled  one  on  top  of  the  other  with  the 
edges  cut. 

Only  One  Type  of  Sailor 

So  far  the  mushroom  sailor  is  the 
only  one  seen  on  Paris  streets.  These 
are  very  small.  Periwinkle  blue  is  bet- 
ter in  sailors  than  in  the  dressy  hats 
although  it  comes  next  to  red  even  in 
these,  if  there  is  any  second  place  just 
now. 

Pom-poms  are  very  good  on  French 
millinery.  These  are  made  in  ostrich, 
burnt  goose  and  hackle. 

In  the  sports'  line,  felt  strips  are  used 
rather  than  all-felt  which  was  so  good 
last  summer.  It*  is  also  said  that  dark 
colors  in  these  will  be  bet'er  than  the 
pastel  and  bright  hues  of  1921. 
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Individuality  Grows  in  Garments 

Woman  May  Now  Have  Wide  Variety  of  Styles  for  All  Occasions 

— Dyers   Have  Developed   Number   of  New   Shades — Growing 

Popularity  of  Shorter  Coats — New  Styles  for  Young  Girls — More 

Expensive  Linings  in  Demand 


THE  past  year  has  been  a  remark- 
able one  for  fur  fashions.  A  wo- 
man can  now  be  as  individual  in 
her  choice  of  furs  as  she  is  accustomed 
to  be  in  the  choice  of  a  hat  or  gown. 
She  may  adopt  many  types  of  costuming 
in  pelts  that  are  particularly  becoming 
to  her  and  in  styles  that  conform  per- 
fectly. Realizing  too,  as  every  woman 
does>  the  flattery  of  furs,  she  has  this 
past  year  eagerly  sought  the  newest 
modes  following  the  art  of  fur  fashion 
and  the  inner  workings  of  its  develop- 
ment. Women  have  kept  retailers  "on 
their  toes,"  thus  bringing  the  retail  fur 
trade  up  out  of  stagnation  and  abolish- 
ing many  dishonest  practices  of  former 
years.  Gone  are  the  days  when  a  scarf 
and  a  small  round  muff  were  sufficient 
furs  for  milady's  wardrobe.  Now  she 
is  receptive,  just  as  far  as  her  pocket 
book  will  allow,  to  the  soft  harmonious 
new  peltries  which  will  emphasize  her 
charms  or  conceal  discouraging  lines. 

i  The  art  of  fur  designing  is  new  in 
comparison  with  the  number  of  years 
that  furs  have  been  worn  either  for 
warmth  or  symbol,  but  because  of  the 
recent  demand  for  something  finer, 
there  is  now  an  entirely  different  at- 
mosphere noticeable  in  the  fur  industry. 
Development  in  the  art  of  dressing  and 
dyeing  furs  is  every  year  making  pos- 
sible to  the  trade  at  large  the  extensive 
use  of  a  greater  variety  of  pelts.  New 
dyes  have  on  several  occasions  in  the 
past  few  years  given  real  value  to  ar- 
ticles which  were  neglected  because 
there  was  no  call  for  them  in  their  ori- 
ginal  condition. 

Improved   Dyes 

With  the  tendency  to  light  and  color- 
ed things  for  Spring  and  Summer  wear, 
the  leading  dyers  have  developed  of  late 
a  number  of  new  shades.  White  foxes, 
for  example  may  now  be  dyed  platinum 
or  pearl,  natural  blue,  Greenland  and 
slate.  Kitt  fox  can  be  dyed  imitation 
silver,  natural  blue,  sable  and  baum 
marten.  Red  fox  can  be  made  natural 
blue,  light  taupe,  sable  and  light  brown, 
while  Japanese  marten  are  being  dyed 
Hudson  Bay  sable  or  Russian  sable. 

The  greatest  fashion  point  in  the  de- 
velopment of  furs  for  future  seasons 
is  believed  to  be  the  Importance  of  devel- 
oping a  slim  silhouette  in  furs  which  is 
not  inclined  to  make  a  woman  look  stout 
or  bulky.  Whether  this  may  be  done  by 
a  new  style  or  a  new  fur  remains  fcr 
future  developments.  The  next  fall 
season  will  probably  develop  some  new 
pelt  of  its  own,  but  caracul  will  probab- 
ly remain  another  season.  Any  new 
fur  that  will  take  suitably  to  a  more 
fitted   line   in  coats,   with   a   flat  finish 


NEWEST     DICTATES 
Fur  Linings 


Crepe  weaves   most  desired. 

»         *         * 

Periwinkle  blue,  jade  and  rose 
favored. 

All-over  design  silks  bought  for 
borders. 

Self  block  and  stripe  silks  used. 

*         *         * 

In  solid  colors  fuchsia  and  tan 
shades   featured. 

*     *     # 

Buying  jade  color  to  line  squir- 
rel and  mole,  blue,  rose  and  hen- 
na for  Hudson  seal  and  other 
dark  furs  and  American  beauty 
for  ermine. 


and    light    weight    will    be    assured    in- 
stant success. 

So  many  women  have  been  having 
their  fur  garments  remodeled  in  Mon- 
treal that  that,  in  itself,  should  augur 
a  better  business  in  fur  coats  for  next 
year,  for  there  is  a  limit  to  the  possibili- 
ties of  remodeling  old  wraps. 

Short  Coats  Grow  More  Popular 

There  has  been  a  tendency  in  favor  of 
the  inexpensive  furs  this  year,  as  the 
season  has  not  been  one  of  heavy  spend- 
ing, and  the  thor.t  coat  has  become  more 
popular,  especially  for  walking  and  all 
winter  sports.  The  greatest  emphasis 
is  placed  on  the  belief  that  styles  will 
take  a  fitted  tendency  rather  than  the 
wide  loose  informal  lines  which  have 
prevailed  in  the  recent  past,  but  capes 
are  predicted  as  likely  to  be  better  than 
they  were  last  year,  both  with  and  with- 
out sleeves',  for  day  or  evening  wear. 

This  is  a  most  difficult  season  to  de- 
velop furs  that  are  distinctly  new,  de- 
signers complain,  on  account  of  the  un- 
changed silhouette.  Furs,  therefore,  de- 
pend much  upon  details  to  give  a  touch 
of  distinction.  A  new  sleeve  is  a  clever 
adaption  of  the  peasant  type  which  is 
shown  in  blouses  and  gowns.  The  "pea- 
sant" term  however,  is  not  suitable  in 
connection  with  furs,  since  such  gar- 
ments are  not  used  by  peasants,  there- 
fore this  sleeve  will  probably  be  named 
the  Russian  sleeve.  A  vestee  front  is  a 
decidedly  new  pointer  in  fur  styles  and 
many  new  capes  show  either  a  decided 
vestee  or  a  vestee  effect.  The  popularity 
of  "chin"  collars  was  disputed  last  year, 
only  the  very  fashionable  women  pre- 
ferring this  type  of  neck.     But  the  new 


chin  neck  possesses  a  flattering  line  and 
does  away  with  the  rub  of  the  skin  on 
the  fur. 

New  Styles 
The  "flapper"  and  "collegiate"  styles 
so  much  in  evidence  have  inspired  de- 
signers to  create  furs  in  the  16,  18  and 
20  year  old  sizes.  This  is  another  new 
field  the  fur  trade  is  entering  as  the 
growing  girl  was  formerly  neglected  by 
furriers.  There  is  every  indication  that 
there  will  be  a  heavy  demand  from  this 
class  of  trade  in  the  fall  of  1922  and 
manufacturers  are  preparing  with 
muskrats,  raccoons  and  similar  pelts  in 
anticipation  of  a  good  business  on  these 
types  of  coats  in  small  sizes'.  In  wo- 
men's garments  the  classic  Grecian 
lines,  pre-eminent  in  the  new  spring 
cloth  creations,  are  to  be  carried  out  in 
furs  with  long  waist-line,  side  drapes 
and  flowing  sleeves  all  reflected.  The 
present  uncertainty  as  to  whether  wo- 
men will  accept  long  or  short  skirts  is 
an  issue  that  the  fur  designers  are  still 
.considering.  Should  the  long  skirt  re- 
turn, which  seems  probable,  fur  coats 
will  also  wend  their  way  downward  as 
women  prefer  fur  wraps  to  be  a  cover- 
all. 

High    Grade    Crepe    Linings 

,  It  is  reported  by  a  silk  firm  that 
caters  to  the  fur  trade  that  more  ex- 
pensive linings  are  being  bought  gen- 
erally, and  there  is  a  vogue  for  pastel 
colored  linings  in  sports  shades^  such 
as  periwinkle,  rose  and  jade  in  crepe 
weaves,  for  satins  and  sombre  shades 
seem  to  have  gone  by  the  board.  Such 
linings  are  as  much  a  part  of  a  fur 
creation  as  is  the  selection  of  the  skins, 
and  more  attention  is  being  given  to 
this  phase  of  fur  manufacturing  th;... 
ever  before. 


SWISS  VISE  UNNECESSARY 

Mr.  Carl  P.  Huebscher,  Swiss  Consul- 
General  for  Canada,  announces  that 
Canadian  travellers  proceeding  to 
Switzerland  will  not  require  a  Swiss 
consul's  vise  on  their  transports  after 
April  15.  Steamship  men  welcome  the 
change  stating  that  it  should  result  in 
an  increased  amount  of  travel  to  Swit- 
zerland. 


The  operations  of  the  muskrat  trap- 
pers in  the  Rice  Lake  District  have  been 
handicapped  by  the  late  Spring  weath- 
er. 


The  Ontario  Flax  Company,  which 
has  been  operating  at  Thedford,  Park- 
hill,  Ai'sa  Craig  and  Dashwood  for 
some  time,  is  discontinuing  operations 
for  some  time.  The  plant  at  Exeter 
will  sow  a  small  acreage. 
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To  Prevent  Use  of  Misleading  Names 

Fur  Men  Would  Like  to  Give  Better  Protection  to  Names  of  Furs 
— Would  Standardize  Names — History  of  Some  of  the  Fur  Names 
— Many  of  the  Cheaper  Furs  Masquerade  Under  Names  Other 

Than  Their  Own 


EVER  SINCE  the  world  began,  furs 
have  been  an>  important  article  of 
industry.  A  fur  pelt  in  the  early 
centuries  when  the  world1  was  young 
must  have  been  a  necessity,  as  well  as 
a  luxury,  to  our  ancient  cave  men.  No 
doubt  they  were  crudely  tanned  and 
made  up,  and  when  we  consider  the  out- 
put of  the  skilled  furrier  of  itoday,  I 
think  we  have  reason  to  be  proud  of  the 
progress  and  success  which  our  business 
has  attained. 

.  Nevertheless,  it  must  be  admitted 
that  the  names  by  which  we  call  a  great 
niany  of  the  furs  used  in  the  present 
day,  are  more  or  less  misleading.  Many 
countries!,  notably  Great  Britain,  have 
legislated  this  matter,  and  it  is  today 
■an  offence  to  advertise  an  article  made 
of  fur  by  any  name  but  that  by  which 
•it  should  be  called. 

Action  Two  Years  Ago 

•  Two  years  ago  I  had  the  honor  of 
giving  an  address  on  a  similar  subject 
including  the  wide  range  of  accessories 
before  the  Fox  Farmers'  Convention, 
held  in  Montreal,  under  the  auspices  of 
the  Commission  of  Conservation,  and 
Mr.  White,  who  was  then  chairman  of 
this  commission,  was  impressed  with 
the  facts  placed  before  him  so  much  that 
a  committee  was  appointed  to  endeavor 
to  have  the  government  pass  legislation 
which  would  prevent  the  mis^naming  of 
"furs. 

Several  meetings1  were  held,  and  it 
may  be  of  interest  to  know  that  the 
committee  considered1  that  such  an  ar- 
ticle as  skunk,  which  of  course  we  all 
know  is  called  Alaska  sable  by  courtesy, 
and  which  possibly  sells  better  under 
this  name  than  it  would  under  the  plain 
English  name  of  "skunk,"  was  better 
Co  be  known  by  its  second  name,  and  it 
was  decided  to  standardize  the  word"Per- 
sian  lamb,  as  our  grandmothers  before 
us  probably  called  these  furs  "Persian 
lamb,"  or  "Alaska  sable,"  and  it  has 
become  so  fixed  in  the  minds  of  the 
people  that  99  per  cent,  or  even  more, 
would  not  recognize  Persian  lamlb  un- 
der its  proper  name  of  "Bokharon 
sheep." 

Unfortunately,  the  Commission  of 
Conservation  was  dissolved  by  the  gov- 
ernment before  the  House  saib  again, 
so  that  nothing  further  could  be  dene. 

Proper  Names  of  Furs 
I  suppose  the  proper  technical  name 
of  Persian  lamb  should  be  Bokharan 
sheep.  These  lambs  or  sheep  are  pre- 
sumed to  be  the  oldest  breed  of  sheep 
in  the  world,  and  unlike  all  other  lamb 


The  accompanying  address  on 
"The  Trade  Names  of  Furs,"  was 
given  at  the  February  convention 
of  the  Hatters  and  Furriers,  by  J. 
P.  Tweedell  of  Holt-Renfrew  Co.. 
Toronto.  It  is,  perhaps,  the  be- 
ginning of  a  movement  among  fur 
men  to  weed  out  the  dealers  who 
misrepresent  furs  when  they  sell 
them  to  the  consumer;  in  other 
words,  reputable  fur  men  hope  to 
so  standardize  the  names  of  furs, 
that  it  will  be  impossible  to  call 
them  names  other  than  their  own. 
This  matter  is  being  taken  up  by 
the  in-coming  executive  of  the 
Association. 


skins,  it  is  the  only  fur  which  takes  a 
brilliant  dye. 

"Shiras"  are  often  scld  as  Persian 
lamb,  and  as  they  are  much  cheaper  in 
price,  it  follows  that  the  merchant  who 
is  trying  to  sell  Persian  lamb  cannot 
compete  with  the  one  who  sells  Shiras 
as  Persian  lamb.  Therefore,  should 
there  not  be  some  law  to  prevent  the 
buying  public  from  being  imposed 
upon? 

The  word  "Persian"  would  lead  one 
to  believe  that  these  skins  originated  in 
Persia,  but  such  has  never  been  the  case 
The  story  goes  that  before  the  days'  of 
railways,  these  skins  were  brought  ov- 
erland by  caravans  and  some  clever 
merchants,  thinking  that  they  could  per- 
htps  buy  cheaper  at  the  source  of  sup- 
ply, tried  to  find  out  where  the  skins 
came  from,  the  caravan  leaders  telling 
them  "From  Persia,"  which  of  course 
did  not  help  them  very  much  in  finding 
out  where  the  real  source  of  supply 
was.     Bokhara   is  their  real  home. 

Hudson  seal  is  another  naime  which 
should  be  standardized.  There  is,  of 
course,  no  such  animal  as  Hudson  seai. 
and  in  England  it  is  called  "Seal-dyed 
musquash,"  but  as  the  name  Hudson 
seal  has  teen  familiar  for  a  generation 
to  our  people,  it  would  be  as  well  to 
standardize  seal-dyed  muskrat  under 
the  name   of  Hudson  seal. 

Electric  seal  is  another  name  for  a 
seal-dyed  rabbit,  and  this  name  certain- 
ly covers  many  sins.  How  the  ultim- 
ate consumer  can  possibly  know  what 
she  is  getting  when  she  buys  Electric 
seal,  French  seal,  near  seal,  and  the 
many  names  by  which  it  is  sometimes 
called,  is  a  mystery. 

There  are  many  different  makers  of 
this  article  and  many  different  qualities, 
so  that  some  standardized  name  or  mark 


should  be  adopted  so  that  the  buyers 
wculd:  know  what  quality  they  are  buy- 
ing. Therefore,  this  article  would  be 
much  benefited  by  a  standardized  name. 

Masquerade  Names 

Among  the  cheaper  furs,  many  kinds 
masquerade  under  other  namesi  than 
their  own.  The  wallaby  could  be  dyed 
and  called  a  fox.  This  can  only  be  a 
deception  to  the  public,  asi  of  course 
practically  none  of  the  buyers  could 
t;ell  just  what  the  fur  is,  and  if  the 
salesman  tells  them  it  is  a  fox,  they, 
of  course,  in  most  cases,  are  apt  to  be- 
lieve the  statement,  and  the  salesman 
himself  sometimes  would  be  quite  inno- 
cent, the  fur  having  been  sold  to  him 
by  the  manufacturer  as  a  fox  of  some 
kind. 

Many  other  instances  could  be  cited. 
I  have  mentioned  only  a  few  of  the 
misleading  names  (there  are  many 
others)  and  I  think  that  every  furrier 
present  would  agree  with  me  that 
there  should  be  legislation  somewhat 
along  the  lines,  of  that  used  in  England, 
where  one  is1  not  allowed  to  advertise 
an  article  by  any  other  than  its  proper 
■name.  This  would  be  a  great  benefit  to 
the  fur  trade  as  well  as  to  the  buying 
public.  It  is  a  matter,  of  course,  for 
deep  consideration. 


SALIENT    FALL    FASHION 
FEATURES 


Square      or    so-called      Bishop 
sleeves. 

Narrow  turned  back  cuff. 

Wide    chin    collar,   standing   off 
from   neck. 

*  *     * 
Vestee   effect  front. 

Panels  on  capes  and  coats. 

Long  sides  falling  in  points. 

Straightline   rather   than    circu- 
lar capes. 

«     *     « 

Cape    coats    modeled    for    prac- 
ticality. 

*  * .  * 

Most  talked   of  model     is   cape 
eoat. 

Cape  models  most  seen  in  early 
fall   collections. 
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YARNS 


HIGH-CLASS  QUALITIES  IN 
B3TANY  WOOL,  WORSTED 
CAMEL'S  HAIR,  MOHAIR 
COTTON,  ARTIFICIAL  SILK 
Etc.,  Etc. 

SOLID  COLORS  &  MIXTURES 
::      ::       ::       IN  THE       ::       ::       :: 

NEWEST  SHADES  &  BLENDS 

STANDARD  AND  REGULAR  QUALITIES 
MADE  FROM  SELECTED  WOOLS,  SPECIALLY 
SUITABLE  FOR  HOSIERY  AND  KNITTED 
GOODS,  IN  WHITES,  NATURALS  &  COLORS 
SPUN  BY  MILLS  OF  THE  FINEST  REPUTATION 
AND  WITH  LONG  EXPERIENCE  IN  PRODUCING 
::      ::     HIGH  CLASS  HOSIERY  YARNS     ::      :: 


J.  CARMICHAEL  &  CO. 

HEAD  OFFICES: 

STAMFORD  STREET, 
LEICESTER 


BRADFORD 

282-283   SWAN  ARCADE 
Telegrams: 

"Spindle,"  Bradford 
Telephone  1146. 


Telegrams:   "TEXTILE,     Leicester." 

Telephones:    1789   &    1790    Leicester. 

A.  B.  C.  5th  Edition. 


GLASGOW 

144  WEST  REGENT  STREET 

Telegrams:  "Looms,"    Glasgow 

Telephone  2087  Douglas 
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The  Fine  Scotch  Underwear 
with  the  Fine  Scotch  Finish 


It  is  nothing  to  know  that  "Pesco" 
is  produced  in  the  largest  Hosiery  fac- 
tories in  Scotland.  It  is  much  to  the 
point  that  the  "Pesco"  factories  them- 
selves are  spacious,  lofty,  clean,  well 
ventilated  and  provide  the  ideal  con- 
ditions for  the  production  of  quality 
goods. 

Situated  in  Hawick  in  the  Souith  of  Scot- 
land as  these  factories  are,  Pesco  has,  more- 
over, many  natural  advantages.  Workers  are 
skilled  in  their  craft  and  jealous  oi  the  repu- 
tation of  their  productions,  technical  instruc- 
tion is  free  and  taken  advantage  of  by  many, 
chemical  research  is  proceedino;  apace,  the 
water  supply  is  pure  and  plentiful,  and  even 
the  atmosphere  is  fresh  and  favourable.  And 
amongst  a  hundred  other  contributory  cause  i 
must  surely  be  mentioned  a  sturdy  local  pat' 
riotism  which  visibly  influences  character, 
and  through  character  work. 
_  Proud  of  "Pesco"?  Certainly!  It  is  the 
life's  work  of  some  hundreds  of  us. 
Sole  Makers: 

Peter  Scott  &  Co.,  Limited 

Hawick,  Scotland 

London  (England):  Carey  House,  Carey  Lane,  E.C.  2 

Agents   in    Canada  : 

Messrs.     C.    &    A.     G.     Clark,     35     Wellington     Street, 

Wert,  Toronto. 

C.     Poyser,     US     Kh.z'n    Hall     Building,     St. 

Catherine    Street    vV.,    Montreal  . 

Hanley    &    Mackay  Co.,    Hammond    Building, 
Winnipeg. 
Showcards,    Window  Tickets   and    Literature   supplied. 
Enquiries  invited. 


The  Pesco  Range 

Obtainable  in  Pure  Wool  and  Silk 
and    Wool    textures — 

For  Ladies  —  Combinations,  Vests, 
Spencers.  Bodices,  Drawers,  Knick- 
ers, Nightdresses,  Rib  Vests,  etc  . 
etc. 

For  Children  —  Combinations,  Night- 
dresses. Sleeping  Suits,  Shirts. 
Trousers,    Knickers,    etc.,    etc. 

For  Infants — Binders.  Wraps.  Kilt- 
lets,    Gowns,    etc. 

For      Gentlemen  —  Shirts.      Trousers, 
Combinations,    etc.,    etc. 
Also 

Pesco  Hose  and  Half  Hose  in  Black. 

Colours   and  Mixtures 

and 

Pesco   Sports   Coats.    Jumpers.    TJnder- 

vests.      Sweater     Coats.      Scarfs     and 

Haps   in    the    latest  styles   and   colour 

;ffects. 

Guaranteed  Unshrinkable 


Mr.    R. 


Messrs. 
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Lively  Demand  for  Staple  and  Fancy  Hosiery; 
Most  Active  Department  In  Dry  Goods  Lines 


Montreal  Wholesalers  Say  Hosiery  Demand  Better  Than  Aver- 
age and  Leads  all  Other  Departments — Costume  is  Determining 
Factor  in  Colors — Wide  Rib  Effects — Black  Cashmere  for  Fall 

Selling 


1 


|HE  HOSIERY  business  is  bet- 
ter than  average  at  the  present 
time,  and  is  about  the  best  of 
all  the  dry  goods  departments,"  said  a 
prominent  wholesale  representative  to 
Dry  Goods  Review  this  month.  This 
man  pointed  out  that  the  demand  for 
staple  black  cotton  hosiery  was  still 
very  heavy  with  country  trade  and  cer- 
tain city  stores  but  that  better  class 
trade  is  ordering  more  heavily  than  ever 
on  fancy  hosiery  in  all  the  new  colors. 
"Bo'h  our  staple  and  fancy  hosiery  sec- 
tions are  overworked  at  present,"  he 
concluded. 

Touching  on  the  trend  of  demand  in 
novelty  hose,  this  authority  spoke  of  the 
vogue  for  silk  and  mercerized  sports 
stockings  in  two  tone  effects  which  have 
only  recently  been  received,  yet  are  com- 
pletely sold  out  of  stock.  Browns,  both 
dark  and  light,  and  nude,  gray  and  al- 
mond are  the  leading  shades  this  spring, 
while  silver  gray  and  beaver  are  also 
very  strong  in  the  lighter  shades.  There 
is  a  good  demand  for  cordovan  and  all 
black  in  the  ribbed  and  two-toned  ef- 
fects in  pure  silk  especially. 

The  determining  influence  in  regard 
to  hosiery  this  season  is  the  shade  of 
the  costume  with  which  they  are  to  be 
worn.  It  is  no  longer  necessary  to  con- 
sider the  color  of  the  shoes  worn  with 
the  hosiery  and  one  sees  nude  hose  worn 
with  black  or  brown  footwear,  in  equal 
numbers. 

Wide  Ribs  on  Smart  Hose 

The  really  smart  thing  in  hosiery  for 
summer  and  fall  is  the  wide  rib  effect 
— in  fact,  the  wider  the  smarter.  28  x 
10  is  a  popular  rib  in  a  line  of  hose  that 
is  perfectly  shaped  and  widened  at  the 
top  to  conform  to  any  leg,  the  ribs  being 
carried  to  the  sole  of  the  foot.  Clus- 
ters of  ribs  are  also  shown  which  look 
like  stripes  from  a  distance,  and  the 
usual  richelieu  rib  is  again  found  this 
season  but  is  shown  in  new  effects  such 
as  the  mercerized  s  ocking.  Heavy 
heather  hose  for  next  winter  are  now 
offered  in  these  wide  ribs  in  such  colors 
as  greens  and  browns  which  are  consid- 
ered the  safest  choice.  These  are  full 
fashioned  all  the  way  up,  and  are  of 
course,  British  made.  Clox  are  again  a 
much  wanted  trimming  feature  of  both 
sheer  and  heavy  hose,  especially  the  lat- 
ter where  the  hand  made  clock  is  suc- 
cessfully employed  in  an  exceptionally 
goodj'  quality  ful!-#ashioned  (make  in 
bright  contrasting  colors. 
Heavy  Demand  for  Children's  Socks 
The  demand  for  roll  top  hose  or  plain 
cuf'ed  styles  made    to    stay  up    is  not 


heavy  now,  it  is  said,  as  this  fad  was 
not  expected  to  be  of  any  duration.  How- 
ever, in  children's  ranges,  there  is  a 
greater  variety  and  better  showing  of 
styles  than  for  many  seasons  past.  Plain 
colors  are  more  in  demand  than  are 
s  riped  effects,  it  was  said,  and  the  three 
quarter  length  with. jacquard  lacs  tops  or 
plain  are  completely  soM  out  in  most 
sizes.       Children's  ribbed   socks  in  light 


A  summer  weight  combination  made 
from  a  finely  combed  English  cotton. 
Note  the  low  neck  and  strap  top.  It 
is  neatly  trimmed  with  a  circular  tub- 
ing. The  wide  knee  and  closed  crotch 
are  comfort  affording  features.  Shown 
by  the  C.  Turnbull  Co.  Limited  Gait, 
Ont. 


weight  are  also  called  for,  and  often  the 
ribbing  is  used  only  on  the  top.  Among 
the  leading  colors  in  socks  is  romper 
blue,  cordovan,  tan,  rose,  buttercup, 
reseda  and  gingham  red.  It  is  said  that 
the  tremendous  vogue  for  gingham 
frocks  has  had  a  corresponding  effect 
upon  the  sale  of  children's  hosiery.  All 
the  above  colors  are  shown  in  fine  mer- 
cerized lisle  hose  with  a  double  turn- 
over cuff,  which  are  priced  to  retail  at 
60  cents  a  pair. 

The  retail  trade  will  be  interested  to 
hear  that  there  will  be  plenty  of  the  old 
reliable  makes  of  fine  black  cashmere 
hose  for  fall  selling.  A  Montreal  whole- 
sale house  has  just  informed  Dry  Goods 
Review  that  they  have  received  large 
shipments  of  Indiana,  Botany  and  Llama 
cashmere  hose  which  are  now  priced  at 
the  lowest  levels. 

There  is  also  a  fine  range  of  strong 
and  serviceable  hose  for  boys'  wear  now 
on  hand  in  the  wholesale  show  rooms, 
including  the  diamond  knee  ribbed  hose 
in  all  wool  English  rib,  which  has  been 
off  the  market  for  years  and  once  again 
may  be  obtained  in  black  only.  The 
peculiar  construction  of  the  knee  section 
is  practically  indestructible  and  is  guar- 
anteed against  the  hardest  wear. 
Gauntlets  Preferred  in  Wool  Glove 

Styles 
The  display  of  winter  guantlets  and 
short  gloves  for  the  season  of  1922^23  is 
now  complete.  Angora  effecrs  appear 
to  be  most  numerous  and  are  both  heavy 
and  smart  in  appearance.  The  depth  of 
cuff  is  even  longer  than  in  past  seasons 
allowing  for  even  more  effective  color 
trims.  Colored  borders  are  cleverly 
utilized  upon  plain  color  gauntlets.  Cam- 
el's hair  gauntlets  and  short  gloves  are 
also  plentiful  in  a  larger  range  than 
usual,  while  the  usual  range  of  plain 
woollen  gloves  is  shown,  priced  to  sell 
from  75  cents  a  pair. 

The  absence  of  British  hosiery  and 
gloves  from  this  market  has  been  felt 
keenly  by  the  trade  for  many  seasons 
and  it  is  satisfactory  to  report  that  the 
demand  for  these  is  greater  than  -ever 
from  the  retail  trade,  while  the  qualities 
are  better  even  than  the  old  standards. 

Messrs  Holt,  Renfrew  and  Company, 
Limited,  Toronto,  have  been  appointed 
furriers  to  their  excellencies,  Lord  and 
Lady  Byng  of  Vimy.  Their  business 
stationery  now  carries  the  crest  and 
appointment  phrases  of  His  Majesty 
K'ng  George  V,  His  Roya'  Highness  the 
Prince  of  Wales,  Queen  Alexandra,  and 
the  late  Queen  Victoria. 
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Publicity  Campaign  for  Knitted  Underwear 

Botany  Wools  Advance  10  to  20  Per  Cent. 

Novelties  Still  Very  Strong — Retailers  Find  That  Displays  of 
Novelties  Help  Sale  of  Staple  Lines — Activity  in  Sweater  Busi- 
ness—Three-piece Suits  on  the  Market— $150,000  For  Publicity 


CONDITIONS  in  the  knitted  goods 
market  are  perplexing  to  both  re- 
tailers and  makers  these  April 
days.  In  and  around  Toronto  there  is 
a  feeling  that  business  will  be  larger  if 
anything  this  month  than  in  April  of 
last  year.  One  agent  who  represents 
several  of  the  biggest  knitting  houses, 
is  already  behind  on  his  Spring  orders. 
This  impetus  to  buying  has  only  sprung 
up  during  the  last  three  or  four  weeks, 
because  early  in  March,  he  and  his  man- 
ufacturers were  doubtful  whether  they 
would  be  able  to  keep  their  mills  work- 
ing at  full  strength  very  long.  In 
other  districts  there  is  less  enthusiasm 
about  orders.  Staple  manufacturers  in 
other  sections  of  the  country  are  quiet 
while  those  which  make  novelties  are 
doing  fairly  well.  Some  mills  are  work- 
ing but  they  report  that  orders  are  ra- 
ther slow  and  usually  small. 

Novelties    Silent    Salesmen    for    Staples 

From  retailers  comes  the  secret  of  the 
knitted  goods  business  this  season.  A 
recent  survey  made  of  several  depart- 
ments carrying  knitted  wear,  was  made 
by  Dry  Goods  Review.  In  each  case, 
where  the  manager  reported  that  busi- 
ness was  good,  there  were  several  novel- 
ty lines  displayed  en  the  counter  and  in 
showcases,  while  in  all  but  one  depart- 
ment where  buying  was  noticeably 
small,  only  staples  were  carried. 

That  manufacturers  are  following  the 
activities  of  dealers  very  closely,  is 
evident  from  the  way  in  which  they  are 
doing  everything  to  please  their  cus- 
tomers. It  is  moreover  a  fact  that  the 
houses  which  usually  deal  in.  staples 
and  which  have  added  novelties,  are 
selling  more  of  both  as  a  result.  They 
say  their  travellers  are  demanding  at- 
tractive and  new  things.  The  trade 
wants  to  see  the  novelties  first.  As  a 
rule,  even  the  most  adventurous  mak- 
ers are  not  stocking  any  of  the  latter, 
because  they  do  not  depend  on  them  in 
promoting  regular  lines. 

Botany  Wools  up  April  15 

Most  of  the  spinners  of  Botany  wool, 
including  all  the  fine  counts,  have  an- 
nounced a  rise  in  prices,  effective  April 
15  or  in  a  few  cases  earlier.  This  ap- 
plies to  English  as  well  as  American 
mills.  The  increase  runs  from  10  to 
20  per  cent.  It  will  of  course  affect 
cashmere  hose  more  than  any  other 
lines. 

One  manufacturer  in  Toronto  says 
that  he  finds  more  demand  for  silk  hea- 
ther hose  than  for  any  other  Spring 
line.  A  Montreal  retailer  is  stocking 
several  thousand  dozen  of  these  in  sev- 
eral shades.  The  homespun  and  tweed 
vogue  is   no   doubt  responsible  for  this 


tendency  toward  two-toned  hosiery. 
The  best  colors  shown  are:  violet,  can- 
na,  cornflower  blue,  and  the  brown 
tones.  Most  of  these  hose  are  in  a 
combination  that  has  a  red  or  gold  silk 
thread   as   well. 

Sweater   Business   Growing   More   Inter- 
esting 

Ready-to-wear  houses  report  signs  of 
life  in  their  blouse  departments.  This 
is  always  hopeful  news  to  the  sweater 
man  because  the  wearing  of  suits  with 
light  blouses  necessitates  sweaters 
when  indoors.  There  is  little  interest 
so  far  as  the  most  expensive  sweaters 
and  neither  are  the  cheap  lines  moving 
fast.  Slip-over  mcdels  of  wool  in  the 
bright  shades  retailing  at  $3.50  and* 
$4.00  are  probably  best  and  silk  and 
wool  combinations  as  well  as  fibre  silk 
Tuxedo  styles  are  wanted  at  not  more 
than   $18.' 

Whether  silk  or  wool  will  be  the  most 
prominent  is  a  difficult  question  to  de- 
cide just  yet.  There  is  always  a  fair 
amount  of  certainty  in  stocking  wool 
lines  for  April  and  May  and  relying 
more  on  silk  for  midsummer  business. 
As  long  as  the  craze  for  bright  colors 
continues,  there  will  be  a  good  propor- 
tion of  wool  sweaters  on  the  market. 
Manufacturers  seem  inclined  to  make 
their  silk  garments  up  in  the  pastel 
shades  and  in  navy  and  black. 

Practically  all  of  the  novelty  styles 
are  in  bright  and  pastel  shades,  the 
staple  sweaters  coming  in  black,  navy 
and  white.  Peter  Pan  collars  add  a 
touch  of  youthfulness  to  many  of  the 
models  and  a  sweater  that  does  not 
have  one  is  often  featured  with  a  blouse 
which   has. 

There  are  now  three-piece  knitted 
suits  on  the  market  modelled  after  the 
homespun  and  tweed  costumes.  These 
consist  of  skirt,  cape  and  slip-over  or 
coat.  Dresses,  long  capes,  scarfs,  and 
hats  are  promised  in  kitted  lines  .too. 
In  many  of  the  costumes  heather  mix- 
tures are  seen  while  contrast  in  color  in 
three-piece  outfits  is  quite  popular;  that 
is  one  piece  is  of  a  different  color  from 
the  other  two.  In  most  of  the  knitted 
garments  there  is  a  noticeable  liking 
for  solid  color.  When  bandings  and 
stripes  are  used,  they  are  usually  for 
older  women.  So  great  has  been  this 
cry  for  one  color  and  for  very  bright 
shades  of  one  color,  that  several  manu- 
facturers believe  the  fall  will  see  a  re- 
turn to'  contrast  in  trimmings.  Cer- 
tainly they  expect  this  vogue  to  be  here 
next  winter  at  any  rate. 

Knitted  Underwear 

American  makers  of  knitted  under- 
wear have   started     on  a  campaign     to 


educate  the  consumer  to  the  advantages 
of  wearing  knitted  underwear.  The 
secretary  reports  that  manufacturers 
are  showing  an  active  interest  in  this. 
It  is  proposed  to  spend  $150,000  for 
three  years  advertising  the  virtues  of 
knitted  underwear.  This  has  been 
found  necessary  because  of  the  growing 
tendency  toward  using  woven  materials. 
Cottons,  nainsooks,  and  long  cloths  are 
now  worn  by  a  large  percentage  of  wo- 
men all  the  year  round  and  men  who 
adopted  them  recently  for  the  summer 
months  are  now  wearing  them  in  in- 
creasing   numbers    all    year. 

The  bloomer  business  has  kept  the 
knitted  underwear  people  busy  for  the 
last  year  and  in  fact,  were  it  not  for 
bloomers  many  mills  would  have  been 
in  a  bad  way.  Women  seem  to  favor 
this  garment  when  knitted  more  than 
they  do  the  ordinary  cotton  and  silk 
bloomers. 

With  the  first  Spring  days,  there  has 
been  a  revival  of  the  athletic  type  of 
knitted  garments  and  manufacturers  are 
expecting  good  business  in  the  plain 
combination  for  wear  with  the  sport 
suits.  If  the  knicker  suit  becomes  at 
all  prominent  in  this  country  the  retail 
trade  will  have  to  carry  these  athletic 
garments  more  than  they  do  now. 

Glove  silk  is  still  favored  for  the  bet- 
ter types  of  undergarments  not  only  in 
the  bloomer  but  in  the  step-in  drawer. 

The  petticoat  is  reviving  in  and 
around  Toronto  in  the  glove  silk.  The 
very  bright  shades  are  seen  in  these, 
particularly  yellow  and  pumpkin. 


New  heads  have  been  appointed  in 
the  various  departments  of  the  Duncan 
Ferguson  Co.,  Stratford,  Ont.,  bringing 
the  staff  back  to  normal.  Mr.  T.  G. 
Cayley,  of  Hamilton,  will  be  in  charge 
of  the  dness  goods  and  silks  department. 
Mr.  John  C.  Smith,  late  of  the  Hudson's 
Bay  Co.,  Winnipeg,  will  head  the  ready- 
to-wear  department  for  ladies  and 
children.  Miss  Maude  Booham  of 
Windsor,  will  be  in  charge  of  the  ladies' 
underwear  and  corsets  section,  while 
Miss  L.  Bearss,  who  has  had  wide  ex- 
perience with  the  Parisian  Co.,  of  De- 
troit, will  assist  in  the  ready-to-wear 
department. 


Mr.  G.  W.  Plow,  buyer  for  Wingate 
and  Johnston,  Montreal,  and  Mr.  A.  D. 
MacDonald,  of  Greenshields,  Ltd.,  Mon- 
treal, were  passengers  on  the  "Meta- 
gama"  returning  from  Liverpool  and 
Glasgow,  last  month. 
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Homespun  Tweed  Demand  Helps  Sweaters 

Prominence  of  Two-Toned  Mixtures — Vertical 
Stripes  in  Red  and  Gold — New  York  Stresses 
Navajo  Sweater — Knitted  Dresses  Good  in  Bright 
Shades — Three  Piece  Suits  Sell  Well  in  Toronto 


SOME  OF  the  Canadian  manufac- 
turers are  stressing  the  slip-over 
sweater  to  the  exclusion  of  the  Tux- 
edo. They  say  that  the  light  weight 
wools  which  are  to  be  stronger  than  ever 
this  year  lend  themselves  to  the  slip  on 
styles  best.  Shetland  floss,  alpaca,  mo- 
hair and  mixtures  of  silk  and  wool  are 
•all  good  in  these.  There  are  several 
kni:ted  goods  men  who  still  hold  to  the 
conviction  that  the  demand  for  the  Tux- 
edo will  be  all  that  can  be  desired.  This 
"will  be  especially  strong  when  the  all- 
silk  sweater  is  wanted,  which  is  not  usu 
•ally  until  the  middle  of  June. 

Two-Toned  Mixtures 

Two- toned  mixtures  are  prominent  in 
every  style.  They  are  good  in  the  all- 
silk  and  in  the  all  wool.  As  to  which 
combinations  are  best  it  is  difficult  to 
say.  An  attractive  number  of  silk  and 
alpaca  has  stripes  in  red  and  gold  run- 
ning vertically.  The  Tuxedo  styles  are 
usually  plain  wi  h  collars,  cuffs  and 
bandings  of  mixtures.  Beige  and  brown 
mixtures  are  very  good  and  so  are  the 
blues. 

New  York  is  now  stressing  the  navajo 
sweaters.  They  are  beginning  to  ap- 
pear in  and  around  Toronto.  These 
come  in  all  the  bright,  multicolored 
shades.  They  are  not  two  toned  but. 
have  four  or  five  shades  knitted  separ- 
ately. Many  of  the  slip  on  styles  have 
the  whole  sweater  of  navajo  stripes 
while  the  Tuxedos  are  usually  confined 
to  girdles  or  collars  of  this. 

The  alpaca  sweaters,  particularly  the 
chiffon  alpacas,  are  beginning  to  inter- 
est the  trade.  They  come  in  the  lace 
and  in  the  cobweb  stitch.  Both  of  these 
are  very  appealing  to  those  women  who 
are  attracted  by  sheer  and  dainty  styles, 
rather  than  by  the  spor's  type  of  gar- 
ments. 

Scarfs  of  pure  silk  are  shown  in  de- 
ligh  ful  color  effects,  with  stripes  run- 
ning the  length  of  the  scarf.  Some  of 
the  imported  models  have  drop-sti  ch 
stripes  and  others  have  cross  stitches 
of  fibre.  Other  importations  include 
scarfs  in  fibre  silks  and  selected  wools 
in  red,  green,  blue  and  maize.  Mixed 
and  self  fringes  are  both  very  good  on 
these  scarfs. 

Capes    Probably    Not    So    Strong 

There  will  be  a  good  demand,  manu- 
fac.urers  say,  for  the  capes  which  form 
one  of  a  three-piece  costume,  either  of 
dress  and  cape  or  of  knickers,  coat  and 
skirt.  But  the  call  for  separate  capes  is 
not  quite  so  promising  as  last  year.  The 
brushed  wool  capes  will  be  just  as  good 
as  ever  for  they  fill  a  need  in  motoring 
and  are  a  really  worth-while  covering  in 
boating? 

Knitted  dresses  are  especially  good  in 


sweaters  considerably.  The  knickers  es- 
pecially will  assist  the  sale  of  both 
Tuxedos  and  slip-ons  for  sports'  wear. 

It  is  a  remarkable  fact  that  the  bateau 
neckline  is  probably  stronger  than  ever  in 
the  slip  over  styles  shown  so  far.  This  is 
probably  due  to  the  vogue  for  Peter 
Pan  collars  to  the  exclusion  of  o;hers 
with  this   style   of  sweater. 


A  NAVAJO  SWEATER 
One  of  the  designs  which  are  attract- 
ing the  attention  of  New  York  these 
days.  This  model  is  of  two-ply 
light  weight  yarn.  The  color 
combination  is  poppy,  jade 
and  black  on  a  white  ground. 
It  :'s  made  in  the  tuxedo  style  as 
well,  the  girdle,  collars  and  band  at 
bottom  being  of  the  navajo  stripe. 
Shown  by  the  Belding-Corticelli  Co., 
Toronto. 

the  bright  shades,  particularly  jade, 
dent  de  lion,  periwinkle  blue  and  lilac. 
Browns  and  tans  are  promised  in  almost 
every  garment  in  the  knitted  line.  One 
Toronto  firm  which  handles  silk  and  wool 
yarns  believes  sand  will  be  particular- 
ly good  a  little  later  in  the  season.  Paris 
is  stressing  it  now  and  New  York  favors 
it. 

ITomespun  and   Tweed  Knickers  Wanted 
in  Toronto 

Nearly  all  the  ready-to-wear  and  de- 
partment stores  in  Toronto  say  that  they 
are  selling  three-piece  suits  every  day. 
Not  many  women  want  the  knicker  and 
coat  alone  but  a  small  percentage  like 
the  coat  or  cape,  the  skirt  and  the  knick- 
er. Others  ask  for  the  dress  and  knick- 
er. 

Knitted  wear  men  believe  that  the 
homespun    and   tweed    demand   will    help 


Why  Reductions 

Are  Offered 

Goodwin's  of  Montreal  Give  Frank  Ex- 
planation  of   Reductions 

There  is  always  a  reason  for  every 
reduction  that  is  made  on  any  merchan- 
dise whatsoever.  That  is  the  belief  of 
Goodwin's  of  Montreal  as  expressed  in 
a  recent  advert'sement  which  they  ran 
in  the  Montreal  papers.  It  is  somewhat 
cf  a  refreshing  change  from  the  too  fre- 
quent advertisement  which  one  sees  in 
which  claim  is  made  that  the  manage- 
ment is  desirous  of  sharing  his  pro- 
fits with  his  customers  in  a  gigantic 
"profit  sharing  event."  No  doubt,  there 
are  cases  where  this  is  actually  done, 
that  is,  where  profit  is  actually  shared 
with  the  customer,  but  is  it  not  true 
that  there  is  another  reason  behind  this 
desire? 

Reductions   and   Reasons 

In  the  advertisement  referred  to, 
Goodwin's  devote  a  good  space  to  edit- 
orial advertising  in  which  they  make 
an  explanation  under  the  caption,  "Re- 
ductions and  Reasons."  "There's  a 
reason  for  every  reduction — anywhere," 
they  say.  "What  with  the  changing 
whims  of  fashion,  the  freaks  of  weather 
and  the  unsettled  conditions  of  markets 
— and  what  with  the  quantities  and  var- 
ieties of  stocks  we  have  to  keep  for  per- 
sonal choice  of  a  city  full  of  people, 
it  stands  to  reason  that  nothing  but 
careful  and  forceful  efforts  on  our  part 
will  keep  all  the  stocks  moving  in  and 
out  of  the  store  with  any  degree  of  uni- 
formity. Reductions  and  reasons  is 
something  of  a  change  in  the  public  an- 
nouncement of  these  efforts.  There's  a 
reason  for  every  reduction — anywhere, 
what  is  it?  That's  the  question." 

Some  of  the  Reasons 

Then  they  proceed  to  give  some  of 
the  reasons  for  their  reductions  in  a 
number  of  lines  of  merchandise  for  wo- 
men. In  the  case  of  some  veilings,  re- 
ductions are  made  because  the  mesh 
is  wiry  and  hard  or  because  the  mesh  is 
too  close.  Some  shopping  bags  are 
reduced  because  smaller  bags  are  more 
popular;  while  bag  tops  come  under 
the  hammer  because  larger  size  frames 
(Continued   on  Next  Page) 
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Incompetence  Leads  as  Cause  of  Business  Failures; 
Personal  Attention  Still  Big  Factor  of  Success 

Report  Shows  That  There  Were  2,395  Failures  in  Canada  During 
1921 — Lack  of  Capital  no  Longer  Principal  Cause  of  Business 
Troubles  on  This  Continent — Liabilities  in  Canada  Show  Increase 
of  130  Per  Cent.  Over  1920— Causes  Due  to  Fraud  Show  Decrease 


IN  A  MOST  useful  and  illuminative 
little  booklet  called  "A  record — not 
a  prospectus,"  Bradstreet's  deal  with 
the  failures  in  Canada  and  the  United 
States  during  the  year  1921.  Not  the 
least  in . cresting-  feature  of  this  record  is, 
not  the  actual  number  of  failures  record- 
ed with  their  liabilities  and  assets,  but 
the  causes  of  these  failures  that  strew 
the  shores  of  business  activity  from  one 
year  to  another.  While  the  actual  words 
are  not  used,  one  is  given  the  strong  im- 
pression from  this  record  that  the  old- 
time  industry,  frugality,  and  self  denial 
of  the  individual  in  business  is  a  most 
important  factor  to  be  reckoned  with  in 
the  conduct  of  business.  Lack  of  capital 
is  not  the  only  thing,  it  is  not  even  the 
first  cause  of  failures  in  business;  in- 
competence with  its  many  ramifications 
is  the  principal  cause.  And  incompetence 
is  the  great  human  element  that  writes 
■"failure"  across  so  many  business  ven- 
tures. 

Why    Men    Fail 

Bradstreet's  claim  that  they  establish- 
ed statistically  the  fact  many  years  ago 
that  business  success  or  failure  was 
largely  personal — in  other  words  that 
the  individual  himself  was  chiefly  re- 
sponsible for  failure  to  succeed.  In  1918, 
the  proportion  of  failure  credited  to 
causes  which  are  classed  as  originating 
within  the  individual  himself  arose  to  its 
highest  point,  86  per  cent.,  while  out- 
side influences  were  credited  with  caus- 
ing 14  per  cent.  The  1919  returns  were 
almost  identical  with  this,  85.9  per  cent, 
heing  credited  to  the  individual  and  14.1 
per  cent,  to  all  other  causes.  In  1920 
the  proportion  due  to  personal  causes 
fell  to  83.1  per  cen\  but  even  this  was 
higher  than  in  any  year  prior  to  1917. 
In  1921,  however,  the  failing  trader, 
comparatively  speaking,  became  a  child 
of  circumstances,  many  of  them  beyond 
his  control.  Thus  only  74.8  per  cent,  of 
the  1921  failures  were  due  to  causes 
inherent  in  the  individual,  while  25.2 
per  cent,  were  beyond  his  control.  The 
groupings  of  the  causes  of  failures  pro- 
ceeding from  or  inherent  in  the  individ- 
ual as  compared  with  those  outside  his 
control  are  listed  under  two  headings  a^ 
follows: — 

A.   Due  To   Faults   Of  Those   Failing. 

Incompetence        (irrespective        of 
other  causes). 

Inexperience  (without  other  incom- 
petence). 

Lack  of  capital. 

Unwise  credits. 

Speculation    (outside   regular  busi- 
ness.) 


Neglect  of  business  (due  to  doubt- 
ful habits). 

Personal  extravagance. 

Fraudulent  disposition  of  property. 
B.  Not  Due  To  Faults  Of  Those  Fail- 
ing. 

Specific  conditions  (disaster, 
floods,  war,  etc.). 

Failure  of  others  (of  apparently 
solvent  debtors). 

Competition. 

What  Causes  Failure 

It  is  pointed  out  that  investigation  has 
shown  a  steady  diminution  in  the  im- 
portance assigned  lack  of  capital  as  a 
cause  of  failure.  In  the  years  from  1890 
to  1911  inclusive,  this  cause  stood  first 
as  a  producer  of  business  failure,  from 
39  to  30  per  cent,  of  all  failures  being 
thus  variously  credited.  In  1912,  how- 
ever, incompetence  assumed  first  place 
and  except  in  1913  and  1914  it  has  since 
held  first  position.  In  1919,  incom- 
petence with  33.2  per  cent,  of  all  fail- 
ures credited  to  it  as  against  30.3  per 
cent,  credited  to  lack  of  capital,  closely 
approximated  the  latter's  highest  record 
percentage  of  39.2  reached  in  1891.  In 
1921  incompetence  accounted  for  32  per 
cent,  of  all  failures  and  lack  of  capital 
furnished  29.3  per  cent,  as  against  32.5 
per  cent,  and  32.3  per  cent,  respectively 
in  1920.  The  decline  shown  in  lack  of 
capital  as  cause  for  failure  should  give 
food  for  thought  to  those  who  glibly 
talk  of  banks  refusing  aid  to  solvent 
debtors  in  the  past  year  of  strain.  In 
competence  and  lack  of  capital  combined 
in  1921  accounted  for  61.3  per  cent,  or 
over  three-fifths  of  all  failures.  Inex- 
perience is  credited  with  5.7  per  cent,  of 
1921  failures;  fraud  4.7  per  cent.;  and 
specific  conditions  such  as  war,  floods, 
disasters,  etc.,  to  23.2  per  cent. 

Canadian  Failures  Number  2,395 

Canadian  failures  in  1921,  like  those  in 
the  United  States,  expanded  greatly, 
numbering  2,395,  the  highest  recorded 
since  1915,  an  increase  of  144  per  cent, 
over  1920  and  nearly  four  times  the  to- 
tal of  the  record  low  year  1919,  when 
only  626  were  recorded-  Liabilities  were 
$51,064,079,  130  per  cent,  over  1920  and 
five  times  those  of  1919.  Personal  caus- 
es' are  credited  with  bringing  about  72.6 
per  cent,  of  the  failures  in  that  country 
in  1921,  as  aginst  79.3  per  cent,  in  1920 
and  77.3  per  cent,  in  1919.  Lack  of  cap- 
ital, with  34  per  cent,  against  34.1  per 
cent,  in  1920  and  35.8  per  cent,  in  1919, 
was,  as  always  in  past  years,  the  leading 
cause.  The  second  moving  cause  was, 
however,   the  non-ipersonal   specific  con- 


ditions, which  claimed  25.6  per  cent,  of 
the  failures  in  1921,  against  18.6  per 
cent  in  1920  and  35.8  per  cent,  in  1919, 
Incompetence  with  23.2  per  cent,  of  all 
failures  in  1921  compared  with  20.8  in 
1920  and  20.1  in  1919.  Fraud,  the  fourth 
cause,  accounted  for  6.9  per  cent,  in 
1921,  as  against  9.9  in  1920  and  8.9  in 
1919.  Lack  of  capital  is  credited  as  be- 
ing the  controlling  cause  also  in  the  pro- 
duction of  liabilities  in  Canada,  45.3  per 
cent,  being  attributed  to  this,  as  against 
52.8  per  cent,  in  1920  and  45.5  per  cent, 
in  1919.  Specific  conditions  created  25 
per  cent,  of  the  liabilities,  as  against  22.3 
per  cent,  in  1920  and  only  11.5  per  cent, 
in  1919.  Fraud  claimed  only  5.2  per 
cent,  of  the  liabilities,  against  6.3  per 
cent,  in  1920  and  21.3  per  cent,  in  1919. 
Incompetence  with  23.2  per  cent,  of  the 
failures  accounted  for  only  14.8  per 
cent,   of  the  liabilities. 


EXPLAINING    REDUCTIONS 

(Continued  from  Previous  Page) 
are  more  in  demand.  Suede  Oxfords 
undergo  a  big  cut  because  the  heels  are 
too  high;  while  some  pumps  are  reduced 
because  they  are  plain  and  have  high 
heels.  Women's  belts  are  sacrificed  be- 
cause girdles  are  taking  their  places 
and  the  buckles  are  too  large;  and  be- 
cause human  hair  nets  are  preferred 
there  is  a  big  cut  in  the  price  of  silk 
hair  nets. 

Style,  of  course,  is  a  big  factor  in  "re- 
ductions and  reasons."  For  instance, 
some  girl's  silk  dresses  are  offered  at 
low  prices  because  French  models  have 
the  long  waisV,  and  some  silk  under- 
skirts are  to  be  sold  off  because  they 
are  too  long.  Some  cotton  wash  goods 
must  go  because  they  are  "dark  colors." 
Old   and  New 

The  advertising  manager,  in  this  nov- 
el advertisement  does  not  forget  in  a 
few  instances  to  call  attention  to  some 
of  the  newest  things  when  speaking  of 
the  old.  For  instance,  in  offering  a  re- 
duction in  some  wash  fabrics,  the  reas- 
on is  given  that  they  are  shepherd's 
check  and  in  brackets  is  inserted,  "See 
the  hcmespuns  and  flannels  at  $1.95  and 
$2.95";  or  in  the  case  of  some  fibre 
hose,  "See  the  heavier  tops  now  in  at 
$1.50  a  pair."  This  occurs  in  several 
other  items  throughout  the  advertise- 
ment. 


William  Alfred  Hart,  formerly  com- 
mercial traveller  with  the  Nerlich  Fancy 
Goods  Co.  Toronto,  and  the  P.eid  Com- 
pany, London,  Ont.,  died  recently  at  his 
home. 
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BATHING  SUITS 

Easter  comes  and  goes,  trailing  Spring  in  her 
going,  and  leaves  in  her  wake  promise  of  the 
glad  warm  days  to  come.  And  thoughts  of 
men  and  women  everywhere  turn  first  to  the 
lure  of  the  water,  and  the  choice  of  an  appro- 
priate Bathing  Suit. 

We  are  featuring  a  distinctive  line  of  Men's 
Ladies',  Boys'  and  Children's  bathing  suits. 

Knit  of  the  finest  worsted  yarns,  artistically 
styled  to  add.  grace  to  the  body,  comfortable  in 
their  warmth,  and  abounding  in  the  wanted 
colors  of  the  season,  these  suits  will  excite  ad- 
miration wherever  displayed. 

We  draw  special  attention  to  our  Men's  Athletic 
two-piece  style — bound  to  be  a  winner. 

Write  for  Prices  and  Samples 

Albion  Knitting  Co.,  Limited 

Peterborough,    Ont. 


Indispensable  to 
The  Sports  Costume 

GOLF  HOSE 

For   Men,    Women,    Boys    and    Children 
In  all  the  Wanted  Shades 

Write  for  samples  and  prices 

Lavoie  Knitting  Co. 

Peterborough  -  Ontario 


Profit-Makers 

Misses'    and    Children's    Combination 
Jumper  Dresses  in  bloomer  effect 

IN 

JERSEY  CLOTH, 
HOMESP;UN 
or  FLANNEL 

Colors :         Brown,        Copenhagen, 
Navy      and      Fawn 

Sizes:  4  to  16  years. 
We  will  gladly  forward  Samples  and  Prices  on  Jrequest. 

WRITE  US  NOW 

Mitchell  Woollen  Co., 

Limited 
Mitchell  Ontario 
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Habitant  Homespuns 


Your  Spring  displays  will  not  be  com- 
plete without  a  full  line  of  the  new 
Habitant  Homespuns,  both  the  fabrics 
themselves  and  the  made-up  garments. 
These  new  fabrics  have  been  eagerly 
taken  up  by  Canada's  leading  designers 
and  some  of  the  more  exclusive  Fifth 
Avenue,  New  York,  shops.  For  beauty 
of  coloring  and  draping  qualities  they 
are  unsurpassed. 

Women  of  fashion  are  learning  their 
worth  through  the  full  page  color  ad- 
vertisements now  running  in  the  lead- 
ing magazines  and  are  looking  for  the 
Hawthorn  label  in  the  garments  they 
buy. 


Hawthorn  Mills,  Limited 

Carleton  Place,  Ont. 


*r- 


BATOORRFAB^C 

CANADA  PRODUCT 


The    label    of    dependability    in    gar- 
ments made  from  Hawthorn  Fabrics. 
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INSTRUCTION  BOOK* 

Published  by  ihe  Makers  of 

MONARCH 
YARNS 

Floss,  Down,  Dove 
and  Butterfly 

BOOKN°8       PRICE25^ 


The 

Book 

That 

Brings 

Business 

To 

Your 

Yarn 

Counter 


Have  You  Ordered  Book  8? 

1  Over    one    hundred    new   styles,    beautifully    illustrated    from   photo- 

_,        -M  .     __      .       ,  i      j  graphs,  each   style  accompanied  by   concise,   clear   instructions   for  knit- 

l  he  Monarch  Knitting  CO.,   Ltd.  ting.      This   is   the  book   the   knitters    want^the  book   that   causes   them 

J  to   buy    more    yarns.      You    can    sell    a    great   many    copies   at    25    cents 

ea  h.      Every    coy    you    sell     will    bring    profitable    business    to    your 
yarn    counter.      Send    your   order    now — please    use   the    coupon. 

Please    enter    my    order    for  dozen    copies    of        ]  Jfe    Monarch     Knitting    CO.,    Limited 

Instruction   Book   No.   8  at   $2.10  per  dozen,  F.O.B..   Dunn-  ° 

viIIe  I  Head  Office  :  Dunnville,  Ontario 

XT  1  Factories    at:    Dur.nvil'.e,    St.    Cathar'nes    and   St.    Thomas,    Ont. 

Name     

{ 

BRANCH   OFFICES: 

Address    { 

Vancouver  Montreal  Toronto 
J                     408-409   Mercantile            Dubru'le  Building,             Cor.   Bay  A  Well- 
)                                  Block                           Phillips    Square                      ington  Sts. 
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"Do  You  Honestly  Think 

that  any   other  Canadian  Hosiery   can 
stand  up   to    Circle -Bar  for  quality ?" 

"No,  I  Don't!" 


Rft«1«Tf*CO 

HOSIERY 


Such  was  the  verdict  of  a  representative  Canadian  hosiery  dealer  who  has  handled 

Circle-Bar  for  years. 

And  it's  quality  that  gets  the  best  and  the  lasting  custom  in  hosiery. 

Other  selling  points  of  Circle-Bar  Hosiery  which 
excel  competing  makes  are:  the  tapering  toe, 
deeper  heel,  narrowed  ankle,  elastic  top. 

We  make  all  styles  in  silk,  wool,  mer- 
cerized, lisle  and  cotton,  for  men, 
women  and  children. 

See  our  representative  or 
write  direct  to 

The  Circle-Bar  Knitting  Co.,  Limited 

HEAD  OFFICE-KINCARDINE 
Mills  at  KINCARDINE  and   OWEN  SOUND 
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HORROCKSES 

Famous  . 

COTTONS        I 


Maximum  Comfort  and 
Durability  at  Minimum  Co 

FIRST  IN  THE  FIELD  AND  STILL  LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP,  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 

descends. 

Thus  THE  LEG  HAS  THREE  THREADS, 
THE    INSTEP   AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF  HOSE 
FOR   HARD  WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  House 


^ii'iiiTUiiiiiiiiiiiirnrntitTtMiiiiiit»iiiiimiiTtiTimiTiii)i\ 


Revised  price  lists  have  been 
mailed,  deliveries  are  coming  for- 
ward regularly.  Please  send  your 
order  now  to  ensure  prompt  ship- 
ment from  Montreal  stock  or 
import. 
JOHN  E.  RITCHIE  Dry  Goods  Commission  Agent 

591  St  Catherine  St.  W.,  Montreal 

Branches : 

64  Wellington  St.  W.,  615  Pender  St.   W., 

Toronto  Vancouver,   B.C., 

29   Minshull  St.,   Manchester,   Eng. 


J.  &  J.  Taylor  Safes  for  sale 

One  J.  &  J.  Taylor  Safe,  inside  dimensions  15  inches 
deep,  2  feet  6  inches  wide,  three  feet  11%  inches 
high  and  fitted  with  a  built  in  compartment.  Price 
$250.00. 


One  J.  &  J.  Taylor  Safe  18  inches  deep,  two  feet  8 
inchete  wide,  four  feet  5  inches  high,  fitted  with 
a  steel  compartment.  Both  safes  in  good  condition 
and  can  be  bought  at  a  price  that  will  save  consid- 
erable money  to  the  purchaser.      Price  $200.00. 


Box  105,  Dry  Goods  Review 

153  University  Ave.,   Toronto 
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Infant  Vests 


■ 


YOU  can  confidently  recommend 
Mercury  Infant  Vests  to  your 
customers.  The  little  garments  are 
made  from  the  finest  of  Australian 
wool,  or  silk  and  wool  and  the 
seams  are  all  flat  locked.  There  are 
no  knots  or  roughness  to  irritate  the 
tenderest  skin.  They  are  unshrink- 
able and  retain  their  original  soft- 
ness and  comfort  after  many  wash- 
ings. 

Made  in  tie-over  style  (no  but- 
tons) or  coat-style  buttoning  down 
the  front. 


No.  1280 — Light     weight     Australian 

wool. 
No.  2280 — Heavier  weight  Australian 

wool. 
No.  2100— Silk  and  wool. 


MERCURY  MILLS,  LIMITED 
HAMILTON  -  CANADA 

Makers  of  Hosiery  and  Underwear  for  Men,  Women  and  Children 
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The  Last  Word  in  Underwear  Quality 

Combined  beauty  and  elegance  of  texture,  neat  appearance, 
durability  and  popular  price  make  Peer  less  Underwear  supremely 
popular  with  discriminating  Canadian  women. 

Your  profit,  too,  is  something  to  be  considered.  Place  your 
order  to-day. 

For  Women — Children — Infants 


MOODIES 


Peerless  Underwear 
Company,  Limited 

Con  trolled   by 

J.   R.    Moodie  &  Sons  Limited 

Hamilton,  Ont. 


^t^t^imr^ffiMh^t^rftxiftstifrMt^^ 


Established  ocer  a  Cenlury-and-a-half 

WM.  GIBSON  &  SON 

LIMITED 


Hosiery  and  Underwear  Manufacturer 


Head  Office  and  Warehouse: 
THURLAND  STREET.  NOTTINGHAM.  ENG. 

Telegraphic  Address  :  "Wigibson.  Nottingham" 


Factories: — 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.     Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands  : 
ACT7EON,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 

Allan  &  Macpherson,   31-33  Melinda  St.,  Toronto 


Could  you  retire  in  20  years? 

Perhaps  you  don't  want  to — but  all  the  same  it  is 
a  very  pleasant  feeling  to  have  enough  gilt-edged 
securities  tucked  away  that  if  business  does  get 
troublesome   you  haven't  the  slightest  worry. 

The  big  point  is  this — profit  is  not  profit  until  it 
is  safely  invested  and  bearing  interest.  There  is  so 
much  of  the  average  merchant's  earnings  that  are 
frittered  away  in  non-essentials,  when  he  might 
create  an  estate  separate  from  his  business  load. 

THE  FINANCIAL  POST  points  the  way  to  safe, 
sane  investment  in  sound  securities.  Through  the 
Investors'  Enquiry  Service  you  get  the  bed-rock 
facts  behind  any  and  all  investments.  Before  you 
buy — write. 

The  $5.00  invested  in  THE  FINANCIAL  POST 
service  for  a  year  will  mean  hundreds  of  dollars  to 
you,  if  you  follow  the  hints,  tips  and  suggestions  in 
the  investment  of  your  profits.  When  so  many  mer- 
chants have  found  its  pages  valuable  to  them,  will 
you  not  fill  in  the  coupon  and  find  out  for  yourself 
just  how  valuable  THE  FINANCIAL  POST  can  be 
to  you? 


.1922 


THE    FINANCIAL   POST, 
143   University  Ave., 

Toronto,    Ont.  

On  the  understanding  that  THE  FINANCIAL  POST  holds 
just  the  facts  I  need  for  safe  investment,  you  may  send 
me  a  recent  issue.  If  I  decide  not  to  take  it,  I  will  write 
you  within  five  days — otherwise  you  may  bill  me  for  $5, 
subscription    price    for    one    year. 


Name 


Address 
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The  Beauty  of  Simplicity 

is  evident  in  this  Burritt  Blouse,  designed 
to  appeal  to  the  more  conservative  element 
in  your  trade.  The  usual  Burritt  quality 
and  finish  at  an  unusual  price. 

Made  in  the  Season's  most  fashionable 
shades — 

Sand,  Chinese  Blue,  Pink,  Salmon,  Navy,  Nile 
Green,  Mauve,  Yellow,  Rose. 

We   make    a   complete   line    of   the   finest 


Mitts 

Gloves 

Scarves 

Toques 

Wool  Hose 

Silk  Hose 

Sweaters 

Ladies'  Knit  Blouses 

Send  in  your  orders  to-day  . 
We'll  vouch  for  the  re-orders 

A.  BURRITT  &  CO. 

Mitchell  - :  -  Ontario 
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CELTIC 

SILK  HOSIERY 


We  are  now  showing-  the  latest  novelty  in  silk 
hose,  i.e.  the  embroidered  anklet,  which  prom- 
ises to  be  the  craze  of  the  season.  Also  our 
line  of  CELTIC  HOSE,  with  hand-finished 
embroidered  clocks  in  a  variety  of  original 
designs,  is  an  attractive  and  profitable  one. 
If  our  Salesman  has  not  called  upon  you,  drop 
us  a  line  and  we  will  instruct  him  to  do  so. 

Selling  Agents 

HARVEY  BROS.  &  SEMPLE  Ltd. 


224   Empire   Bldg. 
TORONTO 


313     Fort    St. 
WINNIPEG 


325   Howe  St. 
VANCOUVER 


THE  CELTIC  KNITTING 


CO.,  LIMITED 


14  Turgeon  St. 


Montreal 


m 


MARK 


REGISTERED 


O.V  BRAND 

PURE  WOOL  UNDERWEAR 

For  Men  and  3  ays 


An  old  favorite  made  in  an  up-to-date 
mill.  The  latest  in  machinery  and  years 
of  experience  back  up  our  guarantee  of 
every  O.V.  Brand  garment. 

SOLD  THROUGH 
WHOLESALE  TRADE 

BATES  &INNES  Limited 

Carleton  Place,  Oni. 

Agents: 
H.  J.  FOX,  C.   E.   WINKS,  W.  R.   MILLER, 

152   Bay    St.,  44    Aiken    Bldg.,  807   Mercantile   Bldg., 

Toronto  Winnipeg  Vancouver 

General  Sales  Office:   35  St.  Nicholas   St.,  Montreal 
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STYLE    386 

Don't  Lose  Sales ! 

In  your  sweater  department  just  be- 
cause you  haven't  the  sizes  required 
by  your 

"STOUT"  CUSTOMERS 

Keep  stocked  up  with  the  Fainer  line 
of 

Knitted  Sweaters 

FOR  STOUT   WOMEN 

They  are  as  smart  and  well-fitting  in 
every  detail  as  those  designed  for 
smaller  women.  Quoted  to  retail  at 
popular  prices. 

Sizes  41,  43,  45,  47. 

$48.00  Dozen 

Made  in  Black,  Navy,  Fawn  and  Cadet 

We  are  also  showing  the  latest  style 
of  Silk  and  Wool  Tuxedos,  Bramley 
Sweaters,  Middies  and  Tuxedo  Waists. 

at  popular  prices. 

The  Fainer  Knitting 
Mills  Limited 

399  St.  Lawrence  Blvd.        MONTREAL 
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New  Spring  and  Summer  Novelties 

Gauntlet  Glove  Strong  and  Likely  to  Continue  so  for  Fall — Wash- 
able Lines  are  in  Demand  and  Silks  Good  Ail-Year  Glove — 
Fancy  Ornamentations  on  Back  of  Gloves — Waiting  for  Rain — 
Washable  Neckwear  Good 


THE  late  date  of  Easter  this  year 
has  some  advantages.  Dress  ac 
cessories  houses  have  had  a  splen- 
did chance  to  work  on  their  novelties 
and  as  a  result  have  now  some  lines  on 
hand  which  should  work  in  for  both 
late  spring  and  summer  showing.  Sum- 
mer business  usually  means  wedding 
business  and  this  season  especially,  man- 
ufacturers who  have  kept  the  Canadian 
bride  in  mind  in  making  up  their  stock. 
Novelty  gloves  are  very  much  strong- 
er than  staple  ones  this  spring.  The 
gauntlet  is  best  of  all  and  will  continue 
flext  fall,  more  than  one  maker  in- 
formed our  representative.  It  is  said 
that  the  kid  is  asked  for  in  the  glace 
much  more  than  in  the  suede.  Long 
gloves  especially  in  the  12  button  length 
are  very  good.  In  fact  the  latter  seem 
to  have  taken  the  place  of  the  16-button 
glove  for  two  reasons:  they  are  lower  in 
price  and  they  suit  the  length  of  sleeve 
worn  this  spring.  The  mode  shades  are 
probably  best  for  all-round  business. 
Bobolink,  maple  sugar  and  sand  tones 
combined  with  beaver  and  the  dark 
browns  are  strong.  Some  grey  gloves 
are  asked  for  and  black  is  very  good. 
Black  and  white  are  good  only  when 
black  predominates.  It  is  a  little  early 
to  talk  about  white  though  present  in- 
dications are  that  they  will  not  be  very 
prominent  in  kid. 

Silk  and  Washable  Gloves  Sell. 
There  is  every  indication  that  silk 
gloves  will  be  the  best  all-year  round 
glove  the  retailer  can  feature.  There 
are  great  possibilities  in  these  for 
novelty  designs.  All  the  washable  lines 
are  in  demand  also,  particularly  wash- 
able suede  in  two  colors.  The  flaring 
cuff  and  one  clasp  with  stitching  in  a 
darker  shade  than  the  glove  are  good. 
Recent  visitors  to  Europe,  say  that 
Paris  is  very  fond  of  fancy  ornamenta- 
tions on  the  backs  of  gloves  instead  or 
stitching.  This  is  not  the  case  either 
in  Canada  or  the  United  States,  doubt- 
less due  to  the  vogue  for  the  more 
mannish  sport  styles.  The  cuff  slashed 
on  one  side  which  is  a  distinctly  French 
idea  has  met  with  more  success  over 
here. 

Heather  and  Lovat  Again  for  Fall 

Travellers  who  have  shown  their  fall 
lines  are  feeling  very  optimistic  about 
wool  hose  and  others  declare  that  silk 
lines  are  going  in  both  heather  and 
lovat  mixtures. 

For  summer  wear,  the  very  fancy 
hose  are  selling.  Vivid  colorings  both  in 
stockings    and    embroidery      are      being 


bought  for  window  display.  Whether 
the  hose  of  the  ultra-fancy  type  such  as 
is  now  being  displayed  in  New  York, 
will  go  here,  is  a  very  uncertain  problem. 
The  mouse  idea  for  instance  is  a  little 
extreme  for  women  on  this  side.  The 
shades  called  over  in  Paris  "blonde,"  are 
strongest,  that  is  nude,  camel's  hair  and 
the  yellowish  sands  are  best  after  the 
high  colors  and  grey  and  biege  are  hav- 
ing their  usual  devotees. 

Umbrella    Makers    Looking     for     Rainy 
Day. 

Toronto  umbrella  manufacturers  have 
all  their  new  models  ready  and  are  just 
"playing  possum."  They  feel  that  the 
rains  which  held  off  during  the  early 
part  of  April  will  more  than  redeem 
themselves  during  May.  The  umbrellas 
offered  are  very  attractive  with  a  little 
emphasis  on  the  colored  ones.  In  fact 
the  "sun  and  rain"  umbrellas  are  ex- 
pected to  be  exceedingly  popular  all  this 
summer.  Navy,  grey,  garnet,  brown, 
green  and  purple  are  all  being  ordered. 
The  craze  for  the  very  high  shades  has 
not  yet  reached  Toronto  though  the  de- 


partment stores  are  featuring  these  in 
their  window  displays.  In  New  York 
it  is  said  that  the  flappers  are  even 
carrying  orange  parasols  with  their 
tweed  suits.  The  snappon  umbrella  is 
going-  well  down  there  and  Canadian  re- 
tailers are  taking  very  kindly  to  it. 

Homespun   Handbags. 

This  is  the  name  of  the  new  models 
in  women's  handbags.  They  are  not 
made  of  homespun  but  of  a  mottled 
leather  in  the  homespun  mixtures.  There 
is  a  blue  and  brown,  two  shades  of 
blues,  garnet  and  grey,  green  and  brown 
and  the  lighter  shades.  The  grain  is 
put  on  after  stamping  so  that  an  em- 
bossed effect  is  very  cleverly  made. 
These  come  in  the  vanity  purse  style 
and  in  other  shapes  as  well. 

The  silk  bag  will  be  as  good  as  ever 
it  is  predicted.  Fifth  Avenue  shops  are 
featuring  the  fancy  brocaded  bags  in 
large  sizes  and  extravagant  satin  rib- 
bon creations.  Retailers  in  Toronto  say 
that  there  is  a  fair  demand  for  them  In 
(Continued   on  page  69) 


ACCESSORIES   FOR    THE    TROUSSEAU   FROM   FRANCE 

Every  bride  will  require  several  pairs  of  the  newest  French  kid  gauntlets  and 
evening  gloves  such  as  are  shown  herewith.  The  very  newest  idea  in  hand 
embroidered  backs  is  featured  in  the  long  glace  kid  gloves  shown  in  Figs.  I 
nnd  5,  in  which  the  wheat  and  rose  motifs  are  carried  out  in  delicate  stitchery 
in  natural  colors.  The  kid  gauntlets  feature  brightly  colored  contrasts  in 
a-pvHque  or  cut  work  while  the  trimming  shown  in  Fig.  2  is  chenille  in  the 
form  of  stars.  Shown  by  courtesy  of  Perrin  Kayser  Company,  of  Montreal. 
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Novelties  Entice  the  June  Bride 

Montreal  Stores  in  Readiness  for  a  Brisk  Season — Manish  Vestees 
Show  New  Roll  Collar — Sheer  Materials  Grow  in  Favor — Easter 
Provided  Good  Stimulus  to  Glove  Trade — Fall  Novelty  Gauntlets 

Shown. 


THE  June  bride  will  certainly  ex- 
perience irresistible  temptations 
where  the  important  question  of 
neckwear  and  other  dress  accessories  are 
concerned,  for  the  market  was  never  so 
well  stocked  with  smart  and  becoming 
novelties,  cleverly  designed  to  appeal  to 
discriminating  women.  With  the  East- 
er season  out  of  the  way,  the  trade 
turns  its  attention  to  the  needs  of  the 
bride  and  the  "sweet  girl  graduate" 
both  of  whom  must  be  catered  to  with 
greater  care  than  ever  this  year. 

Desp:te  the  vogue  for  bateau  necks 
on  the  majority  of  summer  gowns,  busi- 
ness in  neckwear  is  reported  good. 
Lighter  weight  materials  are  now  ap- 
pearing in  the  samples  for  midsummer 
use,  to  supersede  the  heavier  ratines  and 
linens  of  a  month  or  so  back.  The 
lighter  mater'als  include  some  voiles 
with  silk  stripes  in  high  shades,  in 
which  stripes  may  be  used  both  vertical- 
ly or  horizontally,  and  also  cross  barred 
sheer  materials  which  are  most  popular 
in  bright  colors,  such  as  blue  and  yellow 
combinations.  Ratine  voiles,  with  large 
dots  or  stripings,  and  cotton  crepes, 
embroidered  organdie,  as  well  as  plenty 
of  the  staple  nets,  form  the  leaders  of 
springtime  neckwear  showings. 

V-Shape    Supersedes    Puritan    Style 

The  vestee  prevails  undisputed  in 
popularity,  preferably  with  the  open 
front  effect,  which  may  be  simulated 
but  must  be  finished  with  buttons  or  a 
pocket,  just  to  look  as  though  it  were 
really  mannish.  Although  the  Puritan 
shape  of  collar  is  still  very  strong, 
rumor  has  it  that  the  newer  rolling 
shape  with  a  slight  V  effect  at  the 
throat  is  coming  in.  This  new  outline  is 
more  appropriate  to  the  mannish  type 
of  vestee  but  it  is  probable  that  the 
Puritan  shape  will  continue  to  be  used 
on  the  simple,  regulation  style  vests. 

For  use  with  round  neck  summer 
frocks  of  any  sheer  fabric  the  new  im- 
ported organdie  laces  are  proving  de- 
cidedly popular.  These  come  in  several 
widths  and  in  pastel  colors  as  well  as 
ivory  and  white,  featuring  exquisite  em- 
broidered effects.  The  popularity  of 
rickrack  trimmings  in  conjunct'on  with 
bandings  or  organdy  or  other  wash  fa- 
brics is  marked  this  month,  and  many 
tub  frocks  for  both  grown  ups  and  child- 
ren are  successfully  trimmed  with  this 
effective  combrnation  which  is  sold  by 
the  ^ard  at  neckwear  counters  and  can 
be  used  to  make  collars,  cuffs  and  flounce 
edgings  to  match. 
Scarlet  Trims   Enliven   Spring   Gloves 

The  Easter  business  in  gloves  war 
exceptionally  good  this  year,  it  was  said, 


by  two  leading  Montreal  manufacturers 
who  commented  favorably  on  the  de- 
mand for  novelty  goods  such  as  fine  kid 
gauntlets  with  contrasting  cuffs.  One 
maker  who  has  specialized  on  cape  and 
kid  gauntlets  for  Spring  and  Fall  wear 
has  repeated  orders  from  buyers  for  a 
line  of  tan  trimmed  with  scarlet,  the 
latter  shade  of  kid  being  used  for  the 
cuff  and  embroidered  points.  The 
stitching  of  these  gloves  is  also  done  in 
scarlet.  All  the  bright  colored  leathers 
are  liked  in  these  sports  gloves  which 
are  an  admirable  complement  to  the 
tweed  or  homespun  suit.  Applique  work 
of  one  leather  upon  another,  combining 
two  shades  in  marked  contrast,  is  es- 
pecially good  in  high  priced  goods,  and 
those  gauntlets  showing  a  preponder- 
ance of  black  used  over  white  kid  are 
the  rage  of  the  moment.  Stiffened 
cuffs  are  preferred  just  now,  worn  flat 
and  no  longer  turned  up  at  the  wrist. 
Another  fancy  in  Spring  gloves  is  the 
new  chenille  trimming  which  lends  a 
dainty  touch  to  French  kid  gloves.  The 
cuffs  of  Spring  gauntlets  are  wider  than 
has  been  the  case  for  some  t;me,  to  al- 
low for  the  width  of  the  coat  cuff.  The 
slight  flare  thus  achieved  is  much 
smarter  than  was  the  somewhat  too 
snug  effect  of  last  year's  gauntlets.  The 
strap  wrist  is  selling  best  at  the  pre- 
sent time,  but  reports  from  New  York 
indicate  that  Dame  Fashion  prefers  the 
pull-on  type  with  no  opening  at  the 
wrist.  The  absolute  dearth  of  orders  for 
regulation  wrist  length  gloves  has 
somewhat  worried  the  glove  makers  who 
have  still  good  stocks  of  the  latter  on 
hand,  which  they  would  like  to  dispose 
of.  Women  will  have  nothing  of  them, 
however,  and  thus  no  one  cares  to  take 
advantage  of  the  many  enticing  bar- 
gains offered  to  the  trade  by  these  manu- 
facturers. 

The  demand  for  silk  gauntlets  has  al- 
ready begun,  in  fact,  washable  gloves 
of  all  kinds  in  leather,  chamoisette  and 
silk  are  said  to  be  the  leaders  for  sum- 
mer trade,  with  browns  slightly  ahead 
of  greys  in  popularity. 

Fall  Gloves  Feature  Flare  Cuffs 

For  Fall  and  Winter  wear,  a  new 
gauntlet  has  just  been  designed  by  a 
Montreal  manufacturer  which  embodies 
some  new  features.  The  cuff  fits  snug- 
ly at  the  wr'st,  flaring  outwards  to  a 
depth  of  about  four  inches  and  faced 
with  a  fur  fabric  composed  of  silk  and 
mohair  which  exactly  resembles  beaver 
fur.  The  glove  is  made  of  fine  quality 
cape  and  is  lined  with  glove  silk  for 
greater  warmth. 

Never  were  handkerchiefs  more  popu- 
lar as  Easter  remembrances  as  th;s  year, 


it  was  said,  and  the  reason  attributed 
for  this  was  the  fact  that  novelty  goods 
such  as  are  shown  almost  entirely  now, 
are  more  suitable  than  plain  staples  for 
gifts.  Colored  linen  handkerchiefs  are 
the  leading  choice  in  all  the  new  shades, 
many  of  which  have  a  corner  design  in 
floral  effect,  or  else  a  tiny  border  in 
black  as  the  sole  contrast.  Handwork- 
ed initials  are  considered  good  with  more 
expensive  lines.  Shantung  silk  and 
gingham  handkerchiefs  are  much  in  de- 
mand for  sports  wear,  the  latter  in 
checks  to  match  the  new  Spring  dres- 
ses. A  new  fad  is  the  round  cornered 
handkerchief,  an  effect  achieved  by  roll- 
ing the  hem  and  overcasting  it  with  a 
colored   thread. 

William  Rogerson,  for  nearly  30 
years  an  employee  of  the  T.  Eaton  Co. 
as  manager  and  buyer,  died  on  the  day 
that   Sir  John   Eaton  was  buried. 


The  Dominion  Textile  Co.  will  short- 
ly enter  into  possession  of  a  new  office 
building  at  the  corner  of  Victoria 
Square  and  St.  James  St.,  Montreal. 


Establishment  of  a  factory  for  the 
manufacture  of  woollen  blankets  by  F. 
P.  Thornton  was  a  result  of  a  by-law 
passed  upon  by  the  citizens  of  Dundas, 
Ont. 


E.  Desnoux  of  Albert,  Godde,  Bedin 
&  Cie.,  Toronto,  sails  for  France  on  the 
S.  S.  "Paris,"  leaving  New  York  April 
26.  He  will  be  back  in  Toronto  the  last 
of  June. 


The  Paris  Knitting  &  Manufacturing 
Co.  of  Burford,  Ont..  is  now  represented 
in  Toronto  by  S.  B.  Hyde.  This  mill  has 
recently  begun  manufacturing  high- 
grade  hose  for  infants  and  is  already 
turning  out  2,000  dozen  a  week. 


K.  W.  Harvey,  of  Woodstock,  Ont., 
was  recently  elected  to  the  executive  of 
the  Ontario  Municipal  Electric  Associa- 
tion. Mr.  Harvey  is  largely  respon- 
sible for  the  establishment  in  Wood- 
stock of  the  Oxford  Knitting  Mills,  the 
Harvey  Knitting  Co.,  and  Hosiers  Ltd. 


Miss  Charlotte  M.  Storey 
Editor  of  Women's  Wear, 
elected  President  of  the 
Women's  Press  Club.  At  the 
ing-  of  the  Canadian  Women 
Club,  Miss  Storey  addressed 
bers  on  the  subject,  "Clothes 
selves." 


Fashion 
has  been 
Canadian 
final  meet- 
Designer's 
the  mem- 
Plus  Our- 
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Novelty  Ornaments  In  Feathers 

Beginning  to  Share  Honors  With  Flowers — Prom- 
ise of  a  Fine  Lace  Season — Paris  is  Demanding  the 
Nose  Veil — Toronto  Milliners  are    Carrying    the 
Complexion  Veil  to  Help  Sales 


IN  HANDKERCHIEFS  the  demand 
is  strongest  for  bright  colored  linens 
and  pongees  in  the  popular-priced 
grades.  Department  stores  in  Toronto 
are  not  doing  very  much  business  in 
white  handkerchiefs  although  specialty 
shops  are  featuring  these.  Hemstitching 
and  mitre-work  on  the  corners  is  very 
good  in  the  best  white  handkerchiefs. 
The  month  of  May,  it  is  said,  will  revive 
the  demand  for  white,  which  after  all 
is  the  best  color  for  bridal  showers  and 
trousseaux. 

The  button  trade  and  industry  has 
been  on  the  upward  grade.  The  larger 
types  of  dress  buttons,  both  flat  and 
round  are  wanted.  Colors  in  all  the 
bright  shades  are  very  good  and  plaid 
is  now  asked  for  by  some  of  the  best 
coat  and  dress  manufacturers.  Black, 
blocked  and  striped  with  red,  fuchsia, 
cherry,  crimson,  tan  and  periwinkle  are 
all  selling  beyond  the  expectations  of 
even    the    most   hopeful    button   makers. 

Veilings 

The  square  veil  of  the  elaborate  type 
so  good  last  fall,  has  given  way  to  the 
straight  one  on  late  Spring  millinery. 
One  Toronto  importer  says  that  business 
is  very  good  on  the  latter  and  on  the 
dotted  veilings  which  sell  by  the  yard. 
The  tailored  and  semi-tailored  effects 
and  the  sports  designs  favored  this  year 
have  all  left  their  imprints  on  veilings. 
Most  women  want  the  neat  veils  which 
can  be  carefully  adjusted  over  their 
smart  hats. 

As  to  the  report  that  Paris  is  not 
showing  as  many  veils,  it  is  said  that 
this  is  not  felt  here  and  will  not  be  be- 
fore fall.  Moreover,  Parisiennes  wear 
veils  only  when  they  are  stressed  from 
the  style  point  of  view.  Women  in  this 
country  who  wear  them  all  the  time  are 
so  numerous,  that  there  will  always  be 
a  fair  business  done  in  them. 

London,  and  Paris  too,  are  featuring 
the  nose  veil  again.  These  are  very 
prominent  on  the  dance  hats  and  on  the 
large  dressy  ones.  Lace  and  maline  as 
well  as  the  plain  meshes  are  made  in 
these,  some  of  them  coming  just  over 
the  eyes  and  being  attached  to  the  un- 
derbrim  or  in  small  hats  to  the  upper 
brim. 

This  is  the  hair-net  season  and 
promises  so  far  are  that  it  will  be  the 
biggest  on  record.  Several  manufactur- 
ers have  made  improvements  on  their 
nets  and  with  the  motoring  and  boating 
season  close  at  hand  expect  that  the 
feminine  world  will  show  their  apprecia- 
tion of  them. 

Beauty  Veil  a  Good  Seller  Among 
Milliners 

The  beauty  or  complexion  veil  is  being 
carried  by  most  Toronto  milliners  as  an 


added  attraction  in  selling  their  hats. 
This  veil  has  a  light  grey  foundation 
which  is  said  to  allow  the  wearer  to  dis- 
pense with  powder  and  has  dots  or  de- 
sign of  other  shades  to  match  the  hat. 
One  milliner  declares  that  she  has  ob- 
tained a  great  deal  of  unexpected  busi- 
ness by  featuring  this  veil  especially 
with    sailor   hats. 

Finer  Laces  Reviving 

One  or  two  importers  believe  that  .the 
demand  for  coarse  laces  will  not  be  so 
strong  for  the  next  two  or  three  months 
but  that  it  will  revive  for  Fall.  Radiums, 
Spanish  and  all  but  the  wool  laces  are 
a  little  quiet  and  the  Alencon  laces  are 
correspondingly  brisk.  Cream  and  ecru 
are  better  so  far  than  white  for  Spring 
and  Summer  gowns.  Paris  gowns  are 
without  exception  draped  this  year. 
Every  photo  received  from  French  mod- 
istes emphasizes  the  prevalence  of  the 
draped  silhouette  and  this  means  that 
laces  will  be  better  than  ever.  For 
nothing  adds  to  the  charm  of  the  long, 
slim  figure,  trained  or  untrained,  like 
dainty  lace. 

Feather  Better  Than  Flowers? 

A  novelty  house  in  Toronto  made  the 
startling  statement  to  Dry  Goods  Re- 
view that  while  this  year  is  distinctly 
a  flower  year,  it  has  done  more  business 
in  feathers.  There  is  a  splendid  call  for 
all  kinds  of  burnt  feathers  in  coque,  os- 
trich and  vulture.  The  glycerined  ef- 
fects are  equally  strong.  New  York  is 
now  stressing  feathers  for  other  things 
besides  millinery  and  it  is  expected  that 
these  will  reach  here  shortly.  Ostrich 
scarfs  with  hand  (painted  linings  of  chif- 
fon are  very  good  down  there  as  com- 
plements to  the  choker  furs  which  are 
too  warm  for  the  late  Spring. 

According  to  the  Pall  Mall  Gazette, 
feathers  trim  everything  from  sofa- 
cushions  to  hair-ornaments  this  season 
in  both  London  and  Paris.  Certainly 
Canadian  brides  will  have  many  charm- 
ing little  dainties  to  wear  in  the  feather 
lines  on  their  going  away  suits,  because 
one  importer  is  expecting  a  supply  of 
all  kinds  of  these  on  his  next  French 
shipment. 


A  CORRECTION 

In  the  picture  of  bags  shown  on  page 
82  of  the  last  issue  of  Dry  Goods  Re- 
view it  should  have  been  stated  that 
these  were  created  out  of  ribbons  shown 
by  Johnson  and  Cowdin's  of  New  York. 


The  Renfrew  Knitting  Works  have  re- 
cently resumed  operations  and  the  Ren- 
frew Textiles  Limited,  are  now  using  a 
full  night  course  as  well  as  working  to 
capacity  during  the  day. 


SAY  IT  FORCIBLY 

We  Have  Candy,  Flower  and  Music  Day 
—Why    Not   a    Ribbon    Week 

A  Hair  Ribbon  Day!  Why  shoudn't  the 
merchants  in  every  town  feature  a  day 
or  even  a  week  of  this  kind  ?  There  are 
other  days  named  after  things  not  more 
essential  than  a  hair  ribbon,  to  both  the 
consumer  and  the  retailer.  There  is  a 
Candy  Day,  a  Flower  Day,  a  Music 
Week,,  a  Book  Week  and  very  lately  a 
Lace  and  Embroidery  Week.  All  of 
these  have  done  their  duty  in  promoting 
an  interest  in  the  merchandise  they  fea- 
ture and  that  interest  was  no  more  nec- 
essary than  it  is  in  ribbons. 

The  alarming  drop  in  sales  in  wide 
ribbons  during  the  last  few  months  has 
given  retailers  both  here  and  in  the 
United  States,  cause  for  worry.  It 
takes  a  great  many  more  yards  of  nar- 
row widths  to  make  the  profit  which 
comes  easily  on  the  wider  ones.  It  is 
true  that  lingerie  ribbons  and  baby  rib- 
bons are  going  as  never  before  but  every 
merchant  sighs  for  the  days  when  he 
sold  hundreds  of  yards  of  five  and  six 
inch   ribbons. 

Bobbed  Hair  at  Base  of  Trouble 

One  Toronto  merchant  says  that  if 
the  girls  at  the  hair  ribbon  stage  could 
be  induced  to  return  to  the  wearing  of 
ribbons,  the  troubles  of  this  kind  would 
be  over,  for  after  all,  only  a  small  per- 
centage of  wide  ribbons  sell  for  any- 
thing else. 

It  was  the  bobbed  hair  fad  which  swept 
this  country  three  years  ago  and  again 
last  summer,  (when  it  returned  with 
even  more  fury  than  before)  which  caus- 
ed the  cessation  of  hair-bows.  The  man- 
ager of  the  ribbon  department  of  one  of 
the  biggest  stores  in  Toronto,  says  that 
the  sale  of  hair- bows  was  very  good  last 
spring  and  summer  until  the  very  hot 
wave  struck  that  city  at  the  end  of 
June.  The  coolest  way  of  dressing  was 
then  the  best  and  ribbons  were  the  first 
things  which  girls  discarded.  They  have 
never  seriously  returned   to  them. 

Hair  Ribbon  Week  Begins  in  Toronto 
April  29 

Believing  that  this  is  the  best  time  for 
propaganda  promoting  the  wearing  of 
hair-bows,  the  retailers  of  Toronto  have 
made  Saturday,  April  29  the  first  day 
of  a  week's  campaign.  They  intend  to 
give  every  girl  in  the  store,  who  is  not 
prevented  by  her  age  from  wearing  a 
bow,  an  attractive  ribbon.  This  will 
cause  a  certain  amount  of  attention  and 
make  good  mothers  and  daughters  real- 
ize how  much  a  ribbon  improves  the 
general  appearance. 

Moreover,  there  will  be  special  ribbon 
offers  each  day  so  that  they  cannot  help 
drawing  attention.  The  papers  will  talk 
ribbon  week  throughout  the  campaign. 

They  chose  this  week  because  it  marks 
the  time  when  girls  begin  going  to 
school  without  hats. 

This  campaign  seems  to  Dry  Goods 
Review  well  worth-while  and  one  whirl-* 
every  town  in  this  country  might  at- 
tempt during  the  next  six  or  eight 
weeks. 
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NEW  SPRING  AND  SUMMER 

(Continued  from  Page  66) 
that  city  but  that  the  greater  proportion 
of  enquiries  is  for  the  silk  moire  in  the 
flap  style  and  with  light  linings. 
Organdie  and  Linen  Best  for  Neckwear. 
Manufacturers  are  doing  an  encourag- 
ing amount  of  business  in  the  washable 
lines  of  neckwear  particularly  in  collar 
and  cuff  sets.     The  vogue  for  frills  and 
jabots    is    expected   to   return   for   wear 
with   tailored   suits.       All     the     knitted 
goods      manufacturers      are      stressing 
styles   for  Peter   Pan   collars     so     that 
with   the  advent  of  the  sweater  season 
there   should   be   brisk   business   for  the 
retailer  who  has  a  good  supply  of  these. 
As  to  the  fabrics  being  used,  one  man- 
ufacturer says  that  anything  which  will 
survive   the  washtub     is     good.        This 
means,    linen    in    colors    and    in      white, 
plain    and    dotted      organdy,      cross  (bar 
muslin,  and  some  voile. 

The  Riverside  Silk  Mills  of  Gait,  Ont., 
have  begun  on  a  big  extension  to  their 
plant. 


H.  Ross  has  opened  up  a  first-class 
store  at  1182  Danforth  Ave.,  Toronto. 
Mr.  Ross  was  formerly  of  Clinton,  Ont. 


Newton  &■..  Carpenter,  dress  manufac- 
turers, have  moved  to  more  convenient 
quarters,  102  Richmond  St.  West,  To- 
ronto. 


G.  W.  Keough  has  opened  a  ladies' 
ready  to  wear  store  at  2213  Bloor  St. 
West,  Toronto.  It  is  known  as 
"Keough's    Specialty   Shop." 


A.  E.  Rea,  President  of  the  Dominion 
Combing  Mills  is  in  England  in  connec- 
tion with  the  machinery  needed  for  the 
new  Canadian  industry. 


Miller  Bros.,  Jarvis,  Ont.,  have  given 
up  the  millinery  department  of  their 
business  which  in  future  will  be  con- 
ducted by  Miss  Latimer.  Miss  Latimer 
opened  her  department  on  March  22nd. 
with  a  full  line  of  new  styles  and  de- 
signs. 


William  Cook,  superintendent  of  the 
Dominion  Textiles,  Limited,  since  1898, 
died  in  Kingston  on  April  5.  He  was 
prominent  in  athletics  as  well  as  in 
business  in  Kingston  and  played  la- 
crosse at  different  times  on  the  Corn- 
wall, Brantford  and  Montreal  teams. 


T.  A.  Marier,  for  many  years  mer- 
chandising manager  for  Bryson  Graham, 
Ltd.,  Ottawa,  has  severed  his  connection 
with  the  firm  to  undertake  the  duties  of 
sales  manager  for  a  paint  and  varnish 
manufacturer  of  Montreal,  the  Mc- 
Arthur-Irvin  Co.  High  tribute  was 
paid  to  his  ability  by  J.  B.  Bryson  at  a 
farewell  dinner  arranged  by  the  de- 
partment managers. 


Five  of  the  range  which  the  R.  L.  Baker  Company,  Toronto,  are  showing  for 

Fall.  The  short  gloves  are  all  of  the  cuff  style  and  mostly  in  two  tones.   I  he 

white  glove  is  twelve-button  length. 
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Novelty  Jewelry 

in  Brisk  Demand 

Appearance    of    Sports    Umbrellas — Fa- 
bric Hand  Bag  for  Afternoon  Gown 

According-  to  several  store  buyers  who 
are  familiar  with  the  trend  of  demand  in 
accessory  goods,  there  has  never  been  a 
season  when  novelty  jewelry  was  so 
much  in  demand  as  it  is  at  the  present. 
Colored  chains,  ear  rings,  bracelets,  hat 
pins  and  girdles  are  the  leading  articles 
in  demand  and  though  red  has  been 
the  most  popular  color  during  the  past 
few  weeks,  it  is  said  that  green  is  to  be 
stronger  during  the  summer  months- 
Jade  is  especially  smart,  with  jet  fol- 
lowing a  close  second.  Long  dangling 
ear  rings,  almost  exaggerated  in  length 
are  much  sought  after  and  it  is  thought 
that  the  fancy  goods  counter  is  more 
popular  than  the  regular  jewelry  store 
where  these  goods  are  concerned,  as 
they  are  not  properly  jewels  in  the  ac- 
cepted sense  of  the  word.  Dart  shaped 
veil  pins,  set  with  rhine-stones  are  a 
popular  choice  in  bar  pins  and  have  sold 
freely  for  gift  purposes.  Bead  girdles 
in  chain  effect  or  in  combinations  of 
beads  and  celluloid  are  selling  in  quan- 
tities to  trim  frocks  of  crepe  or  ratine, 
it  was  explained,  and  the  demand  for 
silver  chain  girdles  is  especially  good  as 
well. 

Sports  Umbrellas  Appear 

Colored  silk  novelty  umbrellas  are 
another  leading  accessory  for  the  fem- 
inine wardrobe  at  the  present  moment. 
Both  manufacturers  and  store  buyers 
report  that  women  demand  umbrellas 
which  will  do  service  as  parasols  for 
summer  use,  and  quite  a  few  sports 
shades  are  being  shown  in  anticipation 
of  a  run  on  colors  to  match  frocks  and 
suits.  Some  very  charming  imported 
umbrellas  shown  this  month  feature 
such  shades  as  emerald,  gray,  brown, 
navy  and  purple,  while  a  few  reds,  and 
oranges  were  included.  The  new  style 
umbrella  with  detachable  covers  is  slow- 
ly proving  to  be  a  practical  idea  and  is 
being  called  for  in  the  above  mentioned 
colors.  The  ring  handle  is  not  quite  so 
popular  as  the  strap  in  novelty  umbrel- 
las but  is  the  best  choice  in  staples.  The 
short  stubby  umbrella  with  tips  to 
match  the  handle  are  the  only  type  pre- 
ferred by  smart  Montreal  women. 

The  Spring  hand  bag  may  be  either  of 
leather  in  a  sports  style  or  in  a  fabric 
to  accompany  the  afternoon  gown,  but 
the  former  is  achieving  instant  popu- 
larity in  a  particularly  novel  shape, 
quite  simple  but  exceedingly  smart.  The 
smarter  stores  in  Montreal  are  showing 
this  new  sports  bag  which  is  oblong 
and  about  six  inches  by  four  in  size,  de- 
veloped in  crocodile  leather  in  several 
shades  finished  with  a  strap  handle  to 
be  slung  over  the  arm  and  fitted  with  a 
change  purse  on  a  fine  chain.  Tne  de- 
mand for  this  novelty  is  said  to  be  en- 
ormous. In  more  elaborate  and  dressy 
bags   the   favorite  choice  is  plain  satin 


Three  new  girdles  for  wear  with  sports'  costumes  this  summer.  The  one 
on  the  left  is  of  green  leather  combined  with  coins  and  a  chain.  The  centre 
one  is  red  leather  with  white  lacing  and  celluloid  ends.  The  girdle  on  the 
right  is  of  white  leather  with  red  and  amber  celluloid  ends.  Shown  by  the 
Western  Leather  Goods,   Toronto. 


pouch  shapes  in  staple  shades  of  black, 
navy  or  brown,  mounted  on  grey,  white 
or  brown  shell  frames,  lined  with  silk 
and  with  the  usual  change  purse  and 
mirror  within.  Suede  leather  in  the 
more  delicate  tones  of  gray  or  fawn  is 
also  much  wanted  by  the  better  class 
trade  this  Spring.  There  is  no  doubt 
whatever  that  the  popular  price  in 
handbags  in  good  qualities  averages  $5 
or  $6  for  fabric  bags  and  even  less  for 
leather  styles  and  it  is  pointed  out  by 


more  than  one  maker  that  these  reason- 
able prices  are  for  the  best  grade  of 
goods. 

Bright  blue  and  scarlet  are  two  of  the 
sports  shades  which  are  making  a  bid 
for  favour  as  trimmings  on  hand  bags 
for  Spring  and  many  of  the  newest  bags 
show  a  strapping  or  other  trim  of  one 
of  these  colors  against  \  dark  ground 
such  as  black  patent  'eathor.  calfskin 
or  cowhide. 
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NOTHING  BUT 

Ribbons 

AND  ONLY  THE  BEST 

The  widest  variety  of  ribbons 

in  the  Dominion  is  to 

be  found  at 

The  Ribbon  House  of  Canada  [ [ 

Our  Values  and  Prices 
Satisfy 

Send  Us  Your  Requirements 


Walter  H.  Barry 

&  COMPANY 

"The  Ribbon  House  of  Canada" 

6  ST.  HELEN  ST.  -  MONTREAL,  P.Q. 

502  Canada  Building,  Winnipeg 
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ACM 


We  have  exceptional 
facilities  for  promptly 
filling  your  orders  for 
silk  gloves,  long  and 
short,  in  all  fashionable 
colors. 


GLOVE  WORKS  Limited 


MONTREAL 

Affiliated  with  Hall-Acme  Canada, 
Limited      -     -       London,  Ontario 


GLOVES 
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ALWAYS  SOMETHING  NEW 


Belts  and  Girdles 


Distinctive  adjustable  girdles  in  combinations  of  leather  and  celluloid,  leather  and 
metal,  and  leather  and  buckles,  eliminating  the  undesirable  weight  of  an  all-metal  or 
all-celluloid  girdle.  Attractive  designs  and  color  combinations  that  will  lend  beauty 
to  your  display  and  bring  you  quick  sales.  Just  the  color  note  for  the  conservative 
garment. 


Bags 


To  match  the  Homespun  Suit.  An  innovation  that  will  follow  quickly  in  the  wake  of 
the  popular  suit  of  the  season.  In  all  the  favorite  shades  of  the  mode,  in  fetching 
and  unique  effects,  at  prices  that  will  insure  rapid  turnover. 

Be  the  First  to  Show  Them  in  Your  Town 
Write  for  Samples 

W$t  Wttitexn  Heatljer  #oote  Co.,  Uto. 


255-257  Richmond  St.  W. 


Toronto 


MARABOU 

STOLES 

CAPES 

WRAPS 

A  line  of  Marabou  neckwear  for  the  Spring 
and  Summer  demand  in  all  sizes  from  the 
small    neckpiece    to    the    two-yard    stole. 

Also  the  popular  shoulder  cape  effect. 

All  lined,  in  Black,  White,  Grey  and 
Brown. 

Moderately    priced    to    insure    quick 
turnover  for  you. 

A  small  order  of  Marabous  displayed  with 
your  new  suits  is  bound  to  bring  business 

WRITE  FOR  SAMPLES  NOW 

DOMINION  OSTRICH  FEATHER  CO. 

LIMITED 
78  Wellington  St.  West     -     Toronto 

Representatives : 
H.   B.  Taylor,   Mappin  Bldg.,  Montreal. 
J.    G.    Martin,   Hammond   Bldg.,    Winnipeg. 
Geo.   Strachan,   Welton  Block,   Vancouver. 
J.  A.   Ayearst,  Ottawa. 


Essentials 

Handkerchiefs 


— are — 

NOVELTY  HANDKER- 
CHIEFS 

CREPE  DE  CHINE    • 

PONGEE 

SOLID  COLORS 

COLORED  BORDERS 

FANCY  PRINTS 

SILK,  LINEN  and  COT- 
TON 

Wide  range  and  priced 
to  sell 

FANCY   TABLE   CLOTHS,   DOILIES,   CENTRES, 

RUNNERS  AND  TABLE  COVERS 

Travellers  Now  Out  With  Full  Range 


The  Mikado  Company 

JAPANESE  GOODS 

TORONTO  MONTREAL 

33  Melinda  St.  248  St.  James  St. 
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LACE  GOODS  CO.,  LIMITED 

*  I  he  Handkerchief  Mouse  of  Canada 


The  Above  Represents  No.  50  Assortment  15  Patterns  1.67 V2  per  doz. 


The  many  compliments  we  receive  from  our  customers  and  the  trade  generally  all 
over  Canada  spur*  us  on  to  make  more  strenuous  efforts  than  ever  before,  because 
we  intend  to  maintain  our  position  in  this  department  of  our  business.  Therefore  our 
assortments  in  open  stock,  and  our  variety  of  styles  of  boxes  for  next  Xmas  selling 
will  be  found  most  attractive,  and  our  showing  of  these  lines  should  not  be  missed 
by  any  live  store  in  the  country. 

Don't  fail  to  see  our  range  when  our  representative  calls. 


LACE  GOODS  CO,L,m;w 

Fiftk  Floor,  79  Wellington  St.  West        TORONTO 
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LACE  GOODS  CO.,  LIMITED 

'The  iianaker  chief  Mouse  of  Lanaaa 


The  Above  Represents  No.  30  Assortment  15  Patterns  1.85  per  doz. 

Fancy   boxed   goods   with   one,   two   and    three   handkerchiefs    in   a    box — for   popular 

selling  prices  in  your  vicinity. 
Fancy  open  stock — a  tremendous  assortment. 

Note  the  two  specials  illustrated.     Values  unsurpassed.     Great  leaders  for  25c  sellers. 
Plain  Lawns  for  Ladies  and  Men. 
Plain  Linen  for  Ladies  and  Men. 
Ladies'  and  Gents' — Initials. 
Men's — Colored  Borders. 

In  short — everything  in  handkerchiefs. 

LACE  GOODS  CO.,  ww 

Fifth  Floor,  79  Wellington  St.  West        TORONTO 
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Athletic  Underwear  For  Women 

Last  Year  Many  Women  Bought  Men's  Garments  Because    of 
Greater  Freedom  Allowed — Demand  Grows  for  Tailored  Lingerie 
— Individual  and  Attractive  Negligees  Being  Shown  in  Montreal 
for  Fall — Pullman  Robes 


IN  ANTICIPATION  of  the  usual  de- 
mand for  brides'  trousseaux  which 
becomes  marked  during  the  weeks 
preceding  the  bridal  month  of  June,  a 
Montreal  manufacturer  of  lingerie  and 
negligees  has  originated  some  charming 
novelties.  The  decided  preference  shown 
by  women  last  season  in  the  United 
States  for  the  athletic  type  of  garments 
has  led  to  the  introduction  of  a  new  line 
of  exceptionally  dainty  and  practical 
garments  this  month,  which  are  to^  be 
put  up  singly  in  glass ine  paper  packets 
and  priced  as  low  as  $15.  a  dozen.  These 
new  garments  are  designed  with  a 
straight  tailored  top,  hemstitched  and 
with  shoulder  straps  of  self  material 
which  may  be  of  any  type  preferred,  in- 
cluding cross  bar  dimity,  Jap  silk, 
striped  Albion  cloth,  Kongouri  silk, 
crepe  de  chine,  etc.,  in  either  white  or 
flesh.  The  combination  usually  buttons 
straight  up  the  front  and  may  be  had 
with  inset  panel  of  knitted  fabric  across 
the  back  to  permit  the  utmost  freedom 
of  movement,  or  with  a  slightly  curved 
back  designed  to  give  the  same  free- 
dom without  the  use  of  knitted  material. 
All  the  various  styles  are  reinforced 
under  the  arms. 

That  there  does  exist  a  demand  for 
this  masculine  but  nevertheless  dainty 
type  of  undergarment  was  emphasized 
by  Dry  Goods  Review  during  the  Spring 
of  1921,  when  it  was  pointed  out  that  a 
number  of  women  customers  in  a  large 
store  of  Montreal  were  actually  buying 
men's  styles  for  themselves,  and  fre- 
quently enquired  why  it  was  that  no 
athletic  underwear  was  sold  for  women 
in  Canada.  This  new  line  is  essentially 
a  young  woman's  garment  but  for  hot 
weather  wear  can  be  recommended 
to  everyone. 

Tailored   Lingerie  Dominates  Demand 

The  feeling  for  plain  tailored  linger- 
ie grows  each  month,  it  was  said  by  the 
same  manufacturer,  who  emphasized 
the  demand  at  present  for  hemstitched 
garments  in  preference  for  lace  trim- 
med, which  are  more  or  less  dead  just 
now.  Even  simple  camisoles  are  now 
wanted  with  a  yoke  hemstitched  to  the 
main  portion,  the  sole  trimming  being 
a  conventional  key  design  carried  out  in 
silf-colored  chain  stitching  in  heavy 
floss.  Hemstitching  also  is  used  to  car- 
ry out  similar  conventional  designs  on 
nightgowns,  step-ins,  etc.  The  latter 
type  of  garment,  by  the  way,  is  begin- 
ning to  supersede  the  bloomer  and  is 
possibly  the  most  wanted  type  of  the 
moment.  Two  piece  sets  comprising  a 
vest  and  step-in  drawer,  the  waist  be- 
ing fin'shed  with  elastic,  are  promised  a 
wide  vogue  this  summer  as  being  cool 


and  practical.  The  elastic  run  leg  of 
the  regulation  bloomer  is  not  sufficient- 
ly cool  to  be  practical  in  warm  weather. 
Most  of  these  tailored  garments  are 
finished  with  a  narrow  piping  or  bind- 
ing of  contrasting  color,  which  is  strict- 
ly washable,  and  often  tiny  checked 
ginghams  are  effectively  employed  to 
create  yokes  or  shoulder  straps.  Ribbon 
straps  are  not  as  popular  as  those  of 
self  material,  their  wearing  qualities 
being  tco  limited. 

The  demand  for  shadow  proof  un- 
derskirts has  helped  this  particular  sec- 
tion of  the  trade  to  some  extent,  par- 
ticularly in  white  or  pastel  shades,  but 
in  comparison  with  the  demand  for  un- 
derskirts of  a  few  years  back,  present 
business  is  not  much  better  than  last 
year. 

Fall  Negligees  Now  Shown 
Negligees  and  dressing  gowns  are  the 
most  interesting  lines  of  the  month  in 
Montreal  show  rooms,  where  the.  new 
samples  are  without  doubt,  fully  as  in- 
dividual and  attractive  as  any  imports 
in  point  of  finish,  color  range  and  style. 
The  feature  of  interest  is  the  showing 


The  sportswoman  will  appreciate  this 
new  style  of  athletic  garment  designed 
along  lines  familiar  in  men's  underwear. 
This  tailored  combination  is  developed  in 
fine  crossbar  dimity,  with  insert  of  knit- 
ted cotton  at  the  back.  Shown  by  the 
Kassab   Kimona  Company,  oj  Montreal. 


of  new  eiderdowns  or  jacquard  cloths  as 
well  as  the  new  Beacon  cloth  models 
shown  in  all  wanted  color®  both  light 
and  dark.  The  color  range  is  a  most 
important  feature  as  heretofore  the 
shades  and  patterns  were  not  striking- 
ly artistic,  often  crude  and  common- 
place. The  new  range  offers  the  de- 
signer a  very  real  opportunity  to  create 
combinations  of  light  and  dark  shades, 
owing  to  the  prevalence  of  reversible 
cloths,  and  the  new  cord  trimming  which 
supersedes  the  old  style  of  binding,  ef- 
fectively joins  the  two  shades  together. 
A  deep  roll  shawl  collar  is  a  feature  of 
most  of  the  newest  eiderdown  garments, 
as  are  also  deep  pockets  and  a  heavy 
cord  girdle  at  the  waist.  These  are  cut 
full  length  and  perfectly  proportioned, 
so  that  not  only  '"stock  sizes"  but  even 
tall  stout  women  may  be  amply  pro- 
vided for.  Sleeves  in  these  garments 
favour  either  the  set  in  or  the  raglan 
styles. 

Domestic  eiderdowns  are  shown  in  a 
good  range  of  styles  for  juveniles  from 
6  to  14  years  in  such  patterns  as  Nava- 
jo, Chinese  and  ordinary  floral  effects  in 
pink  or  blue.  The  old  time  large  and 
showy  floral  pattern  has  quite  gone  out, 
the  new  designs  being  small,  neat  and 
inconspicuous. 

Shantung  Pullman  Robes 
For  summer  wear,  there  is  a  smart 
pullman  robe  shown,  developed  in  na- 
tural shantung  with  trimmings  of  Mary 
blue  wash  satin.  A  shirred  back  and 
long  roll  collar  provide  a  graceful  effect 
in  these  garments.  Shot  satin  in  rich 
colors  is  beautifully  made  up  into  break- 
fast coats  of  simple  straight  effect, 
trimmed  with  hand-made  apples  at  the 
pockets  and  neck.  Dotted  Swiss  .mus- 
lin in  all  white  or  colors  is  charminglg 
developed  to  create  morning  sacques, 
edged  with  val  lace  or  self  rufflles,  while 
invalid's  short  bed  sacques  are  now  of- 
fered in  jacquard  eiderdown  or  quilted 
crepe  de  chine  lined  with  silk,  designed 
to  fit  snugly  in  the  back  while  fasten- 
ing across  the  front  with  one  button. 
The  sleeves  hang  loose  but  slits  are  pro- 
vided for  the  arms  if  greater  freedom 
is  desired.  These  useful  little  bed  jac- 
kets are  cut  V  shape  in  the  back  to 
avoid  any  discomfort  for  the  invalid's 
back,  and  are  endorsed  by  leading  doc- 
tors and  nurses  as  a  real  necessity. 
Oil  Color  Applique  on  Kimonas 
Printed  corduroy  is  the  latest  novelty 
fabric  to  be  used  to  make  up  negligees 
and  comes  in  small  conventional  pat- 
terns on  a  fine  rib,  while  the  newest 
form  of  trimming  on  cotton  crepe  ki- 
monas is  the  oil  color  tint  applique, 
(Continued  on  Next  Page) 
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THAT  GARMENT  made  for  the 
feminine  form  divine  and  called 
simply  "corset"  and  not  girdle  or 
coreselette  or  belt  will  be  the  retailer's 
best  selling  talk  next  year,  a  Canadian 
manufacturer  informs  Dry  Goods  Re- 
view. Though  women  in  this  country  have 
not  taken  to  the  fancy  articles  as  much 
as  Americans,  they  have  been  buying  in 
sufficient  quantities  to  make  the  trade 
realize  the  dangers  these  garments 
place  in  the  path  of  the  real  corset  busi- 
ness. 

Manufacturers  are  to  blame  for  the 
tendency  of  women  during  the  last  year 
to  discard  corsets.  American  firms  who 
have  suffered  considerably,  realize  this. 
Their  campaign  to  convince  the  public 
that  the  corset  cannot  be  altogether  done 
away  with,  has  had  its  effect  and  al- 
ready there  is  a  brisk  business  being 
done  over  there  in  the  staple  ar;icle.  In 
almost  every  line  of  women's  wearing 
apparel,  it  is  the  maker  and  the  design- 
er who  are  responsible  for  the  buying 
taste  of  the  public.  This  has  a  partic- 
ular application  to  the  corset  business 
for  women  on  the  whole  understand  lit- 
tle about  them.  The  fact  that  the  pro- 
motion of  the  various  corset  replacing 
garments  has  had  such  effect  in  the 
United  States  has  made  several  maru- 
facturers  in  Toronto  hesitate  about  push- 
ing these  things  too  much.  There  are 
very  few  figures  no  matter  how  slight, 
which  can  withstand  the  ravages  of  the 
substitute  longer  than  seven  or  eight 
months.  Such  being  the  case  they  ask 
why  they  should  talk  lines  which  they 
will  have  to  condemn  in  a  short  time. 

While  Canadian  firms  are  stressing 
their  models  for  stout  women,  they  say 
that  they  do  not  feel  the  great  demand 
here  that  is  prevalent  all  over  the  Unit- 
ed States.  The  principal  reason  for  this 
difference  is  in  exact  proportion  to  the 
sale  of  girdles  and  corselettes.  Moreover 
our  women  are  not  as  stout,  due  to  the 
greater  exercise  they  take  and  to  the 
litheness  which  is  natural  to  the  Anglo- 
Saxon   race. 

Few  High-top  Corsets  Made 

Each  year  there  is  less  demand  for 
the  high-top  corset.  Even  the  medium- 
top  is  being  made  less  and  less.  Prac 
tically  every  line  is  shown  with  low-top 
even  for  the  very  stout  figure.  Womer. 
have  learned  that  the  high-topped  cor- 
set exaggerates  rather  than  confines  the 
bust  line.  Of  course  the  brassiere  has 
been  of  great  assistance  in  teaching  the 
value  of  an  unconfined  diaphragm.  It 
has  filled  a  need  which  was  long  felt 
during  the  prestige  of  the  old  fashion- 
ed corset-cover. 

Brassiers  are  now  used  extensively  as 
camisoles    as    well      as    bust     confiners. 


Some  of  the  lines  shown  in  Toronto  this 
spring  are  as  beautiful  as  any  of  the 
camisoles  and  have  the  added  attraction 
of   playing    a   dual   role. 

Vestee  Front  For  Tuxedo 
The  ves.ee  front  is  being  featured  in 
brassieres.  Th's  may  bo  used  with  a 
Tuxedo  sweater  without  a  lace  vest  or 
blouse.  Though  at  first  the  idea  seems 
a  little  extreme,  it  is  very  practical, 
when  considered  in  the  light  of  its 
great  service.  Instead  of  wearing  a 
vest  sewn  or  pinned  to  the  undergar- 
men  ,  a  litt'e  insert  of  lace  with  a  bow 
thing  gives  better  satisfaction  as  to 
comfort  and  durability  than  the  glove- 
of  ribbon  down  the  front  of  the  brassiere, 
is   much   neater. 


Another  brassiere  model  this  year  is 
called  the  smock  brassieve.  This  is  al- 
most a  necessity  with  the  long-waisted 
blouses  which  hang  loose.  It  comes  be- 
low the  skirt-band  so  that  the  dark  shirt 
is  hidden.  The  corsetiers  who  have  seen 
this  are  charmed  with  it. 

Elastic  in  the  lower  edge  of  camisoles 
is  an  excellent  feature  this  season.  It 
prevents  slipping  and  giv-?s  a  better  line 
to  the  garment.  Many  brassiers  are 
now  made  snug  at  the  waist  for  stout 
women.  This  is  done  particularly  at  the 
side-front  where  there  is  little  pressure 
from  the  corsets.  . 

Manufacturers  say  the  call  for  black 
in  brassieres  which  began  with  the  vogue 
for  black  evening  dress,  is  keeping  up. 
Many  girls  are  wearing  them  with  dark 
blouses  in  p^ce  of  camisoles.  A  notable 
point  is  the  fact  that  there  is  less  bon- 
ing than  there  was  a  year  ago.  The 
confinement  obtained  from  brassieres  is 
dependent  on  fit,  insert  of  ribbon  band- 
ing and  elastic  top  rather  than  on  whale- 
bone. 

Sets  Featured  For  Brides 

The  set  idea  which  has  taken  such 
a  foothold  in  lingerie  business,  is  also 
noticed  among  corset-makers.  Corsets 
and  brassieres  are  now  made  to  match. 
Satin  striped  and  ajll  satin  materials 
are  made  in  both  garments.  They  are 
finished  with  the  same  kind  of  lace  or 
edging  and  together  make  a  splendid 
combination  from  the  salesman's  point 
of  view.  Moreover,  for  retailers  who 
are  featuring  windows  in  honor  of  the 
June  bride,  they  are  especially  good, 
shown  either  on  or  off  the  figure. 

Glove  silk  is  used  to  a  great  extent  in 
these  sets  and  they  are  made  as  large 
as  size  36.  One  designer  and  fitter  for 
a  house  in  Toronto  believes  that  it  is 
not  advisable  to  advocate  glove  silk  for 
the  woman  who  wears  larger  than  a  28. 
This  material  gives*" too  easily  and  the 
result  means  dissatisfaction  on  the  part 
of  the  stout  woman,  who  has  probably 
invested  $12  or  $15  on  two  useless  gar- 
ments. For  slim  figures  however,  no- 
thing gives  better  satisfaction  as  to 
comfort  and  durability  than  the  glove- 
silk  sets. 


One  of  the  spring  models  just  finished 
by  the  Canadian  Gossard  Company,  To- 
ronto. Note  the  low  top  and  elastic  in- 
sert. It  is  designed  for  the  average  fig' 
ure.  Made  of  pink  brocade. 


ATHLETIC  UNDERWEAR 

(Continued  from  Previous  Page) 
which  reproduces  novel  floral  patterns 
outlined  with  floss  silk,  in  motifs  on  the 
front,  sleeves  and  back.  Cotton  crepe 
wrappers  are  now  shown  in  many  grace- 
ful styles,  with  angel  sleeves,  shirred 
waists  and  dainty  wash  ribbon  bindings, 
designed  with  sloping  yokes  which  are 
becoming  to  every  type  of  figure  and 
have  entirely  superseded  the  old  style 
of  shapeless  kimona. 
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Charming  Lingerie  for  the  Bride 

New  Two-piece  Suits  Soon  on  the  Market — Vests  and  Step-ins  to 
be  Big  Sellers — Big  Sale  of  Camisoles — Lighter  Shades  in  Prin- 
cess Slips — Revival   of  Laces — Using   Two-toned    Ribbons   on 

Better  Grades  of  Ribbons 


FROM  THE  houses,  of  some  of  the 
best  known  silk  lingerie  firms  in 
New  York,  have  come  recently  sev- 
eral charming  two-piece  suits.  Toronto 
designers  are  planning  to  send  these 
out  in  time  for  June  brides.  The  set 
idea  has  taken  hold  in  this  country  and 
manufacturers  intend  to  make  the  best 
of  it.  Wkh  the  vogue  for  trousseau 
teas  and  lingerie  showers  so  strong, 
there  should  be  at  least  one  set  in  the 
outfit  of  every  bride. 

One  o:  the  prettiest  of  thes  two-piece 
sets  consists  of  chemise  and  step-in.  The 
chemise  is  perhaps  a  little  shorter  than 
usual  and  is  worn  over  the  step  in.  The 
latter  tapers  at  the  lower  edge  so  that 
the  outer  hem  is  quite  short.  Most  of 
these  garments  come  in  the  very  new 
shades  such  as  fuchsia,  rubellite  and 
pumpkin  and  many  are  in  two  colors. 

Crepe  back  satin  is  beginning  to  play 
an  important  role  in  designing  rooms — a 
very  good  sign  that  bridal  requirements 
are  interesting  the  trade.  Manufactur- 
ers report  a  fairly  good  demand  for- neg- 
ligees o-  all  kinds.  The  breakfast  coat, 
while  featured  very  strongly  in  New 
York  is  not  nearly  so  good  here  as  the 
full-length  gown. 


Toi-onto  manufacturers  of  silk  under- 
wear are  agreed  that  the  biggest  sellers 
this  season  will  be  vests  and  step-i(ns. 
The  envelope  chemise  will  of  course  be 
good  and  so  will  the  bloomer  but  New 
York  is  featuring  the  first  two  and  un- 
derwear makers  who  follow  closely  the 
trend  of  things  down  there,  are  laying  a 
great  deal  of  stress  in  this  direction. 
The  trade  in  camisoles  is  very  good  all 
over  the  country,  even  in  sections  where 
none  of  the  other  lines  of  silk  under- 
things  are  sold. 

There  is  a  steady  market  in  Canada 
for  well-made  silk  underwear.  In  fact 
so  many  firms  are  sending  out  travelers 
in  this  line  and  variety  plays  so  impor- 
tant a  part  in  most  of  them,  that  retail- 
ers are  now  looking  for  fit  and  finish 
when  placing  orders.  One  London,  Ont., 
store  had  calls  from  nine  travelers  in 
one  day  last  week  and  so  many  and  so 
artistically  made  were  the  lines  shown, 
that  the  buyer  decided  to  place  with  one 
of  the  firms  he  knew  merely  because  his 
experience  in  the  war  days  with  them 
was  of  the  best.  This  goes  to  show  what 
a  superior  class  of  silk  underwear  is 
now  being  placed  on  the  market  by  Can- 
adian   manufacturers. 


With  the  cautious  buying  methods 
most  merchants  are  using,  there  is  a 
certain  amount  of  diffidence  about  buy- 
ing colored  lines,  particularly  colored 
camisoles  which  were  so  strong  last  fall. 
The  return  of  suits  and  light  colored 
blouses  is  no  doubt  responsible  also  for 
the  fact  that  most  orders  are  for  flesh 
and  white.  Orchid  and  maize  have  fall- 
en considerably  from  their  conspicuous 
position.  For  the  dark  shades,  that  is 
navy  and  black  and  combinations 
of  these  with  bright  colors,  there  is  a 
good  demand. 

Habuta's,   Satins   and   Crepes   All    Good 

While  all  the  sa. in-faced  goods  are  be- 
ing made  up  into  lingerie  sets,  habutais 
are  probably  selling  a  little  better  be- 
cause of  their  price.  The  raw  silks  are 
growing  stronger  every  day.  They  are 
good  not  only  in  bloomers  but  in  pyjam- 
as and  step-ins.  Crepe  de  chine  is  best 
in  night  dresses,  particularly  combined 
with  lace.  Georgette  is  not  used  at  all 
this  year  in  the  underthings  shown  m 
Toronto,  except  for  trimming. 

At  to  black  for  pyjamas  and  bloomers, 
one  manufacturer  believes   that  the  cry 
(Continued    on    Next    Page) 
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Here  arc  five  of  the  "Stylish  Stout"  numbers  made  by   Weingarten  Bros.,   New   York.     Reading  from  left    to 

right  their  descriptions  are  as  follows; 

1. — For  average  stout  figures.     Very  low  bust.     Low  back.     Elastic  band  at  top.     Coutil  in  pink  only. 

2. — For  tall  stately  figures,  full  diaphragm.  Medium  bust,  long  hips.  Coutil  in  pink  only.  Lace  back  or  front. 
3. — For  short  stout  figures.     Low  bust,  medium,  hips.     Coutil  in  pink  only.     Lace  back  or  front. 

4. — For  average  stout  figures.    Low  bust,  long  hips.     Coutil  in  pink  only.     Also  in  brocade.  Lace  back  or  front. 

5. — For  tall  stately  figures  with  full  bust  development.  High  bust,  long  hips.  Coutil  in  pink  or  white.  Lace 
or  front. 
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Dealers  Should  Forget  War  Profits 

Manufacturer   and   Retailer   Who   Has   Gone    Through    Three 
Periods  of  Depression  Says  This  is  by  no  Means  the  Worst- 
Abnormal  Profits  Never  Real  Profits— Thinks  Times  Much  Better 
Than  Most  Merchants  Admit 


A  TORONTO  manufacturer  who  has 
just  returned  from  a  business  trip 
through  Western  Ontario,  de- 
clares that  he  met  merchants  in  almost 
every  town  who  would  not  believe  en- 
couraging facts  which  were  right  be- 
fore their  eyes.  For  example,  the  gen- 
eral impression  was  that  tcio  many  fac- 
tories are  dosed  for  business  to  be  en- 
couraging, yet  outside  of  certain  indus- 
tries, most  manufacturers  are  working 
hard.  Knitting  factories,  cotton  manu- 
facturers, and  most  of  the  dry  goods 
firms  are  actually  turning  out  large 
quantities  of  supplies.  Yet  when  these 
facts  were  shown  to  many  of  these  mer- 
chants, they  would  only  be  convinced 
that  times  were  not  so  bad  under  the 
greatest  pressure.  It  is  surprising  how 
infectious  this  spirit  of  pessimism  is. 
Dry  Goods  Review  during  recent  trips 
through  parts  of  Eastern  Ontario,  dis- 
covered that  one  whole  community,  re- 
presented of  course  by  its  manufactur- 
ers and  retailers,  was  very  much  dis- 
couraged while  another  not  twenty  miles 
away  was  more  active  than  at  this  time 
last  year. 

The  manufacturer  referred  to  above 
has  been  in  the  corset  industry  in  this 
country  for  twenty-five  years  and  has 
had  a  retail  store  as  well  for  a  greater 
part  of  the  time,  so  that  his  opinion  on 
general  business  conditions  seems  well 
worth  passing  on  to  our  readers. 

Abnormal  Reserve  Not  Real  Profit 

Our  Toronto  informant  thinks  if  the 
trade  would  dismiss  the  idea  that  the 
profit  which  they  piled  up  during  the 
short  golden  years  which  are  now  gone, 
is  a  real  loss,  they  would  feel  much  bet- 
ter. These  profits  were  not  real,  they 
were  only  the  reserve  fund  which  busi- 
ness   principles    teach      are      necessary 


against  hard  times.  None  of  the  pro- 
fit which  results  from  greatly  inflated 
stocks  is  intended  to  be  as  secure  as 
that  which  comes  from  hard,  honest  la- 
bor during  normal  times. 

Another  point  he  emphasized  was  that 
hard  times  are  the  backbone  of  mer- 
chandising. When  money  is  flowing 
fast,  business  methods  are  usually  very 
unsound.  The  last  year  and  a  ha'f  has 
taught  our  Canadian  merchants  lessons 
which  will  stand  them  in  good  stead  the 
rest  of  their  lives.  He  even  goes  so 
far  as  to  say  that  should  another  period 
of  inflation  come,  followed  by  one  of 
depression,  not  twenty-five  per  cent,  of 
the  business  failures  would  occur,  be- 
cause men  in  every  line  have  learned  a 
great  deal  of  the  fundamentals  of  busi- 
ness principles.  To  convert  into  stock 
as  the  market  rises  and  to  turn  into 
sound,  liquid  security  as  it  falls,  is  the 
big  lesson  they  have  taught. 

Value  of  Stock  is  Price  Obtainable 

The  man  who  had  on  hand  $100,000 
worth  of  stock  when  the  break  came, 
and  who  subsequently  obtained  $60,000 
for  it,  should  value  that  stock  at  $60,000, 
for  the  cash  value  it  is  to  him  is  the 
real  value  of  it.  Our  informant  believes 
that  the  year  of  profit  which  he  had  in 
1921  is  due  to  a  consistent  following  of 
this  plan.  In  October  1920,  when  he 
was  first  confronted  with  the  problem, 
he  began  to  try  the  people  out  in  his  re- 
tail store.  He  actually  made  a  test  of 
every  line  of  corset  he  carried.  He  found 
the  price  the  public  were  willing  to  pay 
in  each  case  and  then  tried  to  make  his 
costs  correspond  with  that  demand  as 
far  as  he  could.  For  several  months  he 
was  selling  below  cost,  of  course,  but  he 
was  feeling  the  pulse  of  the  consumer. 


He  was  keeping  step  with  the  times  as 
they  were,  not  as  they  had  been.  The 
sooner  a  man's  stock  can  reach  the  pub- 
lic, the  sooner  will  the  public  bring  it 
back  to  him.  That  is  why,  with  a  gen- 
eral reduction  on  corsets  -of  thirty  per 
cent,  on  last  year's  prices,  he  is  able 
now  to  meet  this  with  an  increase  in 
sales  of  nearly  fifty  per  cent. 

He  believes  that  the  ordinary  man 
on  the  street  is  more  inclined  to  honesty 
than  he  is  to  dishonesty,  and  he  thinks 
that  the  Canadian  merchant  is  of  the 
same  type.  The  manufacturer  and  the 
wholesaler  cannot  carry  the  retailer  to 
the  extent  he  did  a  year  ago  because  of 
the  attitude  of  the  banks  toward  him, 
but  he  can  go  on  the  principle  that  the 
merchant  who  treated  him  fairly  in  good 
times  will  do  so  now.  He  admits  that 
he  watches  his  accounts  very  closely 
these  days  but  he  has  never  yet  refused 
credit  to  the  merchant  whom  he  has 
trusted  in  the  past,  because  the  latter 
is  the  corner  stonew  of  the  whole  struc- 
ture of  business,  and  he  cannot  be  ex- 
pected to  be  an  Atlas  carrying  the 
whole  burden  alone. 

This  is  the  Least  of  Three  Periods  of 
Depression 

"I  have  gone  through  three  periods 
of  depression  during  my  business  ca- 
reer," said  the  manufacturer,  "and  I  can 
truthfully  say  that  this  one  is  the  least 
dangerous   of  the  three." 

"There  were  the  bad  times  of  1907-8," 
he  says,  "those  of  1913-14  and  those  of 
the  present  which  we  all  like  to  talk 
about.  But  there  is  a  big  difference 
between  the  former  ones  and  this.  This 
difference  is  due  to  the  change  in  the 
attitude  of  the  human  race  on  almost 
every   question." 


CHARMING   LINGERIE 

(Continued  from  Previous  Page) 
has  about  reached  its  peak.  New  York, 
he  says,  though  leaturing  it  in  the  very 
high-priced  garments,  is  not  selling 
black  to  the  exclusion  of  other  colors  as 
it  was  for  a  while  last  fall. 

Princess  slips  also  are  showing  a  ten- 
dency toward  the  light  shades.  One  trav- 
eler believes  that  there  will  be  a  better 
demand  for  these  for  wear  with  light 
dresses  than  for  separate  camisoles  and 
underskirts.  The  question  of  under- 
skirts is  occupying  manufacturers'  at- 
tention very  closely  for  the  moment. 
These  are  wanted  in  shadow-proof  mat- 
erials. Yet  retailers  say  they  cannot  get 
the  price  for  them.  As  a  result  the  mak- 
ers are  doubtful  whether  they  should 
stress  the  costume  slips  which  will  be 
bought  in  crepe,  satin  or  Jap  silk  or  try 
to  meet  the  public  on  the  shadow-proof 


question.  The  reason  women  are  satis- 
fied! with  the  lighter  materials  in  the 
slips,  is  that  they  do  not  object  to  wear- 
ing a  cotton  petticoat  under  them.  When 
they  use  underskirts  on  the  other  hand, 
they  want   only   one. 

Laces  Being   Used 

There  is  a  tendency  toward  a  revival  of 
laces  although  tailored  garments  are  by 
no  means  disappearing.  Calais  laces 
are  now  cheaper  than  Nottingham  ones 
because  of  the  exchange  rate.  They 
are  therefore  used  to  a  greater  extent 
than  formerly.  Tucks  are  shown  on  all 
the  fancy  garments,  particularly  the 
pin-tucks.  Some  camisoles  and  night- 
dresses have  whole  yokes  of  georgette 
or  fine  batiste  pin  tucked. 

Two-toned  ribbons,  in  spite  of  their 
high  price,  are  seen  on  nearly  all  the 
*2tter  grade  garments.  Bows  and  strap- 
pings   are   very   prominent,   particularly 


laced  in  and  out  and  with  hanging  ends. 
Garments  get  their  color  touch  from 
ribbons  rather  than  from  the  fabrics 
themselves.  One  of  these  ribbons  is 
bright  green  and  orange,  another  is  of 
blue  and  flame. 

Built-up  and  Strap  Shoulders 
At  least  one  Toronto  designer  says 
that  the  built  up  shoulder  will  never  re- 
place the  strap  entirely  on  any  under- 
garment. The  very  high-priced  things 
are  asked  for  in  straps,  he  declares.  No 
matter  how  carefully  the  other  is  fitted, 
it  is  very  difficult  to  prevent  its  show- 
ing under  a  thin  blouse.  This  is  the  case 
in  spite  of  the  fact  that  manufacturers 
have  made  them  as  attractive  as  pos- 
sible. The  best  models  in  the  built 
shoulder  have  an  insert  of  lace  in  a  V- 
shape  between  the  crepe  or  satin  and  the 
short  ribbon  strap.  This  has  a  better 
pppearance  than  the  shoulder  piece 
made   of   the    material    entirely. 
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Style  3120 

Corselette  of  soft,  strong-, 
pink  sateen.  Admirably 
designed.  $12.00  dozen. 
Sizes  32-46. 


The  Newest  Developments  in 

yfj&rher's 

Tfcust-Proof 
Corselettes 

(MADE  IN  MONTREAL) 

These  garments  will  be  in  con- 
stant demand  this  season.  They 
mean  additional  sales  for  your 
Corset  Department. 
All  the  newest  tendencies  in  this 
type  of  garment  are,  of  course, 
to  be  found  first  in  Warner's  Cor- 
selettes. Here  we  illustrate  two 
of  the  longer  styles,  one  with 
elastic  in  the  skirt  to  control  the 
hip  lines. 

Warner's  Corselettes  are  the  ideal 
garment  for  all  sports  wear.  They 
will  also  bring  to  your  depart- 
ment, women  who  have  not  been 
llwearing  the  heavier  corset. 


Style  3116 

Pink  novelty  material 
with  elastic  inserts  over 
hips  and  in  back.  $18.00 
dozen.     Sizes  32-46. 


Additional  Styles 

Not   Illustrated 

Style  3018 

Made  of  pink  novelty  cloth  with 
elastic  over  hips  and  in  back.  A 
popular  number  last  season.  Hose 
supporters  front  and  back.  $15.00 
dozen.     Sizes  30-42. 

Style  3122 

A  particularly  attractive  pink  nov- 
elty cloth  with  silk  stripe.  We 
expect  this  to  be  one  of  our  most 
popular  numbers.  Long  skirt  ef- 
fect with  elastic  insert  over  hips. 
$24.00  dozen.     Sizes  32-46. 


Additional  Styles 

[   Not   Illustrated 

Style  3114 

Pink  novelty  material.  Wide  elas- 
tic inserts  over  hip  lines  and  elas- 
tic section  in  back.  A  perfect  fit- 
ting model  and  especially  good  for 
those  with  flesh  to  be  controlled. 
$30.00  dozen.     Sizes  32-46. 

Style  3042 

Made  of  pink  stripe  novelty  cloth. 
Wade  elastic  inserts  at  sides  and 
elastic  in  back.  Already  well 
known  to  the  trade.  $30.00  dozen. 
Sizes  30-42. 


Style  3032 

Novelty  material.  Wide 
elastic  inserts  at  sides. 
Front  section  longer  than 
side  and  back.  In  big  de- 
mand last  season.  $24.00 
dozen.     Sizes  30-44. 


THE  WARNER  BROTHERS  COMPANY 

New  York  Chicago  San  Francisco 

Canadian"  Factory  and  Sales  Office  —  356  St.  Antoine  St.,  Montreal,  P.  Q. 
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GUARANTEED 


You  Can't  Get  Better  Corset  Values 


qA 


T  their  price,  P.  C.  Corsets  offer  the  greatest  values 
that  you  can  buy.    The  boning,  the  fabrics  and  the 

style  are  there,  and  will  more  than  return  their  money's 

worth  in  satisfaction  and  long  wear. 

Moreover  they  allow  you  a  generous  profit  and  still  enable  you  to 
sell  them  at  prices  that  every  one  of  your  customers  can  afford  to  pay. 

NATIONALLY      ADVERTISED 

Parisian  Corset  Manufacturing  Co.  Limited 


Montreal 


QUEBEC 


Toronto 


IS 
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A      New      Product     for      an      Old 
Demand      That      Was      Never     Met 

For  Girls    GOSSARD  CHILDREN'S  WAISTS    For  Boys 

MOTHERS  told  us  there  is  a  real  need  for  waists  like  these. 
Waists  made  of  such  dependable  material,  re-inforced  at 
all  points  of  strain,  that  they  will  reasonably  resist  strenuous 
wear    and    constant  washing.    They  save   many   an   hour  of 
nending. 

Waists  with  bone  buttons  attached  by  a  closely  woven  tape 
that  will  not  pull  from  stitching. 

Waists  that  snug  the  little  bodies  without  binding — soft  and 
comfortable. 

Waists  designed  to  fit  so  perfectly  that  the  most  active  child 
will  not  cause  them  to  slip  off  the  shoulders. 

Waists  finished  with  a  care  for  painstaking  detail  that  gives  a 
daintiness  to  the  girls'  waists  and  a  sturdiness  to  the  boys'  gar- 
nents  that  appeals  to  the  children's  fancy  and  the  mothers' 
appreciation  of  what  is  appropriate,  economical,  and  attractive. 

With  the  exception  of  Model  016  each  Waist  is  designed  to 
button  either  at  the  front  or  at  the  back. 


There  Is  a   Ready -Cr e at ed   Market 
for  These  IVaists.      They  Sell  Themselves 


GOSSARD 
ELFIN  WAIST 

Made  for  the  particular  little 
girl  who  adores  dainty  under- 
things.  The  fineness  of  the 
soft  material,  the  delicate  lace 
trimming,  and  the  faultless 
workmanship  that  takes  pride 
in  the  perfection  of  the  tiniest 
detail,  give  an  air  of  feminine 
delicacy  that  belies  an  unequal- 
led wear-resisting  service.  The 
hone  buttons  are  attached  with 
tape  of  fine,  firm  texture  that  will 
not  phll  away  from  the  stitch- 
ing.     Even  ages  only,  2  to   14. 

018 $9.00   per  doz. 

This  waist  is  also  made  with- 
out the  lace  shirring  at  the 
neck  and  armseye,  for  the  ap- 
proval of  those  mothers  who 
prefer  the  simplicity  of  an  un- 
trimmed  garment.  Even  ages 
only,  2  to  1  4. 

015 $4.50   per   doz. 


018 


015 
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016 

GOSSARD 
STURDY  WAISTS 

A  waist  for  a  regular  kid. 
Made  of  firm,  strong  material 
that  will  wear,  and  wear,  and 
wear,  and  save  many  hours  of 
mending.  Adjustable  shoulder 
straps  assure  perfect  comfort 
through  the  chest  and  under  the 
arms.  The  same  firmly  woven 
tape  used  on  all  Gossard  Child- 
ren's Waists  holds  the  buttons 
securely  to  the  stitching.  Even 
ages  only,  2  to  14. 

016 $6.50  per  doz. 

GOSSARD 

WORKADAY 

WAIST 

Trouble-proof  to  both  parent  and 
child.  Made  of  the  finest  material, 
as  strong  and  wear-resisting  as  it  is 
soft  and  comfy.  As  in  the  other 
Gossard  Children's  Waists,  the 
bone  buttons  are  attached  with 
closely  woven  tap:  that  will  not 
pull  from  the  sttching.  Even 
ages  only,  2  to  14. 

014 $5.00  per  doz. 


020 

(Buttoned  at  front) 


020 

(Buttoned  at  back) 


GOSSARD  ATHLETIC  WAIST 

A  manly  waist  that  a  real  boy  will  appreciate.  It  is  cut  out  well  under  the  arms 
to  give  unusual  freedom  and  avoid  any  possibility  of  binding.  Designed  so  it 
may  be  worn  to  button  either  at  the  front  or  at  the  back.  The  bone  buttons 
are  securely  attached  with  a  tape  of  fine,  firm  texture  that  will  not  pull  from 
the  stitching.        Even  ages  only,  2  to  14. 

020 $4.50  per  doz. 


For  further  particulars 

SEE 

any  representative 
celling  Gossard 
Corsets  and  Brassieres 

OR  WRITE 


The  Canadian 
H.W.  Gossard  Co.  Ltd., 

366-378  West  Adelaide  St. 
Toronto,  Ont. 


014 
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Many  New  Fancy  Things  for  the  Bride 

Revival  of  Rail  Plates — Importers  Have  Many  New  Things  in  Cut 
Glass — Assorted  Shapes  in  Perfumed  Pottery — Inexpensive  Nov- 
elties are  in  Abundance — Bucking  Broncho  and  Peacock  Among 

the  New  Toys 


FANCY  goods  houses  in  Toronto  are 
receiving  their  summer  shipmenis 
of  china  and  glassware.  Not 
for  years  has  there  been  such  a  large 
variety  offered  the  trade.  The  shops 
and  departments  interested  in  things 
which  sell  to  the  bride  will  have  many 
new  lines  to  draw  business — lines  which 
sell  at  a  much  more  reasonable  price 
than  for  many  years. 

Rail  Plates  Coming  Back 

Importers  of  china  are  receiving  in- 
teresting numbers  in  rail  plates.  The 
Doulton  pattern  is  one  of  the  most  dis- 
tinguished. In  English  Adamsware, 
there  are  several  odd  designs  in  tea- 
pots and  plates  now  in  the  hands  of 
fancy  goods  men.  Enamel  glassware  is 
promised  to  have  a  good  run.  This  has 
the  usual  gold  border  and  enamelled 
very  carefully  on  the  inside  are  designs 
of  forget-me-nots  in  small  patterns.  All 
the  usual  table  pieces  come  in  this — 
sheerry  glasses,  comports,  fruit  dishes 
and   plates. 

In  plain  and  cut  glass,  importers  have 
several  new  lines.  Plain  sherbet  glass- 
es for  example  now  sell  to  the  trade  for 
$3.50  a  dozen  and  cut  ones  for  $7.50. 
In  decorative  china,  blue  lustre  ware 
is  prominent  again.  There  is  another 
collection  of  the  porcelain  type  shown 
in  Toronto  wholesale  houses.  This  is 
an  English  china  with  a  polished  black 
foundation  and  designs  in  yellow  and 
rose.  Those  of  the  trade  who  have  seen 
it  have  shown  quite  an  interest.  Jar- 
dinieres are  very  strong,  particularly 
with  designs  of  old-fashioned  domestic 
•scenes. 

The  Bohemian  decorated  wine  sets  so 
prominent  before  the  war  are  included 
in  .one  of  the  new  shipments.  These 
have  the  narrow  elongated  bottle  and 
the  tiny  goblets  to  match,  all  with  fanci- 
ful colored  designs.  Lemonade  sets  are 
oeing  asked  for  by  most  merchants  and 
nearly  all  the  styles  shown  are  selling 
well. 

English  Perfumed  Pottery 
One  of  the  .most  interesting  novelties 
shown  is  a  collection  of  perfumed1  pot- 
tery which  has  been  sent  over  by  an 
English  firm.  This  comes  in  assorted 
shapes  in  boxes  of  25  or  more.  A  set 
sells  for  about  $50  to  the  trade.  The 
pottery  is  perfumed  before  it  is  molded 
and  this  is  said  to  be  responsible  for 
the  length  of  time  the  odor  lasts — be- 
tween one  and  two  years.  The  shapes 
in  which  it  comes  are  along  those  of 
the  pottery  of  ancient  Greece  and  Rome. 
Urns,  vases  and  water  pitchers  in  min- 
iature are  among  them.  Some  have  the 
Canadian  coat  of  arms  painted  on  the 
front   and    others   have  flowers. 


Jewel  boxes  of  decorated  china  are 
among  the  boudoir  novelties  .offered. 
These  are  very  bizarre  and  therefore 
should  get  some  notice.  There  is  also 
a  splendid  assortment  of  boudioir  lamps 
from  Germany.  These  are  different 
from  those  which  have  been  .on  the 
market  in  the  past  year  in  that  they 
tend  toward  Egyptian  and'  Chinese  de- 
signs. 

The  perfume  atomizers  which  had 
such  a  demand  several  years  ago  are 
here  again.  They  are  in  plain,  cut  and 
decorated   glass    and   some   are   colored. 

Many  Cheap  Novelties  for  Fairs  and 
Bazaars 

Every  year,  wholesalers  tell  Dry 
Goods  Review  that  the  demand  becomes 
stronger  for  lines  which  will  go  at  fancy 
sales  and  country  fairs.  The  little  pigs 
for  example  which  were  illustrated  in 
this  publication  in  January  are  one  of 
the  biggest  sellers  of  all.  Novelties 
which  go  for  40  and  45  cents  a  dozen 
are  best  and  manufacturers  are  turn- 
ing out  such  things  in  clever  ways  every 
day.  Litte  men  with  necks  of  twisted 
wire  resembling  famous  comic  charact- 
ers are  one  of  he  lines.  Tiny  jumping- 
Jacks  for  fish-ponds  are  good  sellers 
also.  Most  of  these  things  come  from 
Czecho-Slovakia  and  a  few  are  Japan- 
ese. 

Though  the  famous  kewpies  and  the 
Splash-me  dolls  are  sSll  great  favorites, 
a  Canadian  firm  has  put  out  a  new  doll 
in  the  hope  that  it  will  go  as  well  as 
its  predecessors.  It  is  called  May  Pol- 
lard after  the  famous  French  dancer. 
It  stands  on  its  toes  in  much  the  same 
way  as  a  ballet  dancer.  Dressed  with 
a  fluffy  waist-band  of  bright  colors  it 
sells  for  $9.60  a  dozen  and  undressed 
is  $7.50. 

New   Mechanical  Toys 
Some    very    clever    playthings   in    the 


mechanical  lines  are  shown.  The  buck- 
ing broncho  is  one  of  these.  The  little 
horse  bucks,  by  merely  winding  it  up 
and  the  rider  jumps  over  its  head  and 
comes  back  securely  to  the  saddle  again 
after  each  kick  of  the  broncho.  Motor 
cycles  which  cover  a  circle  with  a  three- 
foot  radius  are  new.  The  peacock  of  ten 
years  ago  has  been  revived.  It  spreads 
its  tail  and  makes  a  wonderful  noise 
said  to  be  that  of  the  haughty  bird  itself. 
German  dolls  are  now  sold  quite  open- 
ly and  the  Canadian  trade  are  asking 
for  them.  The  majority  of  them  have 
beautiful  faces  and  are  well  dressed. 
The  price  of  these  is  of  course  high  be- 
cause of  the  adverse  conditions  under 
which  they  are  received  here.  While 
Germany  has  not  yet  tried  out  the  un- 
breakable body  and  head  which  has  giv- 
en Canadian  manufacturers  their  start, 
it  is  making  a  "kidlet"  doll  which  is 
very  good.  As  to  the  baby  dolls  they 
have  sent  out  they  are  certainly  not 
an  improvement  on  our  own  and  in 
many  cases  the  faces  are  much  worse. 
The  talking  dolls  which  an  American 
firm  is  selling  in  Canada  are  gaining 
ground  but  the  price  is  still  a  little 
high  for  the  present  buying  power  of 
the  public. 


Travellers  Are  Now  Out  with 
Complete  Lines 

French    Ivory. 

Greeting    Cards   and    Post    Cards   for   every   Season 
and    Occasion. 

Decorations  and    Novelties  tor  Christmas.    Hallow- 
e'en,   St.    Valentine    and    Easter. 

Tags,   Seals  and   Cards.   Toy   Books. 

Pennants,    Cushions,   etc. 

Souvenir    Novelties    (Biggest    Range    in    Canada). 

Conserve.    Lunch    and    Bib    Sets. 

Christmas   Stockings. 

Celebration    Goods.      Powder   Putts. 

THE     PRODUCT     OF     FIVE     FACTORIES     WE 
OWN    OR    CONTROL. 

We     are     the     Canadian     Representatives     of     S 

Langsdorf   &   Co..    New   York  City,    makers  of  the 

best    popular   priced    line    of    French    Ivory    Toilet 

Lines.    Toilet     Sets    and     Manicure    Sets    in    the 

United   States. 

We   have   a    Catalogue   worth    having.      Your   name 

on    a   post   card   brings   it. 

PUGH  SPECIALTY  CO.,  LTD. 
38  to  42  Clifford  St.,  Toronto,  Canada 


Beautiful  pillow  cover  made  of  cotton  tubing.     The  design  is  embroidered 
in  color  and  the  edge  is  crocheted.     Shown  by  Jennings  and  Wilson,  Toronto. 
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Toy  Creations  for  Little  Folks 

Girl's  Dolls'  Faces  of  Velvet  Treated  in  Such  a  Way  as  to  Resemble 
Skin — Rolli-rocs  Now  Manufactured  Into  Toy  for  Little  Children 
— Popularity  of  Artificial  Fruits  on  Tables — Unbreakable  Lead 

Toys 

By  A  Staff  Member 


AT  THE  recent  toy  fair  in  New 
York,  girl's  toys  were  well  repre- 
sented, the  new  velvet  faced  dolls 
being  much  in  evidence.  The  demand 
for  unbreakable  dolls  it  was  said,  has 
grown  tremendously  of  late,  and  owing 
to  the  fact  that  most  types  of  compo- 
sition head  are  not  really  pretty^  ex- 
periments have  been  made  with  fabrics 
to  achieve  better  results.  One  line 
called  Flo-vel  toys  are  probably  the 
most  artistic  of  all  the  different  ones 
exhibited,  as  the  faces  are  made  entire- 
ly of  velvet  treated  in  such  a  way  as  to 
resemble  skin  exactly.  These  dolls  are 
large  mostly,  often  being  as  big  as  a 
child  of  two  years  and  dressed  as  such 
in  real  clothes.  When  bent  over  they 
talk  quite  plainly.  The  favorite  cos'- 
tume  for  such  dolls  is  a  gingham  romp- 
er in  pink  or  blue,  children  apparently 
liking  to  see  their  dolls  look  just  as 
life-like  as  possible. 

Sewing  Sets  for  Nimble  Fingers 

Another  firm  is  specializing  in  dolls' 
clothes  entirely,  putting  out  an  inter- 
esting line  of  outfits  which  are  ready 
to  make  up.  The  sets  of  clothes  not 
only  include  the  cut  out  materials,  but 
also  thimble,  thread  and  needle  and  the 
necessary  findings.  There  are  also  di- 
rections included,  so  that  any  little  girl 
can  dress  her  doll  completely  and  cor- 
rectly just  as  her  mother  follows  a 
paper  pattern  directions  for  a  real 
dress.  There  are  sets  now  for  three 
sizes  of  dolls  from  8  to  24  inches,  and 
one  dress  or  article  comes  in  a  box. 
The  materials  are  of  the  best  obtain- 
able, and  the  styles  are  up-to-date,  so 
that  these  sets  appeal  to  mothers  as 
well  as  to  kiddies. 

Rolli-Rocs  for  Kiddies 

For  very  little  children  there  is  a 
charming  novelty  offered  called  rolli- 
rocs,  which  were  originated  in  the  col- 
ored sections  of  various  leading  maga- 
zines, and  have  now  been  made  into  a 
toy.  Rolli-rocs  are  merely  cut-outs  of 
heavy  cardboard,  which  can  be  bent  into 
proper  shape  easily  and  rock  too  and 
fro,  their  vivid  colors  and  artistic  pic- 
tures making  them  fascinating  to  child- 
fen  and  grown-ups  alike.  They  look 
like  inlaid  wood  and  are  indestructible 
but  can  be  retailed  for  'ess  than  fifty 
cents  apiece  in  Canada.  They  are  being 
sold  like  phonograph  records,  a  new  one 
each  month  and  many  clever  window 
displays  were  seen,  in  which  all  sorts 
of  rolli-rocs  were  kept  swaying  too  and 
fro  by  means  of  an  electric  fan. 


Kindergarten  books  are  more  fascin- 
ating and  instructive  than  ever  this 
year,  one  new  cut-out  art  book  being 
particularly  good.  Its  pictures  are  un- 
colored  and  at  the  back  are  found  pages 
of  brightly  colored  paper  printed  in  dia- 
grams to  be  cut  out  and  pasted  over  the 
pictures  of  the  book.  A  child  would 
spend  hours  of  delight  fitting  the  colors 
together  with  paste  and  scissors,  and 
learn  a  great  deal  about  color  harmon- 
ies at  the  same  time. 

Invisible  Color   Prints 

On  the  same  line  but  entirely  differ- 
ent in  character  are  the  new  invisible 
color  prints  offered  this  season  for  the 
first  time.  These  prints  are  apparently 
just  ordinary  black  and  white  sketches 


which  come  in  books  or  separately,  pro- 
vided with  a  paint  brush.  All  the  child 
has  to  do  is  to  dip  the  brush  in  clean 
water  and  paint  over  the  picture,  when 
colors  appear  magically  and  the  pic- 
ture glows  with  color  in  a  few  minutes 
without  the  need  for  paints  at  all.  This 
method  does  away  entirely  with  untidy- 
paint  boxes  and  their  attendant  trouble. 

Artificial  Fruits 

Hardly  included  in  the  toy  depart- 
ment yet  a  most  important  part  of 
the  Toy  Fair  was  the  exhibit  of  arti- 
ficial fruits  which  practically  defied  de- 
tection. There  were  blue  and  green 
grapes,  peaches  and  plums,  oranges  and 
apples,  etc.,  so  extraordinarily  real  that 
even  touching  them  could  not  convince 
one  of  their  not  being  real.  The  fad  for 
using  artificial  fruits  for  table  orna- 
ments is  very  marked  just  now  in  the 
United  States  and  as  these  wonderful 
imitations  are  not  expensive  they  are 
being  quite  widely  adopted  in  restaur- 
ants also,  where  a  window  display  of 
fruit  is  wanted  constantly. 

Prices  on  ordinary  paper  dolls  are 
cheaper  it  was  said,  although  there  is 
nothing  radically  new  in  designs. 

Unbreakable  Lead  Toys 

A  new  unbreakable  line  of  lead  toys 
was  also  noticed,  not  only  soldiers,  In- 
dians, etc.,  being  featured  but  also 
farms  with  animals,  circuses  with  men- 
agerie, and  other  sets  being  included. 
Even  if  these  lead  toys  are  thrown  on 
the ,  floor  they  cannot  break  as  most 
lead  toys  unfortunately  do,  but  can  be 
straightened  out  as  perfectly  as  new  in 
a  second.  This  point  was  emphasized 
in  connection  with  the  statement  that  so 
many  "ead  toys  are  of  German  origin,  and 
it  was  explained  that  lead  toys  made  on 
this  continent  are  not  brittle  and  can 
thus  easily  be  identified. 


A  dresser  or  table  scarf  _  with  the 
floral  design  appliqued  in  colors. 
The  centre  of  each  flower  is  of  filet 
and  the  scarf  is  finished  with  a 
cotton  Torchon  lace.  Shown  by  Jen- 
nings and  Wilson,  Toronto. 


BEADS 

of  all  kinds 

NECKLACES 

unusual  values 

GIRDLES 

splendid  assortments 

NOVELTIES 

Purses,  Earrings, 

Hair  Ornaments 

"THE  BEAD  HOUSE" 

R.  A.    PHILLIPS 

77  YORK  ST.,  TORONTO 
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Nerlich's  Toy  Opening 


April  24th 


Our  Annual  Toy    Opening  Commences  April  24th 

After  this  date  we  will  have  on  exhibition   at   our   Toronto,    Montreal,    Quebec    a'nd 
Winnipeg  showrooms  a   complete   advance  display  of 

FANCY  GOODS,  TOYS,  DOLLS,    CHINA,  AND  GLASSWARE,  ETC. 

for  Christmas  trade. 

We  cordially  invite  you  to  see  our  line  as    early  as  possible. 

A  large  range  of  Imported  Toys,  Dolls,  and    Fancy   Goods   at  very   Attractive   Prices 


Have  You  Received  Our  Spring 


an 


as 


ummer 


Catalo 


gue 


Official 
Major  League* 

made   iw  canada 


Copy  Mailed  to  Dealers  on  Request. 

In  addition  to  our  regular  line  of  sporting  goods  and 
Summer  toys  we  list  in  this  catalog  the  latest  novel- 
ties for  summer  resort  and  tourist  trade. 


NERLICH  &  CO. 


146-148  FRONT  ST.  WEST 


TORONTO 
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New!     The  Envelope  Style 

A  radically  new  design  in  mesh  bags — the  envelope 
style  illustrated!  It  will  give  your  mesh  bag  display 
new  interest.  It  will  give  you  a  new  profit.  Many 
women,  even  though  they  possess  mesh  bags,  will  want 
this  new  and  fashionable  style.  Liven  up  your  mesh 
bag  business  by  stocking  this  new  design. 

Made  in  our  Canadian  factory,  we  are  able  to  make 
prompt  and  adequate  deliveries  of  this  new  style.  Made 
in  the  complete  line,  solid  gold  excepted.  Electros  of 
the  new  envelope  style  bag  illustrated  will  be  furnished 
free  to  dealers  on  request,  enabling  them  to  link  their 
store  with  our  national  advertising. 

Whiting    &    Davis    Company 


(L.  W/COOK,  Mgr.) 


Sherbrooke,  Quebec 


■ 

LADY  DAINTY  HAIR  NETS 

DOUBLE  MESH                 CAP  SHAPE            LARGE  SIZE  12x38 

Strong 

.^dir/Y^v— 55=Sii?=!b5^^5^^«!i^^/3iSv^w5^ 

Invisible 

/wQTTy^                                                                    Display  Stand 

Neat 

#$-6o*rN-T^7^^^                                                        Free 

The  Most  Durable 

ff|M^^^^r'                     ^^^^^^^^vkMtI    ^or  Quan'fty 

The  Most  Popular 

W^S^S'                                    <?79?£fiyM 

J   Orders 

Write  for  Samples  and  Special  Prices 

wrinch,  McLaren  limited 

120  WELLINGTON  ST.  WEST     -     TORONTO 
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MOULTON 
NOVELTIES 


Braids,  Cords,  Tassels,  Pendants, 
Soutache;  also  Metal  Bullion,  Che- 
nille,   Tinsel,    etc.,    for    Embroidery. 


Retailers  can  depend  on  the 
Moulton  range  to  fill  all  Dame 
Fashion's  demands  in  a  satis- 
factory manner. 

We  have  representatives  all 
over  the  Dominion.  Write  for 
them  or  order  direct. 

THE    MOULTON    MFG. 

Co.    Limited 
4   Inspector  St.        :  :       Montreal 


INFANTS  FOOTWEAR  Limited 
LONDON,  ENGLAND 

Soft  Sole  Shoes 
in  Kid,  Silk, 
Poplin,  Wool, 
etc.,  and  Hard 
Sole  Shoes, 

Children's  Woolly-Wear,  Bonnets, 

Gaiters,  Mitts,  etc. 

CANADIAN     BRANCH 

GREENE-SWIFT     BUILDING 

LONDON,      ONTARIO. 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND  EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932938  Broadway  New  York  Cor.  22nd  St. 

Canadian  Showroom   and  Factory-: 

Bay  and  Wellington  Sts.,         -        Toronto,  Canada 


Commercial  Photography 

and  its  advantages 

IN  a  previous  issue  of  Dry  Goods  Review,  a 
synopsis  was  given  of  an  address  delivered 
on  the  subject  of  "Sampling'  by  Photograph" 
by  Thomas  L.  Styx,  of  Cincinnati,  in  which  the 
manifold  advantages  of  commercial  photography 
were  outlined.  Theoretically,  it  was  shown  that 
the  photograph  can  and  will  make  the  going 
easier  for  manufacturers  and  wholesalers,  and 
it  now  remains  to  demonstrate  from  the  prac- 
tical mechanics  of  photography  that  there  are 
still  greater  advantages  to  be  derived. 

A  great  many  manufacturers  have  definitely 
adopted  the  idea  of  the  album  or  folder  to  show 
their  photographs  to  the  trade  for  the  reason 
that  loose  pictures  are  a  nuisance  and  are  always 
getting  lost  or  out  of  order. 

The  size  of  the  album  is  generally  decided  by 
convenience  in  packing  away  in  travellers'  cases, 
but  there  is  one  established  size  most  generally 
employed,  viz.,  ten  by  fourteen  inches. 

The  choosing  of  the  right  size  of  garment  is 
another  point  of  the  first  importance.  It  is  ad- 
visable to  confine  your  line  to  not  more  than 
two  sizes,  viz.,  sixteen  and  eighteen,  so  as  to 
ensure  better  uniformity. 

The  size  of  your  picture  must  then  be  con- 
sidered. And  this  is  an  individual  problem.  The 
larger  the  picture  obviously  the  better.  The  idea 
of  grouping  several  photographs  on  one  page 
has  more  disadvantages  than  advantages.  The 
one  advantage  is  the  economy.  The  disadvan- 
tages occur  as  soon  as  "outs"  begin  to  appear 
in  the  line.  A  sheet  or  photograph  should  not 
depict  more  than  two  models.  The  pictures  being 
of  uniform  size  on  every  negative,  the  effect 
will  be  more  harmonious  than  if  different  styles 
are  selected. 

Garments  to  be  photographed  should  be  tagged 
properly,  preferably  in  a  place  so  that  the  tag 
need  not  be  detached  while  the  picture  is  being 
made. 

There  are  many  points  to  bear  in  mind  in  dis- 
playing garments  by  photography,  namely,  the 
garment  number,  its  size,  the  photo  size,  pre- 
ferred position  and  whether  on  a  model  or  not. 
jColor  should  be  indicated  if  required,  for  every 
fashionable  shade  can  be  exactly  duplicated  in 
the  finished  picture.  Careful  attention  should 
also  be  given  to  color  values,  since  certain  colors 
take  better  than  others.  Blue  in  photographs 
appears  to  be  white,  yellow  comes  out  black,  etc. 

These  are,  after  all,  but  trivial  matters  to  con- 
sider when  compared  with  the  expense  and  effort 
required  to  fit  out  a  complete  sample  range  for 
a  traveller.  When  handled  by  competent  photog- 
raphers, however,  the  commercial  photograph  is 
invariably  a  distinct  achievement  in  artistic 
representation,  and  is  well  worth  the  investiga- 
tion of  every  firm  which  requires  the  services 
of  travellers.  If  interested,  write  us  and  we  will 
have  our  representative  call  when  he  is  in  your 
vicinity. 

Photo -Kraft    Studios,    Limited 

60  St.  Matthew  St. 
Montreal 
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Cash's 

Wash 

Trimmings 


,  Cashs 

!    WASH    o 
TRIMMINGS 

SUPERIOR    QUALITY 

!  MAKES  ADAINTY  TRIM   ON 


WASH  DRESSES.  ETC. 

I  OI-ORS  GUARANTEED  FAST 


for 

Children's 
Wash  Frocks 


The     more    conventional    de- 
signs    are     dainty     for     wo-       , 
men's      'house      dresses,      tea       i 
aprons    and    simple    summer    /'/ 
frocks. 


"DOLLY  CASH" 
Dress  trimmed 
with  No.  N-40 


The    CASH    TWINS 
"Bobby"   and   "Dolly" 

Cardboard  play  dolls — are 
sent  out  by  us,  as  an  ad- 
vertising feature,  to  mothers 
who  write  direct  for  sam- 
ples. Customers  ordering 
the  above  carton  will  re- 
ceive the  twins  free  of 
charge   for  display  purposes. 


CASH'S    i; 

WASH  TRIMMINGS.!  * 

WOVEN    NAMES,    k 

INITIALS.  FIGURES,' 


This  carton  contains   108  pieces  of  4  yds.   each    (3  gross  yards) 

CASH'S  WASH  TRIMMINGS— %  inch  width— are  now  being  put  up 
in  a  novel  manner — a  4  yard  piece  in  a  transparent  envelope.  In  this 
way  the  pattern  and  the  quality  of  the  goods  can  be  seen  and  examin- 
ed without  direct  handling  and  soiling. 

On  the  carton  shown  above  we  make  this  special  price — $9.00  per 
gross  yards  net,  or  a  rate  of  25c  per  piece. 

Place  your  order  at  once 

/.  &  J.  CASH,  Inc. 

13  Expositor  Building 
Brantford,  Ontario 

We  also  make  Cash's  Woden  Names 


"BOBBY  CASH" 

Rompers  trimmed 
with  No.  N-100 

A  new  line  of  NURSERY 
DESIGNS  has  just  been 
idded  to  our  assortment  of 
jatterns.    ... 


Cash's  Wash  Trim- 
mings and  Cash's 
Woven  Names  are 
nationally    advertised. 


mWade/on 


*y 


MADE   IN    FPANC6 


£-s  j«/f  'y-renBt  (reah'am        \/Qlls 

*{ctde  of  fitiesf  material  in  Silk 
<5  asy  So  adjust 
Inexpensive 


COLOft 


Julien    Giguet 


Manufacturer        -        Lyon,     France 

Sole  Agents  for  Canada: 

M .     Chassagne     Limited 

45  St.  Alexander  St.,  Montreal  Carried  in  stock  by:  110  Wellington  St.,  Toronto 

ALPHONSE  RACINE,  LTEE 
GREENSHIELDS  LIMITED,  Montreal  W.  R.  BROCK  CO.  LIMITED,  Montreal 

The  Madelon  is  made  up  in  twelve  patterns  andput  up  in  cabinets  of  6  dozens,  %  dozens  of  each 
pattern.     Black  or  assorted  colours — Navy,  Brown,  Henna,  Taupe,  Violet. 
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Increasing  Sales  of  Hair  Nets— How? 

Cap  and  Fringe  Styles  Most  Wanted  Items  in  Notions— Appear- 
ance of  Double  Mesh  Nets  Has  Disadvantages — How  to  Feature 
Both  Styles  Correctly — Indoor  and  Outdoor  Uses — Advise  Use  of 
Net  Most  Suited  to  the  Occasion 


ABOUT  FIVE  years  ago  the  aver- 
age space  occupied  on  the  notions 
counter  by  a  display  of  hair  nets 
was  not  worth  estimating  whereas  to- 
day it  is  not  uncommon  to  find  an  en- 
tire counter  display  given  over  to  this 
very  necessary  although  inexpensive 
article.  The  volume  of  business  in  hair 
nets  has  grown  to  such  tremendous  pro- 
portions in  the  United  States  that 
whereas  in  1918  only  $2,000,000  worth 
were  imported,  this  year  the  amount 
will  exceed  $10,000,000.  Women  the 
continent  over  have  become  aware  of 
the  advantages  in  wearing  a  net  on  all 
occasions  and  are  now  educated  to  the 
point  of  buying  them  by  the  dozen  in- 
stead of  singly  as  in  the  past.  The 
growth  of  out-door  sports,  ordinary 
business  life  and  the  vogue  for  danc- 
ing have  all  contributed  their  share  in 
stimulating  the  demand  for  hair  nets, 
which  however,  are  not  really  a  new  ex- 
periment but  have  been  counted  among 
feminine  accessories  for  many  centuries 
past.  History  relates  that  Madame  de 
Pompadour  and  Marie  Antoinette  were 
responsible  for  the  introduction  of  the 
hair  net  into  French  aristocratic  cir- 
cles and  wore  them  in  ultra  elaborate 
effects,  jewelled  and  beaded.  Likewise 
our  grandmothers  themselves  could  not 
have  maintained  the  unruffled  smooth- 
ness  of   their  "chignons"  or  waterfalls 


without  the  aid  of  the  invisible  but  es- 
sential net. 

The  art  of  making  hair  nets  has  how- 
ever advanced  very  materially  of  late 
years  and  there  are  nets  of  different 
shapes,  sizes  and  colors,  not  to  mention 
the  recent  introduction  of  double  and 
single  mesh  effects,  undreamed  of  by 
bygone  generations  of  women.  The  time 
has  now  come  therefore,  when  the  hair 
net  must  be  sold  intelligently  and  with 
a  real  definite  understanding  of  its 
qualities  and  possibilities. 

Play  Up  The  Single  Mesh 

In  discussing  the  various  uses  of  both 
styles  of  nets  as  a  basis  for  building 
up  sales  in  this  commodity,  the  different 
advantages  of  each  will  be  discussed 
separately.  These  advantages,  by  the 
way,  have  been  thought  out  and  utilized 
in  the  form  of  a  monthly  bulletin  is- 
sued by  an  American  manufacturer, 
who  is  doing  much  to  boost  sales  in  hair 
nets  in  retail  stores  by  reason  of  his  co- 
operation. Realizing  that  the  demand 
for  double  mesh  nets  is  threatening  to 
reduce  the  volume  of  hair  net  sales  by 
a  very  serious  amount,  the  manufac- 
turer in  question  emphatically  endorses 
the  idea  of  keeping  stocks  of  double 
mesh  nets  "under  cover"  so  that  the 
shopper  may  not  be  tempted  to  buy 
them  by  reason  of  an  inviting  display. 


To  quote  from  this  interesting  leaflet, 
"The  single  mesh  net  is  more  desirable 
because  it  is  invisible,  its  invisibilty 
being  the  main  selling  feature  to  empha- 
size but  we  must  bear  in  mind  however, 
that  the  double  mesh  business  is  not  to 
be  neglected  altogether.  After  all  is 
said  and  done,  retailer  and  manufac- 
turer are  but  servants  of  the  public.  If 
women  insist  upon  double  mesh  nets 
we  are  willing  to  and  prepared  to  sup- 
ply the  demand.  The  double  mesh  lasts 
two  or  three  times  as  long  as  the  single, 
which  may  be  a  virtue  or  a  fault  de- 
pending upon  one's  point  of  view.  The 
chief  point  to  remember  therefore,  in 
recommending  double  mesh  nets  is  that 
though  they  are  strong  they  are  not  in- 
visible and  are  thereTore  unsuitable  for 
evening  and  formal  wear  and  are  not  a 
suitable  choice  for  discriminating 
women  to  adopt." 

"Indoor"  and  "Outdoor"  Nets 

Developing  this  theory,  the  wise 
woman  will  see  the  advantage  in  classi- 
fying her  stock  of  nets  into  two  groups 
which  may  be  known  as  indoor  and 
outdoor  wear  styles.  In  both  groups 
she  will  assemble  another  subdivision, 
namely,  cap  and  fringe  styles,  arrang- 
ing  them   in   the    ordinary   manner    ac- 

Continued  next  page 


NEEDLECASE  PRESENTED  TO  H.R.H.  PRINCESS  MARY 

The  Needlecase  shown  herewith  was  the  one  presented  to  H.R.H. 
Princess  Mary  by  the  Worshipful  Compayiy  of  Needlemakers. 
The  case  is  contained  in  an  outer  box  covered  with  the  best 
velvet  calf,  with  a  fall  front  and  adorned  with  Princess  Mary's 
monogram  and  crown  in  solid  gold  as  is  the  case  itself.  The 
lock  and  catches  are  also  of  gold  and  the  arms  of  the  company 
with  inscription  appear  in  gold  blocking  on  the  back. 
The  case  contains  1,000  sewing  needles  of  every  variety  and  size 
from  those  used  in  ordinary  hand  sewing  to  embroidery  of  every 
description,  all  gold  eyed.  The  case  also  contains  a  selection  of 
the  best  Sheffield  cutlery.  It  was  made  by  James  Dewsnap, 
Ltd.,  of  Sheffield  ayid  the  needles  furnished  by  Henry  Milward 
&  Sons,  Ltd. 

This  beautiful  specimen  of  the  needlemakers  and  casemakers 
art  ivas  presented  to  the  Princess  at  noon  on  February  20th  by 
the  makers  of  the  Company,  C  H.  House,  the  clerk;  C.  D.  King- 
Farlow,  and  among  others,  Sir  Alfred  Temple,  F.S.A.;  G.  H. 
Milward;  E.  A.  Fisher;  A.  J.  Dudgeon  and  Major  Burton. 
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Turn  Average  Stock  6  or  7  Times 

Annual  Report  of  Selfridge's,  London,  Shows  At- 
tention Was  Concentrated  on  Quick  Turnover  and 
Small  Gross  Profit — Increase  of  1,700,000  Tran- 
sactions Over  Previous  Year — Conservative  Hope 
For  Future 


CONDITIONS  amongst  the,  most 
aggressive  retailers  in  England 
may  be  fairly  judged,  perhaps,  by 
the  annual  report  of  the  great  retail 
house  in  London,  Selfridge  &  Co.  This 
report  notes  that  the  year  1921  was  one 
of  declining  prices  and  a  noticeable  dis- 
inclination on  the  part  of  the  public  to 
buy.  In  spite  of  this  fact,  however, 
Selfridge's  did  not  rest  on  their  laurels 
and  follow  the  lines  of  least  resistance. 
A  significant  passage  in  their  annual 
report  may  well  be  taken  to  heart  by 
every  Canadian  retailer  who  realizes 
that  aggressive  methods  these  days  are 
the  only  methods  that  will  win  through 
and  produce  a  satisfactory  balance 
sheet  at  the   end  of  the  financial  year. 

Should  Have  Done  Better 

"We  think  we  should  have  done  a 
greater  turnover,"  says  their  report, 
"and  made  a  larger  profit.  A  business 
like  this  is  capable  of  practically  any- 
thing one  chooses  and  is  aDle  to  make 
of  it.  A  great  distributing  house  can, 
if  sufficiently  wisely  and  progressively 
managed,  carry  trade,  and  consequently 
money-making  ability,  to  practically 
any  extent.  Aside  from  understand- 
ing the  business,  it  is  largely  a  matter 
of  conserving  its  finances,  in  other 
words,  retaining  as  much  as  possible 
of  its  profits  instead  of  paying  them 
out  in  dividends — of  being  alive  to  op- 
portunity— of  looking  after  details — of 
giving  the  best  and  the  most  liberal 
service — of  doing  these  and  many  other 
things  which  when  all  added  together 
build  this,  the  most  complicated  of  all 
kinds  and  classes  of  business,  into  an 
undertaking  of  great  size,  of  infinite  in- 
terest   and    fair    commensurate    profit." 

Turned  Stock  Between  7  and  8  Times 

In  spite  of  this  self-depreciation,  Sel- 
fridge's did  not  do  so  badly  in  the  way 
of  turning  over  their  stocks.  They 
aimed  at  quick  turnover  with  small 
gross  profit  and  it  is  claimed  that  the 
low  gross  profit  per  cent,  is  far  less  in 
per  cent,  than  is  made  in  France  or 
America.  "We  turned  our  average 
stock  last  year  between  seven  and  eight 
times  which  means  that  the  entire 
amount  of  our  great  stocks  was,  on  the 
average,  sold  every  thirty-  five  or  forty 
full  days.  Of  course,  our  average 
stocks  stand  at  a  much  higher  amount 
than  the  depreciated  low  figure  in  the 
balance   sheet." 

The  increase  in  the  number  of  articles 
sold  during  the  year  is  remarkable;  it 
shows  this  increase  to  be  1,700,000,  that 
is,  there  has  been  that  increase  in  the 
actual   number  of  transactions   recorded 


through  their  sales  checks.     The  profit 
for  the  year  is  stated  to  be  £342,665. 

It  is  interesting  to  note  the  outlook 
of  this  great  house  for  the  future.  "The 
period  required  for  recovering  from  the 
war  will  be  longer  than  we  anticipated. 
It  could  never  come  quickly  but  must 
be  gradual.  The  upward  turn  has  not 
yet  manifested  itself — at  least  not  con- 
spicuously. Some  manufacturing  busi- 
nesses are  increasing  their  export  or- 
ders and  plenty  of  this  is  what  the 
country  needs.  The  coming  six  months 
will  certainly  require  all  of  our  best 
care  and  attention  and  for  the  remain- 
der of  the  year  we  can  only  issue  a 
conservative    hope." 


INCREASING  SALES  OF  HAIR  NETS 

(Continued  from  Preceding  Page) 

cording  to  shades.  Then  when  a  cus- 
tomer stops  at  the  counter  and  asks  for 
a  hair  net,  it  should  no  longer  be  neces- 
sary to  reply,  "Yes  Madam,  we  have 
them  at  60  cents  a  dozen  upwards,  what 
color  do  you  require?" 

That  type  of  salesmanship  is  taboo 
in  the  better  class  of  stores  in  the  Un- 
ited States,  where  the  purchaser  of  hair 
nets  can  pick  out  from  a  comprehensive 
counter  display  exactly  what  she  wants 
herse  f.  The  ne.s  are  plainly  priced  and 
are  shown  in  bins  marked  with  the 
shade  of  the  net.  blonde,  grey,  brown, 
etc.  There  are  four  main  divisions  in 
the  display,  each  clearly  named  as  be- 
fore indicated  as  Nets  for  Sports  Wear 
(caps),  Nets  for  Sports  Wear  (fringe), 
Nets  for  Dress  Wear  (caps)  and  Nets 
for  Dress  Wear  (fringe).  If  a  woman 
does  not  know  which  type  of  net  she 
should  use  she  may  quickly  learn  by 
studying  two  waxen  heads  with  prettily 
coiffured  hair,  one  of  which  is  dressed 
with  a  cap  shape  and  the  other  with  a 
fringe  style.  The  double  mesh  is  dem- 
onstrated in  one.  the  single  in  the  other. 
The  use  to  which  the  net  is  to  be  put  is 
the  one  and  only  selling  point  to  be  em- 
phasized. For  business  women  who 
must  be  out  of  doors  all  day  or  who  are 
unable  to  do  up  their  hair  frequently, 
and  for  girls  who  play  tennis,  golf  or 
hockey,  who  ride.  etc..  the  double  mesh 
net  in  whichever  style  is  most  becoming, 
is  the  proper  choice.  As  a  general  rule, 
if  the  customer  parts  her  hair  in  the 
centre  she  should  take  the  fringe  style 
because  the  hard  line  of  the  cap  shape 
would  show  too  plainly  across  the  front. 
On  the  other  hand,  for  the  woman  of 
means  and  leisure,  the  debutante  who 
attends  many  formal  entertainments, 
and  all  who  wish  their  hair  to  appear 
at  its  best  and  as  natural  as  possible, 
the  single  mesh  should  be  selected,  pre- 


ferably also  in  fringe  style  as  it  is 
practically  invisible  at  night.  Many 
customers  however,  who  have  begun  by 
wearing  cap  shapes  soon  discover  that 
the  fringe  style  is  not  difficult  to  put 
on  and  so  they  gradually  adopt  it  per- 
manent y.  This  also  should  be  remem- 
bered by  the  sales  staff.  Professional 
hair  dressers  invariably  use  fringe 
styles  as  the  results  are  better,  due  to 
the  greater  elasticity  of  the  shape. 

Advise  Buying  in  Quantity 

From  the  foregoing  remarks  it  may 
be  noted  that  if  sales  of  nets  are  to  in- 
crease permanently,  advertising  and 
selling  efforts  must  emphasize  to  cus- 
tomers the  importance  of  choosing  the 
net  best  suited  to  the  occasion.  Women 
should  be  taught  also  the  advisability 
of  buying  in  quantity  and  purchasing 
both  styles  of  mesh  in  order  to  have 
a  supply  in  case  of  emergency. 


J.  SUTCLIFFE  AND  SONS,  LINDSAY 
CELEBRATE 

The  twenty-fifth  birthday  of  the  store 
of  J.  Sutcliffe  and  Sons,  Lindsay,  Ont., 
was  celebrated  on  March  17.  Twenty- 
five  years  ago,  the  death  of  J.  B.  War- 
ner, head  of  Warner  and  Co.,  under  which 
name  the  firm  was  then  known,  caused 
the  establishment  of  a  new  company. 
The  late  F.  W.  Sutcliffe  and  his  son,  J. 
Sutcliffe,  the  present  head  of  the  firm, 
were  the  new  owners.  At  that  time 
there  were  less  than  a  dozen  employees 
in  the  store;  now  the  general  staff  con- 
sists of  between  forty  and  fifty  people. 

For  the  occasion  which  marked  their 
passing  the  quarter  of  a  century  mark, 
every  department  of  the  store  had  spec- 
ial displays.  The  people  of  Lindsay  and 
the  surrounding  district  were  the  guests 
of  the  firm  on  Friday  and  the  following 
Saturday,  at  afternoon  tea  which  was 
served  between  2.30  and  5  o'clock. 


LEWIS    AND   HARRIS   PEASANT 
INDUSTRY 

Bailey  Kenneth  Mackenzie,  of  Messrs. 
Kenneth  Mackenzie,  Stornoway,  Scot- 
land, the  largest  merchants  of  the  well- 
known  Lewis  and  Harris  tweed,  is  going 
on  a  business  tour  of  the  United  States 
and  Canada.  His  itinerary  includes  New 
York,  Montreal,  Toron'o,  Ottawa,  Win- 
nipeg, and  all  principal  cities  in  Canada 
to  Vancouver.  From  Portland,  Oregon, 
he  will  proceed  through  the  principal 
cities  of  the  United  Sta'es  including 
Chicago,,  St.  Paul,  Duluth  and  Minne- 
apolis. Mr.  Mackenzie's  tour  will  ex- 
tend over  several  weeks  and  doubtless 
he  will  do  much  to  boom  the  sale  of  the 
far  famed  homespun  tweeds  of  the 
Hebrides,  the  manufacture  of  which  is 
a  peasant  industry  in  the  Island  of  Lew- 
is, the  proprietor  being  Lord  Lever- 
hulme.  His  Lordship  who  is  the  prin- 
cipal partner  in  Kenneth  Mackenzie  Ltd., 
is  deeply  interested  in  the  promotion  of 
the  social  and  economic  welfare  of  his 
Island  tenantry,  who  depend  to  a  large 
extent  on  the  success  of  their  tweed  in- 
dustry. 
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"We  Don't  Sell 
To  Strangers!" 


A  travelling  railroad  employee  once  had  an  hour  between 
trains  to  put  in  at  a  very  small  country  town.  Feeling  hungry,  he  located  the  General  Store,  and  said 
to  the  proprietor:  "I'd  like  to  buy  some  of  those  apples."  "We  don  I  sell  to  strangers!"  was  the  as- 
tonishing reply. 

We're  Different !  We  Do  Sell  to  Strangers.  We  enter  them  in  our  Book  of  Friends, 
because  the  clean,  straightforward,  profitable  SUNSET  style  of  doing  business  makes  and  keeps  for 
us  an  ever  growing  circle  of  real  business  friends. 

Are  You  a  Stranger  to  SUNSET?  Get  acquainted!   Write  us  to- 

day  for  full  particulars  of  the  Household  Dye  that    commands  success  by  reason  of  its  Merit. 

Please  mention  your  Jobber's  name. 


SJKSWfcs 

ONE   Real  Dye   For  ALL  Fabrics 


Sales  Representatives: 

HAROLD  F.  RITCHIE  &  CO.,  Limited 

10  McCaul  St.,  Toronto,  Canada 

NORTH  AMERICAN  DYE  CORPORATION 

Limited 

Manufacturers 
Toronto,  Canada 

SUNSET — Costing  more  to  manufacture — having  more  merit — giving  better  service — creating  a  bet- 
ter opinion  from  all  who  handle  it — will  maintain  its  standard,    the    highest, — and    its 

price  15c.  will  not  be  changed.     . 


THE   STAG. 


SUPER  INDIA  SHRUNK  TAPE 

Manufactured  by 

George  H.  Wheatcroft  &  Co. 

Wirksworth,  Eng. 


*n?\ 


Jo 
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SPEEDWELL). 
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For  tailors  and  other  ex- 
tensive users  of  tape,  who 
desire  fine  quality  and 
long  wear,  and  a  tape  that 
does  not  stretch  or  shrink, 
Super  India  Shrunk  Tape 
will  prove  most  satisfac- 
tory. 


Sole  Agents  for  Canada: 

Walter    Williams  &   Co.,    Ltd. 

Montreal  Toronto  Quebec 

508  Read  Building      20  Wellington  St.  W.     553  St.  Vaiier  St. 

Vancouver,  217  Crown  Bldg. 


RIGHT  INTO   THE 
HOMES 

Your  message  or  slogan  im- 
printed on  an  advertising 
balloon  is  an  inexpensive 
and  efficient  means  of 
reaching  your  prospects. 
Trade  marks,  special  de- 
signs and  any  wording 
can    be    imprinted. 


Evans  & 
Co.  Limited 


247  St.  Paul 
St.  West 
Montreal 


When    Writing    to 
Advertisers    Kindly 
Mention   This  Paper 

■ 
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TftE'CEM 

NIAGARA 


The  Brand  Name  for  Quality  Notions. 

CREATING  A  DEMAND 

For  the  Gem  of  Niagara 
brand  fasteners,  hooks  and 
eyes  and  safety  pins  by  our 
persistent  advertising  in 
Good  Housekeeping,  Mc- 
Call's,  Woman's  Home  Com- 
panion, Delineator  and  other 
publications — reaching  from 
10,000,000  to  12,000,000 
women  readers — will  mean 
money  to  you. 

If  your  jobber  does  not  yet 
carry  this  line,  write  for 
nearest  source  of  supply. 

Francis  Mfg.  Co. 

Niagara   Falls,  N.  Y. 

Famous  for  Fine  Notions  for 
Over  Quarter  Century. 


All 

Value 


"Fountain  Brand" 


The  Non-Snarling  Irish  Linen  Thread 

Manufactured  by 

^J  ISLAND  SPINNING  CO. 

Lisburn  Ireland 

The  evident  value  of  "Fountain  Brand,"  its  strong, 
dependable  qualities,  build  confidence,  sales  and 
profits. 

Colors — Black,  White  and  Whitey  Brown. 

Sole  Agents  for  Canada: 

Walter  Williams  &  Co.,  Ltd. 

Montreal  Toronto  Quebec 

608  Read  Building         20  Wellington  St.  W.  553    St.    Valier    St. 
Vancouver,    217   Crown   Building 


WM.  E.    WRIGHT   SAYS: 

"Our  new  Bias  Lampshade  Tape  is 
making  thousands  of  women  happy. 
The  lampshade  craze  is  sweeping 
the  country  and  the  shade  makers, 
both  professional  and  amateur,  want 
the  right  material  for  winding  the 
frames.  The  narrow  taffeta  ribbon 
sold  in  the  departments  affords  poor 
foundation  for  sewing,  and  strips  of 
the  material  are  hard  to  cut  and  hard 
to  handle  in  the  work. 

"We  foresaw  this  need  and  provided 
our  Lampshade  Tape  in  the  follow- 
ing decorative  colors:  Old  Rose, 
Alice  Blue,  Reseda  Green,  Yellow, 
Lavender,  White  and  Black. 

"This  gives  an  easy  and  economical 
material  for  winding  the  frames  and 
makes  a  very  neat  job.  Every  store 
should  have  it  in  stock,  not  only  in 
the  notion  department,  but  also  in  the 
shade  department  or  art  needlework 
department." 

Send  for  Color  Card  of 

WRIGHT  S  BIAS  FOLD  TAPE 

showing  our  full  line  of  fast  colored  percales,  also 
Wright's  E-Z-Trim.  You  will  find  this  card  to  he  a 
great  convenience  in  making  up  your  orders.  It 
shows  our  13  plain  and  6  striped  colors  of  Tape  and 
7  colors  of  E-Z-Trim. 


Something  new   and   useful   for  the   Notion   Depart- 
ment.   Sample  card  showing  7  colors  sent  on  request. 


WM.  E.  WRIGHT 
&  SONS  CO., 

Manufacturers 

350-370 
Scotland    Road 

Orange, 
New  Jersey 


WRIGHT'S 
BIAS  FOLD  TAPE 

It  (urns  itsel/ 


In  U.S.   Pat  Off. 
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The  Art  of  Showcard  Writing 

By  JALEXO,  Member  of   Advisory   Board,  Kwik  Showcard   School,   Toronto 

In  this  treatise  on  Showcard  Writing,  I  propose  to  consider  the  art  from,  every  angle;  to  take  into  account  favorable 
and   unfavorable   contingencies   which   may   develop   during   practice,  and  to  safeguard  some  who  may  be  following  the 
lessons,  alike,  against  the  loss  of  time  caused  by  unnecessary  discouragement  and  the  waste  of  effort  which  is  the  con- 
sequence of  misdirected  energies. — "JALEXO." 


THE  ABILITY  to  execute  show- 
cards  is  today  recognized  as  a  rare 
and  desirable  accomplishment. 
The  ability  is  within  the  reach  of  any 
man  or  woman  who  is  willing  to  follow 
instructions  and  devote  the  necessary 
hours  of  practice. 

Let  it  be  understood,  here  and  now, 
that  natural  aptitude  is  not  a  necessary 
qualification  in  the  person  who  would 
become  a  proficient  showcard  writer. 
Continued  practice  is  the  price  of  perfect 
attainment — one  can  do  well  only  that 
which  he  is  in  the  habit  of  doing.  The 
full  meaning  of  this  will  strike  you  the 
more  forcibly  in  showcard  writing  as 
you  begin  to  master  the  technique  of  the 
brush  and  color. 

The    Importance    of    Good    Brushes 

Showcard  brushes  of  red  sable  are  the 
unvarying  choice  of  the  particular  show- 
card  writer.  Red  sable  hair  possesses 
the  resiliency  and  strength  necessary  to 
good  work.  The  red  sable  will  hold  the 
color  and  spread  to  best  advantage. 
These  brushes  are  obtained  in  a  wide 
variety  of  sizes.  Sizes  8  and  10  will 
suffice  for  the  beginner,  and  may  be  used 
in  the  execution  of  any  alphabet  during 
the  course. 

Infinite  care  should  be  taken  of  the 
brush.     At  the  completion  of  your  work, 


wash  the  brush  in  clean  water  and 
squeeze  out  the  hair  to  a  flat  edge.  Do 
not  permit  any  brush  to  stand  upon  the 


{JO 


Plate  2. 


hair  end,  as  the    weight    of  

the  brush  will  bend  the  hair  n 

and  spoil  its  springiness.    Be  ^^D 

careful  to  lay  the  brush  flat  ^fla 

or  with     hair     end     up.     In  ^^m 

trimming  the  tip  of  a  brush,  ^^E 

at     no     time      should    it   be  ^^a 

necessary  to  take    off    more  ^^H 

than     a     mere     hairbreadth  HH 

from  the  tip.     This  delicate  ^H| 

operation  is  best    performed  j^^l 

by  laying  the  tip  of  the  hair  W^M 

over  the  edge  of  a  piece  of  ^^B 

cardboard    and     filing     with  ^^B 

emery  paper.     To  file  off  too  ^^H 

much  tip  is  to  ruin  the  elas-  ^^| 

ticity  of  the  hair.  ■■■1 

The    Selection   of    Color.  ^^B 

By   "color"   is    meant    the  WfS 

paint  used  in  lettering.    The  K 

most  suitable  color  for  show-  Km 

card  work  should  be  of  such  ^Hflj 

consistency  as  will  ensure  an  ■^H 

even,  opaque   effect   and   yet  |H| 

flow  freely  from   the  brush.  SW 

The     color      should      contain  £99 

such   properties  as  will   per-  MR 

mit  it  to  dry  quickly,  and  ad-  IWff 

here  to  the  showcard,  with-  j5£fi| 

out  "rubbing  up."  ^fK 

In  the   elementary    stages  *$f%r 

of  the  work,  it  will  perhaps  ■■■) 

be  difficult  to  ^^H 

tell  just  when  flfl 

the      color      is  jH 

right.  ^H| 

The   "feel"  ^H 

of     the      color  H| 

comes     only  B^fl 

after      consid-  H 

erable      dab-  PAH 

bing  and    ply-  ^^B 

ing    with    the  ^^M 

brush.      This  ■¥■ 

"playing"  with  W^M 

the     color      is 

one      of     the  Plate  s. 

most  important  steps  in  the 

lesson.       Use  color  that  can 

be   thinned    out   with    water, 

when     necessary.  '  A     good 

black    color    is    recommended 

for  practice     work.  Medium 

flat   black   has     the    desired 

finish. 

How  To   Prepare  the   Brush 

Take  up  the  brush  be- 
tween the  forefinger  and 
thumb  and  brace  it  with  the 
middle  finger  as  illustrated 
in  Plate  1.  Hold  the  brush 
about  an  inch  above  the 
-•  nickel  ferrule  so  that  when 
your  hand  rests  on  the  card, 
the  brush   slants  up     at    an 
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angle  of  about  45  degrees.  Dip  the 
brush  into  cold  water  and  squeeze  out, 
thus  leaving  it  moist  for  the  reception 
of  color.  Dip  into  color  and  work  the 
brush  on  a  piece  of  cardboard  about  3  x 
6  inches.  This  will  bring  the  hair  to  a 
flat  edge,  like  the  point  of  a  chisel.  This 
chisel  edge  is  imperative  before  you  lay 
the  brush  to  paper.  Everything  de- 
pends upon  a  good  edge  on  the  hair  of 
the  brush.  It  might  seem  difficult  to 
obtain  this  edge  at  the  first  attempt, 
but  a  little  patience  and  practice  will 
bring  the  desired  result.  Common  wrap- 
ping paper  or  newspaper  may  be  used 
for  practice  work. 

Speed  of  Practice  Strokes. 

The  student  is  cautioned  against  any 
attempt  to  "hurry  through"  with  any 
given  piece  of  work.  Some  idea  of  the 
correct  speed  may  be  gained  from  the 
fact  that  an  upright  stroke,  six  inches 
long  (see  plate  3)  should  be  executed  in 
one  second  from  the  moment  the  brush 
touches  paper  until  completion  of  stroke. 
Minute  observation  among  foremost 
cardwriters  has  resulted  in  this  test 
stroke  being  brought  into  established 
usage.  The  beginner  is  urged  to  prac- 
tise th's  speed  stroke  until  it  becomes  a 
habit.  When  one  feels  that  he  has  this 
stroke  well  in  hand,  then,  and  not  until 
then,  should  anv  attempt  be  made  upon 
the  practice  strokes  in  plate  2. 
The   Practice    Strokes 

Plate  2  illustrates  the  strokes  which 
comprise  the  component  parts  of  the 
Kwik  Roman  alphabet.  Each  stroke  is 
made  with  one  continuous  sweep  of  the 
brush.  Spurs,  as  shown  on  some  strokes, 
are    added    separately    after   the    stroke 


has  been  done.  Care  must  be  taken  in 
applying  the  brush  to  paper  when  com- 
mencing a  stroke,  and  also  at  the  finish, 
to  ensure  fine  points.  Look  to  your 
color;  see  that  it  is  of  the  right  consist- 
ency. If  too  thick,  the  brush  will  bulge 
and  refuse  to  take  on  the  fine  chisel 
edge.  In  this  case,  thin  color  with 
water.  These  strokes  require  deft  hand- 
ling. The  brush  must  be  in  fine  fettle 
for  satisfactory  results.  No  student 
can  hope  to  master  these  Sptrokes  in  a 
day — practice  is  necessary  to  perfect  at- 
tainment. Do  not  become  discouraged 
at  first  efforts — the  writer  knows  ex- 
actly how  the  beginner  starts  out.  The 
student's  preliminary  work  will  be  any- 
thing but  pleas;ng.  even  in  his  own  esti- 
mation. The  writer  has  known  instances 
where  pupils  have  thrown  down  their 
brushes  in  despair  at  the  end  of  the  first 
thirty  minutes'  practice,  declaring  that 
they  were  totally  unable  to  approach  the 
perfection  of  the  lesson  plate.  The  ma- 
jority of  those  students,  however,  upon 
being  rightly  encouraged,  have  express- 
ed amazement  at  their  speedy  progress. 
The    Arm    Movement. 

In  making  the  strokes,  keep  a  firm 
hold  on  the  brush- with  fingers  taut,  so 
that  the  brush  cannot  whirl  around. 
The  whole  arm  should  move  during  the 
making  of  a  stroke.  Keep  your  grip 
on  the  brush  and  do  not  move  the 
fingers,  except  when  doing  curved 
strokes  where  a  little  bending  of  the 
fingers  is  necessary.  The  arm  should 
move  something  like  a  pantograft — 
right  from  the  shoulder. 

Kwik    Roman    Alphabet. 

In  plate  4,  is  shown  the  Kwik  Roman 


alphabet,  lower  case.  "Lower  case" 
means  the  small  letters  as  distinguished 
from  the  capitals.  The  different  stages 
in  the  construction  of  letters  are  indi- 
cated by  arrows  numbered  1,  2,  3  and 
so  on.  The  arrows  show  the  direction 
in  which  the  brush  must  travel;  the 
numbers  show  the  order  in  which  the 
various  strokes  are  done.  Where  two 
curved  strokes  come  in  one  letter  as  in 
"C,"  begin  the  second  stroke  at  a  point 
overlapping  the  top  of  first  stroke,  so 
that  the  two  strokes  will  merge  into 
each  other  without  showing  joint. 


REASONS  WHY  CUSTOMERS  STOP 
BUYING 

One  hundred  and  seventy-nine  custom- 
ers gave  the  following  reasons.  An 
ounce  of  prevention  may  save  a  pound 
of  business: 

Insolence  of  salesmen    16 

A  tempts   at  substitution    24 

Errors 18 

Tricky  Methods  of  salesmen  18 

Slow  deliveries  and  poor  service.  .    17 

Over-insistanoe  of  salesmen 16 

Insolence   of   salesmen    16 

Tactless  business  policies 11 

Ignorance  of  salesmen   6 

Refusal  to  accept  returned  goods  .  .     4 

Poor  quality  ox  merchandise 1 

Price  too    high   1 


Bartle:t  Macdonald  &  Gow  of  Wind- 
sor, recently  reached  the  60th  milestone 
of  their  his  ory  and  are  known,  therefore, 
as  one  6i  Ontario's  oldest  firms.  The 
firm  celebrated  their  anniversary  with  a 
sale. 


Plate  4. 
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Finding  Out  What  Customer  Wants 

Store  Uses  Advertising  Space  to  Find  Out  What  Customers  Want 
in  Way  of  Rest  Features— Improving  Service  Features  an  Im- 
portant Item  in  Merchandising  Program— Some  of  the  Services 
of  Gimbel  Bros,  of  New  York 


SINCE  the  attracting  power  of  mer- 
chandise has  become  more  or  less 
equalized  among  stores  of  the  same 
class  in  most  Canadian  cities,  it  is  not 
remarkable  that  a  competition  of  ser- 
vice has  inevitably  developed.  Retail- 
ers now  seek  to  win  and  hold  custom- 
ers by  offering  them  advantages  in  the 
form  of  certain  comforts,  conveniences 
and  opportunities,  free  to  all  who  enter 
the  store,  whether  purchasers  or  not. 
In  large  stores,  these  service  features,, 
as  they  are  called,  are  developed  on  a 
large  scale,  patrons  receiving  in  many 
respects,  as  complete  and  courteous  at- 
tention as  is  rendered  by  the  finest 
hotels. 

The  reason  why  such  service  features 
are  receiving  greater  attention  this 
year  than  usual  m'ay  be  traced  to  the 
fact  that  necessity  for  business  is  forc- 
ing retailers  to  adopt  unusual  methods 
especially  where  there  are  two  or  three 
stores  carrying  practically  the  same 
grade   of   merchandise. 

Women  will  favor  the  store  which  has 
the  best  rest  room,  or  in  other  words, 
the  store  which  offers  the  most  conven- 
iences. So  rniany  women  are  obliged 
to  shop  with  their  children,  while  oth- 
ers come  from  out  of  town  and  appre- 
ciate a  place  in  which  to  tidy  up  after 
several  hours  strenuous  shopping. 
Those  who  are  skeptical  of  this  state- 
ment have  only  to  visit  the  rest  room 
of  any  large  store  during  the  busy 
hours  of  the  day,  preferably  before 
lunch  time,  when  they  will  observe  that 
the  number  of  chairs  provided  for  cus- 
tomers is  woefully  limited,  that  space 
is  cramped  and  ill  ventilated,  and  there 
is  an  extraordinary  scarcity  of  pegs  or 
hooks  on  which  to  hang  a  coat  or  hat. 
In  few  Canadian  stores,  furthermore, 
is  there  any  attempt  made  to  provide 
any  extras  in  the  way  of  service,  such 
as    desks,   writing     paper,   pens,     daily 


papers  or  magazines,  flowers,  telephone 
booth,  as  well  as  paper  towels  and 
soap  in  the  lavatories.  No  provision  is 
made  for  little  children  in  most  stores, 
and  a  parcel  checking  room  is  appar- 
ently unheard  of. 

Customers  Suggest  Improvements 

Some  steps  should  be  taken  to  reme- 
dy these  defects  which  would  not  be 
tolerated  in  stores  of  the  same  size  in 
the  United  States.  One  store  visited 
recently  by  a  staff  member  of  Dry 
Goods  Review  has  reorganized  its  ser- 
vice courtesies  completely  as  a  result  of 
a  unique  publicity  campaign.  The  store 
in  questicn  felt  the  time  had  come  to 
inaugurate  some  improvements  and  de- 
cided to  leave  the  matter  to  its  cus- 
tomers, as  to  which  features  to  add  and 
what  to  eliminate.  In  its  newspaper 
publicity  the  store  invited  expressions 
of  opinion  from  the  public  relative  to 
the  type  of  conveniences  desirable  in 
a  modern  store,  and  the  responses  re- 
ceived proved  both  practical  and  de- 
cidedly illuminating. 

From  the  hundreds  of  replies  sent  in, 
some  of  the  suggestions  were,  of 
course,  impractical  and  too  costly  to 
warrant  a  trial,  but  the  majority  show- 
ed that  there  was  a  crying  need  in  the 
store  for  better  service  from  the  per- 
sonal standpoint  of  the  woman  shop- 
per. "If  only  you  could  put  in  jus't  one 
couch,"  wrote  in  one  woman,  "it  would 
be  much  appreciated."  "I  would  sug- 
gest that  there  be  something  for  chil- 
dren, in  the  way  of  stools  to  rest  on,  or 
toys  to  play  with,  or  pictures',  with 
which  they  can  be  amused  while  a 
mother  is  shopping,  and  I  would  re- 
commend the  addition  of  a  city  direc- 
tory in  the  rest  room,"  was  another  sug- 
gestion sent  in.  "Please  put  in  several 
big  mirrors  in  the  lavatory,  on  the  wall 
where   the   lighting   is  best,"   requested 


another  customer.  "Do  away  with  fa- 
bric towels  and  use  paper  ones,  and 
provide  liquid  soap  in  containers,"  sug- 
gested still  another. 

The  most  important  fact  elicited  by 
this  interesting  expression  of  opinion 
was  the  emphasis  placed  upon  sanita- 
tion and  hyigiene  by  the  public.  A 
prominent  doctor  also  wrote  in  to  re- 
commend the  installation  of  a  special 
drinking  water  fountain  with  paper 
drinking  cups  to  offset  the  tendency  of 
women  and  children  to  drink  from  the 
ordinary  taps. 

A   Modern   New   York   Store 

The  most  ideal  service  of  this 
character  is  that  undertaken  Iby  the 
store  of  Gimbel  Brothers  in  New  York 
which  may  well  form  a  model  for  any 
store  to  emulate.  Adjoining  the  millin- 
ery department  on  the  second  floor,  a 
very  large  amount  of  space  is  railed  off 
as  a  lounge  equipped  with  comfortable 
chairs,  both  large  and  small,  the  lat- 
ter being  for  children.  Tables  and 
writing  desks  are  liberally  provided, 
together  with  plenty  of  stationery,  daily 
papers,  magazines  and  even  books.  At 
the  back  and  sides  of  this  lounge  are 
to  be  found  many  different  bureaus  at 
which  everything  from  theatre,  railway 
and  steamship  tickets,  to  postage 
stamps,  telegraph  and  telephone  booths 
are  available.  A  shoe  shine  may  be 
had  in  one  compartment,  parcels  check- 
ed in  another.  Just  behind  is  the  lava- 
tory amply  provided  with  long  mirrors 
with  shelves  beneath  for  laying  pur- 
chases on,  and  close  at  hand  is  the  store 
hospital  under  the  supervision  of  a 
trained  nurse  and  two  assistants  as 
well  as  a  dentist  and  doctor.  The 
hospital  has  several  beds  and  even  a 
surgical  table  in  addition  to  a  very 
complete  equipment,  and  is  at  the  ser- 


A  very  attractive  spring  opening  display  window  arrang  ed   by   E.   C.   Stuart,  for  Nation  and   Sliewan,  Ltd.,   of 

Brandon,  Man.     The  liberal  use  of  flowers  over  the  arch  ed  windows  at  the  back  of  the  picture  not  only  adds  to 

the  beauty  of  the  window,  but  emphasizes  the  merchandise  that  is  shown. 
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vice  of  the   staff  as  well  as  customers 
all  day  long. 

Nursery   Attracts  Mothers 

Finally,  there  is  the  children's  nur- 
sery— the  only  one  in  New  York,  it  was 
said,  a  charming  ibright  room  supplied 
with  two  cots  and  a  quantity  of  fascin- 
ating toys,  pictures  and  books  with 
which  any  youngster  is  free  to  play 
while  its  mother  siho.ps.  Any  child 
above  three  months  old  may  be  left 
there  under  care  of  the  Superintendent 
and  should  a  youngster  lose  its  mother 
while  in  the  store,  it  is  brought  to  the 
nursery  until  the  parent  is  located. 
This  particular  branch  of  service  is  the 
most  used  and  the  most  appreciated  of 
any  in  the  Gimbel  store,  it  was 
said,  and  the  average  number  of  child- 
ren cared1  for  is  about  12  a  day,  with  as 
many  as  25  at  holiday  time.  The  nurse 
in  charge  of  this  nursery  maintains  a 
register  with  the  names  and  addresses 
of  the  children  left  with  her,  which  not 
only  serves  as  a  protection  and  identi- 
fication but  is  a  valuable  mailing  list  as 
well.  The  age  of  the  child  is  also  kept 
and  isi  often  found  necessary  in  order 
to  prevent  those  who  would  wilfully  rid 
themselves  of  young  babies  from  doing 
so,,  the  rule  being  strictly  enforced  as 
to  age  limits. 

Gimlbel's  annual  Christmas  tree  in 
the  nursery  is  always  joyfully  antici- 
pated by  those  youngsters  who  have  ex- 
perienced the  pleasure  of  a  happy 
morning's  play  at  the  store,  and  mothers 
are  not  inclined  to  impose  on  the  good 
nature  of  the  nurse  by  leaving  the  child- 
ren all  day,  as  might  be  feared. 

It  is  manifest  that  with  all  these 
various  forms  of  store  service,  a  visitor 
to.  the  store  might  spend  an  entire  day 
with  pleasure  yet  with  little  profit  to 
the  firm,     but   as     advertising,     as     a 


means  of  attracting  customers  and 
keeping  people  in  the  store,  these  -hos- 
pitable arrangements  are  a  good  invest- 
ment, and  do  much  to  create  that  ap- 
preciative friendliness  that  is  one  of 
the  most  satisfying  products  of  success- 
ful retailing. 


Conditions  Better 

Than  Reported 

Western  Man  Says  Still  Plenty  of  Money 
In  West — People  Are  Conserving 

That  conditions  in  the  west  are  not  as 
bad  as  they  are  too  frequently  reported 
in  the  east  is  the  opinion  of  the  head  of 
a  department  store  who  cal  ed  on  Dry 
Goods  Review  within  the  last  few  days. 
The  common  report,  he  says,  is  that 
there  is  no  money  in  the  west  or,  at 
least,  very  little.  This,  he  says,  is  much 
more  the  case  of  those  sections  of  the 
three  prairie  provinces  where  drought  has 
wrought  a  good  deal  of  loss  amongst  the 
farmers.  In  the  other  parts  of  the  pro- 
vinces, however,  conditions  are  not  so  bad 
as  they  are  represented  by  any  means. 
There  is,  undoubtedly,  a  disposition  on 
the  part  of  the  people  in  the  west  to  con- 
serve their  resources  as  much  as  they 
can,  owing  not  only  to  crop  conditions 
in  the  west  but  also  because  of  the  gen- 
eral depression  alj  over  the  world.  Per- 
haps, he  says,  they  are  even  more  con- 
serving than  similiarly-fixed  people  in 
the  east,  but  he  does  not  doubt  that  they 
s'  ill  have  plenty  of  money  and  will  spend 
it  when  times  are  better  than  at  present. 

It  is  the  opinion  of  this  western  busi- 
ness man  that  many  of  the  retailers  in 
his  section  of  the  country  have  still  to 
take  losses  on  their  merchandise.     Busi- 


ness, he  says,  is  drifting  to  the  larger 
stores  because  they  took  their  losses 
at  an  early  period  in  the  depression  and 
were  accordingly  able  to  get  merchandise 
at  lower  prices  and  meet  the  consumer 
demand  for  lower  prices.  Many  of  the 
retailers  in  the  smaller  towns  and  cities, 
he  believes,  have  held  on  to  their  former 
prices  as  long  as  they  could,  with  the  re- 
sult that  they  have  lost  business  which 
went  to  those  who  merchandised  on  the 
replacement  value  plan. 


Mr.  A.  Lark,  of  Goodwin's  Montreal, 
left  Vancouver  on  the  "Empress  of  Rus- 
sia" on  March  23rd,  for  a  trip  to  the 
Orient. 


A  new  manufacturing  company  to  be 
known  as  McBride  &  Co.,  have  opened 
for  business  on  the  corner  of  Ontario 
and  Erie  Streets,  Stratford,  Ont.  The 
fiim  will  produce  ladies'  and  children's 
ready-to-wear  clothing. 


A  welcome  innovation  at  the  Nyman 
establishment,  Brantford,  Ont.,  is  the 
French  room,  recently  added.  The 
room  is  harmoniously  decorated,  and  ev- 
erything conceivable  has  been  done  to 
enhance  the  charm  and  exclusiveness  of 
the  new  addition. 


KENT-McCLAIN  AGAIN 

J.  F.  MERCHANT  &  SON,  Sydney,  N.  S. 

Messrs.  J.  F.  Merchant  &  Son,  of  Sydney, 
N.S.,  have  recently  installed  new  display 
equipment  consisting  of  silent  salesmen 
and  "INTER-PLACE-ABLE"  Unit  (fix- 
tures in  rich  %  cut  Oak.  These  fixtures 
were  designed  and  built  by  Kent-McClain, 
Limited.    (Toronto   Show    Case  Company). 


The  illustration  to  the  left  is  one  of  the 
new  machines  just  perfected  by  McCas- 
key  Systems,  Ltd.,  of  Gait,  Ontario.  It 
is  a  listing  machine,  only  with  split  back 
carrying  two  sets  of  figures  which  total 
up  to  $99.99  and  will  record  sales  on  one 
side  as  cash  sales — other  side  as  credit 
sales;  or  any  two  departments  that  are 
to  be  kept  separately.  By  disregarding 
the  split  back  feature  this  machine  adds 
to  $999,999.99  and  is  the  machine  /or  a 
straight  listing  or  adding  machine  when 
departments  or  clerk  records  are  not 
desired. 

The  machine   to   the  right   constitutes 
a  cash  register  that  gives  equal  service 
to  any  four  or  eight  drawer  cash  register 
and  has,  in  addition,  the  adding  machine. 
By   using    the   symbol   keys    each   clerk 
making  a  cash  or  credit  sale,  registers 
his  clerk  number  and  the  letter  designat- 
ing the  department  to  vjhich  the  sale  ap- 
plies— also  deposits  the  cash  in  cash  drawer — if  credit  sale  the  sales  slip  going 
into  credit  register.  With  the  duplicate  roll  used  in  such  transactions  the  original 
nopy  of  roll  may  be  torn  off  and  placed  in  package  or  handed  to  the  customer. 
The  duplicate  copy  stays  on  the  re-wind  roll  of  the  machine. 


i        M'CASKEY        1 
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This  interior  shows  a  general  store 
in  a  small  town,  but  which  is 
equipped  completely  with  the 
"New  Way  System"  of  units. 

Every  item  of  merchandise  is 
stored  and  displayed  behind  glass 
in  a  scientific  manner,  that 
creates  sales,  induces  good  stock- 
keeping,  and  reduces  expense. 

The  town  is  populated  by  a 
farming  community  with  the 
addition  of  industrial  mechanics 
and  the  success  confutes  the  old 
worn  out  idea  that  such  a  com- 
munity will  not  patronize  a  store 
that  is  elaborately  fitted. 


'Does  it  Pay  to  Invest  Money  jn  Good  Fixtures 
in  a  Small  Town" 


Just  what  is  the  advantage  of  modernizing  a  store  in  a 
small   town. 

This  is  a  question  of  real  interest  to  practically  every 
dry  goods  or  general  store  merchant  in  Canada.  His 
business  has  been  fairly  healthy — his  patronage  steady 
— his  profits  dependable,  if  not  large,  but  he  feels  and 
knows  he  is  not  advancing  as  he  should. 

The  reasons  are  few  but  important  —  the  competition 
of  the  mail  order  house  —  the  desire  to  purchase  in 
large  centres — and,  in  many  and  most  cases,  the  im- 
proper disp'ay  of  maichand.se  that  decreases  the  appar- 
ent value  of  the  lints  carried. 

The  above  store  is  the  answer  to  the  whole  question, 
as  it  suffered  in  exactly  the  ways  stated  and,  when 
the  last  reason  was  overcome,  the  mail  order  competition 
was  eliminated  and  the  commun.ty  being  prcud  of  a  city 
store  patronized  it  to  such  an  extent  that  business  doubled 
and  trebled. 

This  merchant  called  in  the  Service  Department  of 
Jones  Bros.  &  Co.,  Limited,  who  planned  the  store 
according  to  the  New  Way  System  of  Store  Fixtures, 
placing  everything  in  plain  view  behind  glass  and  pro- 
viding hundreds  of  show  windows  within  the  store  to 
supplement  the  outside  ones. 

Every  item  of  merchandise  was  taken  care  of  in  this 
fashion,   the  result  being  a  wonderful  display  of  goods 


equal  to  any  large  store  in  a  large  city;  the  sales 
people  took  such  a  pride  in  the  new  atmosphere  that 
their  sales  checks  showed  increases  beyond  belief  and 
th:  townspeople  really  felt  it  their  duty  to  buy  at  home. 

In  addition  to  this  result,  proper  stock-keeping  was 
induced  by  the  ease  of  handling  goods,  dead  stock 
became  an  unknown  quantity  and  the  general  morale 
of  the  business  was  raised  in  every  way. 


Let  us  do  this  for  you 

Whether  your  store  is  large  or  small,  whether  in  a 
village  or  town,  we  can  modernize  it  by  the  New  Way 
System  to  give  the  same  results. 

We  can  even  help  by  rejuvenating  one  department,  as 
the  System  of  Units  enables  a  single  department  to  be 
changed  and  additions  made  at  any  time.  In  fact  the 
foundation  for  this  system  can  be  laid  at  a  cost  cheaper 
than  a  planing  mill  or  carpenter  can  do  the  work. 

If  interested,  s  gn  the  coupon  at  the  bottom  of  the  page, 
send  to  us  and  our  nearest  representative  will  call  and 
explain  the  system,  plan  your  improvements  and  quote  if 
desired,  without  any  obligation  of  any  kind  on  your  part. 

You  will  be  taking  a  forward  step  in  your  business  if 
you  do. 


JONES  BROS.   &   CO.,   LIMITED,   TORONTO,  CAN. 

Name 

Address 


/  am  interested  in  the  New  Way  Sys- 
tem and  would  like  to  have  your  near- 
est representative  call.  I  understand 
I  am  not  obligated  in  any  way.  D.G.R.  C''y 
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What  merchants 

say  about 

the  new  desk 

Howard  R.  Ware,  Pres.,  How- 
ard R.  Ware  Corporation,  New 
RocheMe,  N.  Y.  "We  believe 
the  new  Lamson  Automatic 
(Cable  Desk  comes  nearer  to 
solving  the  successful  handling 
of  credit  checks  in  an  efficient 
manner  than  anything  yet  pre- 
sented. It  also  offers  efficient 
and  quick  action  combined  with 
economy  for  alll  sales  trans- 
actions." 


J.  L.  Davis,  Davis  Brothers, 
Buffalo,  N.  Y.,  "From  our  ob 
servation  of  the  new  Lamson 
automatic  cable  desk  sve  con- 
sider it  very  good,  and  it  will 
be  a  great  improvement  to  Ihe 
service  rendered  in  our  store." 


L.  Wertheimer  Dept.  Store, 
New  York.  "In  vour  new  do- 
vice  you  have  found  th<:  :iiis>sing 
link  in  your  eadeavor  (o  reach 
perfection.  First  i>;  eliminates 
the  physical  exertion  of  vu!  'ng 
carriers  from  the  home  stations, 
therefore  quicker  service  and 
more  comfort  for  the  cashiers. 
Secondly,  it  gives  uniform  de- 
livery through  your  rotary  belt 
system ;  no  more  waiting  on 
busy  lines,  and  most  important 
three  cashiers  will  do  the  work 
of  four." 


Why  they  bought  this  new  desk 

*"pHE  telegrams  shown  above  tell  the  story  of  the 
new  Lamson  Automatic  Cable  Desk  "from  your 
own  side  of  the  fence."    They  were  sent  us  by  mer- 
chants who  have  recently  bought  this  new  system. 

Read  what  they  say  in  the  column  at  the  left  of  the 
page.  What  more  can  we  add  to  what  these  mer- 
chants tell  you? 

Simply  that  you  too  can  secure  the  same  greater 
economy  and  better  service.  The  new  desk  fits  right 
into  an  existing  cable  system — you  can  modernize 
the  central  desk  without  in  the  least  affecting  the 
clerk  stations,  or  the  lines  running  through  the  store. 

Our  automatic  cable  and  tube  desks  have  given  an 
entirely  new  meaning  to  centralized  service.  It  will 
pay  you  to  get  the  whole  story  as  applied  to  your 
store  from  our  local  representative. 

THE  LAMSON  COMPANY 


Toronto 

139  Simcoe  St. 


Vancouver  B.C. 
603  Hastings  St. 


Lamson  improved  Service 


Flexibility        Economy 
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See  The  New 

Dale 
Display  Forms 

The  very  newest  and  most  up  to 
date  Display  Forms  on  the  market. 

Made  only  by 

Dale  Wax  Figure  Co.,  Ltd, 

Canada's  Leading  Manufacturers  of 
Display  Forms  and  Fixtures  of  all  Kinds 

86  York  Street    -  Toronto 

MADE  IN  CANADA 

Agents  : 


No.  19/A 

Coat  and  Dress 

Model 


MONTREAL 
P.  R.  Munro 

259  Bleury  St. 

After  May  I -New  Birks  Bldg. 


WINNIPEG  VANCOUVER  No.  19/B 

O'Brien,  Allen  &  Co.     E.  R.  Bollert  &  Son         Dress  Model 
Phoenix  Block  501  Mercantile  Bldg. 


The  McCaskey 


A  combination  which,  while 
giving  complete  Adding 
Machine  Service,  constitutes 

A  CASH  REGISTER 

Equal  to  any  four  or  eight 
drawer  Cash  Register. 

ADDING 
MACHINE 


By  use  of  duplicate  tape 
on  adding  machine,  a 
cash  receipt  can  be  given 
to  customer,  the  duplicate 
remaining  on  rewind  pin 
as  record. 

PRICE- 
ADD.  MACHINE  $175.00 
CASH  DRAWER  60.00 
COMPLETE  235.00 


ADDING  MACHINE 
GASH  DRAWER 
CASH  REGISTER 

Choice  of  three  keyboard 
arrangements. 

One  or  two  rows  of  9 
symbol  keys  will  give 
complete  Department  and 
Clerk  control. 


GASH 
DRAWER 

A  Cash  System  for  all 
lines  of  business — without 
equal  in  price  and  service. 

Sold  on  liberal  monthly  pay- 
ment terms. 


A  Two  Years'  Guarantee  with 
each  Machine. 

Another  addition  to  the  already 
famous  "McCaskey"  line  of 
specialties  in  Account  Systems. 


McCaskey  Systems  Limited  JSffiSES&SRE: 

Gait,  Ontario  Pads,  Counter  Check  Books 
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Justice  to  Your  Store 


Make  Your  Window  Displays  Distinctive 
by  Using— 

Delfosse  Forms  and  Fixtures 


Every  figure  sold 
by  us  is  substantial- 
ly built  and  finished 
by  skilled  workmen. 


Write  for  our  cata- 
logue illustrating 
the  latest  designs  in 
Forms  and  Fixtures. 


No.    84 
Tee    Stand 

Adjustable 
10  to  20  and  15  to  25 
any    Finishes   $18.00. 


No.     275.      Dress    Stand. 

Adjustable   24   to   40, 

Oxidized,    Nickel,    Brass, 

Statuary  Bronze  Finishes 

$•40.00    Doz.    and    Up. 


Photographs  of  our  Canadian  and  Parisian 
Full  Bust  Wax  Mannequins  Sent  upon  Request 


No.    3044. 
Latest    Shirtr  Waist. 

Mounted    on    Louis    XVI 

Base. 

Finished   Old    Ivory. 

Mahogany  &  Walnut 

From  $9.50  to  $16.50. 


DELFOSSE  &  COMPANY,  Limited 

247-249  Craig  St.  West,  Montreal 


KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son."     . 


SOLD  BY  ALL  LEADING  WINDOWSHADE  JOBBERS 

Made  by 

JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 
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mm^m^^sm: 


GET  THE 

IDEA 
MADE  IN 
CANADA 


Bre^rui 


<&%  Com/brter. 


GET  THE 

IDEA 
MADE  IN 
CANADA 


Your  customers   demand  them   "made   in   Canada" — give   them   what 
they  want,  and  what  they  should  have. 

Our  comforters  are  made  entirely  in  our  own  plant  by  skillful  work- 
men.    They  are  well  finished  and  in  popular  styles. 
We  guarantee  them  absolutely  pure  and  sanitary,  only  the  purest  of 
fillings,  thoroughly  steamed  and  sterilized,  are  used. 

What  About  Summer  Sale  Goods 

Light  weight  Comforters,  Pillows,  Boat  and  Verandah  Cushions,  Fancy 

Chesterfield  Cushions. 


<tff> 
2154-56-58  Dundas  St.  W. 


lomiiDfeamllkwri 

*  Limited. 


TORONTO 


Manufacturers 


Mention  Dry  Goods  Review  when  you  write,   please. 


DRAPERIES 

Our  stock  is  composed  of  a  wide  range  of  fascin- 
ating designs  and  fabrics,  bought  for  a  discrim- 
inating trade.  We  can  handle  all  your  sorting 
wants  during  the  coming  season,  and  guarantee 
true  satisfaction  to  your  customers. 

We  now  carry  seventeen  shades  in  stock  of  Henderson's 
50  in.  Velour. 


MUSLINS 


We  are  headquarters  for  exclusive  muslins  and  Madras. 
See  our  42  in.  Ecru  and  Arab  flat  edge  Madras,  as 
illustrated  in  editorial  section. 

Be  sure  to  visit  our  showrooms.  In  stock,  John  Kingf 
&  Sons  Hollands. 

AGENTS  FOR 

WM.  STRANG  &  SON  HOOD,  MORTON  &  CO. 

Glasgow,  Scotland  Newmilns,  Scotland 

STIRLING-AULD  &  CO. 

Darvel,  Scotland 

J.  B.  HENDERSON  &  COMPANY 

LIMITED 

80  Bay  Street,  TORONTO 


Lace  Curtains 

Bungalow  Nets 

Repps 

Casement   Cloth 

Shadow   Cloths 

Tapestries 

Spot   Muslins 

Spot   Grenadine 

Spot   Marquisettes 

Ruffled   Marquisettes 

Scrims 
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Curtains  and  Draperies  for  the  Bride 

Frilled  Edge  is  Good  for  Spring — Canadian  Makers  Running 
Against  Difficulties — Artificial  and  Real  Silk  Material  in  At- 
tractive Colors — Suggestions  for  Draping  the  Bride's  Window 


MANUFACTURERS  and  import- 
ers of  wash  curtains  say  that  the 
^rilled  edge  cannot  be  stressed 
too  strongly  this  spring.  It  is  a  partic- 
uarly  good  type  for  the  retail  house  to 
feature  which  specializes  in  bridal  fur- 
niture. It  is,  moreover,  so  much  more  rea- 
sonable in  price  than  the  curtains  which 
have  been  most  prominent  the  last  year 
or  two  that  young  people  contemplating 
the  furnishing  of  flats  and  apartments 
should  be  greatly  pleased.  Any  of  the 
washable  cotton  muslins  make  up  very 
effectively  with  bordered  edges.  Dot- 
ted materials,  some  with  the  small  pin 
dot  and  others  with  the  large  ones,  are 
seen  most  of  all.  Marquisette,  voile, 
grenadine  and  madras  are  all  very  good. 
One  or  two  manufacturers  are  featur- 
ing the  made-up  curtains  and  nearly  all 
the  homefurnishing  and  wholesale 
houses  are  selling  them  by  the  yard. 

Canadian  Curtain  Makers  Have  Their 
Troubles 

With  the  field  so  sparsely  covered  in 
this  country,  one  would  think  that  manu- 
facturers of  wash  curtains  would  have 
splendid  opportunities  for  promoting 
their  business.  There  are  difficulties  in 
their  way,  however,  which  many  of  the 
retail  trade  do  not  know  of.  To  begin 
with,  it  is  practically  impossible  to  ob- 
tain any  number   of  experienced  opera- 


tors for  an  ordinary  factory.  Girls  who 
ure  accustomed  to  make  gowns,  suits 
and  cloaks  are  by  no  means  able  to  turn 
out  curtains.  The  big  feat  in  this  is 
to  ge;  them  to  hang  straight  and  simple 
and  all  as  it  seems,  the  slightest  pucker 
prevents    this. 

Speed  is  another  question.  One  wash 
curtain  manufacturer  in  Toronto  says 
that  an  ordinary  operator  in  New  York 
turns  out  eighty  pair  of  hemstitched 
ones  in  a  day  while  here,  he  can  rarely 
get  this  number  much  above  forty.  The 
shorter  hours  are  of  course  responsible 
for  this  to  a  great  extent.  American 
factories  work  from  eight  until  six  dur- 
ing the  busy  months  and  Saturday  after 
noons  also.  The  fact  that  experienced  op- 
erators are  so  scarce  must  also  have  its 
effect  on  the  workers  here,  because  even 
though  positions  are  hard  to  obtain  in 
many  operating  lines,  there  is  always  a 
place  for  curtain  makers.  In  American 
centres  it  is  quite  difficult.  Vacancies 
can  be  filled  at  a  moment's,  notice  and 
the  speed  and  the  quality  are  always 
kept  up  as  a  result. 

Silk   Sunfast  Material   Being  Shown 

A  recent  importation  from  England 
carried  a  line  of  material  which  has 
greatly  pleased  the  wholesale  trade  in 
Toronto.  It  is  a  combination  of  artific- 
ial silk  and  real  silk  and  there  is  an  ex- 


cellent range  of  new  colors.  A  lustrous 
mulberry,  a  real  Dutch  blue  and  an  ap- 
p'eblossom  rose  are  three  of  the  best. 
It  is  fifty  inches  wide  and  is  of  about 
the  same  weight  as  casement  cloth.  The 
dyes  are  guaranteed  sunfast  and  the 
price  is  remarkably  low. 

Draping   the  Bride's  Windows 

It  is  surprising  how  helpless  some 
girls  are  in  the  matter  of  furnishing 
their  prospective  homes..  Even  those 
who  five  a  great  deal  of  attention  to 
their  own  personal  attire  and  to  dress- 
making, sometimes  know  nothing  about 
the  best  methods  of  making  their  houses 
attractive.  At  this  time  of  the  year  it 
is  always  a  wise  plan  for  the  merchant 
to  study  the  newest  drapes  in  different 
materials  and  prices  and  place  them  in 
the  store  for  the  consumer  to  study  from 
now  until  the  summer  months  arrive. 
These  drapes,  could  for  the  first  week 
be  placed  in  the  window  and  attention 
drawn  to  the  fact  that  they  may  be  seen 
in  their  proper  departments  at  any  time. 

Salesmen  should  know  where  each 
type  of  drape  should  be  used  and,  which 
is  just  as  important,  the  type  of  room 
each  would  be  out  of  place  in.  A  room 
which  faces  the  north  and  therefore  re- 
quires   all    the    sun    and    light    possible, 

(Continued  on  page  109) 


FLAT -EDGE  MADRAS 

The  flat  edge  has  been  on  the  market  for  some  time  but  the  trade  is  only  beginning  to  show  it  to  any  extent.  This 
sample  of  madras  is  42  inches  wide.  The  wide  flat  edge  is  double  woven  which  gives  the  fabric  enough  weight  to 
enable  it  to  hang  gracefully.     The  material  comes  in  three  grades  and  in  25  designs.   Shown  by  J.  B.  Henderson 

and  Company,  Toronto. 
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Favour  Hand  Embroidered  Linens 

Montreal  Houses  Report  Active  Demand  for  Bride's  Furnishings — 
Irish  and  Madeira  Work  Shows  Activity — Improvement  in  Belfast 
Conditions — Hemstitched  Sheets  Preferred  to  Staple  Varieties — 

Fad  for  Boudoir  Pillows 


C>  REAT  activity  is  reported  this 
-■•  month  in  cottons  and  linens  in 
*  preparation  for  the  wedding  sea- 
son in  the  not  dis  ant  future,  according 
to  statements  from  the  Montreal  whole- 
sale trade.  No  change  in  price  has  oc- 
curred in  household  cottons  since  last 
October,  consequently  orders  are  being 
placed  with  greater  frequency  than  for 
some  time.  The  demand  for  better 
grade  goods,  in  particular,  is  said  to  be 
very  satisfactory  and  although  there  is 
not  any  too  much  of  this  on  hand  in 
wholesale  warehouses,  owing  to  the 
shortage  in  long  s  aple  cotton  of  late, 
yet  the  demand  still  keeps  up. 

In  sheetings,  the  demand  is  chiefly 
concentrated  upon  hemstitched  goods 
this  year  and  to  meet  this  demand  the 
makers  are  putting  out  their  wares  in 
more  attractive  packing  than  for  some 
time.  Pillow  cases  and  sheets  are  now 
boxed  in  attractive  containers  which 
make  for  better  display  of  the  goods  be- 
sides being  more  sanitary.  There  is  al- 
so an  increased  demand  this  spring  for 
longcloth  or  Madapolam  in  24  yard 
pieces  which  are  in  turn,  sold  in  the 
piece  by  the  re  ailer  for  household  use. 

Irish  Linen  Market  Shows  Strength 

In  the  linen  departments  an  equally 
great  activity  is  apparent,  due  to  the 
gradual  drop  in  price  in  the  majority  of 
lines.  Wholesalers  still  regard  the  fu- 
ture as  uncertain  owing  to  the  continued 
shortage  of  flax.  According  to  recent 
advices  from  Belfast,  the  Irish  linen 
market  haj  shown  a  decidedly  steady  im- 


provement during-  the  past  month  and 
the  demand  for  damasks  is  said  to  be 
quite  exceptional.  Colored  linen  and 
white  goods  for  quick  delivery  are  lead- 
ing in  demand  from  Canada  and  owing 
to  this  increase  in  demand  for  dress  lin 
ens  the  price  has  s  iffeneed  somewhat 
lately.  If  only  there  were  greater  avail- 
able supplies  of  flax  at  lower  prices,  it 
it  thought  that  the  linen  industry  would 
be  well  out  of  is  recent  depression. 

With  regard  to  the  French  linen  indus- 
try the  reports  are  not  so  encouraging. 
According  to  one  authority  the  linen  in- 
dustry in  France  is  passing  through  a 
crisis,  for  although  the  demand  from 
the  buying  public  is  very  low,  such  as 
it  is,  it  cannot  be  supplied,  and  to  day 
there  is  not  one  yard  of  linen  sheeting 
to  be  had  on  the  market  for  immediate 
delivery.  In  the  finer  linens  and  bat- 
istes, etc.,  the  situation  is  a  little  dif- 
ferent, owing  to  supply  and  demand 
being  more  normal.  Fifty  per  cent  of 
the  factories  destroyed  in  the  war  zone 
are  now  reconstructed  and  are  working 
actively. 

New    Designs    in    Irish    Linens 

Irish  embroidered  goods  are  now  in 
better  demand  than  for  many  seasons, 
said  a  Montreal  importer  to  Dry  Goods 
Review,  especially  such  lines  as  lunch 
sets,  pillow  cases,  runners  and  toilets 
and  carriage  covers.  Sheets  are  also 
wanted  in  hemstitched  and  embroidered 
hem  effects  but  there  is  little  call  for 
bed  spreads  of  this  description.  The  fad 
for  carrv:n£     he  embroider-/  across  the 


hemstitching  in  wreath  effect  is  es- 
pecially pretty  and  is  much  admired  by 
this  season's  brides.  Shamrock  and 
true  lover's  knot  motifs  are  the  favor- 
ites in  point  of  design,  while  a  new 
"tree"  pattern  is  proving  of  interest  to 
buyers  perhaps  because  of  its  originality 
and  novelty.  The  proportion  of  demand 
for  hemstitched  and  scalloped  edges  in 
Irish  linens  is  said  to  be  in  the  ratio  of 
seven  in  favor  of  hemstitching  to  three  in 
favor  of  scallops.  Likewise  it  is  said 
.hat  fringe  as  a  trimming  for  linens 
has  quite  gone  out  and  napkins,  towels, 
etc.,   are  now  preferred   hemstitched. 

The  variety  of  designs  offered  in  em- 
broidery scarves  is  notable  this  season 
and  is  worth  close  study  on  the  part  or 
linen  buyers,  many  of  whom  will  be  sur- 
prised at  the  wide  range  now  being 
shown  by  importers.  The  embroidery  is 
done  on  either  three  or  four  sides  of 
the  scarves  as  well  as  in  simple  corner 
motifs.  No  fewer  than  twenty-three 
sizes  are  offered  in  the  new  range. 

Madeira    Work    Grows    More    Elaborate 

Madeira  work  is  now  counted  among 
the  staple  linens,  it  was  said,  at  an- 
other Montreal  importer's  this  month, 
and  judging  from  the  size  of  orders  re- 
ceived to  da'e,  Madeira  work  is  no  long- 
er considered  a  luxury.  It  is  now  of- 
fered in  every  variety  of  household  nec- 
essity including  sheets,  pillow  cases, 
towels,  lunch  sets,  scarves,  etc.  The 
trend    is    decidedly   for    more    and   more 

Ccnt'nued  on  page   109 


THE  BRIDE'S  HOPE  CHEST 
The  chest  must   have  its  quota  of  hand-made  linens  and  every  bride  will  treasure  such  centre  pieces  as  these 
of  cluny  and  filet   laces   with  Madeira  work,  or  a   boudoir    pillow,    showing    the    ever   fashionable    open    work 
embroidery.     Shown   by    the   Hand  Made   Lace   Company   of  Montreal. 
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Beautiful  Designs  in  Lace  and  Net  Curtains; 
Retailers  Should  Study  Window  and  its  Treatment 

Improved  Machinery  Revives  Some  of  the  Old  Patterns  and  De- 
signs in  Nottingham — Naturalistic  Designs  Are  Strongly  in  Favor 
at  Present  Time — Natural  Motifs  for  Appropriate  Use  With  Plain 

Drapes 


THE  demand  for  curtains  is  expect- 
ed to  be  large  this  season,  ac- 
cording to  a  leading  Montreal  im- 
porter who  has  made  a  close  study  of 
conditions  in  this  field.  He  inclines  to 
the  belief  that  there  will  he  a  marked 
change  in  the  trend  of  demand  this 
Spring  in  the  way  of  curtain  materials, 
whether  made  up  or  in  yardage  goods, 
and  he  is  of  the  opinion  that  high  grade 
goods  are  likely  to  receive  'better  atten- 
tion than  for  many  years  past.  One 
difficulty  experienced  by  the  majority 
or  retailers,  in  his  opinion,  is  the  short- 
age of  experienced  salesmen  versed  in 
the  pros  and  cons  of  drapery  goods,  and 
he  maintains  that  any  retailer  can  do- 
minate the  drapery  styles  of  his  locali- 
ty and  control  the  fashions  in  window 
coverings  if  he  will  but  give  the  study 
of  windows  and  their  treatment  his 
whole   attention   and   interest. 

Simplicity  the  Key  Note  in  Curtains 

According  to  this  authority,  the  up- 
to-date  retailer  should  heed  the  predic- 
tion made  some  months  back  to  the  ef- 
fect that  novelty  curtains  of  the  staple 
sorts  are  not  quite  as  smart  as  are  the 
new  lace  and  net  curtains  which  have 
been  off  the  market  for  years  and  are 
now  returning  in  far  finer  and  more 
beautiful  designs.  The  range  of  Not- 
tinghams,  for  example,  is  well  worth 
careful  study  by  those  buyers  who  cater 
to  the  better  class  trade,  and  to  whom 
window  draperies  reflecting  period  or 
other  conventional  effects  present  cer-. 
tain  difficulties.  Over  in  Europe,  where 
the  curtain  industry  is  inspired  toy  the 
rare  and  exquisite  patterns  of  old  lace, 
there  has  lately  been  a  revival  of  the 
old  time  vogue  for  filet  crotchet  lace, 
characterized  by  a  square  heavy  mesh, 
and  very  recently,  certain  Nottingham 
manufacturers  have  succeeded  in  repro- 
ducing some  of  these  fine  designs  by 
means  of  improved  machinery,  so  that 
although  only  imitations  of  the  origin- 
als, yet  they  lose  nothing  in  effect  by 
not  being  hand  made.  Panel  styles  are 
especially  successful  in  this  connection. 
Filet  effects  in  combination  with  shadow 
lace  panels  are  another  novelty  in  lace 
curtains  from  the  sarnie  source.  The 
mesh  in  this  case  is  known  as  the 
"Touraine"  and  this  design  can  toe  had  in 
two  widths,  either  fifty-three  or  sixty 
inches  as  desired. 

Of  course  the  filet  mesh  may  be  ob- 
tained in  all  the  various  grades  from 
twelve  to  twenty  point,  among  the  latter 
qualities  are  shown  several  dainty  net 
curtains  of  a  new  type,  which  may  be 
utilized  appropriately  in  any  room  of  the 


bride's  home.  These  are  usually  finish- 
ed with  a  trim  narrow  border  of  self  net, 
stitched  down  flat  without  the  insertion 
of  lace,  but  by  no  means  of  a  new  pro- 
cess this  plain  hem  is  elaborated  toy  lit- 
tle conventional  figures  exactly  repro- 
ducing the  sampler  pictures  of  our 
grandmother's  time,  such  as  trees,  birds, 
rabbits,  etc.,  which  are  the  sole  orna- 
ment of  the  curtain  except  for  a  corner 
motif  of  a  conventional  nature  also. 

Fad  for  "Naturalist'c"  Designs 

As  this  importer  pointed  out,  the  de- 
mand in  curtain  designs  is  decidedly  for 
those  which  contain  what  is  know  as 
"human  interest"  or  naturalistic  effects, 
and  by  this  the  average  purchaser  of 
curtain  materials  shows  a  marked  pre- 
ference for  patterns  which  embody  such 
ideas  as  animals,  flowers,  cupids,  birds, 
etc.,  as  opposed  to  merely  conventional- 
ized designs  such  as  the  Greek  key  pat- 
tern, scrolls,  plain  medallions,  wreaths, 
etc.  If  there  is  any  chcice  offered  to  a 
customer  in  regard  to  the  design  in  a 
curtain  or  drapery  she  will  invariably 
select  the  one  which  shows  some  form 
of  nature.  In  buying  curtains  and  nets 
this  Spring  therefore,  buyers  will  be  well 
advised  to  bear  this  particular  idiosyn- 
crasy in  mind.  Of  course,  these  pat- 
terns are  not  found  so  often  among  the 
range  of  cheap  curtains,  which  are  de- 
signed after  the  conventional  plan,  tout 
it  is  thought  that  the  demand  for  na- 
tural effects  will  gradually  have  a  good 
effect  in  inducing  the  makers  to  intro- 
duce the  latter  into  their  cheaper  grade 
goods  as  well. 

Figured  Nets  Require  Plain  Drapes 

Some  of  the  finer  filet  nets  show  a 
pretty  fleck  effect  at  intervals  in  the 
mesh  in  addition  to  their  border  design. 
One  such  curtain  reproduced  the  droop- 
ing willows  and  the  Chinese  houses  fam- 
iliar to  us  in  the  Willow  Pattern  China 
designs,  and  would  toe  especially  at- 
tractive in  dining  rooms  or  Summer  cot- 
tages. The  latter  dwellings  will  be  im- 
proved in  appearance  this  season  by  the 
use  of  the  new  yardage  filet  nets  in 
close  all  >over  patterns  incorporating 
natural  motifs,  such  as  are  appropriate 
to  use  with  plain  drapes.  It  should  be 
always  impressed  on  customers  in  this 
connection  that  no  curtain  material  wi'h 
an  all-over  pattern  can  be  appropriately 
used  with  drapes  which  also  show  a  pat. 
tern.  The  figured  fabric  requires  a 
plain  one  to  set  it  off,  and  vice  versa. 
As  one  authority  puts  it,  "naturalistic 
effects  are  enhanced  by  direct  contrast 
with  abstract,  in  home  decoration  es- 
pecially." 

Some  of  the  newer  nets  are  scarcely 


recognizable  as  such,  as  they  more 
closely  resemble  the  most  elaborate 
hand  embroidery,  embodying  cutwork 
and  drawn  thread  work.  These  materi- 
als are  suitable  for  curtains  primarily 
but  are  to  toe  largely  featured  as  bed- 
spread and  bolster  cover  fabrics,  as  well 
as  for  the  usual  bedroom  hangings.  The 
vogue  for  creating  bed  coverings  out  of 
the  coarser  mesh  nets  is  predominant  in 
the  United  States  and  in  France  and 
many  of  these  nets  are  being  dyed  to 
match  the  prevailing  color  scheme  of  the 
rooms.  The  usual  elaboration  is  an  ap- 
pliqued  wreath  of  flowers  made  out  of 
satin  ribbon  in  a  pretty  contrast.  Tile 
blue  net,  with  a  garland  of  rose  satin 
ribbon  set  on  in  the  centre  of  the  spread, 
and  at  either  end  of  the  bolster  cover, 
would  make  a  charming  addition  to  any 
home  as  well  as  an  attractive  display  in 
the  drapery  department  this  month. 


Says  Prices 

Remain  Firm 

Conditions  in  Old  Land  Still  Unsettled- 
Deliveries  For  Fa'l  Very  Late 

That  conditions  in  the  old  land  are 
s : ill  in  a  very  unsettled  condition  is  the 
opinion  of  John  Sayre,  Jr.  of  the  Cana- 
dian Carpet  and  Comforter  Manufactur- 
ing Co.,  Ltd.  of  Toronto.  Mr.  Sayre  has 
just  returned  from  a  business  trip  to 
England,  having  gone  to  the  mills  there 
to  buy  materials  for  Fall  business.  A 
great  many  of  the  grey  mills  a;  Lan- 
cashire, he  says,  are  closed  down  alto- 
gether on  account  of  the  general  de- 
pression in  business  on  the  other  side 
of  the  water.  This  is  making  it  harder 
for  the  other  mills  to  carry  on  normally. 
They  are  getting  fairly  good  business 
but  are  unable  to  make  deliveries  of  Fall 
merchandise  inside  of  four  months,  the 
earliest  date  being  given  is  August. 
Hitherto,  they  have  been  able  to  get  de- 
liveries inside  of  two  months.  This,  of 
course,  will  make  it  more  difficult  for 
the  Canadian  manufacturer  to  operate 
because  his  manufacturing  season  is  cut 
that  much  shorter. 

Mr.  Sayre  says  there  is  still  a  good 
deal  of  distress  merchandise  in  their 
lines  to  be  had  in  the  English  market, 
particularly  in  the  warehouses.  First- 
class  merchandise,  however,  is  hard  to 
get;  the  distress  merchandise  is  more  in 
the  "seconds"  class. 

Despite  these  conditions.  Mr.  Sayre 
says  the  price  tendency  is  decidedly  to- 
ward a  firming  up.  Even  since  his  re- 
turn from  England,  there  have  been 
some  advances  in  cottons.  He  looks  for 
a  very  steady  market  in  cottons. 
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Sanitary  Process  of  Filling  Comforters  Pillows 
And  Mattresses  Becomes  a  Valuable  Selling  Point 

Manufacturers  Have  Petitioned  Ontario  Government  to  Enact 
Pure-Bedding  Law — Pillow  Fillings  Commonly  Used — Comforter 
Fillings  Used — Shortage  of  Genuine  Eiderdown — The  Processes 

Explained 


CANADIAN  manufacturers  of  bed- 
ding1 have  made  many  improve- 
ments in  their  methods  during  the 
last  ten  years  due  to  their  own  interest 
in  the  work  rather  than  to  any  pressure 
on  the  part  of  the  government.  In  the 
United  States,  the  Pure  Bedding  Laws 
have  compelled  manufacturers  to  make 
their  pillows,  cushions,  comforters  and 
mattresses  under  sanitary  conditions  but 
so  far,  neither  the  federal  nor  the  pro- 
vincial governments  have  taken  it  up 
in  this  country.  Most  of  our  manufac- 
turers like  to  know  that  they  can  meet 
public  sentiment  fairly  and  squarely  on 
the  matter  of  sanitation  and  they  say 
that  every  year  there  is  an  increasing 
number  of  retailers,  who,  backed  by  the 
buying  public,  demand  to  know  how  the 
fillings  they  buy  have  been  treated. 
Several  Pillow  Fillings  in  Common  Use 

The  all-cotton  filling  is  used  on  the 
cheaper  grades  of  pillows.  This  cotton 
may  be  of  two  grades:  it  may  be  of  all 
pure  white  cotton  or  it  may  have  a  cer- 
tain proportion  of  new  colored  cotton  clip 
in  it,  in  which  case  it  is  a  mixture  of 
white  and  a  darker  shade.  Cotton-filled 
pillows  are  very  good  and  lack  only  one 
quality;  they  have  not  what  the  makers 
call  "life,"  that  is  they  do  not  come  back 
to  their  original  shape  immediately  after 
pressure  is  removed.  As  to  comfort 
are  quite  as  soft  as  chicken-filled  pil- 
lows. 

The  second  grade  of  pillow  is  a  mix- 
ture of  chicken  feathers  and  cotton.  The 
next  is  of  all  chicken  feathers.  The 
chicken  feathers  used  come  partly  from 
Canada  but  the  largest  quantity  comes 
from  the  Western  States,  as  the  supply 
in  this  country  is  very  limited.  Some 
manufacturers  sell  a  chicken  feather 
pillow  in  which  the  feathers  are  not 
chopped  but  the  result  is  a  heavy  coarse 
filling  and  cannot  be  favorably  compared 
with  a  pillow  in  which  all  feathers  have 
been   well  broken. 

The  pillow  filled  with  duck  feathers  is 
superior  to  the  chicken-filled  one  and  is 
the  next  grade  used.  The  duck  feather 
has  more  down  than  the  chicken  and  has 
on  that  account  more  life  and  is  much 
softer.  The  goose-filled  pillow  is  the  best 
feather  pillow  of  all  because  it  has  more 
down  and  resiliency  than  either  of  the 
others. 

Down  is,  of  course,  best  of  all  and 
usually  the  down  used  is  from  the  goose 
feather.  A  goose  feather  has  about 
twenty-five  per  cent,  down  in  it.  The 
down  is  separated  from  the  quill  by  air 
blowing.    The    Chinese  duck    has    a    fair 


This  article  was  written  by  a 
representative  from  Dry  Goods  Re- 
view who  was  permitted  to  visit 
the  factory  and  watch  the  opera- 
tions of  the  Canadian  Carpet  and 
Comforter  Manufacturing  Com- 
pany, Toronto. 


proportion  of  down  in  its  feathers  and  is 
therefore  used  by  some  manufacturers. 
Nearly  all  the  feathers  obtained  for 
down  pillows  are  imported  because  of  the 
great  quantites  required.  As  the  Chinese 
are  probably  the  greatest  fowl-eaters  in 
the  world,  they  have  no  trouble  in  sup- 
plying most  of  the  world's  feather  stock. 
Kapok  is  the  last  of  the  fillers  in 
everyday  use.  Kapok  is  a  vegetable  fibre 
grown  largely  in  Java.  It  is  gathered 
and  shipped  under  the  direction  of  the 
Dutch  government  and  used  for  mat- 
tresses as  well  as  pillows.  One  of  the 
principal  advantages  of  kapok  is  that 
it  is  non-absorbent  and  is  therefore  val- 
uable for  filling  boat-cushions  and  life- 
belts. It  is  soft  with  a  silky  feel  and  has 
a  decided  orange  cast. 

Comforter  Fillers 

Raw  cotton  and  new  cotton  clips  are 
largely  used  for  comforters.  These  clips 
are  ccimbed  by  picking  machines,  which 
have  thousands  of  teeth,  into  a  soft 
mass  which  can  hardly  be  distinguished 
from  the  raw  cotton  except  for  occa- 
sional threads.  All  of  this  material  re- 
ceived from  other  industries  must  be 
absolutely  clean  and  new. 

In  the  United  States,  wool  fills  are 
seen  oftener  than  down  in  the  better 
grade  of  comforters.  Canadians  like 
down  comforters.  A  small  percentage  of 
wool  comforters  are  made  by  our  man- 
ufacturers, but  the  demand  is  increasing. 
Wool  is  a  lighter  filling  and  possesses 
greater  heat-containing  qualities  than 
cotton. 

Down  is  the  material  which  sells  best 
in  this  country  for  good  comforters.  The 
down  is  blown  into  the  comforter  which 
has  been  made  up  on  hand  sewing  ma- 
chines. 

Making  a  cotton-filled  comforter  is  a 
very  interesting  thing  to  watch.  The  cot- 
ton is  placed  in  loose  bulk  form  in  huge 
tanks  and  then  passed  on  to  be  rolled  in- 
to layers  by  a  garnetting  machine.  This 
gathers  it  together  and  rolls  it  into  the 
form  of  a  lap.  All  comforter  manufac- 
turers do  not  make  their  own  laps  but 
only  those  who  do  can  make  the  best 
filling,  for  the  less  handling  the  roll  re- 


ceives the  more  uniform  is  the  felt  and 
a  very  unsatisfactory  comforter  is  man- 
ufactured when  holes  appear  in  the  fill- 
ing. The  lap  is  then  unrolled  between 
two  layers  of  cloth  and  placed  in  thte 
quilting  machine.  The  comforter  is 
placd  over  and  under  the  cotton  lap  and 
the  machine  stitches  it  in  the  required 
pattern.  It  takes  from  four  to  five  min- 
utes to  stitch  a  comforter.  The  correct 
length  is  then  cut  off  and  the  four  edges 
are  then  closed  on  a  sewing  machine. 
The  comforter  is  then  carefully  exam- 
ined for  loose  and  long  threads,  and  any 
other  imperfections. 

Genuine  Eiderdown  Very  Scarce 

Many  people  and  even  some  retailers 
speak  of  eiderdown  comforters  quite  as 
though  these  were  the  kind  bought 
every  day.  Eiderdown  is  obtained  from 
the  eiderdown  duck  which  frequents  the 
shores  of  Newfoundland  and  Hudson 
Bay.  During  the  war  this  down  cost  as 
much  as  seventy-five  cents  an  ounce  so 
it  is  quite  evident  that  it  is  not  in  every- 
day use.  It  is  of  very  fine,  fluffy  tex- 
ture and  has  an  extraordinary  amount 
of  that  quality  which  bedding  people 
speak  of  as  "life." 

Mattress  Fillers 

There  are  only  two  materials  largely 
used  as  mattress  fillers.  These  are  cot- 
ton and  kapok,  although  there  is  a  small 
demand  for  fibre  and  curled  hair. 

Cotton  is  used  in  two  ways.  It  is 
blown  in  in  bulk  by  blowing  ma- 
chines much  as  down  is  blown  into  com- 
forters or  it  is  made  into  lap  and  placed 
in  layers.  It  is  then  called  cotton  layer 
felt,  and  has  more  resiliency.  The  latter 
method  is  a  little  better  for  the  mattress 
keeps  its  shape  longer.  Moreover  a  high- 
er grade  of  cotton  is  required  for  the 
layer  cotton  than  for  the  blown. 

Leather  tufts  for  tieing  the  mattress 
covering  over  the  filling  are  not  as  com- 
mon as  they  were  same  time  ago.  The 
cotton  tuft,  a  piece  of  cotton  securely 
attached  to  the  mattress,  has  taken 
place.  It  gives  more  comfort  when  the 
mattress  is  used  and  wears  much  long- 
er than  the  leather. 

Dark  materials  are  in  demand  for 
cases  much  more  than  light  ones.  In 
fact  there  are  very  few  mattresses  be- 
ing made  with  the  white  materials  re- 
lieved by  light  blue  strips  which  were 
so  common  ten  years  ago.  Blue  with  a 
darker  blue  stripe  in  fancy  pat- 
tern is  commonly  used. 
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Let  the  Customer  be  the  Salesman 


Manager  of  Ottawa  Housefurnishings  Department  Says  That  is 

the  Secret  of  Successful  Salesmanship — Getting  Spring  Business 

Depends  Upon  Varied  Display — Making  Use  of  Waste  Space — 

Department  Should  at  All  Times  Have  Lavish  Display 


tirrs 


HE  WHOLE  secret  of  selling 
house-furnishings     successfully 

is  to  get  the  customer  un- 
consciously to  sell  herself  the  goods." 
This  maxim  was  uttered  by  J.  Herbert 
Summers,  manager  of  the  house-furn- 
ishings department  in  the  Murphy- 
Gamble  store  in  Ottawa  in  the  course 
of  an  interview  with  a  staff  member  of 
Dry  Goods  Review.  Mr.  Summers  has 
built  up  a  reputation  for  himself  as  an 
expert  in  managling  and  salesmanship 
in  connection  with  this  department 
which  he  took  over  last  fall  and  has 
carefully  studied  the  various  phases  in- 
cidental  to  handling  this  section. 

The  big  feature  of  Mr.  Summers'  de- 
partment is  its  lavlish  display  of  goods 
of  all  sorts.  He  believes  in  showing 
what  is  for  sale  and  showing  it  as  artis- 
tically as  possible.  Far  from  favoring 
great  piles  of  goods  heaped  up,  with  no 
regard  to  appearance  or  effectiveness, 
the  policy  followed  tin  this  section  is 
quite  the  opposite.  The  merchandise  is 
shown  in  greater  quantities  than  in 
most  departments,  it  is  true,  but  every 
bolt  of  cretonne  and  every  curtain  that 
is  displayed  upon  a  stand,  is  thus  ar- 
ranged, because  in  no  other  way  could 
•its  best  points  be  brought  out.  By  the 
same  token,  no  goods  are  sold  by  means 
of  small  samples  shown  to  the  customer 
in  a  book  as  is  often  done.  According 
to  Mr.  Summers,  this  policy  has  little 
to  recommend  it  for  the  reason  that  no 
material  can  be  fairly  judged  by  a  half- 
yard  sample.  A  woman  never  feels 
quite  satisfied  when  she  has  purchased 
goods  from  a  sample,  but  show  her  the 
entire  piece  and  handle  it  'in  such  a  way 
that  it  will  fall  into  natural  folds  or  re- 
produce the  effect  wanted,  and  a  sale 
can  be  effected  in  much  less  time  than 
it  takes  to  show  several  dozen  samples 
which  in  many  cases  do  not  reproduce 
the  entire  pattern.  "This  means  hard 
work  of  course,"  remarked  Mr.  Sum- 
mers, "but  a  salesman  has  no  business 
being  in  a  house-furnishings  department 
unless  he  is  willing  to  do  his  part  in  the 
right  way.  It  takes  more  brain  and 
ability  to  sell  from  the  goods,  and  now- 
adays when  ranges  and  designs  are  so 
much  better  than  they  have  been,  we 
must  have  real  sellers,  not  mere  order 
takers  behind  our  counters — men  who 
are  ready  to  lift  rugs,  unroll  cretonnes 
or  unfold  curtains  as  the  customer  de- 
sires, and  not  as  the'ir  own  convenience 
suggests." 

Alters   Present   Displays 

"How  are  you  going  after  spring 
business?"  was  the  query  put  to  Mr. 
Summers. 


"I  am  going  to  show  plenty  of  en- 
tirely new  draperies  and  rugs  and  other 
lines  first  of  alll,"  he  replied,  "and  at 
the  same  time  I  am  going  to  rearrange 
the  lay-out  of  the  section  so  as  to  make 
it  seem  quite  new  and  different.  Cus- 
tomers get  tired  of  seeing  merchandise 
displayed  in  the  same  way  month  after 
month  and  are  apt  to  think  that  such  a 
department  is  old-fashioned  in  its  meth- 
ods as  well  as  its  wares.  We  now  have 
two  side  aisles  running  from  the  en- 
trance at  the  back  up  to  the  wide  stair- 
case which  leads  up  to  the  main  floor  of 
the  store.  This  plan  I  hope  to  change 
shortly  in  order  to  create  one  wide 
centre  aisle  instead,  on  either  side  of 
which  will  be  arranged  display  tables 
for  the  purpose  of  showing  more  goods 
than  can  be  displayed  on  shelves  at  the 
present.  The  shelving  will  be  done 
away  with  entirely,  the  goods  being  dir- 
ectly accessible  to  the  customer  on  the 
tables.  Thus  service  will  be  easier  for 
the  staff  and  more  satisfactory  to  the 
shopper." 

At  the  present  time  a  very  effective 
arrangement  is  featured  in  this  section 
by  which  the  space  between  the  two 
side  aisles  is  utilized  by  two  square 
open  spaces,  artistically  fitted  up  as 
sitting  rooms,  in  which  customers  are 
invited  to  sit  down  in  order  to  do  their 
shopping  more  conveniently.  Comfort- 
able wicker  chairs  with  cretonne  cush- 
ions, floor  lamps  shaded  in  soft  rose 
and  a  background  of  drapery  in  a 
harmonizing  color  are  the  equipment 
with  which  these  miniature  rooms  are 
supplied.  Mr.  Summers  inclines  to  the 
theory  that  no  customer  should  ever  be 
asked  to  stand  or  walk  around  the  de- 
partment if  she  can  possibly  be  seated 
comfortably. 

Lighting  is  another  point  upon  which 
this  authority  is  emphatic).  "Do  not 
economize  on  the  lighting  in  the  house- 
furnishing  department,"  he  says.  "It 
is  imperative  that  no  shades  be  cast 
over  the  goods  and  it  Us  best  to  have  all 
the  daylight  possible.  The  colored 
goods  should  be  displayed  where  the 
lighting  is  best  in  any  case." 

Encourage    Medium    Class    Trade 

No  matter  how  high-cliass  the  store 
is,  it  cannot  subsist  upon  ils  exclusive 
customers  alone,  and  where  house-furn- 
'ishings  are  concerned  this  is  particular- 
ly true.  Cash  sales  and  the  elimina- 
tion of  "approvals"  are  two  things  en- 
couraged by  the  management  of  this  de- 
partment, and  even  telephone  queries 
are  not  encouraged  for  the  reason  that 
information  given  to  a  customer  in  this 
way    is   obviously     unfair     and     unwise 


since  comparisons     can  be     only     fairly 
made   by  a   personal   visit. 

In  serving  customers  in  the  Murphy- 
Gamble  house-furnishings  department 
the  subject  of  price  is  not  lintroduced  at 
once.  Salesclerks  are  instructed  not  to 
begin  asking  "about  how  much  do  you 
want  to  pay?"  but  rather  to  put  a  few 
tactful  questions  to  the  customer  as  to 
the  purpose  she  has  in  view  in  buying 
new  goods;  what  she  used  before;  the 
exposure  of  the  room  which  is  to  be 
redecorated  and  the  color  of  the  walls, 
etc.  If  no  satisfaction  can  be  elicited 
in  this  way,  the  salesman  should  sug- 
gest a  personal  visit  to  the  home  where 
he  could  advise  the  exact  thing  requir- 
ed together  with  an  estimate  of  its  ap- 
proximate cost.  This  idea  is  invariably 
popular  with  customers  who  are  usually 
thankful  for  such  assistance  but  who 
hesitate  to  ask  lest  it  mean  considerable 
added  expense.  This  service  should  be 
included  in  the  sale  gratis  unless  it  calls 
for  unusual  expenditure  of  time  and 
trouble. 

How   to   get   the   Best   Results 

An  authority  on  display  in  retail  sell- 
ing has  written  the  following  which 
ably  sums  up  the  theories  of  Mr.  Sum- 
mers with  regard  to  handling  house- 
furnishings  with  success.  "An  efficient 
plan  in  the  department  is  a  valuable 
selling  aid;  to  obtain  the  best  possible 
results,  merchandise  must  be  displayed, 
arranged  and  co-related  in  the  manner 
that  the  study  of  the  situation  points 
out  to  be  the  most  advantageous  A 
proper  logical  display  of  open  merchan- 
dise together  with  a  carefully  related 
grouping  of  lines  contributes  more  to 
rapid  turnover  and  consequent  volume 
than  any  other  single  thing.  Use  fix- 
tures which  place  the  merchandise  with- 
in easy  reach  and  view  of  the  customer 
and  which  afford  a  complete  view  of  the 
store  because  they  do  not  obstruct  the 
vision.  The  really  efficient  department 
will  be  characterized  by  a  scientific  dis- 
play of  goods;  convenience  of  the  cus- 
tomer; correct  location  of  the  different 
lfines  carried;  proper  co-relation  of  the 
merchandise;  simple  type  of  fixtures; 
minimum  inventory  consistent  with  com- 
plete lines;  maximum  efficiency  of  sales 
space;  a  minimum  number  of  sales 
persons  and  ease  of  floor  supervision." 
Good    Opportunities    in    Spring 

Mr.  Summers  believes  that  the  spi'ing 
season  of  1922  is  going  to  witness  a 
considerable  revival  in  house  renovation. 
He  is  going  to  be  prepared  with  innum- 
erable ideas  to  suggest  to  customers  in 
the  way  of  color  harmonies,  new  effects 
for  window  curtain,  cushions  and  uphol- 
stery. 
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FAVOR   HAND  EMBROIDERY 

(Continued  from  Page  105) 
elaboration  of  handwork  and  there  is  a 
strong  preference  for  the  use  of  out- 
work and  filet  lace  upon  pillow  cases, 
sheets  and  towels,  a  decorative  note 
which  has  become  really  popular  with 
the  high  class  trade.  Sheets  are  to  be 
had  in  sizes  72  x  100  and  90  x  108  and 
are  sold  singly,  of  course,  as  they  are 
more  costiy  than  ordinary  kinds,  which 
come    in   pairs. 

Doylies  are  just  as  much  in  demand  as 
ever  and  are  offered  in  staple  sizes  of 
6,  8,  12  and  28  inches,  as  well  as  several 
other  special  sizes.  Lunch  sets  made 
up  of  13  pieces  of  these  various  sizes 
are  being  retailed  in  Montreal  at  around 
$13.50  per  set.  Cluny  lace  sets  are  pric- 
ed at  half  the  cost  of  Madeira  and  are 
regarded  as  a  practical  staple  and  med- 
ium priced   line  at   presen:. 

Boudoir  pillows  are  a  fad  of  the  mo 
ment,  especially  much  elaborated  with 
cut  work  and  filet  motifs.  Similar  de- 
signs are  shown  for  baby  pillows  with 
detachable  button  flap  for  laundering, 
in  less  elaborate  designs. 

Lunch  Sets  of  Natural  Crash 

The  most  fashionable  item  in  the  finer 
linens  is  however,  the  natural  crash  lin- 
en lunch  set,  heavily  embroidered  in  cut 
work  but  with  hemstitching  in  prefer- 
ence to  lace.  This  type  of  set  is  com- 
posed of  a  square  centre  and  oblong- 
mats,  instead  of  circular,  together  with 
napkins  to  match,  and  these  are  the 
accepted  style  of  the  moment  in  the 
most  exclusive  homes.  The  demand  for 
this  line  has  completely  cleared  out 
stocks  in  the  hands  of  Montreal  whole- 
salers, but  fresh  supplies  are  on  order. 
The  same  sets  are  also  shown  with  a 
touch  of  color  introduced  in  the  hem- 
stitched  edge. 

Guest  Towels   For  the   Hope   Chest 

In  the  most  elaborate  household  lin- 
ens, such  as  banquet  cloths  or  table  lin- 
ens, Pointe  de  Borano  continues  to  be 
preferred.  Filet  lace  sets  are  not  as 
strong  in  demand,  but  are  a  profitable 
line  to  handle  for  medium  class  trade. 
Small  size  towels  in  fine  linen,  elaborat- 
ed with  cut  work  and;  inlaid  with  filet 
motifs  are  among  the  most  popular 
bridal  gifts  of  the  present  season  and 
may  be  matched  up  in  larger  sizes  if 
desired. 

Prices  on  English  linens  are  now  on 
the  same  basis  as  those  at  the  end  of 
1917  but  as  prices  in  all  cases  are  guar- 
anteed to  customers,  the  event  of  any 
further  decline  is  not  regarded  as  of 
marked  imporance  to  the  trade.  In 
any  case  deliveries  on  all  goods  are  now 
regular. 


CURTAINS    AND    DRAPERIES 

(Continued  from  Page  104) 

should  not  have  the  windows  completely 
covered  nor  is  it  wise  to  have  over-cur- 
tains coming  as  low  as  the  sill.  The 
wash  curtains  could  be  placed  very  ef- 
fectively at  each  side  leaving  two  or 
three  inches  of  window  space  unbroken 


by  anything  but  a  white  shade.  A  val- 
ance of  the  heavier  material,  whether 
it  he  velour  or  chintz  is  sufficient  to 
give  a  touch  of  color  to  the  room  with 
out  darkening  it  in  so  doing.  Moreover 
the  valance  is  almost  necessary  in  or- 
der to  cover  the  tops  of  the  wash  cur- 
tains. The  latter  should  he  fine  net, 
voile  or  like  material  which  will  not 
keep  out  the  welcome  rays  of  sunlight. 

A  south  or  west  room  may,  on  the 
other  hand,  have  the  wash  curlain  of 
Battenberg  or  other  heavy  lace.  Voile 
with  insertsi  of  filet  or  even  linen  laces 
is  good  here.  An  allover  pattern  is 
most  e  fective  in  a  room  where  the  light 
is  strong.  These  curtains  may  complete- 
ly cover  the  window  and  the  heavy 
drapes  may  come  to  the  sill  and  be  used 
in  a  valance  ss  well. 

As  to  the  matter  of  tying  curtains 
back  or  allowing  them  to  hang  loose, 
customers  may  be  told  that  either  is 
good  this  year.  Again  the  question  of 
sunlight  and  the  use  to  which  the  room 
is  put,  are  prominent. 


ESTABLISH  CANADIAN 
WAREHOUSE 

T.  J.  Berkins  and  Co.  of  Nottingham, 
England,  the  progressive  and  well-known 
curtain  and  curtain  net  manufacturing 
firm,  have  established  a  Canadian  ware- 
house at  Montreal. 

Prior  to   the  war,  this  firm   operated 


factories  in  England,  Scotland,  Saxony, 
New  York  and  other  large  cities.  The 
war,  however,  made  such  a  drain  upon 
its  resources  in  product  and  craftsmen 
that  it  was  obliged  to  practically  con- 
fine its  attention  to  the  home  market. 
With  the  return  of  more  normal  times, 
the  stabilizing  of  labor  conditions,  etc., 
Messrs.  T.  J.  Berkins  and  Co.,  are  again 
renewing  their  former  world  wide  activ- 
ities and  are  devoting  special  attention 
to  the  Canadian  market,  through  a  per- 
manent representative  in  the  Canadian 
field.  The  Canadian  representative  will 
co  operate  with  headquarters  of  this 
firm  at  Fifth  Ave.,  New  York  and  iden- 
tical lines  will  be  shown  in  both  coun- 
tries. In  the  lace  products,  they  have 
an  intimate  connection  with  Belgian  and 
French  manufacturers,  whose  products 
are  well  known  in  the  chief  European 
centres. 

The  Canadian  representative,  C.  W. 
Williams,  is  familiar  to  the  homefur- 
nishings  trade  in  Canada,  as  late  man- 
ager of  the  curtain  manufacturing  es- 
tablishment of  Daly  and  Morin,  Limited, 
of  Montreal,  where  he  obtained  an  in- 
tima  e  knowledge  of  the  requirements 
of  Quebec  and  Eastern  Canada.  Prior  to 
thr-  he  was  connected  with  the  Hudson's 
Bay  Co.  of  Calgary.  He  has  also  had 
considerable  experience  as  a  buyer  in 
a   number   of   Ontario   cities 

Sales  office  and  warehouse  of  the 
firm  are  at  275  Craig  St.,  Montreal. 


FOR  THE  NEW  HOME 
Two  of  the  new  lamp-shades  which  Nerlich  and  Co.,  Toronto,  have  just  brought  over 
from  France.  The  large  one  is  mounted  on  a  Chesterfield  floor  stand  and  the  other 
is  for  a  bedroom  or  hall.  They  are  made  of  georgette  over  satin  in  a  soft  gold 
shade.  A  design  in  rose-colored  chintz  is  inserted  betiveen  the  two  fabrics.  They 
are  finished  with  lace  and  a  metallic  brocaded  edging.     Wooden  and  glass   beads 

complete  the  charmiyig  shades. 
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World-Wide 
Institution 


The  Jamieson  Line  of  Madras,  Mus- 
lins, Lace  Curtains,  Nets,  Vitrages, 
Brise  Bise,  Poplin  Reps,  etc.,  etc.,  the 
product  of  the  mills  at  Darvel,  Ayr- 
shire, Scotland,  enjoy  a  world-wide 
reputation — and  distribution. 

From  the  Company's  own  offices  at  Glasgow,  Scot- 
land, Melbourne  and  Sydney,  Australia,  Alexandria, 
Egypt,  Cape  Town  and  Johannesburg,  South  Africa, 
New  York,  U.S.A.,  Paris,  France,  Amsterdam,  Hol- 
land, Brussels,  Belgium,  Zurich  and  Constantinople, 
large  shipments  are  continually  distributed  to  satisfied 
buyers  the  world  over. 

When  the  Canadian  buyer  buys  from  us  he  secures 
from  the  mills  direct,  and  enjoys  the  many  advan- 
tages that  only  an  institution  like  the  Alexander 
Jamieson  &  Company  can  offer  him. 

We  have  large  complete  stocks  of  the  latest  ship- 
ments on  hand  at  our  warehouse  and  showrooms,  55 
Bay  Street,  Toronto. 

Write  us  for  particulars  or  call  in  and  see  us. 

Alexander  Jamieson  &  Company 

55  Bay  Street,  Toronto         Telephone,  Adel.  861 

Specialists  in  all  kinds  of  Drapery  Fabrics 
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Start  your  Drive  on 
Floor  Coverings  now 


Perhaps,  you  have  put  off  your  Spring  campaign  for  floor 
coverings.  But  it  is  not  too  late- to  lay  out  a  definite  selling 
plan  for 

Dominion    Linoleums 


Many  merchants  from  Halifax  to 
Vancouver  are  driving  hard  after 
floor  covering  business  this 
spring,  linking  up  with  our 
National  Campaign  of  Advertis- 
ing. 

Put  in  a  Linoleum  Window  as 
hundreds  of  merchants  through- 
out Canada  are  doing.  We  shall 
gladly  supply  you  with  ideas  for 
trimming,  as  well  as  with  dummy 


rolls,  paper  patterns,  show  cards, 
etc. 

Get  a  campaign  of  advertisements 
running  in  your  local  paper. 
Write  us  for  series  of  suitable 
electros  ready  for  printing. 

Send  the  housewives  of  your  town 
some  attractive  floor  covering  lit- 
erature— let  us  help  you. 


Plan  now  for  big  Linoleum  Sales  and  you  will  get  them. 
Write  for  Advertising  Helps— they  will  be  sent  free. 


Dominion  Oilcloth  &  Linoleum  Company  Ltd. 

Montreal 
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A  Convincing  Demonstration 

Of  Bed  Blanket 

Value 


These  two  all  wool  bed  blankets  are  the  same  in  size,  the  same  in 
weight,  the  same  in  fold  and  arrangement,  yet,  side  by  side,  what  a 
remarkable  difference !     At  the  left  is — 

The  Kenwood  au  Wool  Bed  Blanket 


Place  a  Kenwood  Bed  Blanket  beside  any  other 

wool  bed  blanket  of  4-pound  weight  and  72  x  84 

size. 

I 
Compare  the  loftiness  and  warmth  of  the  Kenwood 

blanket — 

Compare  its  long  fibre  NEW  wool,  its  firm,  resi- 
lient nap — 

Compare  the  known  facts  of  its  construction  (every 
thread  pure  NEW  wool  woven  100  inches  widt 
and  PRESHRUNK  at  the  mill  to  72  inches)-^ 

Compare  the  range  and  beauty  of  its  colorings  (7 
patterns  in  solids  and  two-tone  creations)  — 

Compare  the  price — 


Consider  the  selling  advantage  of  a  blanket  in 
which  these  desirable  qualities  are  so  easily  seen 
and  recognized — 

Consider  the  repeat  sales  which  result  from  a 
blanket  which  in  actual  use  so  clearly  demon- 
strates superior  serviceability. 

Make  this  comparison,  weigh  the  facts,  and  you 
will  understand  why  so  many  important  stores 
find  the  Kenwood  Wool  Bed  Blankrt  profitable. 

Full  particulars  regarding  Kenwood  Bed  Blankets, 
and  our  interesting  free  window  display  material, 
together  with  particulars  of  other  desirable  Ken- 
Wood  Wool  products  will  be  forwarded  on  request. 


Kenwood  Mills,  ltd. 

Arnprior,  Ontario,  Canada 


Dnj  Goods  Review 


HOME    FURNISHINGS 


113 


™ 


The  Seasons  Newest  Concepts 
in  Window  Draperies 

Curtain  Nets  and  Draperies — 

the  soft  drapy  kind — in  allover  patterns. 

Your  Merchandise,  if  selected  from  the 

following  range,  will  show  Individuality 

and  good  Taste. 

Madrases 
Cretonnes 
Chintzes 
Shadow  Cloths 
Poplins 

Casement  Cloths 

Also  some  very  exquisite  Sundour 
effects  for  immediate  delivery. 

Chosen  for  their  appealing  designs  and  honest  value. 

Inviting  Discriminating  Buyers. 

The  Lace  Goods  Company 

79  Wellington  St.,  West  (Fifth  Floor  Wellington  Bldg.) 

Toronto 

Importers  and  Manufacturers'  Agents. 
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LION  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
Casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex. 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 


TELEGRAMS: 
WAKEFUL 
GLASGOW 


CODE: 
A. B.C. 
5TH  EDITION 


WILSON  &  CO. 

48  ALBION  STREET 

GLASGOW 

Manufacturers 

Ecru  and  Colored  Madras  Muslins, 
Coin  Spots  and  Figured  Harness 
Book  Muslins        Robe  Muslins 

Voiles 

Anglo-Swiss  and  Broche  Muslins, 

"Wilsco"  Lawns,  "Zelette" 

LACE  CURTAINS 

LACE  NETS 


TEXTILE  SMALL  WARES 

JAMES  CARR  &  SONS,  LIMITED 
CLARENCE  MILLS 

CLARENCE  STREET.  CHESTER  ROAD 

MANCHESTER 

Manufacturers  of  all  classes  of  Webs, 
Cords  and  Bindings,  in  cotton,  wor- 
sted and  linen;  Curtain  Webs.  Edg- 
ings, Layon  Borders,  Blind  Cords, 
Carpet  Binding,  Cotton  Banding,  etc. 

Original  Patentees  of 
CARR'S  WOVEN  LADDER  TAPE. 

WHOLESALE  ONLY. 

Agent  for  Canada: 

Mr.  D.  F.  Moore 

Manchester  Building,         Melinda  Street 
TORONTO 
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WE 
ANNOUNCE 

the  opening  of  our  permanent 
Canadian  Agency  and  Warehouse  in  charge  of 

CHARLES  W.  WILLIAMS 

at  275  Craig  St.,  West 
(Adjacent  Victoria  Square) 

MONTREAL 

Giving  a  direct  and  better  service  to  our  many 
Clients  in  Canada,  not  only  for  import  business 
but  in  quick  deliveries   from  stock  in  Montreal. 

T.  I.  BIRKIN   &  CO., 

Nottingham,  England 

Manufacturers  of: 

CURTAINS  and  NETS 

in  FILET 

CROSSNET 
ARISTON 

&  TOURRAINE  WEAVES. 
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Feature  the  Bride  in  Spring  Revue 

Bridal  Trousseau  is  Principal  Theme  in  Almy's  Fashion  Show — 
Many  Brides-to-be  Attend  the  Function — Elaborate  Stage  For 
Bridal  Cortege — Juvenile  Revue  an  Added  Feature — Is  Profitable 

Event 


LIVING  FASHION  revues  have  by 
no  means  lost  their  appeal  to  the 
women  of  Montreal,  proof  positive 
being  emphatically  given  by  the  atten- 
dance at  the  Fashion  Revue  held  by 
Almy's  Limited'  late  in  March.  It  was 
estimated  that  at  least  3,000  women  wit- 
nessed the  review  each  afternoon  that 
it  was  shown,  and  considering  that  the 
event  ran  for  six  successive  days,  not 
to  mention  an  evening  showing  for  the 
employees  of  the  store  and  their  friends, 
nearly  20,000  people  must  have  been 
present,  altogether. 

Bridal  Trousseau  Shown 

This  spring  Almy's  made  a  new  de- 
parture in  the  programme  of  their  revue 
which  has  hitherto  partaken  of  the  char- 
acter of  a  debutante's  wardrobe  for  the 
day,  and  instead  the  bridal  trousseau 
was'  the  principal  theme,  varied  by  a 
complete  revue  of  children's  attire  to 
provide  added  interest  to  the  many 
mothers  who  attended.  Not  everyone  is 
a  prospective  bride  but  everyone  is 
keenly  interested  in  all  the  new  style 
dictates  and  thus  the  desired  end  is 
achieved. 

The  runway  upon  which  the  models 
paraded  to  the  strains  of  a  concealed 
orchestra  was  constructed  in  two  parts 
with  an  effective  trellis  work  of  white 
woodwork  to  separate  the  sections. 
Vines  and  potted  plants  lent  a  summery 
touch  to  the  scene  and  made  a  charming 
background  for  the  colorful  costumes 
worn.  The  programme  included  show- 
ings of  all  the  newest  riding  habits, 
knioker  suits  and  three-piece  sports 
suits  suitable  for  golfing,  etc.,  worn 
with  conventional  hunting  stocks,  leath- 
er leggings  and  crops. 

Next  came  sports  suits  in  the  new 
combination  color  effect  featuring 
checked  skirts  of  vivid  hue  worn  with 
coats  in  solid  color.  Capes  in  half 
length  were  alternated  with  the  coats 
and  white  low  heeled  shoes  with  the 
new  black  saddle  effect  over  the  instep 
were  worn  with  white  stockings. 

Mannish  top  coats  followed,  develop- 
ed in  polo  cloths  and  tweeds,  and  alter- 
nated with  smart  tricotine  frocks  elab- 
orated with  colored  stitchery  of  differ- 
ent kinds.  These  were  quickly  followed 
by  displays  of  the  new  box  and  cape 
coats  worn  over  one  piece  frocks,  as 
well  as  quite  elaborate  capes  and  wraps 
of  many  new  fabrics  in  black  and  navy 
blue. 

A  group  of  quaint  taffeta  frocks  with 
bouffant  skirts  and  bateau  necks  made 
mostly  with  the  new  basque  bodice 
were  decidedly  popular,  but  were  quickly 
followed  foy^  another  group  of  draped 
crepe  de  chine  gowns  in  the  usual  shades 
of  black,  brown   and   navy   as   well   as 


eanna.  rust.  etc.  In  this  group  it  was 
noted  that  the  scalloped  hem  line  and 
facing  of  contrasting  color  are  still 
strongly    emphasized. 

Beaded  Frocks  and  Furs 

Canton  crepe  and  its  many  variations 
were  then  admirably  demonstrated  in  a 
group  of  gowns  elaborately  beaded  in 
both  steel  and  glass  effects,  with  a 
marked  preference  to  dangling  orna- 
ments, draped  girdles  and  handker- 
chief points.  With  many  of  these 
gowns  some  superb  furs  were  worn  in- 
cluding wraps  of  mole  in  both  coat  and 
cape  styles,  showing  piecings  of  minute 
woikmanship.  Chokers  and  huge 
scarves  of  sables  and  marten  were  also 
featured. 


FOR  THE  BRIDESMAID 

there  is  nothing  more  exquisite  than 
this  hand  made  frock  of  flesh  colored 
chiffon,  trimmed,  with  two  toned  rib- 
bons in  such  contrasts  as  pink  and 
maise,   pink    and    blue,    or    blue    and 

maise. 

Frock  shown  by  courtesy  of  Johnson 

Cowdin   Company  of  New   York. 


The  last  scene  in  the  revue  was  a  real- 
istic and  lovely  representation  of  a 
bridal  cortege  entering  a  church  to  the 
strains  of  a  wedding  march.  From  the 
tiny  page  bearing  two  rings  on  a  satin 
cushion,  the  flower  girls  bearing  baskets 
of  orchids,  the  maid  of  honor  and  the 
bevy  of  charming  bridesmaids  each 
carrying  a  single  rose  in  a  color  subtly 
blending  with  the  pastel  tints  of  their 
exquisite  French  gown's,  every  detail 
was  perfect  and  formed  a"  delightful 
prologue  to  the  entry  of  the  bride  her- 
self, arrayed  in  white  charmeuse  satin 
edged  with  real  Spanish  lace  and  veil- 
ed in  tulle,  with  a  long  court  train  and 
the  new  head  dress  of  tulle  arranged 
in  Russian  style.  A  wreath  of  orange 
blossoms  was  artistically  entwined 
aci-oss  her  hair  in  a  fashion  as  yet 
quite  new  to  Canada.  She  carried  a 
magnificent  bouquet  of  yellow  and  white 
roses   caught  with  streamers. 

Juvenile  Revue  a  Novelty 

Mention  should  also  be  made  of  the 
juvenile  revue  which  was  of  even  great- 
er interest  to  many  of  the  spectators 
than  the  trousseau  numbers.  As  many 
as  a  dozen  kiddies  ranging  from  three 
to  14  years  took  part  and  delighted  the 
audience  by  executing  many  intricate 
and  graceful  steps  to  the  music  of  the 
orchestra.  No  such  finished  perform- 
ance by  child  models  has  probably  been 
seen  before  in  Montreal,  and  all  ihe  ap- 
parel shown  ranging  from  the  most  min- 
ute rompers  to  the  ultra  elaborate  party 
frock  of  organdie  or  georgette,  was  ap- 
preciated. The  feature  of  the  juvenile 
apparel  was  the  introduction  of  a  new 
type  of  garment,  bloomers  and  over 
smock  in  one  piece,  which  Almy's  have 
named  "Pidgiepanties"  and  which  are 
both  pretty  and  practical.  A  good  deal 
of  English  poplin  in  bright  colors  was 
used  for  little  girls'  frocks,  elaborated 
by  fagoting,  while  sateen  with  cretonne 
facings,  in  dark  colors,  was  especially 
good  as  well.  Yellow  in  the  new  dande- 
lion shade  was  prominent  in  the  juven- 
ile showing  as  was  also  red  and  white 
checked  gingham.  Ratine  in  grey  was 
attractively  featured  trimmed  with 
drawn  work  and  a  henna  sash. 

Revue  is  Profitable  Event 

The  success  of  the  undertaking  was 
entirely  due  to  the  efforts  of  Mrs.  Barr, 
manager  of  the  ready-to-wear  depart- 
ments of  Almy's  Limited,  who  believes 
that  the  mission  of  the  fashion  revue  is 
both  educational  and  profitable.  Under 
her  capable  supervision,  the  event,  now 
a  semi-annual  affair,  has  resulted  in 
greatly  increased  sales  and  many  new 
friends  for  the  store,  and  is  the  best 
advertisement  yet  tried. 
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Celebrating  Their  21st  Birthday 

A.  J.  Freiman  Store  of  Ottawa  Make  a  2,000  Pound  Cake  Con- 
taining 1,600  Eggs — A  Feast  of  Bargains  Lasting  Nine  Days — 
Gave  Away  Twenty-one  Birthday  Gifts — A  Majority  Event  of 

Minority  Prices 


DESPITE  the  fact  that  anniversary 
sales  have  lost  something  of  their 
original  significance  through  too 
frequent  repetition,  it  is  still  quite  pos- 
sible to  devise  new  ways  of  celebrating 
the  store's  birthday  without  resorting  to 
time-worn  methods.  The  store  anniver- 
sary should  be  given  wide  publicity  for 
very  good  and  sufficient  reasons  and  it 
is  manifestly  erroneous  to  adopt  the 
same  manner  of  celebration  year  after 
year,  without  due  attention  to  the  im- 
portance of  novelty,  originality  and  sur- 
prise— three  great  factors .  in  attracting 
the  public  and  interesting  it  in  the  store. 
A  store's  twenty  first  birthday  above 
all  is  one  that  should  receive  the  utmost 
attention.  Twenty-one  years  in  the  life 
of  a  man  means  that  he  has  reached  his 
majority  and  twenty-one  years  in  the 
life  of  a  business  is  significant  of  even 
more  than  the  mere  reaching  majority. 

Nine  Days  of  Bargains 

The  Freiman  Company  of  Ottawa  re- 
cently completed  21  years  of  existence 
and  held  a  most  successful  birthday 
party.  The  event  naturally  took  the  form 
of  a  9  day  bargain  sale  to  commemorate 
the  growth  of  the  store  from  a  small 
building  covering  700  feet  to  the  present 
structure  covering  2y2  acres,  where  the 
volume  of  business  done  in  one  day  is 
greater  than  that  accomplished  in  the 
entire  two  first  years.  Such  progress 
was  worth  signalizing  in  an  unusual 
manner,  so  this  firm  decided  to  have  a 
birthday  cake  made  which  would  be  the 
largest  cake  in  the  world.  The  cake  was 
gigantic  in  proportion  filling  the  great- 
er part  of  two  display  windows  and 
weighed  2,000  pounds.  It  was  composed 
of  21  tiers  in  pyramid  shape  and  re- 
quired 1,600  eggs,  among  other  ingredi- 
ents, to  make.  Just  before  the  sale  end- 
ed the  monster  cake  was  cut  up  in  the 
windows  of  the  store  and  put  in  present- 
ation boxes  to  be  given  away  to  all  adult 
customers  at  the  store  on  the  last  day. 

Twenty-One  Birthday  Gifts 

A  further  attraction  arranged  by  the 
firm  was  the  giving  away  of  numbered 
aluminum  souvenir  discs  on  key  rings 
with  each  sale  made.  Each  disc  bore  a 
number  and  was  to  be  held  by  the  cus- 
tomer until  the  end  of  the  sale.  Twenty- 
one  birthday  gifts  of  merchandise  rang- 
ing from  a  handsome  Divano  to  a  pair 
of  silk  hose  were  offered  by  the  store  to 
be  drawn  for,  and  at  the  end  of  the  sale 
the  lucky  numbers  were  announced.  The 
prizes  were  also  displayed  in  the  win- 
dows of  the  store  and  added  greatly  to 
the  interest  taken  in  the  sale.  Every  day 


THE  LARGEST  BIRTHDAY  CAKE  IN  THE  WORLD 

was  a  feature  of  the  recent  21st  anniversary  sale  held  by  the  A.  J.  Freiman 
store  of  Ottawa,  which  weighed  2,000  pounds  and  was  composed  of  21  layers. 
Instead  of  containing  the  proverbial  ring,  coin  and  button,  more  substantial 
aifts  were  offered,  also  21  in  number,  to  be  drawn  for  by  the  holders  of 
the  lucky  numbers,  given  with  each  purchase  made  during  the  Birthday  Sale. 


a  full  page  spread  was  featured  in  the 
local  papers,  in  which  the  birthday  cake 
formed  the  central  attraction,  each  of  its 
tiers  serving  as  space  in  which  to  feat- 
ure the  daily  bargain  offers. 

The  response  was  just  as  good  as  was 
expected  and  the  store  was  thronged 
with  thousands  of  shoppers  throughout 
the  nine  days  of  the  celebration,  which 
was  cleverly  described  as  a  "Majority 
Event  at  Minority  Prices." 


out,  but  the  store  where  it  is  used  has 
had  unusually  good  success  with  it,  and 
is  willing  to  pass  it  along  for  the  bene- 
fit of  any  other  merchants  who  may  be 
looking  for  something  of  this  kind. 


S.  L.   Hahn  of   Gait  has  recently  ad- 
ded a  fine  new  section  to  his   store. 


A  SIMPLE  COST  MARK 

A  Southern  store  uses  an  extremely 
simple  one,  and  yet  it  has  not  been  fig- 
ured out  in  some  time,  perhaps  because 
of  its  simplicity. 

The  price  is  simply  written  back- 
wards, and  then  another  figure  added  in 
front  to  "make  it  harder  to  guess." 

For  example,  if  an  article  cost  $31.50, 
the  cost  mark  is  simply  written  back- 
wards, 0513,  then  any  figure,  say  6,  add- 
ed in  front  of  that  making  60513. 

Of  course,  when  this  is  known,  it  ap- 
pears as  if  most  any  one  could  figure  it 


The  National  Association  of  Hosiery 
and  Underwear  Manufacturers  of  Phil- 
adelphia have  formu'ated  a  program 
the  object  of  which  is  to  standardize 
hosiery  sizes  and  eliminate  useless 
trade  names  in  that  market. 


KENT-McCLAIN  AGAIN 
MILTON'S,    LIMITED,    TORONTO. 

Messrs.  Miltons  Limited,  The  Jaeger 
Store,  are  opening  a  new  store  on  Yonge 
Street,  near  the  corner  of  King-  This 
new  shop  will  be  one  of  the  finest  in 
Toronto,  and  is  being  equipped  throughout 
by  Kent-McClain,  Limited  (Toronto  Show 
Case    Company.) 
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Manufacturers  Have  Specialized  on  Ready- 
to- Wear  for  Women  of  Large  Proportions 

Statistics  Show  That  One-Third  of  All  Wcmen  Come  Within 
Range  of  Stout  Sizes — Retaiiers  Devoting  More  Attention  to  Gar- 
ments For  Stout  Women — Can  Get  Higher  Prices  for  Them — 
Important  Facts  to  Be  Remembered 


SPECIALIZATION  on  the  creation 
of  styles  and  workmanship  adapt- 
able to  wear  by  women  of  large 
proportions  has  been  developed  to  a  high 
degree  by  the  ready  to  wear  manufac- 
turers, who  have  been  conducting  in- 
dividual and  collective  campaigns  to 
educate  the  women  of  the  country  to 
the  advantages  over  that  made  by  her 
own  dressmaker. 

Their  claim  that  statistics  show  that 
33  1/3  per  cent  of  the  women  of  the 
country  come  within  the  range  of  stout 
sizes  is  now  well  known,  and  this  vast 
market,  which  up  to  a  few  years  ago 
was  scarcely  recognized  by  manufac- 
turers, is  rapidly  conring  into  general 
appreciation,  and  in  addition  to  the  con- 
cerns which  make  only  stout  sizes,  num- 
erous other  houses  have  recently  estab- 
lished special  stout  wear  departments. 
Coats,  suits,  dresses,  blouses,  skirts, 
corsets,  millinery  and  hosiery — all  come 
within  the  stout  wear  industry  at  the 
present  time  and  there  is  indication  that 
other  trades  will  begin  shortly  to  cater 
to  the  special  needs  of  the  stout  woman. 

Importance  Recognized  by  Retailers 

During  the  past  year,  recognition  of 
the  stout  wear  business  has  increased 
among  the  retail  stores  more  than 
among  the  manufacturers.  Many  de- 
partment stores  of  the  country  have  re- 
cently announced  the  opening  of  special 
stout  wear  departments,  and  numerous 
specialty  shops  catering  only  tjo  the 
stout  woman  have  sprung  up  within 
the  past  few  months. 

Co-operation  among  the  manufactur- 
ers of  stout  wear  has  been  a  factor  in 
the  growth  of  this  branch  of  the  ready- 
to-wear  industry.  Their  spirit  has  not 
been  one  of  keen  competition,  but  rather 
one  to  bring  about  general  recognition 
of  the  values  of  ready  made  stout  gar- 
ments, so  that  the  business  may  be  im- 
proved  in   every  way. 

That  they  have  succeeded,  the  stout 
wear  manufacturers  all  agree.  The 
general  public,  they  declare,  is  now  well 
aware  that  the  needs  of  the  stout 
woman  are  being  given  special  attention 
by  ready-to-wear  manufacturers  and  by 
the  retailers  who  sell  their  products. 
A  large  percentage  of  the  "stout  popu- 
lation," it  is  confidently  believed,  will 
take  advantage  of  this  service "  during 
the  coming  year. 

Like  every  new  movement  which  has 
been  to  a  great  extent  successful  but 
which  is  still  open  to  new  and  more 
general  development,     the     stout     wear 


business  causes  much  individual  discus- 
sion, and  opinions  vary  as  to  the  best 
way  of  creating  a  universal  demand  for 
the  ready  to-wear  in  extra  sizes  ,in  spite 
of  the  extensive  strides  that  have  been 
made  in  this  direction  in  recent  years. 

One  manufacturer  comments  that  as 
a  result  of  the  wh  lesale  maker  of  stout 
garments  advert's'.ng  in  publications 
being  read  by  the  general  consumer,  the 
worth-while  retailer  who  was  antagon- 
istic to  the  idea  of  a  specialized  busi- 
ness in  stout  wear  has  been  forced  to 
fill  the  need. 

One  of  Two  Courses  Chosen 

The  retailer,  he  says,  has  followed  one 
of  two  courses;  he  either  went  to  the 
manufacturer  who  specialized  and  creat- 
ed the  demand  or  he  went  to  the  regular 
houses  and  asked  for  large  sizes.     In  the 


Gown  of  pussy  willow  <  ant  on  crepe 
combined  w'th  bos!-''a  a  roshartara 
crepe  hi/  Lrtn>/  J.  Margul'cs.  Fabric 
from  II.  R   Ma  Union  and    'ompany, 

Nw  York. 


first  instance,  he  received  merchandise 
especially  constructed  for  the  stout 
woman,  the  correctness  of  the  style 
adaptations  depending  on  how  long  ago 
he  had  this  experience,  but  he  did  not 
realize  the  importance  of  the  style  pro- 
position in  this  connection.  He  bought 
cheap  merchandise  and  conservative 
plain  merchandise. 

Many  of  these  merchants  now  realize 
their  mistakes,  for  their  stout  customers 
could  not  find  in  the  sizes  the  elaborate 
styles  and  the  high  class  merchandise 
which  was  offered  in  the  regular  lines. 
For  this  he  is  not  altogether  responsible, 
as  the  manufacturer  made  the  same  mis- 
take. 

High  Price  Types  Turned  Out. 

The  specialists  in  this  type  of  garment 
have  now  begun  to  make  more  expensive 
types  in  stout  wear,  but  the  buyer  is 
now  always  educated  to  the  fact  that 
very  often  it  is  the  stout  customer  who 
has  the  largest  amount  of  money  to 
spend  and  who  realizes  she  must  pay  a 
good  price  to  be  fitted  properly.  How- 
ever, as  each  time  they  come  to  market 
they  find  more  elaborate  and  better 
styled  garments,  they  are  turning  to 
the  more  exclusive  merchandise  in  this 
specialized  type. 

For  the  average  buyer,  it  is  said  that 
it  has  been  a  disagreeable  experience  to 
try  to  place  himself  on  stout  styles. 
When  he  bought  mediocre  merchandise, 
he  could  not  get  a  price  for  it  and  as 
he  thought  he  needed  cheaper  garments 
he  bought  these  and  frequently  was  bad- 
ly stuck  with  them.  By  steady  effort, 
he  has  finally  come  to  the  realization 
that  he  must  supply  high  class  or 
elaborately  styled  merchandise.  This, 
however,  does  n  t  mean  overtrimmed 
garments. 

Must  be  Worth  the  Price 

One  buyer  is  quoted  as  saying:  "After 
four  years'  experience  in  the  buying  of 
stout  merchandise,  I  have  come  to  the 
conclusion  that  I  can  find  a  customer 
for  an  elaborate  dress  at  any  cost,  pro- 
vided it  is  worth  the  price." 

The  character  which  the  slim  woman 
gives  her  frock  must  be  put  into  the 
garment  itself  for  the  stout  woman, 
this  manufacturer  continues,  and  it  is 
important  for  the  store  to  supply  an 
assortment,  not  just  a  few  models,  so  as 
to  satisfy  a  variety  of  tastes  and  to  keep 
the  patronage  of  the  stout  customer. 

Another  important  element  quoted  in 
(Continued  on  page  119) 
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Summer  Frocks  In  Show  Rooms 

New  Knitted  Material  Called  "Twinkletone" — Is 
Good  for  Sports  Suits — Roshanara  Crepe  for  More 
Formal  Occasions — Many  New  Models  Seen  in 
Ginghams — Silhouette    of   Unbroken   Smoothness. 


SUMMER  wear  is  now  the  order  of 
the  day  in  Montreal  wholesale  show 
rooms  at  many  of  which  the  range 
of  advance  samples  was  on  view  early 
this  month.  Never,  it  is  needless  to  re- 
mark, were  models  more  original  nor 
more  "wearable"  from  every  viewpoint, 
whether  created  out  of  crisp  ginghams 
or  from  the  heavier  and  more  luxurious 
crepes  an.d  sports  silks.  One  leading- 
Montreal  house  has  even  introduced  its 
clientele  to  an  absolutely  new  fabric, 
which  it  will  cotrol  for  the  whole  of  Can- 
ada, namely  the  knitted  material  called 
"Twinkletone"  which  has  just  been 
created  in  the  United  States.  This  deli- 
cate and  shimmering  stuff  is  ideal  for 
the  making  of  spor's  clothes,  especially 
"compose"  suits  which  include  a  cape. 
Jasper  and  Copenhagen  blue  formed  the 
very  effective  color  combination  of  one 
such  costume,  featuring  a  simple  slip 
frock  with  elastic  rur  waist,  encircled 
by  a  chain  girdle,  over  which  a  deep 
cape  collared  in  gray  lamb,  was  worn. 
In  this  connection  it  is  of  interest  to  re- 
cord that  the  smartest  capes  are  in- 
variably full  length  in  effect.  Another 
Twinkletone  frock  of  somewhat  similar 
style  was  developed  in  jade  green,  also 
finished  with  oxydized  silver  girdle  and 
chain  at  the  neck.  The  finishing  touch- 
es of  such  sports  clothes  spell  'the  ut- 
most simplicity,  such  as  Puritan  collar 
and  plain  cuffs  of  white  crepe,  and  a 
kimona  sleeve  but  oning  up  the  outside 
of  the  shoulder.  This  type  of  frock  is 
recommended  for  all  brides'  ^rousseaux, 
inasmucb  as  it  cannot  crush  and  can  be 
packed  into  the  smallest  possible  space 
for  traveling. 

Roshanara  Crepe   Leads  in  Favor 

For  more  formal  occasions  it  would 
seem  as  though  Roshanara  crepe  was  the 
"premier  choix"  both  for  gowns  and  for 
costumes  embodying  the  new  sleeveless 
coat  idea.  The  latter  note,  especially 
was  charmingly  accentuated  in  a  beige 
and  lipstick  red  costume,  of  which  the 
former  color  composed  the  straight  little 
frock  while  the  sleeveless  coat  was  de- 
veloped in  the  lipstick  red.  Flaring  cuffs 
and  the  Jenny  neck  stamped  the  costume 
as  of  the  newest. 

Tan  roshanara  with  bright  blue  fac- 
ings formed  the  basis  of  a  more  formal 
frock,  which  nevertheless  possessed  the 
most  vnuthful  charm  by  reason  of  is 
little  sleeve  caps  and  trimmings  of 
square  loops   placed  close   together. 

Navy  crepe  de  chine,  plentifully  speck- 
led in  ivory,  formed  the  greater  part  of 
a  draped  afternoon  frock  with  the  new 
flowing  full  leng'h  sleeves  caught  in  at 
the  waist  in  quaint  little  bands.  Feather 
stitching  was  the  sole  trimming1  effect 
used  to'  join  tiny  bands  resembling;  in- 
sertion, and  'he  new  braided  girdle  was 
an  added  touch  of  novelty.     At  the  left 


side  an  accordeon  pleated  panel  was  set 
in,  giving  the  uneven  hem  line,  which 
yet  clings  to  fashion,  and  is  never  more 
lovely  than  when  developed  in  so-'t  mat- 
erial. 

Crisp  Checked  Ginghams 

Never  was  gingham  more  charmingly 
interpreted  than  in  the  newest  models 
seen  at  this  showroom.  Red  and  white 
checks  above  all  were  given  first  choice, 
and  one  particularly  fetching  model  pos- 
sessed a  fitted  waist  effect  over  a  plain 
skirt,  its  sole  trimming  being  a  large 
square  collar  of  white  organdy  embroid- 
ered in  bright  blue  wool  flowers.  Two 
square  pockets  repeated  this  motif. 
Black  and  white  che-ks  were  likewise 
smartly  developed  in  coat  dress  style 
finished  with  frills  of  white  and  a  black 
patenit  leather  belt.  Dotted;  Swiss  in 
cool  jade  on  white  was  combined  with 
white  orgar.dy  and  trimmed  with  a 
bouffer.  sash  of  jade  moire  ribbon.  The 
scalloped  hem  was  piped  with  Swiss  and 
the  organdy  tunic  boasted  large  round 
medallions  picked  out   in  color. 

Mention  must  also  be  made  of  the 
many  charming  frocks  of  ratine  and 
creponge  which  show  a  decided  prefer- 
ence for  bright  colors  such  as  tomato, 
romf lower  blue,  canna,  gold,  brown  and 
flame. 

New  Silhouette  Requires  Study 

All  these  new  models,  it  was  pointed 
out,  need  considerable  study  on  the  part 
of  sales  clerks,  since  from  the  stand 
point  of  color  harmony,  line  or  silhou- 
ette, thsy  require  to  be  adapted  carefully 
to  their  prospective  wearers.  It  is  pos- 
sible for  the  mature  figure  to  wear 
most  of  he  new  straight  line  frocks  by 
reason  of  the  clever  little  side  seam  in 
troduced  on  the  hips  of  most  of  the  new 
models,  which  successfully  prevents  any 
tendency  to  cling  and  lends  a  softsr  line 
to  the  skir  .  The  silhouette  must  be 
one  of  unbroken  smoothness  this  sca~o-, 
and  in  the  greater  number  of  models 
seen  this  mon'h,  designers  havs  e  idea  *- 
ored  to  keep  in  mind  ^he  woman  whoe 
figure  is  no  longer  slim,  with  m~st  suc- 
cessful  results. 


M\NUFACTURERS   HAVF   ^FECIAL- 
IZED  IN   READY-TO-WEAR 

(Continued  from  page  118) 

the  selling  of  stout  dresses,  is  the  show- 
ing of  the  model  on  the  woman.  The 
very  bulk  of  a  larger  m  del  when  seen 
on  a  hanger  takes  away  from  its  beauty, 
as  more  material  must  be  put  into  it  to 
have  it  look  well.  There  must  be  no 
skimping  of  fabric.  Very  often  when 
the  saleswoman  puts  the  dress  on  the 
customer   the   sale   is   made    as   the    ap- 


pearance  of  the   dress  is   so   much   im- 
proved. 

Several  Important  Facts 

Some  of  the  facts  which  are  said  to 
have  been  discovered  by  retailers  are 
that  there  are  more  of  the  types  who 
measure  44  inches  in  the  bust  than  there 
are  of  those  measuring  46,  48  and  over, 
also  that  certain  women  who  do  not  ap- 
pear to  be  in  the  stout  class  cannot  be 
fitted  in  the  regular  sizes  because  of 
abnormality  of  measurement. 

It  is  for  this  same  reason  that  the 
stout  woman  cannot  wear  regular  larger 
sizes  because  she  may  have  long  arms, 
a  narrow  back  or  short  under-arm  line — 
in  other  words,  an  irregular  proportion. 
Here  one  sees,  continues  this  manufac- 
turer, the  importance  and  equal  success 
of  different  types  of  large  models  of- 
fered by  the  varied  houses  specializing 
in  "stouts,"  a  development  which  no  one 
foresaw  a  few  years  ago. 

A  figure  which  has  added  flesh  during* 
a  period  of  years  requires  a  differently 
cut  garment  from  that  which  regular 
sizes    can   supply  her. 

To  establish  the  growth  of  the  stout 
wear  interest,  this  same  informant 
cites,  that  among  six  new  specialty  shops 
opened  recently  in  New  York  all  are 
specializing  in  a  greater  or  less  degree 
in  stout  garments,  and  making  a  success 
of  the  venture  at  the  same  time  that 
there  is  a  constantly  growing  number 
of  the  large  shops  putting  in  stout  de- 
partments. 

Surprisingly   Large  Output 

The  increasing  number  of  manufac- 
turers today  specializing  in  stout  wear 
as  compared  with  several  years  ago  is 
quite  astonishing,  and  it  is  said  that  the 
output  in  this  type  of  merchandise  is, 
at  the  very  lowest  figure,  12  times  as 
great  as  it  was  three  years  ago.  That 
is,  manufacturers  specializing  exclusive- 
ly in  stouts  is  that  much  greater,  while 
many  more  houses  are  making  a  line 
of  stcut  dresses  distinct  from  their 
reguiar  sizes. 


OPTIMISM   IN   THE   WEST 

A  business  man  just  returned  from 
t^e  East  states  that  a  great  deal  more 
pess'mism  exists  there  than  is  present  in 
the  West.  The  occasion  for  this  pessi- 
mism in  the  East  is  the  economic  situa- 
tion in  the  West  and  the  principal  cause 
of  it  is  misinformation  or  lack  of  infor- 
mation in  regard  to  actual  conditions  in 
this  part  of  the  country. 

A  better  understanding  of  the  assets 
of  the  praivie  provinces  would  save 
much  heartburning  in  the  East;  and  of 
all  these  pssets  none  is  worth  more  than 
the  ingra;ned  and  unconquerable  opti- 
mism ard  determina'ion  of  the  people 
settled  in  these  provinces. 

A  less  determined  people  would  long 
ago  have  puHed  up  s^kes  and  moved  to 
other  sections  of  the  country  or  out  of 
it.  The  times  we  are  pleased  to  call 
"hard"  have  put  the  West  to  the  test. 
— Regina     Leader. 
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Dry  Goods  Reviei 


Setting  a  High  Standard 
And  Preserving  It 


Take  the  guess  out  of — 

The  selling-  of 

Kiddies'  Garments 

with 
"HAUGH  BRAND" 

WHY? 


Because  "Haugh  Brand"  garments  move — 
with  no  wavering  or  uncertainty.  There 
are  no  shelf-loiterers  in  the  line.  They 
move  because  they  have  so  many  friends — 
old  friends  who  are  sold  into  a  continuous 
Haugh  Brand  habit  by  the  first  sale — new 
friends  who  are  brought  to  you  by  the  con- 
tinuous Haugh  Brand   advertising. 

1922  is  the  year  for  action. 

Sell  the  "Haugh  Brand." 


The  J.  A.  Haugh  Mfg.  Co. 

LIMITED 
TORONTO      -      -       CANADA 


Designers  and  Makers 
of 

Misses'  and  Juniors' 

DRESSES 

The 

Counter  Costume  Co. 

LIMITED 


New  Address:  131-139  Spadina  Ave. 
Spadina   Bldg. 

TORONTO 


Representatives 


Western  Canada: 
J.  HOWARD 


City: 
R.  O.  HARGRAVE 


Western  Ontario 
R.  KENNEDY 

Eastern  and   North-       Maritime  Provinces: 
ern  Ontario:  \y.  A.  TALLMIRE 

A.  B.  COLLWELL 


Dry  Goods  Revieuf 
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Special   Announcement 


We    are     introducing    our    famous 
Waists  to  the  Trade. 

Being  the  largest  manufacturer  of 
Tricolette  and  Voile  Blouses. 

Our  prices  are  the  lowest  and  value 
the  best.     Ranging  from 
$18.00  to  $45.00  Per  dozen. 


Write  for  sample  order  and  watch  results 


The  Silk  Voile  Mfg.  Co. 

BRIDGEBURG        -         ONTARIO 

Head  Office,  Buffalo,  N.Y. 


DRESSES 

Abounding  in  that 
exquisite  something 
called  "Style,"  and 
radiating  a  quality 
that  immediately  dis- 
tinguishes them  from 
all  others. 

In 

Homespuns 

Silks  Crepes 

Taffetas 

A  post-card  will  bring 
our  traveler  to  you 
with  a  complete  line 
of  samples. 


Ask  to  see  the  Hawthorn  Fabric  in  Dresses 
and  Bathing  Suits. 

Newton  &  Carpenter 

102  Richmond  St.  West,  Toronto. 

Tel.  Adelaide  8079. 


o- 


EXCEPTIONAL  OFFERING 

Krepe-Knit  and  Canton  Crepe  Dresses 

in  Beautiful  Combinations:         Popular  Prices 

Gingham     and    Ratine    Dresses,      That   Sell   as  Soon  as  They    are   Tried   on 
All  ready  to  ship:  Write  us  For  Sample  Order 


VOGUE  WAIST  &  DRESS  CO. 


207  St.  Catherine  St.  West      MfilMTRF  A  I 
Blumenthal   Building  IflUll  1  IYEi/ALi 


Send  for 
Your 
Copy 
Today! 


You  should  be  in  a  position  to  know  what  are  sound  stocks  and  bonds  and 

what  are  purely  speculative — perhaps  you  can't  afford   to    speculate — If 

not,  ycu  must  be  assured  that  you  are  really  investing. 

THE  FINANCIAL  POST  specializes  in  an  Inquiry  Service  noted   for  its 

accurate  and  sound  replies  regarding  investment.     This  service  is  free  at 

all  times  to  subscribeis. 

The  careful  opinions  backed  solidly  by  facts,  the  accurate  news   and  the 

weekly  market  reports  that  appear  in  THE  FINANCIAL  POST   are  your 

sure  guides  to  the  knowledge  that  means  safety. 

Send  for  a  sample  copy  today.     The  subscription  price — $5.00  a  year  of 

fiftj-two  issues — is  reallj  insurance  on  your  invested  money. 

THE  FINANCIAL  POST  S^ea^ 
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Now  as  Never  Before — 

You  Need  Sound 
Financial     Information 

THERE   never   was  a   time   when 
business  merchants  needed  sound, 
sane,  financial  knowledge  of  com- 
mercial happenings  on  which  to  base 
present  and  future  investments  as  they 
do  right  now. 

For  your  business  profits  are  not  real 
profits  until  you  have  them  safely  in- 
vested in  reliable  securities. 

Why  not  invest  profits  from  your 
shop  and  the  coupons  from  your  Vic- 
tory Bonds  in  genuine  securities,  news 
of  which  you  will  find  every  week  in 
THE  FINANCIAL  POST  Investors1 
Enquiry  Service,  a  feature  for  sub- 
scribers which  will  give  you  the  benefit 
of  investigators  in  all  the  big  financial 
centres?  This  service  is  just  as  if  you 
paid  a  man  $10,000  a  year  to  be  your 
own  personal  investigator  in  Toronto, 
Montreal,  Winnipeg — in  fact,  every 
city  in  the  Dominion. 

But  you  cannot  hire  the  services  of 
this  staff — you  get  them  free  with  a 
subscription  to  THE  FINANCIAL 
POST,  through  this  splendid  Investors' 
Enquiry  Service,  which  is  free  to  all 
readers. 

But  that  is  not  the  only  thing — this 
commercial  newspaper  gives  you  the 
financial,  industrial,  banking  news  of 
the  country  in  convenient  readable 
form — just  the  data  you  need  for  your 
business — just  the  facts  you  need  for 
your  investments — in  fact,  a  splendid 
partner  of  the  ambitious  merchant. 

When  8,425  merchants,  business 
executives,  bankers,  lawyers  find  in 
THE  FINANCIAL  POST  the  verv 
facts  which  will  help  them  in  their 
business,  will  you  not  find  a  weekly 
reading  of  its  pages  very  beneficial? 

THE    FINANCIAL   POST 

143-153  University  Ave.,  Toronto,  Ont. 


.192 


THE  FINANCIAL  POST, 

143-153  University  Ave.,  Toronto. 
On   the   understanding   that    THE    FINAN- 
CIAL POST  contains  just  the  facts  I  need  for 
safe  investment  of  profit,  you  may  send  me  a 
recent  issue. 


Name  . . 
Address 


Kwik    Showcard    School 


81  Bond  St. 


Toronto,  Ont. 


It  I    |5||4|  13!  12 

m  ■■■■ 


am 


1.20 


65c.      55c. 


Extra   Special  Offer! 

Set  of  5  Red  Sable    9   7  C 
Showcard  Brushes  *«J  •  I  0 

With  this  set  of  brushes,  you  can  make  the  smallest  price  ticket 
or  the  largest  window  showcard.  These  brushes  have  pure  red 
sable  hair  firmly  secured  in  nickel  ferrule  and  7  inch  black 
polished  handle,  and  are  trimmed  ready  for  use.  Illustration 
shows  the  width  of  stroke  each  brush  will  make.  Every  brush 
is  carefully  examined  before  leaving  the  factory;  and  with 
ordinary   care   will    last   for   years. 

NOTE:  Brushes  may  be  purchased  separately  at  above  marked 
prices. 

Kwik  Showcard  Colors  35c. 


Bottles 


3Bot 
For 


Choice   of    Colors 


Colors  specially  prepared 
for  showcard  work,  and 
are  put  up  in  wide-top 
glass         jars.  Opaque 

Mack,  light  red,  dark 
red,  coral  red,  brown, 
rearl-gray,  lavender, 

light  yellow,  dark  yel- 
low, turquoise,  orange, 
light  green,  dark  green, 
light  blue,  dark  blue, 
white,    per   bottle,    35c. 


SHOWCARD  c 

TjJ      A   fit 

KVvIK  s  j^^XrD  SO* 


Get  this 
Showcard  Outfit  $2.00 

Just  what  you  want  to  make  attractive  showcards  and  price 
tickets.  Consists  of  two  red  sable  brushes  (sizes  5  and  2)  as 
illustrated  above;  and  two  bottles  of  color  (any  color)  extra 
special,    complete   $2.00. 

Write    for    illustrated    price    list    of    Show- 
card     Writer's    Supplies. 

Kwik    Showcard    School 

81  Bond  St. 


Toronto,  Ont. 
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The  McEIroy  Mfg.  Co.,ud. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(REG.) 

"DRESS  FABRICS" 

F.  A.  RODDEN  &  CO. 

Dry  Goods 

Commissioners  and  Importers 

52  Victoria  Square  MONTREAL 


INTERNATIONAL  IMPORT  COMPANY 

230  McGill  St.,        Montreal 
Representing 

Royal  Garter  Company 
NEW  YORK 

Garters  and  Armbands 


The  American  Jewelry  Co. 
NEW  YORK 

Jewelry  for  the  Smallware  and  Notion  Trade 


The   National   Leather   Goods   Co. 
TORONTO 

Ladies'    Handbags.    Men's   Leather   Purses,    Noveitiei 


POST-EASTER  NOTES   FROM 
NEW  YORK 

Black  moire  hats  outnumbered 
satins  at  a  smart  restaurant  lunch- 
eon. 

The  smartest  women  are  wear- 
ing color  instead  of  black. 

Navy  has  replaced  black  to  a 
considerable  degree,  frequently 
brightened  by  highly  colored  and 
decorative  sleeves. 

One  sided  effects,  trimmings, 
and  openings  characterize  the  ma- 
jority of  coat  dresses  worn. 

Some  of  the  dress  matching  slip- 
pers are  without  straps,  cut  low 
in  front,  with  bead  embroidery  in 
the  shape  of  a  half  moon  at  the 
toe. 

Short  sticks  of  ebony  and  ivory 
are  carried  with  the  sports  suits 
at  West  Point,  Sleepy  Hollow  and 
other  Westchester  clubs. 

A  matron's  hat  in  oval  turban 
shape  had  a  soft  silk  crown  of 
violet,  while  the  cuff  was  about  six 
inches  wide,  made  entirely  of  silk 
violet,  and  a  single  pink  silk  rose 
was  posed  at  the  side. 

One  button  gloves  of  yellow 
stitched  with  black  are  worn  with 
the  long  sleeved  dresses. 

With  the  all  black  chiffon 
dresses  worn  by  the  young  girls 
are  black  jet  bracelets  above  and 
below  the  elbows,  and  rings  of  cut 
jet  on  the  first  and  little  fingers. 

A  very  smart  woman  on  the 
Avenue  the  other  day  attired  en- 
tirely in  black,  wore  a  chemise 
type  frock  of  crepe  de  Chine  with 
a  short  cape  of  the  same  fabric, 
both  the  hem  of  the  skirt  and  that 
}f  the  cape  bordered  very  deeply 
about  seven  inches,  in  veined  vel- 
vet leaves  that  hung  loosely  for 
the  entire  border. 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It    makes     them     more    attractive. 
Economical,    Fast,    Practical,    Neat. 

E.  W.  McMARTIN 

45  St.   Alexander  St.  MONTREAL 


THE  TRAINOR  MFG.  CO. 

Specialists   in    Stamped   and   Made-up 
Ladies'  Undergarments,  Infants'  &  Children's  Dresses 
49-53   East   21st  Street  New  York  City 

STAMPED     GOWN     SPECIALS 
No.     900 — Nainsook     Gown.     Made    up     in 

three    designs,    a    doz $6.50 

64-60    count,    full    length,    full    width,    two- 
inch    hem     Sizes   15,    16,    17,    18. 
SPECIALS    IN     INFANTS'    AND     BABY 
DRESSES    MADE    UP 

No.    145-146-147— Short    Baby    Dress,    a 
doz $5.50 —     Gross     $60.00 

No.     0145-0146-0147— Long     Infants     Dress, 
a    doz $6.00    —    Gross    .  .  .  $66.00 

Stamped     Three     Designs.     Three     Slhaped 

Yokes.     Set-in    Sleeves. 

Terms    3%    10    Days 


Canadian     Linoleums 
&  Oilcloths,   Limited 

Cornwall,  Ont. 

Floor  Oilcloth,  Stair   Oil- 
cloth,   Kingzart    Rugs, 
Bath  Mats. 

Color  Catalogue  Mailed 
on  Request. 


Why  Have  Those 
Unnecessary  Delays? 

All  kinds  of  Wire  Cash  and  Parcel 
Carriers  and  Pneumatic    Tubes. 

Gipe-Hazard    Store    Service 
Co.,  Limited 

113    Sumach   St.,   Toronto. 
Ont. 


Customers  appreciate  the  feature  made  possible  by  the  use  of  our 
Cash  Carriers,  viz.,  that  the  salesmen  are  enabled  to  remain  with 
them  until  transactions  are  completed.  Time  is  saved  to  them,  time 
and  labor  are  saved  to  the  salesmen,  and  the  money  is  deposited 
in  the  office,  where  it  is  in  the  custody  of  one  person — the  cashier 
—and  where  it  is  not  exposed  to  the  entire  selling  staff  of  a  store. 
Is  there  any  profit  in  this  for  the  merchant?     Let  him  consider  it. 
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WESTERN    TRADE    NEWS 


Dry  Goods  Review 


Calgary  Stimulates  Confidence  in  Business 

Retail  Merchants  Unite  in  Successful  Venture 

Co-operate  With  Local  Organizations  in  "Confidence  Week"— 
Giving  Jobs  to  1,200  Unemployed— Followed  by  Spring  Openings 
by  Many  Retailers— Retail  Merchants  Give  Talks  Showing  How 

Prices  Have  Fallen 


WHAT  HAS  proved  to  be  an  in- 
novation of  a  very  welcome  na- 
ture in  Calgary  this  Spring  was 
a  special  campaign  week  put  on  early  in 
March,  by  name — Confidence  Week.  In 
the  western  cities,  there  is  always  a 
period  at  the  tail-end  of  the  winter 
when  everyone  interested  in  agriculture 
is  waiting  to  get  "on  the  land,"  which 
reacts  on  trade,  and  city  conditions  gen- 
erally. This  year  with  the  unemploy- 
ment question  at  an  acute  stage,  money 
seemed  slow  in  circulation,  and  it  was 
a  happy  thought  when  Confidence  Week 
was  put  in  motion. 

The  idea  originated  with  the  working 
committee  of  the  Local  Council  of  Wo- 
men; they  laid  their  plan  concisely  be- 
fore a  number  of  the  city  organizations 
such  as  the  Retail  Merchants'  Associa- 
tion, the  Board  of  Trade,  the  city  coun- 
cil, the  Exhibition  Association,  etc.,  etc. 
The  idea  was  a  regular  "drive"  to  cen- 
tre on  the  week  beginning  March  6,  with 
the  object  of  getting  work  started  in  as 
many  directions  as  possible,  buying  done 
wherever  it  could  be  accomplished,  in 
other  words  money  put  into  circulation 
so  that  confidence  might  be  established 
in  the  business  world. 

Women   Lead 

The  women  sent  able  speakers  before 
the  organizations  mentioned,  and  they 
also  asked  permission  to  send  a  repre- 
sentative to  the  noon-day  luncheons  of 
the  Kiwanis,  Rotary,  Gyro  Clubs,  the 
Elks,  the  Canadian  Clubs,  etc.  The  Lo- 
cal Council  of  Women  itself,  with  its  af- 
filiated societies  represents  some  3,000 
women,  and  these,  of  course,  were  in 
hearty  co-operation  with  the  plan.  The 
press  was  enlisted,  and  every  day  Con- 
fidence Week  was  put  before  the  public 
in  telling  terms,  and  each  and  every 
reader  was  urged  to-  do  his  or  her  part. 
The  result  was,  after  some  good  hard 
work  on  the  part  of  the  women,  the 
men  began  to  waken  up  and  see  that 
this  thing  was  going  to  "go  big"  if  they 
would  but  put  a  shoulder  to  the  wheel. 

The  retail  merchants  were  the  first  to 
endorse  the  movement  as  a  body.  Special 
sales  were  planned,  special  help  engag- 
ed in  every  case  where  it  was  possible, 
windows  were  dressed  in  many  unique 
ways  to  demonstrate  Confidence  Week. 
In  their  resolution  endorsing  the  move- 
ment the  merchants  stated  that  they 
were  in  hearty  co-operation  with  the 
idea,  and  that  the  increased  activity 
and  extra  money  put  into  circulation  as 
planned,  could  not  help  but  re-act  ben- 
eficially all  round. 


Started  Civic  Work 

The  city  council  also  endorsed  the 
movement  unanimously,  and  just  to 
show  that  they  were  backing  up  their 
resolution  with  action,  they  empowered 
the  commissioners  to  begin  street  work 
to  the  tune  of  $4,000  per  week  begin- 
ning March  6.  The  Exhibition  Associa- 
tion decided  to  begin  work  immediately 
on  some  of  the  large  barns  which  were 
to  be  constructed  later,  thus  giving  early 
employment  to  a  number  of  men.  The 
provincial  government  were  also  peti- 
tioned, and  decided  to  put  an  increased 
force  on  the  technical  school,  under  con- 
struction in  Calgary,  so  that  activities 
were  enlisted  even  by  forces  outside  the 
city. 

The  Gyro,'  Kiwanis,  and  Rotary  Clubs, 
the  Elks,  in  fact  all  the  fraternal  soci- 
eties took  a  splendid  interest  in  the 
movement  once  interest  was  aroused, 
and  private  property  of  all  kind  was 
given  a  looking-over  which  resulted  in 
many  repairs  and  renovations.  It  was  a 
poor  club-man  in  Calgary  on  the  week 
of  March  6  who  did  not  have  his  cellar 
cleaned,  his  garage  overhauled,  his  car 
re-painted  if  possible,  his  verandahs  fix- 
ed up,  etc.  As  for  the  housewives,  there 
was  painting,  kalsomining,  cleaning, 
brightening  up  of  all  kinds  to  be  done, 
and  in  all  cases  where  it  could  be  plan- 
ned— as  the  committee  particularly  ask- 
ed— purchases  for  Spring  sewing  and 
upholstery  were  made. 

1,200  Extra  Jobs 

The  result?  "No  less  than  1,200  extra 
"jobs"  for  the  unemployed  as  nearly  as 
could  be  tabulated  were  given  out  by  the 
committee  during  Confidence  Week.  One 
can  realize  how  faithful  to  their  project 
these  women  were  when  upon  reading 
the  daily  papers,  there  were  to  be  seen 
a  dozen  or  more  numbers  in  large  print 
every  day  where  the  unemployed  might 
ask  for  work,  and  the  householders 
might  obtain  help.  It  meant  someone 
constantly  on  the  job  at  those  phones 
for  the  week — but  the  time  and  energy 
were  cheerfully  g'iven,  and  who  does  not 
love  the  cheeful  giver? 

Some  Results 

Besides  the  work  that  could  be  tabulat- 
ed, there  were  many  results  even  more 
farireaching  which  could  not  be  calcu- 
lated in  black  and  white.  Many  of  the 
workless  obtained  employment  for  a 
much  longer  period  than  the  week; 
many  of  the  families  that  had  had  a 
hard     time  financing  over     the   winter 


awakened  the  interest  of  the  household- 
ers and  club  men  simply  by  their  get- 
ting into  touch  with  them.  Confidence 
Week,  as  one  grateful  recipient  of  work 
stated,  was  likely  in  some  cases  at  least 
to  stretch  into  Confidence  Month  or  even 
Confidence  Year. 

As  for  the  merchants,  they  were  de- 
lighted with  the  result  of  the  campaign. 
When  even  Bradstreet's  report  on  the 
business  outlook  in  Calgary  commented 
on  the  increased  activity  of  the  week  of 
March  6,  surely  there  was  something 
more  than  sentimental  or  visionary 
about  the  success  of  the  movement. 
Houses  selling  wall-paper,  upholstery, 
the  white  and  wash  goods  departments 
of  the  stores,  the  utility  departments  of 
all  kinds  reported  in  many  cases  the 
busiest  week  they  had  had  since  last 
year,  these  statements  being  given  to 
the  press.  P.  J.  Parker  of  Parker's, 
Limited,  one  of  Calgary's  largest  de- 
partmental stores  gave  out  a  statement 
to  the  "Calgary  Herald"  expressing  his 
appreciation  of  Confidence  Week  and 
his  opinion  that  it  had  done  a  very  great 
deal  to  open  up  early  Spring  buying  and 
to  put  money  into  circulation  and  thus 
to  establish  confidence  in  the  city. 

Another  off-shoot  of  the  campaign 
was  a  most  interesting  series  of  talks 
given  by  the  Retail  Merchants'  Associa- 
tion showing  the  public  that  prices  real- 
ly had  come  down  to  normal,  and  that 
the  public  was  well  advised  to  do  its  buy- 
ing in  the  early  Spring  as  nothing  would 
be  gained  by  waiting.  These  talks  were 
given  at  a  series  of  luncheons  which 
were  open  to  the  public  and  as  they  were 
fully  reported  in  the  press,  everyone 
had  a  chance  to  assimilate  the  informa- 
tion. The  retail  merchants  certainly  took 
a  lively  hold  of  the  Confidence  Week 
campaign,  and  the  planning  of  these 
talks  showed  that  they  realized  the  ben- 
efit of  putting  an  educational  campaign 
before  the  public,  and  that  this  was  a 
good   opportunity  to  get  their  ear. 

Public  institutions  too  reaped  the  ben- 
efit of  the  movement,  for  instance,  the 
whole  upper  floor  of  the  Y.  M.  C.  A.  was 
redecorated  and  renovated  during  the 
week,  the  women's  auxiliary  to  the  "Y" 
bearing  the  expense.  The  auxiliary  to 
the  G.  W.  V.  A.,  the  social  service  coun- 
cil, in  fact  most  of  the  public-spirited 
organizations  in  the  city  did  their  very 
best  to  see  that  their  buildings  were  put 
in   shape  and  that  their  committees  of- 

( Continued   on    Next   Page) 
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fered    as    whole-hearted    co  operation   as 
was  in  their  power. 

Spring    Showings 

With  the  Spring  showings  of  millin- 
ery, haberdashery,  gowns,  suits,  and  en- 
ticing piece-goods  coming  along  right 
after  this,  the  business  section  of  Cal- 
gary has  presented  a  lively  front  dur- 
ing March.  The  week  chosen  by  the  ma- 
jority of  the  stores  for  their  openings 
was  a  bright  sunny  one,  and  the  fashion 
displays  were  thronged  with  sightseers. 
The  Hudson's  Bay  Company  presented 
a  beautiful  showing  of  living  models 
wearing  the  very  latest  in  Spring  at- 
tire, at  the  Capitol  theatre.  A  "gang- 
way" built  out  from  the  stage  enabled 
the  models  to  show  their  attire  to  ad- 
vantage, t'e  colored  lights  bringing  out 
the  brilliant  Spring  hues  admirably;  the 
ensemble  at  the  end  of  the  show  to  the 
accompaniment  of  the  Spring  Song  by 
the  orchestra  was  heartily  applauded, 
the  suits,  afternoon  gowns,  Soring 
wraps  with  their  chic  turbans  and  hats 
to  match  making  a  promenade  well 
worth  watching,  while  the  golf  girls  in 
their  smart  knickers  and  well-fitting 
coats  made  a  telling  background. 

The  same  afternoon  as  the  Hudson's 
Bay  show,  Parker's  Limited,  announced 
their  Spring  showing  in  their  shop.  The 


"TWINKLE-TONE" 

is  Dame  Fashion's  newest  sports  fabric 
and  is  delightfully  employed  in  this 
smart  composite  cape  and  frock  costume, 
trimmed  with  grey  lamb  collar  and  oxy- 
dized  silver  girdle  and  chain.  Simple 
white  crepe  de  chine  collar  and  cuffs 
finish  this  ideal  summer  frock.  Shown 
by  courtesy  of  the  Queen  Dress  and 
Waist  Co..  Montreal. 


This  reproduction  of  a  window  arranged  for  Begg  and  Company  of  Ham- 
ilton, shows  how  the  display  man  introduced  a  striking  1922  nudel  by  com- 
paring with  it  the  styles  of  fifty  years  ago.  It  is  a  very  simple  but  very 
effective  way  of  attracting  attention  to  a  window,  for  there  are  not  many 
people  who  remember  the  styles  of  half  a  century  back.  The  window  attracted 
a   areat   deal   of   attention. 


entire  third  floor  was  given  over  to  the 
display,  an  orchestra  adding  to  the  fes- 
tive air  of  the  occasion,  and  tea  served 
on  the  balcony  by  one  of  the  church 
societies  forming  a  pleasant  diversion. 
The  smaller  establishments     had     open- 


ings of  just  as  pleasing  a  nature,  too, 
the  specialty  shops,  such  as  Miss  At- 
tridge,  the  Bon-Ton,  The  Elite,  the  Cal- 
gary Millinery,  etc.,  all  furnishing  their 
patrons  with  a  display  well  worth  see- 
ing. 
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FILET  CROCHET  CURTAIN  NETS 
Will  be  a  choice  of  the  up-to-date  bride  for  her  new  home.  The  beautiful  dado 
curtain  on  the  left  was  inspired  by  a  hand  made  filet  crochet  curtain  seen  in 
Brussels,  and  is  faithfully  reproduced  even  to  the  heavy  square  mesh  net 
ground  forming  the  body  of  the  curtain.  The  curtain  shown  on  the  right  is 
a  decidedly  new  idea  in  fine  filet  net,  ivith  a  simple  two  inch  hem  on  which  old 
fashioned  "sampler"  designs  are  reproduced,  together  with  a  corner  motif 
representing  Cupid  amid  roses.  This  curtain  is  suitable  for  use  in  any  room 
of  the  home.  Both  curtains  from  T.  J.  Birki.n  and  Co.,  of  Nottingham,  Eng- 
land— Shown  by  courtesy  of  C.  W.  Williams,  of  Montreal. 
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HABERDASHERY 

Every     description     of     Haberdashery      and 

Smaliwares      for      Drapery,      Dressmaking, 

Millinery'.     Farcy     Needlework,      Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 
8&9  Hamsell  Street,  London,  E.C  I. 

Established  1871 


D  B.  Fisk&Co. 

Chicago 

M  TRCH  ANDIiTE  ■" 

New  York  Salesroom: 
Open   Throughout   the  Year 
41 1      ifth  Avenue 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Pe^y  Cloth-Blankets 

/1I3  Worth  St.,  NY 
775ummer  SI..  Boston 
OTestAdanStOiK^o 


SmrtkteCol 


0£. 


KIBBONS    OF    DISTINCTION 

'  J-C"   Kibbons   have   peculiar 
charm.     Widely  advertised    to 
the      consumer      under      their 
trade-mark      names     for     the 
protection  of  the  dealer 
[[AMERICA'S  BEST  I        "SATIN     DK     LUXE" 
"• TROUSSEAl'" 
"LADY    FAIR" 
3AXKANAC"    "VIOLET" 
■■DEMOCRACY" 
JOHNSON.    COWDIN    &    00.,     40   E.    SOth    8t  . 
New    York.    N.Y.  Made   in    U.S.A. 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold   Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 
Made  in  Ccnada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 
SHERBROOKE,  QUE. 


QPENTNG  FOR  CUSTOM  LADIES'  TAIL- 
oring.  ready  made  and  millinery  in  citv  of 
twenty  thousand.  1st  class,  long  established, 
rood  location  for  energetic  man  or  woman. 
Writ=.  Box  779,  care  Dry  Goods  Review,  143 
University    Avenue,    Toronto,   Ont. 


WILL  P.  WHITE,  LIMITED 


Head  Office  : 

Toronto 
65  Simcoe  St. 


Montreal 
137  McGill  Street 


Manufacturers'    Agents    and    Distributors 
Textile  and    Smaliwares   Specialities. 
Wholesale  and  Manufacturers  Only  Supplied. 


(Liir  (£  an  sift  tan   TiCaftw   33rj>ss  Co., 
"^Limileb 

Kitchener,  Ont. 
Manufacturers  of 

"The  Canadian  Lady  dress" 

Ginfthams,  Crepes,  Chambrays,  Prints 
Write  us  for  catalogue  and  Prices 


Every  so  often  echoes  from  far- 
off  Russia  give  hope  that  its  sad- 
ly disorganized  industries  are 
siowly  righting  themselves.  A 
dispatch  from  Reval  states  that 
the  textile  and  lingerie  factory  of 
Moiosoff  Bros,  at  Moscow  has  re- 
cpeneJ  with  a  staff  of  8,000  work- 
ers. It  is  also  reported  that  ne- 
gotiations have  been  undertaken 
by  the  Soviet  Government  with  a 
group  of  German  financiers  to  or- 
ganize at  Petrograd  a  bank  for 
the  textile  industry,  with  a  capital 
of  30,000,000  gold  roubles.  The 
objective  of  the  bank  in  question 
will  be  to  aid  in  the  rehabilitation 
of  the  various  textile  plan's  In  the 
neighborhood  of  Petrograd. 

Travellers  o'er  the  bounding 
main  will  be  interested  in  learn- 
ing that  Miss  Edna  Freeze,  of 
New  York,  has  invented  a  corset 
which  she  claims  will  prevent  or 
stop  seasickness.  This  corset 
opens  in  front  and  has  but  few 
stays,  the  principal  part  being  a 
specially  made  surgical  elastic 
band.  This  band  serves  to  keep 
the  intestines  warm  and  holds 
them  in  place.  The  coiset  does 
not  weigh  more  than  an  ordinary 
dress  corset  and  can  be  worn  with 
perfect  comfort  in  bed  or  under  a 
garment.  The  invention  was  per- 
fected over  a  year  ago  and  has 
been'  tried  out  on  various  women 
passengers  suffering  from  sea- 
sickness. Miss  Freeze  has  in  her 
possession  many  letters  testifying 
;o  the  effectiveness  of  the  corse  . 

Dr.  William  L.  Felter,  principal 
cf  the  Girls'  High  School,  Brook- 
lyn, N.  Y,  has  posted  a  general 
order  forbidding  the  wearing  of 
knickers  in  the  classrooms  of  the 
school.  As  a  result  three  knlck- 
erbocker  clad  studem  s  were  sent 
home,  and  the  daring  fad  of  the 
knicker  is  said  to  be  waning  fast. 

Striking  illustration  of  the  com- 
paratively greater  amount  of  in- 
dustrial activity  in  Germany  than 
in  England  is  shown  ini  the  Gov- 
ernment report  issued  in  England 
which  places  unemployment  12 
times  greater  in  Great  Britain 
than  in  Gemany,  om  Jan.  1.  The 
figures  of  the  report  show  that  at 
the  beginning  there  were  1,934,- 
030  persons  unemployed  in  Great 
Britain,  while  Germany's  total  on 
that  date  was   164,322. 


Buttons 

Plain  and  Fancy  Pearls 

We  are  making  a  very 

complete  line  of  all  Kinds 

Write  for  Samples  and  Prices 

SHULER  BUTTON  CO. 

Brantford,   Ont. 


Sitnouncrrnent 

M.  Chassagne  Limited  have  opened  a 
Purchasing  Office  at  48  rue  Richer,  Paris 
under  the  personal  management  of  Mr. 
M.  Chassagne,  who  will  gladly  introduce 
prospective  buyers  visiting  France,  to 
the  manufacturers. 


y\/ANTED— FOR  GENERAL  STORE  WITH 
t.  <ru  class  trade,  manager,  who  wishes  to 
obtain  interest  in  business.  Must  have  best 
of  references.  Write  Box  85,  Men's  Wear, 
Review,    Toronto. 


r>ASH       REGISTER       WANTED.         SINGLE 
drawer.      Receipt   printed.    Must   be    in    ex- 
cellent   condition.      Box     100,    Dry    Goods    Re 
view,     1'53    University    Ave.,    Toronto. 


TRISH  FIRM  OF  AGENTS  WITH  FIRST 
class  connection  open  to  represent  on  e~w 
nission  Manufacturers  of  Fleece  Underne- 
ind  Ladies'  Artificial  Silk  Hose.  Reply  I>o> 
980  Dry  Goods  Review,  143  University  Ave 
Toronto.   Ont. 


"Empire  Week,"  is  the  title  to 
be  bestowed  en  a  great  gala  week, 
running  frcm  May  22  to  May 
27,  to  be  organized  by  the  Lon- 
don. England  departmental  stores 
in  conjunction  with  the  Brighter 
London  Society.  This  hs  been 
organized  with  a  view  to  boosting 
retail  trade,  creating  a  fresh  in- 
terest and  increasing  sales.  It  has 
been  chosen  to  coincide  with  Em- 
pire Day,  which  falls  on  May  24, 
and  is  a  national  celebration 
throughout  the  British  Empire. 

Strenuous  efforts  will  be  made 
to  boom  charity  and  obtain  finan- 
cial assistance  and  work  for  the 
large  numbers  of  unemployed  in 
London.  In  addition  to  the  large 
West-End  stores,  the  cooperation 
of  the  navy,  army,  Royal  Air 
Force,  all  important  public  bod- 
ies  hospital  students,  hotels,  res- 
taurants and  theatres  is  being  en- 
listed. Representatives  of  all  the 
Colonies  of  the  British  Empire  are 
joining  in  to  make  the  scheme  a 
success. 

An  evening  wrap  of  bright  gray 

:-llk  lace,  with  the  effect  of  silver, 
was  posed  over  self  colore  1  ehiff- 
m  and  topped  by  a  standing  collar 
of  platinum  fox  which  t;ed  with  a 
heavy  gray  silk  cord  and  ta?se!s. 
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COMFOTERS 

COTTON-DOWN-WOOL 
FILLED 

The  Toronto  Feather  &  Down  Ca.L^d. 
2154-56-58  Dundas  St.  W  ,  Toronto 

TAPES 

ALL  WIDTHS  AND  QUALITIES 
CARRIED  IN  STOCK 

Walter  Williams**  Co. 

SOS  READ  BLDC.  MONTREAL 
WELLINGTON  ST.  W..  TORONTO 


Bias    Tapes  and 
Ric  Rac !  Braid 

We  specialize  in  these  necessary, 
every-day  lines.  Write  for  sam- 
ples   and    quotations. 

BATES  &IKEIR 
Peterborough         [Ontario. 


"HOOSIER" 

The  best  36-incB  br*wn 
domestic  in  Amine* 

Buy  it  by  thm  baU; 
tell  it  by  thm  bolt 

Indiana   Cotton    Mill 

Cannelton ,  I  n  d  ..U.S .  K 


T.  H.  Birmingham  &  Co. 

LIMITED 

533  College  St.,  TORONTO 

Miloi  of 

Women's  High  Grade 
Neckwear 
The    Exclusive    Neckwear    Houee" 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and  . 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free   for   the  asking. 

The  Botanical  Decora  ting  Company 

(Incorporated) 

208  W.  Adams  St..  Chicago,  111. 


J.  F.  Car  nail  &  Co.,  England 
HOSIERY  MANUFACTURERS 
Men's,  Women's  &  Children's 

Heather    Hose 
Complete  Stock   Carried  in   Toronto  by 

A.  M.  Duncan 

39    Adelaide   St.    W..  -  TORONTO 


Fred  Jones  &  Company 

Manufacturers  uni  imporimt 

Babies'  Hand  Crochet  Good*  Notion* 

Babies'  Hand  Knit  Goods  Novelties 

Art   Needlework  Materials 

Room  712  Empire  Building 

64    WELLINGTON    ST.    WEST   TORONTO 


"A  merchant  who  can  find  the 
seven  keys  to  human  interest  will 
have  no  trouble  in  unlocking  the 
door  to  commercial  success," 
Prof.  S.  H.  Clark  of  the  Univer- 
sity of  Chicago,  declared  in  ad- 
dressing 250  members  of  the  re- 
tail merchants'  bureau  of  the  New 
Orleans  Association  of  Commerce 
at  their  monthly  luncheon  recently. 
"Every  human  appeal  can  be  re- 
duced, in  the  final  analysis,  to  one 
of  these  keys;  and  the  advertiser 
should  decide  which  is  the  key 
that  will  open  the  strong  box  of 
the  public  for  him,  and  then  pre- 
pare his  advertisements  according- 
ly," he  declared. 

"The  seven  keys  are: 

"1 — The  money  appeal.  You 
want  to  sell  something  because  it 
will  bring  money  to  the  purchaser. 

"2 — The  desire  for  well  being, 
health,  happiness  and  content- 
ment. The  goods  in  question  may 
not  be  worth  money  to  the  pur- 
chaser, but  they  may  mean  hap- 
piness and  health. 

"3 — The  affections.  For  in- 
stance, the  appeal  to  take  out  in- 
surance so  that  your  dependents 
will  be  made  independent;  so  that 
your  wife  will  be  protected  in  the 
event  of  your  death;  so  that  your 
boy  can  go  to  college. 

"4 — Vanity.  This  is  a  very 
strong  appeal.  In  its  highest 
sense,  this  is  a  noble  and  construc- 
tive appeal — for  instance,  when  it 
is  used  to  induce  people  to  pre- 
sent a  good  and  decent  appearance. 
But  this  appeal,  in  the  majority 
of  cases  is  on  the  lowest  basis  that 
could  readily  be  imagined. 

"5 — Sentiment.  For  instance, 
the  appeal  to  buy  flowers  on 
Mother's  day;  Say  it  with  flowers; 
contribute  to  the  American  Leg- 
ion, because  of  the  boys  who 
fought  for  us,  and  public  and  civic 
movements. 

"6 — Curiosity.  For  instance, 
children  not  admitted.  That's  a 
very  crude  instance.  The  tickler 
advertising  is  a  more  clever  use 
of  this  appeal,  which  is  a  strong 
one.  But  it  can  be  run  into  the 
ground. 

"7- — Good  taste.  Above  all,  an  ad 
must  be  in  good  taste.  If  it  is 
not,  it  will  be  repellent.  The 
words  must  be  right  and  not  offend 
or  raise  antagonisms;  the  illus- 
trations  must  harmonize." 


VEILINGS  and 
SILK  NETS 

HODGES  &  LETTAU 

232  McGill  St  Montreal 


CLIMAX  PAPE  R 
BALERS 

ALL  STEEL-FIREPROOF 
"Turn!    Wa,l, 

into   Profit" 
12  SIZES 
Send  for  Catmlog 

CLIMAX  BALER  CO 
Hamilton,     Ont 


Fraser's    Womin's    Wear    Directory,    pocket    slit. 
Issued    each    July, 

Fraser's    Men's    Wear    Directory,    pocket    slse.    Is- 
sued   each    September,    and 

Fraser's    Textile    Products    Directory,    each    Janu- 
ary,   a   combination    of   the    above    two    books. 
Subscription    in    Canada    $2.00    a    year.      Sample 
copy   on   request. 

Fraser   Publishing   Com  pa  ny 

H.  O.  128  Bleury  Street,  Montreal 
Office,  122  Wellington    W.,    Toronto. 


SILKS 

I  represent  In  this  country  some  of  th« 
most  reliable  Manufacturers  of  Hlgti- 
(Jrade    SILKS,     In    plain,     fancy     weaves 

Quality    and    Novelty    la    my    motto 

J.  H.  GAGNON 

108  Dandurand  Bldg.        Montreal 


According  to  the  Japan  Chron- 
icles of  last  month,  the  end- 
less number  of  woollen  concerns 
which  sprang  up  in  that  country 
during  the  war,  are  now  in  great 
distress.  The  Tokyo  Silk  and 
Wool  Company,  one  of  the  largest 
of  these,  founded  with  a  capital 
of  10,000,000  yeni  (approximate- 
ly $5,000,000.)  has  beem  reduced 
to  such  straits  that  it  has  had  to 
write  down  its  capital  to  7,000.000 
yen,  and  change  its  name  to  the 
Fuji  Wool  Weaving  Company. 
Advances  of  some  5,000  000  yen 
have  been  obtained  from  one  or 
two  banks,  but  there  is  little  hope 
of  the  loans  being  recovered. 

Some  twenty  odd  similar  com 
panies  are  in  like  predicament, 
and  it  is  reported  that  the  lead- 
ing companies  are  conducting  in- 
vestigations into  the  internal  con- 
ditions of  these  concerns  with  the 
intention  of  amalgamating  or  pur- 
chasing  them. 
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ATMOSPHERE 

Richness  and  elegance  are  consum- 
mated in  "Old  Bleach"  real  Irish 
Linen  Goods. 

"Old  Bleach"  linens  are  fine  linens 
first,  and  a  commercial  product  second. 
Age-old  ways  of  preparing  and  bleach- 
ing have  never  been  sacrificed  for  more 
speedy  but  less  thorough  modern 
methods. 

In  shop  or  home  the  fineness  of  "Old 
Bleach"     goods     is    evident    to    the, 
unpracticed  eye  as  well  as  to  that    of 
the  expert. 

Napkins  Table  Damasks  Towels 

Toweling       Embroidery  Linens        Bed  Linens 

Dress  Linens  Hemstitched  Squares 

The 

"Old   Bleach"   Linen  Co., 

Reg.  Trade  Mark  Limited 

44-46  East  25th  St.,  New  York 

Canadian  Representative:  W.  H.  STELEY 

22  West  Wellington  Street 

Toronto,  Ont. 
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THE  INQUIRER'S  CORNER 

You  may  want  to  know  where  a 
certain  line  of  merchandise  in  the 
Dry  Goods  Trade  can  be  procured; 
you  may  have  on  your  hands  a 
problem  in  connection  with  your 
business  that  is  difficult  to  solve. 
Dry  Goods  Review  can  render  you 
a  service  and  will  cheerfully  do  so 
if  you  will  fill  in  this  blank. 


INFORMATION  WANTED 


Dry  Goods  Review, 

158  University  Ave. 
Toronto,  Ontario. 

Please   tell  me 


Date 1922 


Na  me    . 
Address 
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The  Secret  of 

Gold-Seal  Congoleum's  Success 


Attractive  patterns,  nigh  quality,  service,  guaranteed  satisfaction,  advertising. 

Those  few  words  tell  you  the  secret  or  Congoleum  success.  They  explain  why 
(fold-Seal  Congoleum  Rugs  and  Floor-Coverings  are  today  the  fastest  selling  floor- 
coverings  in  the  world — why  they  give  an  average  turnover  of  4  to  6  times  a  year. 

As  you  no  douht  know,  attractive  patterns  are  the  strongest  single  selling  feature 
any  floor-covering  can  have.  But  beauty  of  design  is  only  one  of  Gold-Seal 
Congoleum  s  superiorities. 

A  40°o  heavier  wearing  surface  than  that  on  any  other  printed  floor-covering 
means  far  longer  service. 

A  base  of  long-fiber,  -waterproof  felt  insures  against  rotting  of  the  under  surface 
— insures  a  floor-covering  that   will  lie  positively  flat  without  fastening. 

Gold-Seal  Congoleum  Rugs  and  By-the-Yard  floor-coverings  are  guaranteed.  If 
a  woman  isn  t  satisfied  with  the  service  they  give,  you  can  make  gcod  to  her 
with  absolute  assurance  that  we  will  make  good  to  you.  The  Gold-Seal  Guarantee 
is  our  pledge  to  both  you  and  your  customers. 

Gold-Seal  Congoleum  advertising  is  telling  the  women  of  Canada  the  truth 
about    Gold-Seal   Congoleum. 

And  it  is  also  telling  them  about  the  Gold-Seal  Guarantee,  -which  insures  their 
complete  satisfaction. 


a 


Gold  Seal 

(Bngoleum 

Made  in  Canada 
by  Canadians for  Canadians 


Gold-Seal  Congoleum  is  the  best  value  in  the 
market  today.  Get  your  stock  in  shape  ior 
increased    business.       Send    your    order    in    today. 

Congoleum  Company 
of  Canada,  Limited 

1270  St.  Patrick   St.,   Montreal,  Quebec 
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Fingering  Yarns 


\\7 ITH  so  much  knitting — every  dealer  real- 
*  *  izes  the  importance  of  keeping  his  wool 
department  alive  with  the  new  seasonable 
shades. 

Many  are  making  the  smart  Navajo  sweaters 
in  their  combination  of  varied  colors, 

Light  weight  yarns  are  in  vogue — is  your 
stock  complete? 

Let  Corticelli  Advertising  help  your  sales. 
Send  for  a  supply  of  knitting  direction  leaflets 
for  counter  distribution.  Every  dealer  using 
them  finds  they  are  a  real  sales  stimulus. 


Montreal 


Toronto 


Winnipeg  Vancouver 


DryGooc/s  Appier 
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Great 
Prof 


•iiOld  Japan 


roiusion 


Soft   Clinging  Sill^s 

Sil^s    for  June    Weddings 
Dress  and  Lingerie 


Summer  Sill^s,    in    all    Gay   Eastern  Shades 

%L  &.  2^tng  &ilk  Company 

ilimitci) 

"Cfje  g>ilfe  louse  of  Canaba" 

59-6 J    Wellington  St.    VPest,    Toronto 


Zurich,    Switzerland 
Lyons,   France 


Foreign    Office* 


Yokohama,  Jafian 
Chefoo,   China 
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More  Than  Money 

"No  greater  reward  for  work,  well  done  than 
the  sincere  appreciation  of  those  we  have 
served." 

Mr.  Ed.  Mack  expresses  a  generous  ap- 
preciation of  Kent-McClain  knowledge, 
co-operation  and  skill. 


feflt-fQam 


The  new  store  of  Ed.  Mac\, 

Ltd.,  shown  below,  Was  plan-  -. 

ned,  designed  and  equipped  (Toronto ShowCase Co)    JLnfflted. 

Jjlj  (183  Carlaw  Ave.,  Toronto) 
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Make  Us  Your  Stockroom 


Besides  being  a  Dry  Goods  Warehouse,  Greenshields 
Limited,  is  an  organization  of  buyers,  who,  having  ac- 
cess to  the  markets  of  the  World  place  at  your  disposal 
the  best  that  is  to  be  obtained. 

Knowing  that  the  bulk  of  your  trade  are  considering 
price  and  value  as  never  before  you  should  bear  this  in 
mind  in  merchandising  for  your  store. 

We  endeavor  to  carry  in  stock  all  seasonable  items  in 
the  Dry  Goods  lines  so  as  to  enable  retailers  to  buy  for  a 
maximum  of  turnovers  and  a  minimum  of  leftovers. 


GREENSHIELDS  LIMITED 

"The  Hub  of  the  Dry  Goods  Trade  in  Canada" 

17  Victoria  Square  -  Montreal 

Sales  Rooms  from  the  Atlantic  to  the  Pacific 
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T  he  Net  that  will  give  you  the  most 
3!  of  it  and  your  custom:rs  th:  most 
satisfaction. 


"P 


eeress 


Superior  in  quality,  package  and  pack- 
ing to  any  other  line  put  up.  This 
Net  is  the  finest  quality  hair,  carefully 
inspected,  sterilized,  specially  folded  to 
open  without  tangles.  Just  a  perfect 
Net  ready  to  put  on. 


The  wood  Display  Case  is  the  finest  yet  offered 

We  are  producing  what   others   promise,    a   net  you   will   not  have   to 

make   apolog.es    for,    100'/"    value    in    every   envelope.      Cap  $8.00, 

special   price   in   quantities.      Double   mesh     $12.00.      Fringe  $9.00. 
White  and  Grey  extra. 

Vodene 


HUMAN   H*U»l 


^V;~  ^-':: 


Same  quality  as  Net  you  are  paying  more  money    for.      Cap  $7.00,   Fringe  $9.00.      White  and 
Grey  extra.     Special  price  for  quantities. 

Lumry 

(6  in  a  box) 

The  handy  package  for  holi- 
day time. 

Give  your  customers  a 
chance  to  wear  a  real  Net. 
Samples  will  cost  you 
nothing  and  will  show  you 
there  are  bigger  profits  in 
Hair  Nets  for  you. 

We  cater  only 
to  Dry  Goods  Stores 

We  would  be  glad  to  quote 
you  on  sprcial  envelopes  with 
your  own  brand. 

Veils    Laces    Aiets 
Organdies  \£$  Voiles 


**&> 


l  HAW* 

JJAjUB'  :  SANITABV 

DOZEN  -■!.-  AND 

WtXtSHAPED 


MRS 


CANADA  VEILING  CO.,  LIMITED 


84-86    Wellington    Street    Wttt,    Toronto 
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"IRON  DUKE" 

Overalls  and  Smocks 
for  Men,  Made  of  the 
Strongest  Cloth,  on 
the  Largest  Cut,  for 
the  Hardest  Wear. 

Samples  by    Mail    or    See    Our 
Representative. 


g 


John  M.  Garland,  Son 
&  Co.,  Ltd. 


Ottawa 


Canada 


Wholesale  Dry  Goods 
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Made  in  a  fine  quality  of  Pure  Wool  in  combination  colors.    Priced  at  a  reasonable 
figure.       Can  be  secured  through  our  dealers.      Every  car    owner  should   have  one. 

THE   B|ROOK  WOOLLEN    COMPANY,    Limited 
Simcoe        -        Ontario 

Selling  Agents: 

HARVEY  BROTHERS  &  SEMPLE,  LIMITED 
Toronto  Winnipeg  Edmonton  Vancouver 
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WAYAGAMACK 


PURE 


KRAFT 


Is  The  Logical  Wrapper 

for  dry  goods  of  every  description.  That  is  now  an  undisput- 
ed fact.  It  invariably  gives  satisfaction  whether  used  to  wrap 
an  osprey  or  a  pair  of  gloves,  a  heavy  bale  of  cotton,  woollen 
or  linen  goods. 

It  is  unequalled  as  a  wrapper  or  container  for  groceries, 
provisions,  meats  and  hardware,  in  fact  it  can  be  used  for 
anything  for  which  wrapping  paper  is  required. 

Grocers  and  Dry  Goods  and  Hardware  Merchants  when 
ordering  wrapping  paper,  bags,  envelopes  or  notion  bags 
should  always  specify  and  insist  upon  being  supplied  with 

Wayagamack  Pure   Kraft 

which  means 

Strength  and  Security 

It  is  stocked  by  the  principal  wholesalers  throughout  the 
Dominion  and  can  be  obtained  in  Glazed  or  Unglazed 
finish  and  in  Plain,  Finestripe  and  Broadstripe  patterns. 
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Every  Month 

-the  demand  for  Winsome  Maid 

Hosiery  increases.  Our  sales  for  Febru- 
ary and  March  were  the  largest  in  our 
history. 

The  reason  is  found  in  the  splendid 
quality,  the  long  wear,  and  the  superior 
beauty  of  Winsome  Maid  Hose. 

Pure  thread  silk  in  a  variety  of  styles 
and  wide  range  of  colors. 

Smart  two  tone  heather  effects  in  our 
number  400,  which  is  unsurpassed  for 
wear  and  appearance. 

Our   travellers   will   call   on   you   with 
samples   and  prices. 

Allen  Silk  Mills  Limited 

43  Da  vies  Ave.      Toronto 

The  Finest  Trade  buys  "Winsome  Maid" 


"      PURE  THREAD 

SILK  HOSIERY 


MADE  IN  CANADA 


P 


A.  B.  C.    Hosiery 

Meets  Fashion's  Demands 

Quoted  from  "New  York  in  Spring  Clothes" 

".  .  .  first  and  foremost  the  invincible  flapper  in 
tweeds  and  homespuns,  takes  her  sports  clothes  to 
church  with  assurance — her  emancipated  legs  in 
silk  and  wool  stockings,  the  color  of  the  suit  to 
a   hair's   breadth." 

A.  B.  C.    Hosiery 

in  silk  and  wool,  features  the  heather  effects  to  wear  with  the 
season's  fashionable  homespun  suits  and  dresses. 

Other  seasonable  A.  B.  C.  lines  are: 

For  Children — three-quarter  length  heather  mixture  sock  with 
roll  top. 
— pure  silk,   1   and  1  rib. 
— silk  and  wool,  1  and  1  rib. 
For  Men  and  Women — Silk  and  wool  mixtures;  many  combina- 
tions of  colors. 
All  seamless  weave,  reinforced  heels  and  toes. 

Allen  Bros.  Co.,  Limited 

883  Dundas  St.  E.  Toronto 
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Made 

in 

Four 

Sizes 

000 

00 

0 

1 


COLONIAL  MAID 


SIZE 
1 


DRESS  FASTENER 

MADE   IN    CANADA. 


It's    all     in 
the    Spring 


Strong — 
!    Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 


Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


HIS  IS  NOT  A 
FRICTION  FASTENER. 
D  i.  '  MADE 
DUt  IS  WITH 
HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS  WHEN  TO  HOLD 
AND  WHEN  TO  LET  GO 


BRASS 

will  not 
rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE  AND    BLACK.     .\     .:    SIZES  00-0-1 

To  he  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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HAILEYBURY, 

ONT. 

Matabanick 


SHERBROOKE 
QUEBEC 

50    Welling-ton   St. 


The  5   Universal   Languages 


are 
12  3  4  5 

Music,  Flowers,         a    Hand-Shake,         Bread,     PICTURES 

because 
Hearing,      Smelling,  Touching,  Tasting,        Seeing 

12  3  4  5 

are 

The  5  Universal  Senses 


^       t.   Dress  Goods  n       ^ 
DePtE'     and  Silks      DePtE- 

are 

Dry  Goods  PICTURES 

Which  speak  a  Universal  Language  understood  by  every 
woman  in  the  world.  The  Picture  Gallery  of  the  House  of 
Racine  Invites  your  inspection  in  This  Splendid  Assortment: 

Dress  Goods 

Cashmeres,  Delaines,  Challies,  Wool  Voiles, 
Armures,  Poplins,  Taffetas,  Durantes,  Say  Cloths, 
Lustres,  Mohairs,  Merinos,  Skirtings,  Gabardines, 
Tricotines,  Serges,  Tartans,  Shepherd  Checks, 
Jerseys,  Velour  Tweeds,  Meltons,  Broadcloths, 
Venetians,  Ratines  and  Homespuns. 
N.B.— Special  Wool  Ratine,  No.  E  1198,  50  inch, 
12   shades,   $1.65   yd. 

Silks 

Georgette  Crepe,  Crepe  de  Chine,  Canton  Crepe, 
Crepe  Marocain,  Crepe  Charmeuse,  Liberty  Satin, 
Baronet  Satin,  Yarn-dyed  Satin,  Paillette,  Duch- 
esse,  Messaline,  Peau  de  Soie,  Silk  Poplins, 
Habutai,  Pongee,  Tussah,  Brocades  and  a  large 
variety   of  fancy   silks. 

Velvets 

Chiffon    Velvets,    Lyons    Velvets,    Paon     Velvets, 
GEO.  OUIMET  Velvet    Cords    and    Velveteens    in    all    widths    and 

Manager    Dept.    E  pi  ices. 


TORONTO,    Ont. 
72    Bay    Street 

HAMILTON 

ONT. 

Lister     Chmbrs. 


SYDNEY,  C.  B. 
269    Charlotte    Si. 

HALIFAX 

N.  S. 
119  Roy  Bid*. 


THREE    1UVEKS 
QUE. 


St.  PASCAI 
QUE. 


EDMUNSTON 

N.   B. 


ST.   JOHN,    N.    B. 
85  Germain  St. 
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Featuring 


otiniz 
loorn^ 

The  Guaranteed  Perfect  Fitting  Bloomer 

Full  Reinforcement 
Large  and  Roomy 
Renewable     Elastic 

Pongee,  Habutai,  Wash  Satins  and  Crepe  de  Chine  fashions  these  attractive  Bloomers, 
in  plain  Lingerie  style  or  with  Frills. 

Long  Styles  for  wearing  below  the  knee 

a  necessary  accessory  to  the  short  skirt  of  the  Sports  Costume. 
Made  with  double  elastic  shirring,  Pleated  Frills. 


/\{erri-/v}aid 

Dresses  for  Juniors 

in  Pongee  and  tub  Silks  with  Bloomers  to  match. 

Merri  Maid  creations  in  fine  Organdies  and  Voiles  represent  the  highest  ideals  in  dress 
designing. 

Finest  material  is  employed  with  marked  success   in  these   fetching   frocks,   with   dainty 
trimmings  of  fine  Laces  and  Embroidery. 

White  and  Colors. 

Sizes  2  to  6 
8  to  12 


H.  P.  RITCHIE  y  COMPANY 

38-42  CLIFFORD  STREET  TORONTO 

T^Ianufacturers   Emhroideries,   Handkerchiefs,  Silk  Lingerie 
y^derri-jVlaid  Dresses  for  Juniors 
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During  the  50  years  in  which  the  firm  of  Joseph  Hoyle  have  been 
established  it  has  been  the  policy  to  employ  only  modern  plant 
and  highest  grade  materials."  And,  so  to-day  the  business  stands 
in  the  forefront  of  Woollen  Manufacturers  with  a  reputation  for 
Quality  and  Reliability. 

The  range  of  materials  manufactured  includes:— 
GENTLEMEN'S  SUITINGS,  OVERCOATINGS,  COVERT 
COATINGS,  CAPCLOTHS  &  LADIES'  MANTLE  &  DRESS 
MATERIALS-also  TABLE  CLOTHS,  CURTAINS  &  ART 
SERGES  for  the  furnishing  &  Upholstery  Trades. 
Samples  may  be  had  direct  from  the  firm  or  on  application  to  any  agent 

JOSEPH  HOYLE  &  SON,  LTD. 

Woollen  Manufacturers 

PROSPECT  MILLS,  LONGWOOD,  YORKS,  ENG. 
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STOFFEL  &  CO.  ST.  GALL 

The  Largest  Manufacturers  of  Cotton  Fabrics  in 

SWITZERLAND 


The    var  Races  at  Nice 

TRANSPARENT  ORGANDIES  IN  100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

"IT  IS  STOFFEL'S" 

The  finest  praise  that  can  be  bestowed  upon  an  Organdie  or  Dotted  Swiss 

STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON   &  TAYLOR 


Sole  Agents  for  Canada 


235  Coristine  Bldg., 

20  St.  Nicholas  Street, 

Montreal,  Que. 

Tel.  Main  6248 


77   York   Street, 
Toronto 

Tel.  Adel.  2253 


Western  Representatives : 

McRae  &  Walker, 

106  Hammond  Block, 

Albert  Street,  Winnipeg,  Man 

Tel.  A.  7265 


|| 


liiniiiiiiiuiiuiiif  iiiuiMiiiiiiiinnMiMiiiiniiMiniiuiMMiiiiiMiiiniiMi  iiiriMitiiiiiiinitiiiiiii  imii[iimii  iiijiii  iMiiiiitnt:iii  iiiiiiiiiiii  Mitiitiiiii'ii  i:iiiiiiiii-<ii(i;iiiiiirtiiiiiiiiiiniiiii  iiiiiiiiii!  iiiirri 


12 


DRV      GOODS     REVIEW 


->»".«>'.C3- 


*9.»»»a 


3ILHL 


3cn; 


mar 


FOR  THE 

OUTING    SEASON 


Fre-Neck  &  Outing  Shirts 
Athletic  Underwear 
Invisible  Braces 
Khaki  and  White  Ducks 
Bathing  Suits 


MEN'S  RUBBER  BELTS 

Box  Buckle 

Black  Brown  Grey 

$3.25  doz.  or  $36.00  gross 


The 

Van  Heusen 
Collar 


Men's  double  pad  Garters  $2.25  dozen 


at 


I »  i 


:n 


SPORTING  GOODS 


SMOKERS'  NECESSITIES 


3 ; 

N      i 

a 


MAIL  ORDERS  SHIPPED   SAME   DAY  AS  RECEIVED 


HODGSON,  SUMNER  &  CO.,  LIMITED 


83-91  St.  Paul  St.,  West 


21  St.  Sulpice  St. 
MONTREAL 


84-92  LeRoyer'  St. 


Sample  Rooms: 

7   Charest   St.,    QUEBEC  Windsor    Hotel,    OTTAWA 

Carlaw  Bldg.,  28-30  Wellington   St.  West,  TORONTO. 
Can.  Bank  of  Commerce  Bldg.,  THREE  RIVERS  New   Sherbrooke  House,  SHERBROOKE 

Empire  Bldg.,  HAMILTON  Grigg  House,   LONDON 

503  Mercantile  Bldg.,  VANCOUVER  50  Bon  Accord  St.,  MONCTON,  N.B. 


i 
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Its  Popularity  Is 

Increasing  Rapidly 

"VTOT  only  does  'Three  Eighties"  enjoy  the 
-^  largest  sale  of  any  one  style  of  hosiery  in 
Canada — but  the  demand  is  steadily  increasing. 

No  dealer  in  Canada  should  attempt  to  operate  a 
hosiery  department  without  this  steadily  selling 
line. 

The  merit  of  "Three  Eighties"  lies  in  their  comfort,  dura- 
bility and  reasonable  price.  It  is  a  seamless  cotton  hose 
with  three-ply  heels  and  toes — which  ensure  splendid 
wear  and  exceptional  freedom  from  darning. 

Sizes  for  misses  and  women — 4V2  to  8*4,  &V2  to  10. 
Colors — Black,  Tan  and  White.  Attractively  boxed  in 
dozens. 

Keep  your  sizes  of  this  popular  line  complete  through 
your  wholesaler.  Let  your  customers  know — through 
window  and  counter  displays  —  that  you  carry  "Three 
Eighties"  in  stock. 


WOfr' 


Hosiery  for  Women 


Twelve  Pairs 

of  Perfect  Hose 

in  Every  Box 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


The 

Chipman  -  Holton 

Knitting  Co.,  Ltd. 

Hamilton,  Ont. 

Mills  at 
Hamilton  and  Wetland 
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KELLlft  clients 


A  IILTON  J.  Dedman,  of  Lindsay,  Ontario, 
is  another  one  of  Canada's  leading  re- 
tailers who  has  used  Kelly  Service  to  increase 
business  volume — reduce  stock  and  make  new 
customers. 

TN    THE    latter   part   of    1921    Kelly   Service 
carried  out  in  the  Dsdman  store  one  of  the 
most  successful  sales  campaigns  ever  handled 
in  that  section  of  the  Dominion. 

A  T  THE  time  of  the  campaign,  very  few  re- 
tailers had  the  courage  and  foresight  of 
Mr.  Dedman  to  see  that  the  remedy  for  dif- 
ficult business  conditions  lay  more  in  a  greater 
effort  on  the  part  of  the  merchant  to  sell 
goods  rather  than  the  return  of  prosperity  to 
the  people. 

liriTH  ALL  of  his  twenty-two  years'  experi- 
ence in  the  retail  business,  commencing 
when  he  was  twelve  years  old,  Mr.  Dedman 
felt  that  the  employment  of  specialized  ability 
would  be  more  certain  to  produce  business. 

A    CAREFUL  investigation  resulted     in     his 
selection   of   the   Kelly    Sales    System      to 
handle  the  campaign   and   in   a  nine-day  sale 
about  a  third  of  his  twenty-two  thousand  dol- 
lar stock  was  turned   into  cash. 

'"PHIS  WAS  possible — even  in  the  face  of 
difficulties,  because  in  h  s  six  yea's'  a; 
sociation  with  the  people  in  and  around  Lind- 
say, Mr.  Dedman  had  built  up  a  confidence 
through  fair  and  above-board  selling  that  im- 
mediately brought  a  profitable  response  from 
the  entire  district. 


THE  DEDMAN  store— in  the  six  years  it 
has  been  a  part  of  the  business  life  of 
Lindsay — has  increased  its  investment  and 
annual  sales  from  eight  and  twenty-five 
thousand  to  twenty-five  and  fifty  thousand 
dollars — the  business  in  1921  amounting  to  a 
little  over  the  latter  figure. 

ZITHER  CANADIAN  merchants  are  enjoy- 
ing prosperity  and  big  turnover  through 
the  efforts  of  this  organization  and  the  service 
is  available  to  merchants  large  and  small 
throughout  the  entire  Dominion. 

A     SELLING    staff    of    a    quarter    thousand 
men — skilled  in  all  branches  of  the  retail 
business — is  ready  for  any   problem   in   sales 
development. 

AN  INQUIRY  giving  the  size  and  character 
of  your  stock  will   bring  a   full  explana- 
tion of  our  plans  without  obligation. 
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Th 


V  e  I  v  e  t  e 


ens 


that   give   real    pleasure   and   complete    satisfaction    in    wear   are   those   dyed    by 
evertte  make-or   the   co.our-you  shou.d   L&JIk    f^a^^^ 

J.     &     J.     M.    WORRALL,     LIMITED,     MANCHESTER, 

are    not    merchants.      All    inquiries    for    velveteens    in    thei  r   dyes  should  be  sent  through   the  usual   wholesale  channels 
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Cotton  Goods 

are    Guaranteed    Fast    Colors 


"SOLPRUFE"  Cottons  are  absolutely  guaranteed  to  be  FADELESS 
and  SUNPROOF. 

Whether  you  are  ordering  Goods  for  Curtains  and  FURNITURE 
Covers  ;     or    are     replenishing    your    stock    of    new    materials    foi 
Ladies'  and    Children's    Wear,    be    sure    to    specify    Cottons    bearing    the     stamps 


*^f''iM 


on    the    selvedge 


This    new    B.D.A.    process    makes    Cottons    fast 

to  sunlight  and  Washing. 

It    is    one    of    the    new    finishes,     originated  and 

perfected  by  the    Bradford    Dyers'    Association 

a  recommendation  in  itself  of  novelty  and  proven 

excellence. 


and     this 


on  the  end  of  the 
piece 


^f 


THE 


Bradford  Dyers'  Association,  U? 

MANC^STBR  BRA™PRD  LOi^ON 


x  6  oxroRD  s 

ST  PETERS  50 


Dept.  43 
39    WELL  S* 


128  V  129 
aiLAPSIDE.L:C2 


(copyrisht) 
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Glove  Silk  Lingerie 

For  the  Summer  Girl 


QUEEN  Quality  is  the  ideal  wear  in 
underthings,  with  the  dainty  light 
costumes  of  the  summer  girl.  Full  comfort 
without  bulkiness  and  easily  washed — 
economical  because  of  their  wearing  qual- 
ities.    Made  in  styles  to  suit  every  taste. 


St.  Catharines  Silk 

Limited 
ST.  CATHARINES  -  ONTARIO 
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VENUS 

A  "Non-Refillable 
Name" 

THERE  are  all  kinds  of  hosiery  made 
for  all  kinds  of  people  by  all  kinds  of 
people  but  the  merchant  knows  that  Venus 
is  HOSIERY  —  with  capitals  —  pure  silk 
hosiery  made  by  its  makers  with  the  con- 
sciousness of  a  reputation  to  be  maintained. 
Venus  is  always  sold  as  Venus — Are  you 
selling  it? 

Venus  Silk  Hosiery  Mills 

Limited 
TORONTO  -  ONTARIO 


IS 
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Griffin 


J^-Ji.-fcW^CT^ 


Gauntlets 
For  the  Woman  Who  Drives 

WOMEN  who  "drive  their  own"  find 
Griffin  the  ideal  glove  in  spring  and 
summer  weather.  Good  looking  and 
stylish,  a  shade  to  match  the  costume, 
full  protection  for  the  hands,  without 
clumsiness  of  leather  and  easily  and 
quickly  washed. 

Feature   them 

MADE  IN  CANADA 

Griffin   Gloves,   Limited 

TORONTO,  ONTARIO 
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[ONDONKNIT 

Hose 

"London  Knit 

for  Wear  and  Fit" 

Cotton,  Lisle,  Silk  Lisle,  Cashmere,  Fibre  Silk 

ONDON  KNIT  is  the  kind  of  hose  that  discriminating  buyers 
4-1  choose — the  sure-to-sell  kind  that  means  daily  trade  and  profits. 
They  are  made 

For  all  the  Family 


CANADA 


LONDON  HOSIERY  MILLS 


ONTARIO 


LIMITED 


Jole  Selltnq  Aaonts 

Richard  L.feaUer&XjQ  Wm 

LIMITED  JSS;   -W-< 

84WellingronSt\M?st 
Toronto 
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A  LARGE 
STOCK  OF    SPRING 

AND    SUMMER 
UNDERW|EAR 

AND  HOSIERY 


FOR  MEN,  WOMEN,  AND  CHILDREN 

Balbriggan  Shirts  and  Drawers  for  Boys  and  Men,  Long 
and  Short  Sleeves,  Knee  and  Ankle  Length. 

Combinations  in  Balbriggan. 

Also  Athletic  style,  Ecru  and  White. 

Boys'  and  Men's  Jerseys,  short  and  long  sleeves. 

Boys'  and  Men's  Bathing  Tights  and  Suits. 

Large  assortment  of  Cotton,  Lisle  and  Silk  half  hose. 

Ladies'  Mercerized  and  Silk  Llose  with  clocks  in  latest 

shades. 
Ladies'  Drop  Stitch  Silk  Hose. 
Infants'  and  3-4  length  Socks. 
Imported  and  Domestic  Golf  Hose,  in  Heather  and  Browns 

at  all  prices. 
Full  Line  of  Plain  and  Ribbed  Cotton  and  Mercerized 

Hosiery. 

The   W.    R.    BROCK    CO.,  (Limited) 

Wholesale  Dry  Goods 

MONTREAL 

OTTAWA  SAMPLE  ROOM:     415  Booth  Building 
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Cars  and  Trucks 

Ford  Motor  Company  of  CanadaXimited,  Ford,  Ontario 
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Children's  Gingham  Dresses  $6.50  Per  Dozen 
Have  You  Seen  Them? 

Four  different  styles  for  choice.  Made  from  check  ginghams  and  plain 
chambrays  in  assorted  patterns  and  colors.  Sizes  2  to  6  years  in  the 
box. 

Misses'  Gingham  Dresses  8  to  14  Years 
Per  Dozen  $9.00 

Remarkable  for  value  and  style  having  Peterpan  Collar,  belt  and 
pockets  trimmed  with  rick  rack  braid  in  assorted  ginghams  of  various 
qualities. 

Other  Dresses  for  Girls  and  Misses  Range 

in  Price: 

2  to  6  years  without  bloomers  at  $6.50,  $8.50,  $9.00,  $9.75,  $10.50, 

$12.00  to  $16.50. 

2  to  6  years  with  bloomers  at  $13.50,  $15.00,  $18.00  and  $21.00. 
8  to  14  years  at  $9.00,  $10.50,  $12.00,  #13.50,  $15.00,  $16.50  to  $22.50. 
We  are  prepared  to  take  care  of  your  sorting  needs  in  Popular  Pric- 
ed Ready  to  Wear  for  Women  and  Children. 

Now  on  Hand  Full  Range  of 

Rompers,  Whitewear,  Dresses  for 

Oliver  Twist  Suits,  Bathing  Suits,  street  and  home 

Tommy  Tucker  Suits,  Middies,  Sweaters  and 

White  Dresses,  Petticoats,  Blouses. 

Bandeaux,  Aprons, 


iv  (•  Ix^w) 


)   ^^-^ 


TORONTO 

Letter  order  department  always  at  your  service. 
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STOCKINGS    AND    SOCKS    OF 

PURE  WOOL 

Pure  Silk  and  Artificial  Silk  as  well  as  Soft  Cotton  (Cashmere 
or  Llama  Finish  j9  Mercerised  Cotton  (Silk  Finish)  and  Lisle 
Thread  are  now  being  dyed  **  Hawley's  Hygienic  Black." 


Attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 
Offices  of 

Dry  Goods 

Review, 

143-153 

University 

Avenue, 

Toronto, 

and 

128 

Bleury  Street, 

Montreal. 


To  meet 

the 

Great  Public 

Demand  for 

"  Hawley's 

Hygienic 

Dye  "  upon 

Hose  and 

Socks  in  all 

makes  and 

Materials 

Retailers 

should  at 

once  place 

orders 

for  a  full 

range  of 

these  goods 

with  their 

wholesale 

houses. 


Every  pair  is  clearly  stamped  with  the  name  "Hawley's" 

and   is  a  guarantee    to    the    purchaser    of  the    Fast    and 

Stainless  qualities  of  the  Dye. 


3 


Should  any  difficulty  arise  in  respect  to  supplies  of  any  particular  line  of  goods  dyed  "  Hawley  s 
Hygienic  Black,"  names  of  Wholesalers  who  are  in  a  position  to  supply  will  be  gladly  given  in 
answer  to  an  inquiry  addressed  to  the  Publicity  Dept.,  Sketchley  Dye  Works,  Hinckley,  England. 
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Sixty  Years  of  Active  Business 

Bartlet,  Macdonald  &  Gow,  of  Windsor,  Celebrate  Their  60th 

Anniversary — Origin  of  Business  Goes  Back  to  Early  Days  of 

Border  Cities — Members  Took  Active  Part  in   Municipal   and 

Philanthropic  Affairs — History  of  the  Firm 


SIXTY  years  in  merchandising  is  a 
record  of  Which  any  firm  might  be 
proud.  Bartlet,  Macdonald  &  Gow 
of  Windsor,  Ontario,  recently  took  ad- 
vantage of  the  fact  that  it  was  sixty 
years  ago  ithat  their  business  was  found- 
ed, to  run  a  successful  anniversary  sale. 
In  making  the  announcement  of  this 
sale,  they  did  so  in  a  most  effective  way 
by  recalling  the  early  days  of  their  city, 
the  beginning  of  their  own  enterpris- 
ing firm,  and  linking  its  growth  up  with 
the  growth  of  the  Border  Cities. 

Started   April    Is';.    1862 

We  cannot  do  better  than  reproduce 
from  the  store  announcement  some  of  the 
interesting  facts  in  connection  with  the 
birth,  growth  and  development  of  this 
Windsor  firm. 

April  1,  1862.— Just  60  years  ago  Sat- 
urday business  of  Bartlot,  Macdonald 
and  Gow,  Limited,  though  then  under 
another  name,  was  established  in  Wind- 
sor, as  a  small  general  store,  the  usual 
country  style  of  that  period.  To-day 
it  is  one  of  the  most  up-to-date  and 
complete  dry  goods  businesses  in  Ontar- 
io, with  a  reputation  for  integrity, 
square  dealing  and  values  that  insured 
and  has  maintained  the  success  of  the 
firm  since  its  start. 

The  anniversary  is  an  important  even'! 
in  the  Border  Cities,  because  of  the  fact 
that  the  store  is  probably  the  oldest  in 
this    section   of   Western    Ontario. 

But  a  small  shop  in  1862,  it  grew  con- 
stantly until  the  store  to-day  now  cov- 
ers 23.568  square  feet  of  floor  space, 
exclusive  of  the  basement,  and  has  two 
entrances,  one  on  Ouellette  avenue,  and 
the    other    on    Sandwich    street. 

History  of  the  Firm 
In   1862,  Donald  Cameron     and     John 
Thorburn.   both     natives    op       Scot'and, 
opened  a  general  store  on  the  site  where 


the  Sandwich  street  portion  of  the 
building  now  stands.  Fire  burned  the 
building  to  the  ground  in  1871,  when 
many  other  buildings  in  the  centre  of 
Windsor  were  also  destroyed.  The  Cam- 
eron and  Thorburn  business  was  tem- 
porarily moved  into  the  old  Town  Hall, 
and  carried  on  there  until  the  store  was 
rebuilt  on  the  original  site. 

Previous  to  the  Cameron-Thorburn 
partnership,  Mr.  Cameron  was  in  busi- 
ness as  a  general  merchant  in  the  old 
Windsor  Castle.  It  was  60  years  ago 
last  Saturday  that  he  moved  his  stock 
from  there  to  the  present  location. 

Partnership  Agreement 

The  following  entry  appearing  on  the 
day  books  of  the  firm  the  day  the  store 
opened  under  the  partnership,  in  the 
hand  writing  of  the  late  George  Bartl  >t 
bookkeeper  reads: 

"April  1st,  1862. — Donaild  Cameron 
and  John  Thorburn  have  this  day  enter- 
ed ito  co-(partnership  as  wholesale  and 
retail  dealers  in  dry  goods,  groceries, 
hardware,  etc.,  in  the  town  of  Windsor, 
Canada  West. 

"Donald  Cameron  entered  as  his  as- 
sets his  stock  and  book  accounts  valued 
at  $7,934.67,  and  John  Thorburn  an 
equivalent   in   cash,  $6,067." 

Shortly  after  the  fire,  Mr.  Thorburn 
severed  his  connection  with  the  firm  and 
established  himself  in  the  grocery  busi- 
ness in  partnership  with  James  Gibson, 
father  of  the  Gibson  brothers,  now  well 
known   Windsor  tobacconists. 

Active    in   Community    Work 

Mr.  Cameron  continued  the  store  as 
a  dry  goods  business,  final'y  retiring 
and  returning  to  Scotland  to  live,  where 
he  eventually  died.  Mr.  Thorburn  con- 
t'nued  in  business  here  and  died  in  1904 
at  the  age  of  70  years.  Both  men  were 
very  promin-  nt  in   their  day  and   were 


rtispe^-ed  for  their  honest  service  in 
business  dealings  and  their  interest  in 
the  welfare  of  the  community.  In  the 
death  of  Mr.  Cameron  he  willed  his  to- 
tal estate  to  public  charities  and  insti- 
tutions, several  institutions  in  Windsor 
receiving  bequests. 

Dates  of  Changes 

The  following  gives  the  various 
changes  of  ownership  since  the  estab- 
lishment of  the  firm: 

Cameron    and    Thorburn    1862-1872. 

Donald  Cameron,  1872-1877. 

Cameron    and    Bartlet,    1877-1887. 

Bartlet  and  Macdonald,   1887-1903. 

Bartlet,  Macdonald  and  Gow,  Ltd., 
1913. 

Bartlet,  Macdonald  and  Gow,  Ltd., 
1913-1922. 

Joining  the  business  in  1877,  Mr. 
Bartlet  continued  in  partnership  with 
Mr.  Cameron  until  the  latter  retired 
and  went  to  Scotland.  Colin  Macdonald 
was  then  taken  into  the  partnership,  and 
is  at  present  president  of  the  firm.  Alex. 
Gow,  the  present  vice-president  has  been 
connected  with  the  business  for  nearly 
40  years,  becoming  a  partner  in  1903. 
George  Macdonald,  the  secretary,  has 
been  in  the  business  since  1900.  He  is 
a  son  of  the  president,  Colin  Macdon- 
ald, who  is  still  alive  and  residing  at 
Leamington. 

Many  members  of  the  staff  have  been 
in  the  firm's  employ  for  long  terms  of 
years.  Some  of  the  veteran  employees 
who  have  given  service  for  more  than 
30  years  in -ludr  ex-mayor  J.  H.  Shep- 
herd, Albert  Cronk,  and  Alexander 
Chene. 

Between  75  and  100  nersons  are  em- 
ployed a4:  the  present  time  in  the  spac- 
ious ~Wp.  A  milestone  in  the  history 
of  tVio  nrtranization  was  marked  whpi 
the  Ouellette  avenue  wing  was  added  in 
1916.  This  was  extremely  advantageous 
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to  che  firm,  giving  the  store  entrances 
on  two  of  the  city's  best  business 
streets. 

First   Records    Kept 

A  perusal  of  the  first  book  kept  by 
the  originators  of  the  old  establishment 
back  in  1862,  is  interesting.  The  cash 
sales  were  small,  running  from  $98, 
$123.50,  $130.14  each  day,  with  an  oc- 
casional entry  of  $200,  or  thereabouts. 
Much  of  the  trade  in  those  days  was  by 
bartering,  farmers  bringing  in  their 
supplies  of  butter  and  eggs,  receiving 
goods  in  exchange.  At  the  time  the 
United  States  Civil  War  was  in  progress 
United  States  funds  were  at  a  discount, 
and  a  frequent  entry  is  noted  in  the  book 
such  as  "discount  on  United  States 
funds,"  an  exact  reverse  of  to-day's  con- 
dit:ons. 

Some  of  the  names  of  customers  listed 
in  this  old  book  show  that  a  number 
are  still  living  and  still  trading  with 
the  firm.  Their  names  are  familiar  to 
many  residents  as  being  the  parents  and 
grandmothers  of  well  known  Windsor 
people,  some  living  and  some,  deceased. 

Policy  of  Firm 

There  have  been  many  changes  in  the 
merchandise  handled  by  the  firm,  and  in 
the  methods  of  transacting  business, 
but  despite  all  of  these,  the  business  pol- 
icy of  the  organization  prevails  to-day 
as  it  did  when  the  two  pioneer  Scotch- 
men started  in  1862  and  gained  for 
themselves,  the  respect  of  the  citizens 
who  dealt  with  them  and  who  continued 
their  patronage  because  of  their  effort 
to  give  honest  service  and  a  square  deal 
to  each  and  everyone.  The  ideals  of 
these  two  pioneers  have  been  adhered 
to  all  during  the  60  years  that  the  store 
has  existed  in  Windsor.  This  policy  has 
been  responsible  for  the  growth  of  the 
business  during  the  hardships  that  the 
organization  encountered  in  the  years 
gone  by.  Despite  the  fire,  which  des- 
troyed the  old  established  store,  the  war, 
hostile  and  favorable  customs  tariffs, 
good  and  bad  times,  the  store  has  lived 
and  flourished. 

Led  Early    Closing 

The  firm  of  Bartlet,  Macdonald  and 
Gow,  Limited,  was  a  leader  in  the  early 
closing  movement.  It  was  one  of  the 
first  concerns  to  adopt  closing  at  6 
o'clock  when  it  was  the  custom  to  keep 
open  to  a  later  hour  on  week  days,  and 
for  the  last  few  years  it  has  been  clos- 
ing its  doors  at  6  o'clock  on  Saturday 
evenings. 

"Made  in  Canada"  Policy 

Early  in  its  career  the  firm  started 
sending  a  buyer  to  European  markets, 
making  two  trips  each  year.  This  pro- 
cedure was  carried  on  until  the  war 
when  there  was  no  object  in  making 
these  trips.  The  firm  still  has  a  large 
and  useful  European  connection,  and  al- 
ways followed  the  principle  to  buy 
where  it  could  buy  cheapest.  It  is  meet- 
ing new  conditions,  however,  by  buying 
large  quantities  of  "Made  in  Canada" 
merchandise,   of  which  there   are      now 


FOUNDERS  AND  MEMBERS  OF  THE  FIRM 

MR.  DONALD  CAMERON 
Former  mayor  of  Windsor  and  one  of  the  founders  of  the  business 
now  conducted  by  Bartlet,  MacDonald  &  Gow,  Limited.  Mr.  Cameron  was 
born  in  the  Highlands  of  Scotland  in  1826  and  came  to  Canada  in  the  early 
'50's.  In  1887  he  retired  from  active  business  and  went  back  to  Scotland 
where  he  died  in  1912.  Mr.  Cameron  willed  his  entire  estate  to  various 
charities,  several  Windsor  institutes  being  remembered  in  this  way. 

MR.  JOHN  THORBURN 
Who,  with  the  late  Donald  Cameron,  founded  the  business  of  Bartlet, 
McDonald  &  Gow,  Limited.  Mr.  Thorburn  was  born  in  the  south  of  Scot- 
land in  1834  and  died  in  Windsor  in  1904.  For  many  years  after  the  dis- 
solution of  the  partnership  of  Cameron  &  Thorburn,  Mr.  Thorburn  was 
engaged  in  the  grocery  business  here. 

MR.  GEORGE  BARTLET 
One  of  the  former  partners  in  the  firm  of  Bartlet,  Macdonald  &  Gow, 
Limited.     Mr.  Bartlet,  who  was  born  in  Amherstburg  in  1846,  was  con- 
nected with  the  business  for  many  years.    He  died  in  Windsor  in  1912. 

MR.  COLIN  MACDONALD 
President  of  the  firm  of  Bartlet,  Macdonald  &  Gow,  Limited.  Mr. 
Macdonald  was  born  in  Reelig,  Invernesshire,  Scotland,  in  1845,  where  he 
attended  school  until  he  was  16,  thereupon  being  apprenticed  to  one  Mc- 
Cullough  of  Inverness,  a  draper  whose  reputation  was  of  more  than  a 
local  nature.  When  the  young  man's  time  had  expired  he  decided  to  go 
to  America.  He  finally  landed  in  Quebec  and  eventually  wound  up  in 
Picton  with  just  one  half  crown  to  his  name.  In  less  than  two  days  he 
had  secured  a  position  in  a  store  in  that  town.  But  young  Colin  was  not 
satisfied  and  in  1873  he  moved  on  to  Windsor,  entering  the  employ  of 
Donald  Cameron.  When  Mr.  Cameron  retired  in  1887,  Mr.  Macdonald 
became  a  partner  of  Mr.  George  Bartlet.  Mr.  Macdonald  led  the  choir 
of  St.  Andrew's  church  for  many  years.  During  his  long  connection  with 
the  local  dry  goods  business,  he  crossed  the  ocean  several  dozen  times  to 
purchase  goods  on  the  other  side.  Mr.  Macdonald  now  resides  at  Leam- 
ington.    He  is  hale  and  hearty  despite  his  years. 

MR.  ALEX.  GOW 
Vice-president  of  the  firm  of  Bartlet,  Macdonald  &  Gow  was  born  in 
Guelph  in  1867,  the  son  of  Mr.  James  Gow.     He  became  a  member  of  the 
"B.M.  &  G.,"  firm  in  1903,  but  was  connected  with  the  business  for  many 
years  before. 

MR.  GEORGE  F.  MACDONALD 
Secretary  of  the  firm  of  Bartlet,  Macdonald  &  Gow,  and  a  son  of  Mr. 
Colin  Macdonald,  president  of  the  company.     Mr.  Macdonald  was  born  in 
Windsor  and  has  lived  here  practically  all  his  life. 


very  many  more  line's  than  could  be  had 
before  the  war — a  change  in  manufac- 
turing conditions  in  Canada,  brought 
about  by  European  supplies  being  cut 
off. 


CO-OPERATION  HELPED 

A  striking  example  of  the  working 
out  of  the  co-operative  spirit  between 
merchants  and  local  or  government  or 
ganizations,  was  noticed  in  Belleville, 
Ont.,  last  week.  The  Child  Welfare  Bu- 
reau of  the  Provincial  Board  of  Health 
for  Ontario  held  a  baby  clinic  in  that 
city  each  afternoon  from  April  29  to 
May  6.  Church  societies,  women's  or- 
ganizations and  merchants  all  did  their 
part  in  making  the  week  a  big  success 
for  their  city.  Every  store  carried  the 
sign  in  its  window,  "Better  Babies  for 
Belleville" — the  general  slogan  adopted 
for  the  city. 

Most  of  the  retailers  were  not  satis- 
fied with  this,  however.  They  placed 
attractive  window  displays  showing 
baby  things  which  related  either  to  the 
lines  they  carried  or  to  general  public 
health  rules. 

Here  are  a  few  of  the  showcards  seen 
by   Drv   Goods    Review: 


Quick  and  Robertson's  men's  wear 
store  had  a  picture  in  colors  of  a  tiny 
rugby  player  of  about  six  years  of  age. 
He  carried  a  huge  ball  under  his  arm 
and  bore  the  inscription:  "Child  Welfare 
made  me  what  I  am." 

The  Hyman  Company's  card  had  a 
lovely  baby  and  the  words:  "The  im- 
portant factor  in  the  development  of 
men  and  women  is  proper  nutrition  dur- 
ing childhood." 

Wotten's  Limited  made  the  announce- 
ment: "Take  your  baby  to  the  clinic." 
They  had  a  card  as  well  of  a  healthy 
child  picking  flowers  and  saying:  "I'm 
a  lovin'  welfare  baby." 

Earle  &  Cooke  Company  announced: 
"A  life  to  be  satisfied  must  be  started 
right." 


During  the  past  winter  David  Hart- 
ford has  trapped  a  collection  of  fur- 
bearing  animals  valued  at  $1,365,  within 
twenty  miles  of  the  town  of  Newmarket, 
On\  His  collection  comprises  203  musk- 
rats,  187  skunk,  59  mink,  nine  foxes  and 
five  raccoons.  Mr.  Hartford  had  the  ad- 
vantage of  hunting  in  a  district  which 
was>  free  from  the  discomforts  of  the 
north  country. 
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Canadian  Sightless  Workers  are  Producers  of 

Many  Lines  Carried  by  Dry  Goods  Merchants 

Whether  at  Home  or  in  Institutes*  They  Are  Taught  Sewing, 
Knitting,  Netting,  Crocheting  and  Other  Useful  Employment — 
Method  of  Making  Aprons  Described — Careful  System  is  Fol- 
lowed in  Institutes 


IN  considering  the  development  of 
industrial  Canada  during  and  since  the 
war,  the  work  done  by  the  Canadian 
National  Institute  for  the  Blind  has  added  a 
considerable  share  to  the  general  output. 
Since  most  of  the  industries  at  which  the 
blind  men  and  women  of  Canada  are  work- 
ing, are  directly  connected  with  the  dry 
goods  trade,  it  might  be  interesting  to  our 
readers  to  hear  something  of  the  manufac- 
ture of  lines  which  they  are  buying  and 
selling  every  day. 

There  are  more  than  6,000  blind  people  in 
Canada  to-day.  Of  these,  2,500  are  in 
Ontario,  2,500  in  Quebec,  1,000  in  the 
Maritime  Provinces  and  1,000  in  the  West. 
The  principal  interest  taken  in  these  people 
in  the  past,  lay  in  the  work  of  educating 
blind  children  in  their  lifework.  The 
Canadian  Free  Institue  for  the  Blind  has 
also  performed  a  very  important  function 
in  distributing  blind  literature.  Outside 
of  these  two  movements  there  was  little 
co-ordinated  effort  for  a  long  time. 

Until  the  year  1918,  when  the  Canadian 
National  Institute  for  the  Blind  was  given 
its  charter,  the  men  and  women  who  were 
blinded  after  reaching  the  age  of  twenty, 
(and  the  percentage  of  these  cases  is  quite 
high)  had  no  training  or  work  beyond  what 
was  done  in  a  private  way.  Now  there  is  a 
place  for  every  blind  person  in  the  industrial 
world. 

Taught  Handicrafts  At  Home 

Many  elderly  people  cannot  leave  their 
homes  to  come  to  the  educational  and 
employment  centres,  situated  at  Halifax, 
Toronto,  Winnipeg  and  Vancouver.  To 
enable  them  to  learn  light  handicrafts, 
teachers,  many  of  them  blind  or  partially 
blind,  are  sent  all  over  the  country  to  the 
homes  of  these  people  to  teach  them  to  read 
and  write  in  the  blind  fashion  and  to  instruct 
them  in  sewing,  knitting,  netting,  crocheting, 
basket-weaving  and  other  crafts.  The 
work  of  broom-making  and  apron  making 
is  usually  taught  at  schools.  Those 
who  learn  their  work  at  home  are  allowed, 
after  passing  an  examination,  to  use  the 
tools  and  materials  provided  by  the  Institute. 
Their  finished  work  is  bought  by  the 
nearest  headquarters  and  sold  at  the  price 
paid  to  the  blind  worker.  The  Institute 
does  not  receive  any  remuneration  for  its 
part  in  the  work. 

The  expertness  commonly  attained  by 
these  blind  workers,  enables  their  products 
to  be  sold  to  the  public  on  a  straight 
competitive  basis  with  the  output  of  sighted 
workers. 

Toronto's  Apron  Show 

Vocational  employment  on  a  wage  basis 
is  given  in  the  Institute's  shops  in  Toronto 
for  those  who  become  qualified  in  the  lines 


of  work  carried  on  there.  These  industries 
are  such  as  cannot  very  well  be  done  at 
home  because  of  the  machinery  required 
and  the  number  of  different  operations. 
Those  trained  by  the  workshop,  however, 
are  free  to  seek  employment  wherever  they 
wish.  Wages  are  paid  in  the  Institute's 
shops  on  a  subsidized  piece  rate,  wherever 
possible,  otherwise  on  a  flat  rate.  Many 
individual  pieceworkers  earn  over  $12  a 
week,  though  the  average  worker  makes 
from  $9  to  $11. 

The  shop  which  causes  the  most  interest 
of  all  to  visitors  is  the  apron  shop.  It  is 
the  only  one  of  its  kind  in  the  world.  An 
average  of  250  dozen  slip-over  aprons  are 
turned  out  every  week.  Many  of  the 
biggest  stores  in  this  country  now  give 
their  entire  orders  to  the  Institute.  One 
manager  of  an  apron  department  says  that 
he  prefers  the  work  done  by  these  women  to 
that  of  sighted  workers.  The  proportion 
of  imperfect  garments  turned  out  in  a  single 
day  is  surprisingly  small. 

There  are  at  present  twenty-seven  blind 
women  in  the  apron  shop,  either  operating 
or  learning.  A  double  row  of  power  sewing 
machines,  fitted  with  shafting  is  in  con- 
stant use.  A  sighted  superintendent  and 
two  sighted  helpers  are  the  only  ones  in  the 
place  who  are  not  totally  blind. 

Simplicity  And  System  The  Key- 
Notes 

To  the  visitor  watching  the  operations  of 
these  blind  workers,  there  seems  at  first 
something  uncanny  about  the  way  in  which 
they  work.  Careful  observation  of  the 
various  processes  reveals  the  fact  that  it  is 
all  done  by  a  splendid  system  of  assembling 
and  distributing  the  parts  of  the  garment. 
As  a  rule,  when  a  blind  girl  has  learned  one 
operation  well,  she  is  kept  at  it  almost 
entirely  because  it  is  easier  on  her  and 
because  even  changing  operations  in  the 
slightest  way  delays  the  work  for  a  time. 
Two  partially  sighted  women — they  can 
distinguish  light  from  dark — are  in  charge 
of  the  "laying"  of  the  material  to  be  cut,  a 
sighted  worker  cuts  it  and  the  partially 
sighted  ones  roll  it  and  tag  it  for  the  machines. 
This  means  placing  the  light  and  dark 
materials  in  their  correct  places  for  the 
totally  blind  workers.  The  two  sighted 
workers  then  place  the  different  parts  of 
the  garments  at  the  left  of  each  operator. 
One  or  two  learn  each  operation.  For 
example  there  is  hemming,  tucking,  binding, 
sewing  on  braid,  putting  the  parts  together — ■ 
all  this  is  done  by  the  totally  blind.  The 
making  of  button  -holes  and  the  examining 
for  flaws  is  of  course  done  by  the  two  girls 
who  can  see. 

How  do  the  operators  know  whether  they 
are  sewing  on  the  right  side  of  the  material? 


Dry  Goods  Review  asked  the  superintendent. 
The  explanation  was  very  simple.  It  is  a 
rule  of  the  shop  that  all  materials  must  be 
placed  with  the  reverse  side  up,  when 
given  the  workers.  If  a  garment  is  found 
sewn  on  the  wrong  side,  it  is  generally  be- 
cause the  sighted  girl  has  not  placed  it  in 
the  established  way. 

One  girl  has  the  difficult  operation  of 
sewing  on  ric-rac  braid.  She  turns  up  the 
material  and  sews  on  the  braid  in  one 
movement.  She  does  it  by  simply  guiding 
it  with  her  finger.  If  she  allowed  it  to  slip 
even  a  sixteenth  of  an  inch,  the  braid  would 
be  crooked  or  the  hem  on  the  material  would 
not  be  properly  done.  In  a  whole  day  she 
rarely  makes  an  error. 

It  takes  two  years  for  a  blind  girl  without 
previous  experience  to  learn  to  operate  a 
power  sewing  machine  expertly.  Those 
who  are  learning  receive  $9  a  week  during 
their  course. 

Many  factories  are  glad  to  employ  girls 
trained  by  the  Institute  for  certain  oper- 
ations. They  claim  that  their  work  is 
better.  For  example  a  trained  blind  worker 
can  thread  a  needle  quicker  than  a  sighted 
one. 

Dry  Goods  Merchants  May  See  For 
Themselves 

The  workshops  of  the  Canadian  Institute 
for  the  blind  are  open  to  visitors  all  the  time. 
Dry  goods  merchants  in  particular,  who  are 
in  a  position  to  buy  their  products,  would 
be  welcome  visitors' to  any  of  the  shops. 
Watching  the  complete  making  of  a 
corn  broom  in  five  minutes  is  very  interest- 
ing. This  takes  eight  operations,  all  of 
which,  from  the  time  the  corn  is  sorted  into 
grades,  until  it  comes  out  in  the  finished 
article  is  done  by  blind  men.  As  a  matter 
of  fact  these  brooms  are  sold  in  the  open 
market  in  direct  competition  with  brooms 
made  by  sighted  workers,  and  the  steadiness 
of  sales  proves  the  efficiency  of  the  work. 


Col.  John  Jardine,  director  of  the  firm 
of  John  Jardine,  Limited,  Nottingham, 
England,  was  in  Toronto  recently.  His 
firm  is  famous  throughout  the  world 
for  its  lace-making  machinery.  This 
visit  suggests  the  posisibilities>  for  the 
establishment  of  a  new  lace  industry  in 
this  country. 

The  windows  of  the  Manchester,  Rob- 
ertson and  Allison  of  St.  John,  N.  B., 
attracted  much  attention  to  homefurn- 
ishings  lines  recently.  Five  windows 
were  devoted  to  different  rooms— such 
as  would  be  found  in  a  well-furnished 
apartment.  They  were  hallway,  library, 
living-room,  bed-room  and  dining-room. 
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ROMANCE  OF  MERCHANDISE 

ADVERTISING  men  are  constantly  on  the  look- 
out for  new  ideas  with  which  they  can  make  a 
stronger  appeal  to  the  customer.  There  is  a 
a  definite  turning  away  from  the  "shouting"  type 
of  advertisement  to  something  saner.  People  are 
tired  of  being  shouted  at  in  a  loud  and  unconvinc- 
ing voice.  They  are  receptive  to  style,  quality 
and  price  appeal.  But  they  can  be  interested  in 
one  other  thing  that  is,  perhaps,  too  frequently 
overlooked  in  the  merchandising  plans  of  many 
merchants.  We  refer  to  the  romance  of  the  mer- 
chandise that  is  handled.  For,  be  it  remembered, 
there  are  few  pieces  of  merchandise  on  the  shelves 
of  the  retail  merchant  that  are  without  a  romantic 
history. 

In  addressing  the  Advertising  Clubs  of  the  World 
at  Cincinnati  recently,  Fred  T.  Harris  gave  an 
example  of  this  which  might  be  quoted.  In  the 
selling  of  a  fur  coat,  for  instance,  he  pre-supposes 
that  the  customer  is  making  some  objection  to  the 
cost  of  the  coat  which  is  stated  to  be  $20,000. 
Here  is  a  chance  for  some  information  that  is  full 
of  romance.  Perhaps  the  consumer  thinks  the  re- 
tailer has  made  $10,000  out  of  the  sale  of  that 
coat.  Eliminate  the  retailer  and  the  wholesaler 
and  how  would  the  customer  get  the  coat?  A 
trapping  expedition  into  the  heart  of  Siberia  for 
Russian  sable,  an  expedition  that  lasts  many  months 
and,  with  transportation  costs  from  one  continent 
to  another,  with  the  skill  of  the  master  furrier  to 
put  it  into  proper  shape,  with  a  good  deal  of  waste 
in  selecting  the  right  skins  for  so  elaborate  a  skin 
—these  would  probably  cost  $200,000. 

But  bulk  production  and  distribution  make  it 
possible  to  send  expeditions  into  these  innermost 
parts  of  a  country  where  skins  can  be  selected  for 


the  most  expensive  coats,  while  the  others  are 
made  up  into  less  expensive  coats  that  cost  $400 
or  $500.  Thus  both  the  rich  and  the  poor  alike 
can  be  served  with  fur  coats  at  a  much  cheaper 
price  than  otherwise. 

It  is  just  one  of  many  such  arguments  that  might 
be  used  with  all  classes  of  merchandise.  In  this 
issue,  for  instance,  we  have  articles  dealing  with 
cotton  and  silk  from  the  raw  state  to  the  finished 
product.  There  is  romance  in  every  piece  or  cot- 
ton or  silk  goods.  There  is  romance  in  all  mer- 
chandise, which,  if  in  the  possession  of  the  ad.  man 
or  the  salesman  will  make  for  more  effective  re- 
sults. 


SOMETHING  DIFFERENT 

TPHERE  are  many  manufacturers  and  wholesalers 
who  tell  us  these  days  that  the  only,  or  the  best 
things  that  sell  are  articles  that  are  "something 
different."  Novelty,  everlasting  novelty  seems  to 
be  what  the  retailer  is  looking  for  in  many  of  the 
lines  of  merchandise  that  he  is  handling.  The  re- 
tailer is  bound  to  appeal  to  the  consumer  with 
something  that  possesses  unusual  features  about  it. 
While  it  is  a  mistake  to  assume  that  there  is  no 
money  in  the  country  and,  therefore,  that  business 
must  wait  till  conditions  are  more  favorable,  it  is 
not  a  mistake  to  assume  that  business  is  harder  to 
get  and  that  "something  different"  may  get  it.  It 
may  be  something  different  in  the  merchandise  it- 
self, or  it  may  be  something  different  in  a  mer- 
chandising method. 

There  are  many  methods  being  tried  out  by 
Canadian  retailers  to-day  that  indicate  an  aggres- 
sive spirit,  a  spirit  that  is  restless  for  "something 
different"  in  the  way  of  appeal  to  the  Canadian 
consumer.  And  these  methods  of  aggressive  mer- 
chandising are  proving  to  be  quite  successful. 
Articles  to  be  found  in  this  and  other  issues  of 
Dry  Goods  Review  since  the  first  of  the  year  tell 
how  retailers  here  and  there  have  brought  profits 
to  their  balance  sheets  by  contests,  by  methods  that 
are  quite  unique  to  the  history  of  retailing  in 
Canada.  This  month,  for  instance,  we  carry  an 
article  dealing  with  an  altogether  novel  idea  con- 
ceived by  the  Hudson  Bay  Co.,  of  Saskatoon,  that 
of  chartering  the  street  car  service  for  the  day  and 
giving  the  citizens  cf  that  citv  free  transportation 
from  early  morning  till  six  o'clock  in  the  evening. 
The  success  of  the  scheme  seems  to  have  more  than 
justified  its  inception. 

It  is  worth  while  impressing  upon  the  minds  of 
retailers  that  what  they  are  looking  for  in  many 
lines  of  merchandise,  namely,  "something  differ- 
ent," many  customers  may  also  be  looking  for  in 
merchandising  methods.  It  is  certainly  of  value  to 
every  retailer  to  study  newer  methods  of  merchan- 
dising, newer  methods  of  advertising  appeal.  If 
the  idea,  in  its  entirety  as  worked  out  by  some  one 
else  is  too  big  for  you,  you  may  be  able  to  modifv 
it  to  suit  your  own  business  and  locality.  There 
are  many  retailers  who  are  discovering  that  meth- 
ods that  introduce  "something  different"  bring  re- 
sults. 
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Dry  Goods  Market  at  a  Glance 

Wholesalers  Report  Spring  Business  as  Poor,  But  Say  That  Plac- 
ing Business  for  Fall  is  Better  Than  a  Year  Ago — Outlook  in  the 
West  Optimistic — Cottons  Down  From  Five  to  Ten  Per  Cent. — 
Knit  Goods  Men  Doing  Good  Business 


B 


USINESS  is  hard  to  get.  In  conversation  with 
many  wholesalers  and  agents  during  the  last 
few  days,  we  have  frequently  heard  the  word  "rot- 
ten" when  applying  to  business.  But  in  going  in- 
to a  more  detailed  analysis  of  the  development  of 
business  from  month  to  month,  that  unsavory  word 
lias  to  be  modified.  Since  the  first  of  the  year 
there  have  been  spots  of  some  days  or  even  weeks 
duration  of  very  poor  business.  But  there  have 
also  been  spots  of  exceedingly  good  business. 
Shortly  after  the  turn  of  the  year,  many  of  the 
wholesale  houses  did  such  a  brisk  business — so 
much  better  than  the  corresponding  period  of  last 
year — that  they  had  the  highest  hopes  of  the  year's 
business,  that  is,  of  1922.  After  six  or  eight  weeks 
of  this,  business  fell  off  and  we  heard  some  "can- 
cellations" of  the  optimistic  talk  of  a  few  weeks 
before.  Then  came  another  brisk  period  of  busi- 
ness— good  spring  business.  About  the  middle  of 
April  it  fell  off  again  and  from  that  time  till 
this  time  of  writing — the  middle  of  May — things 
have  been  quiet  again. 

Better  Than  Year  Ago 

But    looking    back    over    the    four    and    a    half 
months     and    comparing    them    with    the     same 
months  of   1921,  there   are   few   wholesalers   who 
do  not  say  that  they  have  done  a  bigger  volume 
of  business   than   a   year   ago.     For  the   moment, 
sorting  business  is  very  quiet;    one  man   said   he 
had  never  known  it  so  quiet  in  his  whole  life.     But 
the  very  next  thing  he  said  was  that  the  placing 
business  of  their  wholesale  houses — they  have  two 
or  three — for  Fall  was  bigger  than  last  year.     We 
know  another  house  that  has  booked  Fall  business 
over  65  per  cent,  heavier  than  a  year  ago.     Still  a 
third    man    who    said    to    us    that    business    was 
"rotten"  admitted  that  his  business  up  to  the  10th 
of  May  was  away  ahead  of  the  business  for  the 
same  period  of  a  year  ago.     In  some  cases  much 
more  merchandise  is  being  sold,  though  the  actual 
cash  returns  are  less;  in  some  cases  volume  and 
cash  returns  are  both  larger.     This,  as  many  re- 
tailers will  appreciate,  is  the  experience  of  the  re- 
tail trade  all  over  the  country.     The  fact  that  book- 
ing business  for  Fall  in  so  many  cases  is  larger 
than  last  year  is  regarded  by  wholesalers  as  very 
encouraging.     It    shows    a    returning    confidence, 
based    on    an    assumption    that    Fall    and    Winter 
"business  will  be  better  than  the  Fall  and  Winter 
business  of  1921-22. 

The  West 

Many  eyes  these  days  are  turned  to  the  West 
and  to  the  forthcoming  crops.  It  is  admitted  that 
immediate  and  placing  business  is  quiet,  that  col- 
lections are  not  good,  that  credit  has  been  extended 
in  innumerable  cases.  Western  retailers  are  not 
disposed  for  the  moment  to  make  any  commitments 
until  there  is  some  assurance  about  the  crops  of 
1922.     But  optimism  is  part  of  the  life  of  the  West, 


and  there  is  a  good  deal  of  it  at  present  with  re- 
gard to  the  crops  this  year.  Reports  are  that  there 
is  an  abundance  of  moisture  out  there — in  some 
spots  too  much  perhaps.  That  augurs  well;  lack 
of  moisture  for  some  years  has  been  the  forerunner 
of  disappointment  with  regard  to  Western  crop 
conditions.  From  not  a  few  sources  is  heard  the 
statement  that  the  outlook  at  the  present  time  for 
a  crop  has  not  been  as  good  since  the  bumper  year 
of  1915.  If  these  hopes  are  realized  it  will  mean 
a  decided  improvement  in  business  conditions  in 
this  country.  Not  only  the  West  is  concerned  with 
Western  crops;  it  is  a  Canadian  condition  which 
is  reflected  in  every  Canadian  home.  If  the  West 
produces  a  good  crop  for  which  there  is  a  good 
market  price,  that  fact  will  soon  be  reflected  in 
business. 

Lower  Cottons 

One  of  the  Canadian  mills  has  just  issued  a  new 
price  list  on  cottons,  in  all  probability  to  be  follow- 
ed by  similar  action  from  other  sources.  Roughly 
speaking,  the  reduction  on  staple  lines  is  five  per 
cent — some  lines  are  not  affected  at  all;  while  on 
printed  lines  the  reduction  will  run  between  five 
and  ten  per  cent.  To  the  retailer,  it  will  make  a 
difference  of  only  a  few  cents  a  yard  at  best;  in 
the  case  of  some  staples  affected  it  will  mean  less 
than  a  cent.  Some  of  the  cotton  materials  used 
in  house  furnishings  show  a  ten  or  twelve  per  cent, 
reduction.  Wholesale  men  state  that  these  prices 
will  obtain  until  September,  at  least.  The  price 
tendency  of  cotton  is  very  firm  with  an  occasional 
increase  in  raw  cotton  prices. 

Fabrics 

"Something  different."  That  is  what  dress 
fabric  men  say  is  selling  best  for  Fall.  One  of  the 
specialty  houses  believes  that  reversible  tweeds  for 
coatings  will  be  very  strong  for  Fall  so  far  as 
volume  is  concerned.  For  the  woman  who  wants 
something  a  little  better  for  occasions  such  as  af- 
ternoon functions  or  Sunday  wear,  velours  or 
duvetyn  are  said  to  be  in  good  demand.  Some  of 
the  wholesale  houses  have  booked  their  very  best 
business  for  Fall  on  tricotines;  in  fact,  we  know 
of  one  house  that  has  already  over-sold  its  own 
buying  of  this  material.  Poire  twills  and  gabar- 
dines have  had  fair  booking  by  some  of  the  whole- 
sale houses,  and  one  of  the  keenest  buyers  we  know 
of  believes  that  these  are  due  for  a  big  season  be- 
cause Paris  is  doing  so  much  with  them. 

Novelties  in  silks  are  also  the  best  sellers.  Silk 
men  say  they  have  extreme  difficulty  in  disposing 
of  any  staple  lines  but  that  strictly  novelty  lines  are 
quickly  cleared  from  their  shelves.  They  are 
looking  for  a  big  white  season  in  summer  silks  and 
they  say  that  they  have  done  good  business  on 
highly  colored  Spring  silks.  The  price  tendency 
in  Japan  is,  at  present,  firm,  and  this  condition  is 
(Continued  on  next  page) 
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Charter  Saskatoon  Street  Car  Service  for  One  Day 
Hudson  Bay  Co.  Give  Free  Rides  in  Business  Hours 

Official  Returns  Show  That  Only  Thirteen  People  Did  Not  Ride 

at  the  Expense  of  the  H.  B.  C  —  Novel  Method  of  Holding  a  Sale— 

100  Extra  Salespeople  to  Handle  the  Crowds — Conduct  an  Essay 

Contest  in  Connection  With  Window  Display 


GREAT  things  were  expected  when 
.he  Hudson's  Bay  Company  open- 
ed the  doors  of  their  Saskatoon 
store  on  Monday,  May  1st.,  but  the 
crowds  that  thronged  the  store,  and  the 
selling  which  resulted  far  surpassed  the 
expectations  of  even  the  most  enthus- 
iastic. 

At  the  opening  hour  of  9  a.  m.  both 
entrances  to  the  store  and  the  entire  side- 
walk were  swarmed  with  crowds  eager 
er  to  be  among  the  first  to  enter  and 
share  in  the  special  offerings  which  had 
been  advertised  in  a  big  two-page 
spread.  Every  minute  from  the  opening 
to  the  closing  hour  every  section  of 
every  department  on  the  five  big  selling 
floors  was  taxed  to  the  utmost  capacity. 
Even  with  one  hundred  extra  salespeo- 
ple in  addition  to  the  regular  staff  of 
125  it  was  impossible  to  take  care  of 
everybody.  In  an  effort  to  provide  the 
quickest  possible  service  cash  registers 
were  used  on  every  floor  in  addition  to 
the  tube  cash  system  with  which  the 
store  is  served.  By  courtesy  of  the 
management  the  entire  staff  lunched  at 
the  King  George  hotel,  just  across  the 
street  from  the  Hudson's  Bay  store. 

25,000  Ride  Free  With  The  H.  B.  C. 

A  "stunt"  unique  in  the  history  of 
Saskatoon,  and  one  productive  of  mag- 
nificent results  was  the  chartering  of 
the  Municipal  Street  Car  Service  by  the 
Hudson's  Bay  Company.  From  8.30 
a.m.  until  6  p.  m.  no  fares  or  tickets 
were  collected  on  any  street  car  in  the 
city.  Practically  the  entire  population 
took    advantage    of    the       invitation    to 


"Ride  Free  with  the  H.  B.  C."  The 
population  of  Saskatoon  is  slightly 
greater  than  25,000,  and  the  official 
count  showed  that  the  number  of  pas- 
sengers cared  for  by  the  street  railway 
was   24,987. 

The  Advertising  Campaign 

The  Hudson's  Bay  Company  acquir- 
ed the  business  of  J.  E.  Cairns,  Limited, 
on  April  15th.  For  a  period  of  two 
weeks  the  store  was  closed  for  the  pur- 
pose of  taking  stock,  re-marking  merch- 
andise, re-stocking  the  various  depart- 
ments with  new  goods,  re-decorating  the 
store  and  preparing  for  the  252nd  an- 
niversary sale. 

During  the  period  in  which  the  store 
was  closed  the  entire  staff  of  J.  F. 
Cairns,  (taken  over  with  the  business), 
was  employed.  !Full-page  advertise- 
ments appeared  every  day  in  both  the 
local  papers.  These  advertisements 
dealt  with  service  and  buying  features 
of  the  H.  B.  C.  and,  towards  the  time 
for  re-opening  the  store,  dealt  with  the 
approaching  252nd  anniversary  sale  and 
the  disposal  of  the  J.  F.  Cairns  stock. 

Local  items  appeared  in  the  press  al- 
most daily,  dealing  with  some  new  fea- 
ture planned  for  the  opening.  The  per- 
sonal element  was  injected  by  using  cuts 
of  department  managers  who  had  been 
with  J.  F.  Cairns  a  number  of  years  and 
who  were  continuing  in  the  same  capa- 
city with  the  H.  B.  C. 

Children's  Essay  Contest 

As  a  preliminary  feature  to  arouse  in- 
terest  a   special'  window   display  repre- 


senting the  signing  of  the  charter  was 
arranged.  Inspection  was  invited  and 
special  prizes  of  $10,  $5  and  $2  were  of- 
fered to  the  children  under  16  years  who 
sent  in  the  best  essay  as  to  what  the 
window  represented.  Hundreds  of  let- 
ters were  received  and  it  was  with  dif- 
ficulty that  the  judges  made  the  awards. 
From  the  answers  received  it  was  very 
evident  that  the  children  of  Saskatoon 
studied  the  history  of  the  Hudson's  Bay 
Company.  The  window  display  was  ar- 
ranged the  Thursday  prior  to  the  open- 
ing and  crowds  thronged  the  sidewalk 
inspecting   it. 

252nd     Anniversary  Sale 

The  Hudson's  Bay  Company  was 
founded  May  2nd  1670.  The  big  feature 
of  the  opening  of  the  Saskatoon  store 
was  the  252nd  anniversary  sale.  Compre- 
hensive and  thorough  preparations  were 
made  for  this  event.  A  big  two-page 
spread  of  outstanding  values  appeared 
in  both  local  papers.  Windows  were 
filled  with  special  offerings.  Special 
anniversary  sale  cards  were  used 
throughout  the  store.  Every  window  on 
the  first  three  floors  was  stenciled 
with  the  announcement  of  the  252nd  an- 
niversary sale.  Even  the  delivery  rigs 
carried  the  same  message.  During  the 
course  of  the  sale  windows  were  chang- 
ed every  day  and  a  full  pagle  of  fresh 
values  advertised.  The  selling  staff 
was  imbued  with  the  sale  spirit.  Conse- 
quen  lv  the  success  was  tremendous. 
The  sale  continued  one  week  and  interest 
was  maintained  at  the  highest  pitch  of 
enthusiasm. 


MARKETS  AT  A  GLANCE 

(Continued  from  preceding  page) 


reflected  in  the  European  markets.  Conditions 
are  not  so  staple  in  the  United  States  where  many 
of  the  looms  in  the  important  centres  are  idle.  The 
necessity  for  business  is  said  to  be  responsible  for 
many  sales  of  silk  lines  below  the  cost  of  produc- 
tion. 

Knitted  Lines 
Manufacturers  are  being  pressed  for  deliveries 
on  lines  of  bathing  suits  and  some  of  them  hint 
that  retailers  must  be  expecting  a  very  warm 
summer,  judging  by  the  quantities  of  suits  they 
have  ordered.  Not  a  few  of  the  factories  have 
been  and  are  still  working  overtime  to  get  out 
their  orders.  Generally  speaking,  there  has  been 
some  very  good  placing  business  for  Fall  on  knitted 
lines.  While  most  dry  goods  lines  have  met  with 
little  response  in  the  West  for  Fall,  some  of  the 


knit  goods  men  bring  back  better  reports  of  their 
lines  from  the  prairie  provinces.  Silk  and  wool 
hosiery  in  mixtures  is  selling  exceedingly  well  and 
some  of  the  newer  shades  such  as  nude,  salmon  and 
sand  are  meeting  with  a  favorable  response.  The 
pullover  sweater  of  the  Bramley  style  is  selling 
well. 

Other  Lines 

Laces  are  enjoying  a  very  good  run  at  the  present 
time  but  a  number  of  the  other  accessory  lines  are 
reported  quiet  for  the  time  being.  Some  of  the 
wholesale  housefurnishing  houses  state  that  there 
has  been  an  improvement  in  the  trade  during  the 
last  ten  days.  The  Canadian  agents  of  British 
carpet  manufacturers  are  awaiting  the  July  meet- 
ing over  there,  and  are  expecting  that  there  will  be 
some  lowering  of  prices. 


Dry   Goods  Review 


GENERAL    SECTION 


29 


Beware  of  the  Inoffensive  Match 

It  is  the  Most  Prolific  Cause  of  Preventable  Fires  and  Results  in 

Thousands  of  Dollars'  Worth  of  Loss  of  Merchandise  Every  Year 

— Campaign  of  Education  by  Fire  Marshal  is  Bringing  Results 

— Decrease  in  Number  of  Fires  Recorded 


MAY  seems  to  be  the  month  of  the 
year  associated  in  people's  minds 
with  cleaning  up.  The  Fire  Mar- 
shal of  Ontario  makes  a  special  effort 
in  the  month  of  May  to  interest  the 
school  children  of  the  province  and  the 
various  municipal  bodies  and  organiza- 
tions in  the  question  of  fires  and  their 
prevention.  Cleaning  up  the  back  yard; 
getting  rid  of  the  accumulated  refuse  of 
months,  refuse  that  is  a  constant  danger 
to  every  merchant's  livelihood;  directing 
attention  to  various  preventable  methods 
against  disastrous  fires — these  are  some 
of  the  things  urged  by  the  Fire  Mar- 
shal's department  in  the  May  cam- 
paign against  carelessness  that  causes 
fires,  and  in  favor  of  cleanliness  and 
carefulness  that  will  prevent  fires.  For, 
after  all,  the  great  majority  of  fires 
are  those  due  to  preventable  causes;  in 
other  words,  a  little  care,  behind  which 
there  should  be  some  knowledge  of  ele- 
mentary facts,  would  largely  wipe  out 
the  fearful  bill  against  Canada  every 
year  for  fires.  Some  idea  of  the  work  be- 
ing carried  out  by  the  Fire  Marshal's 
department  to  combat  carelessness  that 
results  in  fires  and  to  broadcast 
knowledge  with  regard  to  methods  of 
preventing  fires  can  be  gauged  from  a 
recent  report  which  shows  what  was 
done  in  a  <  ar  in  an  educational  way. 
Some  15,000  copies  of  a  16-page  pros- 
pectus, suggesting  ways  and  means  for 
the  proper  observance  of  Fire  Preven- 
tion Day  were  distributed,  20,000  copies 
of  the  Royal  Proclamation;  25,000  litho- 
graphed posters;  50,000  copies  of  the 
booklet,  "Conservation  of  Life  and  Pro- 
perty from  Fire;"  25,000  fire  preven- 
tion blotters;  1,000  lantern  slides  for  use 
in  the  moving  picture  theatres;  3,000 
letters  to  the  clergy  of  all  denominations 
in  the  province;  500  letters  to  high 
schools,  colleges  and  universities;  300 
letters  to  fire  chiefs;  and  500  copies  of 
"Fire  Prevention  News"  to  the  news- 
papers. 

Bringing    Results 

The  efforts  of  the  Fire  Prevention 
League  which  works  in  eonjunct'o?i  with 
the  Fire  Marshal's  office  are  bearing 
results.  In  his  last  presidential  address, 
Arthur  Hewitt  used  these  significant 
words,  "For  the  first  six  months  of  this 
year,  while  the  fire  losses  for  the 
Dominion  and,  in  fact,  throughout  the 
American  continent,  show  large  increas- 
es, there  were  in  Ontario  440  fewer  fires 
and  $280,000  less  of  loss  than  in  the  cor- 
responding period  of  the  preceding  year. 
(This  refers  to  1921).  At  the  same  time, 
the  records  for  July,  August  and  Sep- 


tember of  this  year  are  not  so  grati- 
fying when  we  realize  that  there  was 
a  total  loss  of  $1,517,000  for  the  month 
of  July,  $1,357,000  for  the  month  of 
August,  $1,532,000  for  the  im/onth  of 
September,  with  four  fires  in  lumber  in- 
terest alone  amounting  to  $649,046.  You 
see  a  few  fires,  a  very  few  fires,  have 
caused  a  tremendous  proportion  of  the 
loss."  This  statement  shows  that  the 
number  of  fires  is  on  the  decrease;  the 
actual  loss,  as  is  pointed  out,  is  most 
frequently  due  to  a  few  large  fires. 

Fires  in  the  Province 

The  report  for  the  year  1920  shows 
that  in  that  year  there  were  9,296  fires 
with  a  loss  of  $11,771,718 — a  per  capita 
loss  of  $4.70.  During  the  last  five  years 
there  have  been  48,312  fires  in  Ontario, 
consuming  $64,844,935  worth  of  mer- 
chandise, buildings  and  foodstuffs,  av- 
eraging one  fire  every  hour  of  the  day 
and  night,  and  a  daily  loss  amounting 
to  $35,500.  In  this  day  of  advanced  civ- 
ilization it  is  appaling  to  think  of  this 
awful  destruction  of  our  substance  which 
is  gradually,  but  nevertheless  effective- 
ly, impoverishing  our  people. 

Carelessness  With  Matches 

In  an  address  at  the  third  annual  con- 
vention of  the  Ontario  Fire  Prevention 
League,  George  F.  Lewis,  Deputy  Fire 
Marshal  of  Ontario,  gave  some  startling 
facts  with  regard  to  fires  and  their 
causes. 

"The  most  prolific  cause  of  prevent- 
able fires  in  all  walks  of  life,"  he  said, 
"iis  unquestionably  the  careless  user  of 
matches.  The  habit  of  carrying  strike- 
anywhere  matches  loose  in  pockets  re- 
sults in  many  serious  fires.  In  pulling 
something  out  of  one's  pocket  it  is  very 
easy  to  haul  out  a  match  by  mistake  and 
drop  it  on  the  floor,  barn  or  other  place 
where  inflammable  material,  hay,  straw, 
etc.,  has  accumulated.  Subsequently  it 
may  be  stepped  on  by  a  horse  or  a  man 
and  start  a  fire. 

"Wherever  there  is  human  life.  *v- 
are  matches.  They  can  usually  be  found 
in  every  room  in  the  house  and  in  the 
pockets  of  every  suit  of  clothes  worn  by 
most  men  in  the  country.  There  is  a 
fascination  about  fire  and  especially 
about  the  burning  of  the  match,  for  the 
smallest  child.  A  child  uses  matches 
carelessly  because  they  are  placed  where 
he  or  she  can  readily  get  them  and  be- 
cause children  see  these  matches  con- 
stantly handled  in  a  careless  fashion  by 
their  parents. 

"It  is  well  to  form  the  habit  of  strik- 
ing a  match  away  from  you,  and  not  to- 
wards you;  so  that  if  the  head  flies  off 


or  the  stick  breaks  it  will  not  have  a 
chance  to  set  fire  to  your  clothing.  Al 
ways  close  the  box  before  lighting  a 
match  on  it.  If  the  matches  are  stuck  in 
a  box  holder  see  that  the  heads  are  not 
exposed,  otherwise  the  flame  may  set 
fire  to  the  whole  box. 

"One  of  the  most  frequent  forms  of 
involuntary  incendiarism  known  is  the 
way  thoughtless  individuals — generally 
smokers — throw  away  matches  without 
taking  the  simple  precaution  of  blowing 
them  out,  and  assuring  themselves  that 
they  are  extinguished — a  matter  of  3 
second  or  two,  although  they  were  per- 
fectly willing  to  spend  fifteen  seconds' 
time  in  igniting  the  match  and  lighting 
the  tobacco.  This  careless  practice  is 
universally  prevalent  throughout  the 
country. 

"There  is  one  safe  way  to  dispose  of 
every  lighted  match.  Break  it  in  two  be- 
fore throwing  it  away.  If  you  will  preach 
this  doctrine  broadcast  throughout  the 
country  people  will  become  accustomed 
to  breaking  the  matches,  and  you  will 
find  that  the  number  of  match  fires  will 
be  greatly  reduced. 

"The  day  will  come  when  we  will  not 
be  permitted  to  be  careless  with  match- 
es or  blind  to  the  ethics  of  Fire  Preven- 
tion. Individual  responsibility  will  be 
so  great  that  personal  indifferenc:  will 
be  pushed  aside  and  the  causes  of  Fire 
Protection  and  Fire  Prevention  given 
their  proper  status.  The  appalling  size 
of  the  national  ash-heap  will  be  reduced, 
through  the  elmination  of  our  worst  and 
most  deeply  rooted  national  failing, 
CARELESSNESS. 

"When  the  Ontario  Fire  Prevention 
League,  Inc.,  was  organized  in  August. 
1918,  it  advocated  'the  universal  adop- 
tion and  use  of  the  safety  match  which 
will  only  strike  on  the  box,  and  legisla- 
tion prohibiting  smoking  in  all  parts  of 
factories,  industrial  and  mercantile 
buildings,  except  in  such  fire-proof 
rooms  as  may  be  especially  approved  for 
the  purpose,  by  fire  departments.'  That 
tenet  of  faith  has  since  been  re-affirm- 
ed and  although  the  loss  of  life  and  de- 
struction of  property  as  the  result  of 
the  careless  use  of  matches  throughout 
this  country  has  been  appalling,  yet  we 
are  somewhat  encouraged  by  knowing 
that  the  number  of  fires,  and  amount  of 
loss,  occurring  from  this  cause  in  the 
Province  of  Ontario,  at  least,  has  been 
on   the   decrease. 

"The  average  number  of  match  fires 
for  the  three  years  1918  to  1920  in- 
clusive, has  been  one  thousand  and 
seventeen,  with  an  average  yearly  loss 
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of  $413,322,  out  of  a  total  average  num- 
ber of  9,477  fires,  aggregating  an  aver- 
age yearly  loss  of  $12,653,063.  The  total 
number  of  fires  caused  by  carelessness 
with  matches  and  children  playing  with 
them  in  1920  in  Ontario,  was  1913,  and 
the  amount  of  loss  was  $320,231.  To 
this  loss,  charged  directly  to  carelessness 
with  matches,  might  well  be  added  a 
large  portion  of  the  loss  caused  by  the 
careleiss  smoker.  Fires  under  this  class- 
ification during  the  last  three  years 
have  averaged  468  in  the  province  en- 
tailing an  average  yearly  loss  of  $339,- 
296.  This  means  that  more  than  fifteen 
per  cent,  of  the  fires  occurring  in  On- 
tario each  year  are  caused  by  careless- 
ness with  matches  and  by  careless 
smokers. 

"In  the  statistics  compiled  by  the  Na- 
tional Board,  matches  and  smoking  are 
combined  under  causes  that  are  strictly 
preventable.  In  1917,  the  total  loss  from 
this  classification  amounted  to  $15,406,- 
165  and  in  1918,  the  loss  amounted  to 
$16,453,562.  It  is  of  noteworthy  consider- 
ation that  of  twelve  classifications  un- 
der which  the  National  Board  places 
strictly  preventable  causes  of  fires,  that 
of  matches  and  smoking  heads  the  list 
by  several  million  dollars." 


To  See  Ourselves  as  Others  See  Us 

Trenton  Merchants  Hold  Regular  Conferences  to 

Listen  to  Criticisms  of  the  Store  That  Reach  Ears 

of  the  Sales  Staff — Some   of  the   Difficulties  Set 

Right  After  They  Are  Known 


R.   T.  CHANDLER 

who  has  been  connected  with  the  Beld- 
ing-Corticelli  for  over  three  years  as 
advertising  manager  has  recently 
joined  the  London  Office  of  McConnell 
and  Fergusson. 

Mr.    Chandler    has     been    actively 
engaged  in  sales   vromotion  a"d   ad- 
vertising   for    eight    yars    both    in 
Toronto   and  Boston. 


TRENTON,  Ont.  has  a  dry  goods 
store  which  believes  its  customers' 
criticisms  are  the  foundation 
stones  for  better  service.  The  owners  of 
this  business  are  two  energetic  young 
men  who  have  placed  their  all,  in  the  full 
sense  of  the  word,  in  their  work.  Both 
have  had  experience  with  large  depart- 
ment stores  as  clerks  and  as  managers. 
It  was  this  experience  which  showed 
them  the  invaluable  lessons  which  are 
learned  from  the  store's  patrons.  Both  of 
them  can  recall  criticisms  they  heard  of 
their  respective  employees  which  might 
have  been  used  advantageously  had  they 
had  the  courage  to  report  them. 

Conference  to  Report  "Kicks" 

Now  the  heads  of  a  store,  no  matter 
on  how  small  a  scale  that  business  is 
carried  on,  are  not  the  natural  ones  to 
hear  stories.  In  smaller  towns  especially, 
where  the  employees  are  well  known, 
discussion  of  the  community's  merchants 
is  carried  on  quite  freely.  The  only  time 
the  merchants  themselves  hear  these,  are 
when  concrete  cases  of  dissatisfaction  as 
to  merchants  or  values,  come  to  light. 
These  are  matters  which  can  be  settled. 
But  it  is  the  small  criticisms  as  to  policy, 
personality  and  methods  which  the  mer- 
chant should  hear  and  which  in  reality 
he  never  does  unless  he  invites  the  con- 
fidence of  his  employees. 

This  Trenton  store  has  for  some  time 
held  fortnightly  conferences  at  which 
everyone  connected  with  the  business  is 
present.  At  one  of  these  talks,  the  em- 
ployees were  invited  to  come  prepared 
to  tell  of  the  "grouches"  they  heard  about 
town.  They  were  instructed  to  think  them 
over  beforehand  and  to  report  them  with 
all  confidence,  knowing  that  these  would 
not  be  held  against  them. 

A  Few  Criticisms 

To  show  the  different  types  of  things 
which  can  make  enemies  for  stores,  we 
give  herewith  some  of  the  criticisms.  One 
woman  who  was  well-known  to  these 
merchants  and  who  was  always  interes- 
ted in  new  merchandise,  had  remarked 
that  she  objected  to  being  invited  in 
when  she  chanced  to  pass  the  store.  One 
of  the  partners  had  been  in  the  habit  of 
doing  this  simply  because  she  had  always 
seemed  very  much  pleased  at  h's  inter- 
est. This  policy  was  immediately  stop- 
ped. 

Another  criticism  was  that  the  part- 
ners bought  their  supplies  of  groceries 
and  meats  for  use  in  their  homes,  in  an- 
other town.  As  a  matter  of  fact,  they  had 
been  doing  th's  but  only  to  clear  a  bill 
which  had  been  owing  them  for  some 
time.  This  of  course,  could  not  be  ex- 
plained to  their  customers     but     means 


were  taken  to  settle  the  account  sooner 
than  would  have  happened  in  the  ordin- 
ary way. 

A  third  complaint  was  that  one  of  the 
partners  had  offended  a  purchaser.  Un- 
til this  conference  was  held,  he  had  never 
understood  why  that  man  had  stopped 
coming  into  his  store  to  buy.  He  immedi- 
ately took  steps  to  bring  him  back  and 
obtained  a  good  customer  by  doing  so. 

Other  Conferences 

This  is  only  one  of  the  series  held  by 
these  partners.  Another  meeting  which 
was  of  much  value,  was  one  in  which 
two  people  representing  different  types 
of  customers,  were  invited  to  give  their 
opinions  as  to  what  an  ideal  store  ser- 
vice should  be.  One  was  the  manager  of 
the  local  Hydro  Electric  plant,  the  other 
was  a  teacher  in  the  public  school  of 
Trenton.  Both  gave  interesting  talks  on 
what  they  expected  from  the  store  itself, 
from  the  clerks  and  from  the  advertising 
and  window  displays. 

Other  meetings  are  held  to  discuss  the 
clerk's  troubles  and  means  of  remedy- 
ing them.  Occasionally,  instructive  talks 
are  given  on  current  events  and  on  in- 
dustries and  manufacturies  connected 
with    the  dry  goods  business. 


FACTS  ABOUT  FURS 

The  varieties  of  Real  Seals,  mean- 
ing fur  seals,  are  Alaska  from  the 
Islands  of  St.  Paul  and  St.  George 
owned  by  the  United  States;  Cop- 
per from  the  Commander  Islands 
owned  by  Russia;  Lobos  or  Cape 
Horn,  southern  point  of  South 
America;  Japanese  taken  from  the 
Islands  northeast  of  Japan;  West 
Coast  Seals  taken  from  the  Paci- 
fic Ocean  off  Mexico'  and  lower 
California;  Northwest  Coast  off 
British  Columbia;  Shetlnnd  from 
the  South  Shetland  and  Sandwich 
Islands,  and  from  South  Georgia 
in  the  Antarctic  Ocean.  No  Shet- 
land have  been  brought  to  market 
for  some  years,  since  they  became 
practically  extinct. 

Broadtail  is  the  young  of  the 
Persian  if  killed  when  only  a  few 
days  old.  If  allowed  to  grow  to 
the  age  of  six  or  seven  weeks,  they 
would  be  Persian  Lambs,  and  to 
improve  the  beauty  of  the  curl,  the 
Lambs  are  covered  with  jackets  fit- 
ted on  in  such  a  way  that  they  will 
grow  into  them.  These  jackets  are 
made  of  either  cotton  or  leather. 
Unborn  or  still-born  lamb  would 
have  no  value.  That  fact  in  itself 
would  answer  the  question  of  their 
being  so  taken. 
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Profitable  Trading  With  the  Boys 

Manager  of  New  Department  in   Ottawa  Store   Says  Meagre 

Stocks  and  Poor  Assortments  Drive  Customers  Away — Barber 

Shop  Has  Become  Very  Popular — Keep  Men's  and  Boys'  Distinct 

— Ogilvy  Store  of  Ottawa 


ONE  of  the  main  reasons  why  boys' 
furnishings  make  such  a  minor  show- 
ing in  the  majority  of  stores  which 
cater  to  the  younger  generation  as  well  as 
grown-ups,  is  that  most  retailers  regard 
these  lines  as  unprofitable  and  more  or  less 
•a  necessary  nuisance.  As  a  rule,  all  the 
prominence  given  to  boys'  furnishings  in 
window  displays  is  that  which  cannot  be 
avoided,  and  such  merchandise  is  used 
mainly  to  finish  off  trimming  the  clothing 
forms  or  simply  as  decorative  accessories 
with  more  important  outer  garments.  Such 
arguments  are  upheld  principally  by  re- 
tailers who  have  limited  space  at  their  dis- 
posal and  are  unwilling  to  devote  room  to  a 
separate  section  which,  of  course,  is  the 
best  plan  to  adopt,  while  at  the  sarre  time 
they  recognize  the  disadvantages  in  stock- 
ing boys'  and  mens'  lines  together. 

The  problem  has  been  successfully  met 
by  many  stores,  nevertheless,  although  the 
department  store  has  naturally  the  best 
chance  of  success  with  boys'  furnishings  by 
reason  of  the  fact  that  women  are  the  princi- 
pal purchasers,  rather  than  the  boys  them- 
selves. 

Studies  Boys'  Needs  Closely. 

In  answer  to  a  question  regarding  the 
means  by  which  the  Chas.  Ogilvy  Company 
store  of  Ottawa  has  achieved  such  remark- 
able success  with  its  boys'  department,  the 
manager  of  the  men's  section,  A.W.  Kritsch, 
ascribed  it  to  a  constant  study  of  what 
the  boy  wants  and  a  very  liberal  stock  of 
these  requirements  at  the  right  prices.  Mea- 
gre stocks  and  poor  assortments  are  sure  to 
drive  customers  elsewhere,  according  to  Mr. 
Kritsch,  who  is  constantly  endeavouring  to 
impress  upon  the  minds  of  residents  of 
Ottawa  the  thought  that  the  Chas.  Ogilvy 
store  stands  ready  at  all  times  to  supply 
instantly  everything  that  the  boy  wears. 

The  boys'  department  has  only  been 
opened  a  few  weeks  in  the  Ogilvy  store  and 
is  a  development  of  the  regular  men's  sec- 
tion, which  proved  to  be  too  small  to  con- 
tain both  men's  and  boys'  merchandise. 
Fortunately  there  was  available  a  fine  large 
stockroom  just  below  the  men's  section, 
and  no  pains  have  been  spared  to  transform 
and  decorate  this  new  department  until  it 
has  become  one  of  the  finest  and  most  up  to 
date  in  the  store.  A  broad  staircase  leads 
down  to  the  new  department  which  occupies 
an  area  of  50  by  30  feet  and  is  equipped 
with  the  most  modern  fixtures  and  lighting 
service.  Solid  oak  woodwork  and  pure 
white  walls,  polished  hardwood  floors  and  a 
complete  fire  proof  construction  through- 
out, are  the  principal  features  of  the  lay- 
out, but  mention  should  be  also  made  of  the 
new  haircutting  shop  and  children's  nursery 
which  opens  off  the  main  department  and  is 
the  first  of  the  sort  in  Ottawa.  The  hair 
cutting  shop  is  under  the  care  of  a  compet- 
ent barber  who  is  kept  busy  all  day  long 
trimming  curls  and  giving  shampoos,  and  so 


Better  Organized 
Than  Ever  Before 

At  St.  Thomas,  President  Fitz- 
patrick  said — "We  believe  that  this 
year  business  is  going  to  be  a  little 
harder  to  get,  and  will  require  a 
little  more  thought  and  effort  in 
order  to  secure  it.  We  have  gone 
through  very  difficult  years,  and 
the  majority  of  us  don't  really 
know  where  we  are  going  to  get 
out  at.  The  retail  merchants  I 
consider  to  be  the  one  class  in  the 
community  which  has  borne  its 
losses,  as  much  as  50  per  cent,  in 
money  in  many  cases,  and  we  are 
getting  down  to  brass  tacks,  down 
to  normal,  so  that  we  are  now  able 
to  do  business  on  a  more  stable 
market.  We  have  been  criticized 
in  some  quarters  for  not  taking  our 
losses,  but  on  making  an  investiga- 
tion we  found  that  in  the  section 
with  which  we  are  familiar — the 
clothing — prices  have  been  reduced 
from  UO  to  50  per  cent,  all  round, 
and  in  some  cases  even  more.  That 
being  the  case,  statistics  show  that 
prices  are  down  to  a  fair  market 
value,  and  we  are  starting  in  on 
the  around  floor.  We  are  starting 
all  over  again  to  put  our  business 
on  a  sound  footing,  and  we  are 
laying  plans  for  studying  condi- 
tions for  the  coming  season."  Mr. 
Fitzpatrick  took  the  view  that  the 
retailers  were  going  to  be  better 
organized  in  the  future  than  they 
had  ever  been  in  their  history. 
The  clothing  section  had  visited  all 
parts  of  the  province,  but  nowhere 
had  they  met  with  more  hospitality 
than  in  St.  Thomas. 


popular  has  his  immaculate  and  up  to  date 
establishment  become  that  the  nursery  or 
play  room  is  continually  filled  with  happy 
youngsters  who  amuse  themselves  indefin- 
itely with  the  blocks,  rocking  horse,  picture 
books  and  dolls  provided  by  the  store  man- 
agement. Mothers  also  find  it  advantag- 
eous to  study  the  merchandise  on  display  in 
the  glass  cases  or  on  the  tabls,  and  this  like- 
wise results  in  many  additional  sales,  be- 
sides introducing  the  new  department  in  a 
more  effective  manner  than  would  be  the 
case  ordinarily. 

Keeps  Men's  and  Boys'   Lines  Distinct 

"This  new  section  has  developed  in  a 
rather  remarkable  manner,"  said  Mr. 
Kritsch  to  Dry  Goods  Review,  "and  it 
outgrew  the  men's  section  so  rapidly  that 
it  was  difficult  to  decide  which  was  the 
more  important  of  the  two.  Since  open- 
ing the  new   section   however,   our  men's 


section  has  gone  ahead  equally  well,  and 
we  are  of  the  opinion  that  it  is  much  wiser 
to  run  each  independently  of  the  other. 
It  is  my  intention  to  feature  only  high  class 
goods.  There  is  a  widespread  demand  for 
smart,  even  expensive  clothing  and  furnish- 
ings for  boys  from  3  to  20  years  in  this  city, 
and  we  intend  to  go  after  this  class  of  trade 
as  we  develop.  We  already  require  a  sales- 
staff  of  four  experienced  men  to  handle  the 
boys'  trade,  and  each  is  thoroughly  familiar 
with  the  needs,  tastes  and  styles  of  the  aver- 
age boy  from  childhood  to  the  stage  of 
"first  longs".  We  have  introduced  the  idea 
of  having  tables  and  chairs  grouped  here 
and  ihere  down  the  centre  of  the  depart- 
ment, at  which  customers  may  be  seated 
in  order  to  examine  merchandise  more  com- 
fortably and  with  greater  convenience. 
Later  on,  we  shall  have  small  benches  built 
upon  which  small  boys  can  stand  during 
fittings.  At  present,  we  have  one  large 
fitting  room  which  answers  our  needs." 

The  publicity  methods  of  the  new  de- 
partment are  adequately  handled  by  means 
of  a  constant  display  in  two  of  the  store's 
windows,  one  at  the  front  and  another  at 
the  side.  These  displays  are  carefully  done 
and  feature  a  representative  range  of  smart 
merchandise,  both  clothing  and  furnishings 
ror  boys,  so  that  pedestrians  cannot  fail  to 
learn  of  the  new  department.  Likewise, 
good  use  is  made  of  printers'  ink  and  in  ad- 
dition, the  new  department  is  being  adver- 
tised on  movie  programmes,  especially  in 
connection  with  the  theatre  that  features 
the  Jackie  Coogan  pictures,  so  popular  with 
all  children. 

The  ambition  of  the  manager  of  this  suc- 
cessful boy's  section  is  to  make  it  a  busy, 
efficient,  profitable  and  important  part  of 
the  organization  and  even  in  the  short  space 
of  a  few  weeks,  he  has  succeeded  in  his  aim 
by  reason  of  making  a  comprehensive  study 
of  the  wants  of  boys  and  meeting  these  re- 
quirements with  an  intelligently  selected 
stock  that  is  kept  right  up  to  the  mark  as 
regards  quantity,  quality  and  variety. 


As  a  result  of  a  fire  on  April  27.  the 
Ontario  Clothing  Co.  of  Toronto  sustained 
a  $5,000  loss  to  their  stock. 


It  is  reported  that  an  acid  proof  cloth  has 
made  its  appearance  in  England  which  is 
being  made  up  into  overalls,  leggings,  gloves, 
aprons  and  other  articles  of  wear.  Orders 
are  said  to  be  numerous  from  Canada,  the 
United  States  and  Brazil. 


Tke  tailor  store  of  H.  Krahling  of  Niagara 
Falls  was  entered  on  April  27  and  over 
$2,000  worth  of  suitings  carried  off. 


George  Sangster,  general  organizer  of  the 
Custom  Tailors'  Union,  is  making  a  drive  in 
Toronto  to  secure  membership  in  the  local 
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Young  Men  Prefer  Woman's  Judgment 

Madame  Maille,  of  Verdun,  Keeps  Well  Posted  on  Men's  Styles, 
Acts  as  Advisor  to  Customers  and  so  Keeps  Trade  at  Home — 
Does  a  Good  Deal  of  the  Buying — Handle  Jewelry  and  Perfumes 

as  Side  Lines 

THERE  IS  a  certain  phase  of  re- 
tailing which  offers  many  difficul- 
ties to  the  average  retailer  and 
which  has  been  the  cause  of  much  pessi- 
mism and  gloomy  foreboding  this  year 
among  men's  wear  merchants.  This 
may  be  characterized  .under  the  heading 
of  "catering  to  high  class  trade"  in  the 
small  town — a  branch  of  retailing  which 
is  usually  regarded  as  a  sort  of  trade 
"hoodoo,"  or  else  as  a  mere  empty- 
sounding  phrase  used  to  cover  up  the 
fact  that  there  is  very  little  profit  in 
the  high-class  trade  anywhere  in  these 
days.  In  seeking  for  information  rela- 
tive to  successful  work  in  this  particular 
line,  Dry  Goods  Review  visited  several 
small  towns  in  the  vicinity  of  Montreal 
to  ascertain  how  customers  who  prefer 
high  grade  merchandise  may  be  lured 
away  from  the  city  stores  or  the  spec- 
ialty shops  of  recognized  fame,  and  in- 
terested in  goods  shown  by  the  retailers 
of  their  own  immediate  neighborhood. 
One  such  example  came  to  light  in  the 
suburb  of  Verdun,  located  about  half  an 
hour  from  Montreal,  in  which  the  suc- 
cess lay,  not  so  much  in  the  fact  that 
there  was  no  competition  in  this  direc- 
tion, but  rather  because  this  particular 
merchant  has  so  thoroughly  studied  his 
field  that  he  left  no  loopholes  for  failure 
and  has  thus  won  the  right  to  term  his 
store  a  "specialty  shop"  in  every  sense 
of  the  word. 

Men  Shoppers  Prefer  Feminine  Aid 
When  a  staff  member  of  Men's  Wear 
Review  visited  this  store,  the  proprietor, 
Diogene  Maille,  was  away,  but  his  part- 
ner explained  the  various  methods  by 
which  Mr.  Maille  has  become  success- 
ful. His  partner,  it  should  be  pointed 
out,  is  also  his  wife,  and  to  an  immed- 
iate query  as  to  whether  it  was  really 
possible  for  a  woman  to  run  a  high 
grade  men's  furnishing  shop,  Madame 
Maille  answered  emphatically  in  the  af- 
firmative. 

"In  a  small  town,  where  we  all  know 
one  another,  a  tactful,  experienced  Wo- 
man can  sell  men's  furnishings  just  as 
well  as  a  male  clerk,'"  she  said.  "My 
husband  has  asked  our  customers  if  they 
would  prefer  to  be  served  by  a  young 
man  and  they  invariably  reply  that  they 
prefer  a  woman's  taste  and  judgment. 
Of  course,  I  myself  am  thoroughly 
familiar  with  business  methods  as  I 
have  been  trained  in  one  of  the  largest 
Montreal  stores  and  know  a  good  deal 
about  the  psychology  of  selling.  I  see 
no  reason  whatever  why  any  woman 
should  not  become  well  acquainted  with 
what  is  correct  in  men's  wearing  appar- 
el and  if  she  reads  trade  papers  con- 
stantly and  keeps  in  personal  touch  will 
the  new  goods  from  the  manufacturers, 


Spring  headwear  display  shown  in  one  of  the  windows  of  the  Verdun  store 
of    Diogene   Maille.     This   window    is    effectively    dressed   considerina    its 
small  space  and  owes  not  a  little  of  its  smartness  to  the  soft  velour  drap- 
eries used  in  the  backgrounds  and  floor  coverings. 


she  should  be  able  to  make  a  conspic- 
uous success  of  her  work.  I  know  they 
say  a  woman  cannot  pick  out  a  necktie 
for  a  man,  but  let  me  tell  you  that  I  not 
only  buy  our  entire  stock  of  neckties 
but  none  of  our  customers  would  think 
of  selecting  one  without  my  personal  ap- 
proval regarding  his  choice.  I  believe 
in  studying  what  is  correct  in  the  large 
cities,  and  in  .offering  advice  to  custom- 
ers who  plainly  do  not  know  what  thev 
should  select.  They  never  mind  such 
advice,  and  when  one  has  gained  their 
confidence,  they  become  regular  custom- 
ers because  they  simply  cannot  do  with- 
out it." 

This  theory  of  women  as  successful 
sales  clerks  in  a  men's  furnishing  store  is 
not,  after  all,  so  revolutionary.  It  is  being 
tried  out  here  and  there  where  condi- 
tions demand  its  adoption,  but  the  idea 
meets  wi*h  the  most  success  in  French 
communities  where  masculine  taste  is 
inclined  to  run  to  somewhat  more  elab- 
orate details  than  elsewhere.  For  ex- 
ample, Frenchmen  are  extremely  punc- 
tilious in  the  matter  of  adopting  mourn- 
ing for  deceased  relatives,  and  after  a 
death  has  occurred,  they  immediately  be 
take  themselves  to  their  preferred  hab- 
erdashery store  to  purchase  a  black  tie, 
gloves,  black  bordered  handkerchiefs, 
etc.  Thus,  there  is  a  real  opportunity 
to  be  of  service  to  xhe  particular  French- 


man and  this  Madame  Maille  does  with 
conspicuous  success. 

Is   a   Style     Authority 

"I  even  go  so  far  as  to  let  it  be  known 
that  I  am  an  authority  on  full  dress  de- 
tails," she  said  with  a  smile,  "and  I  find 
that  my  customers  take  my  word  im- 
plicitly when  I  recommend  such  and  such 
a  collar  as  being  correct  for  them.  They 
used  to  ask  if  they  might  take  certain 
furnishings  home  to  get  the  approval  of 
the  family,  and  this  I  gladily  gave,  but  this 
happens  very  seldom  now.  They  have 
confidence  that  I  know  what  is  right 
and  I  take  good  care  that  I  am  right  too." 

According  to  Madame  Maille  there  is 
no  need  of  a  large  store  in  which  to  sell 
better  class  furnishings.  It  is  not  the 
gorgeousness  of  the  surroundings  which 
brings  in  profits  but  rather  the  worth 
and  value  of  the  goods  themselves.  The 
store  itself  in  this  case  is  one  of  the 
smallest  that  ever  laid  claim  to  be  "ex- 
clusive," being  little  more  than  20 
x  15  feet,  with  a  stock  room  in  the  rear. 
But  with  a  French  woman's  shrewd 
knowledge  of  making  the  most 
of  things.  Madame  Maille  has  utiPzed 
every  inch  to  advantage  and  in  the 
limited  space  there  is  adequate  room  for 
two  large  erlass  show  cases  full  of  shirts, 
a  commodious  glass  fronted  fixture  for 
hats,  tie  stands,  and  tables  for  hosiery. 
There  are   large  mirrors   on   the     walls 
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which  are  finished  in  an  artistic  color 
scheme  of  cream  with  a  deep  blue  dado. 
The  fixtures  and  equipment  are  modern 
and  fully  in  keeping  with  the  character 
of  the  store,  which  now  boasts  among 
its  patrons  all  the  professional  men  and 
office  workers  of  the  town  of  Verdun. 
A  family  trade  is  the  ambition  of  Mr. 
Maille,  who  goes  after  sons  when  fath- 
ers have  once  called,  and  brothers  and 
husbands  as  well,  feeling  sure  that  when 
one  member  is  pleased,  the  rest  will  drop 
in   sooner  or  later. 

Jewelry  and  Perfumes  Profitable 

"We  keep  two  rather  unusual  side 
lines  in  our  store,"  remarked  Madame 
Maille  pointing  to  one  of  the  show  cases. 
"You  see  there  that  we  feature  jewelry 
a  little  more  than  you  will  find  in  most 
men's  stores.  The  reason  for  this  » 
that  few  jewelers  are  ever  posted  on 
what  is  correct  in  masculine  accessories, 
such  as  studs,  stick  pins,  masonic  badg- 
es, fobs,  tie  clips,  etc.  The  average 
jeweler  wants  to  sell  his  stock  and  does 
not  trouble  himself  much  about  the  style 
value  of  his  wares.  We  therefore  keep 
only  such  jewelry  as  is  really  desir- 
able for  well  dressed  men  to  affect,  very 
simple  scarf  pins,  and  cuff  links,  etc. 
We  make  a  real  speciality  of  masonic 
and  Knights  of  Columbus  ensignia 
though,  carrying  these  in  both  simple 
and  expensive  styles,  some  even  jewel- 
studded.  We  also  will  take  jewelry  re- 
pair work  for  customers,  including 
watches  and  rings,  etc.,  and  we  get  this 
done  at  low  rates  by  a  reliable  firm  and 
pass  the  benefit  along  to  our  customers 
who  greatly  appreciate  this  service. 

"Our  other  side  line  is  perfume,  which 
is  much  affected  by  Frenchmen  in  this 
part.  A  well  dressed  Frenchman  would 
never  think  of  using  an  unscented  hand- 
kerchief and  he  is  not  averse  to  using 
a  drop  or  two  on  his  clothing  as  well." 

"Satisfaction — or  Money  Back" 

One  of  the  policies  of  the  store  is  to 
exchange  any  goods  which  are  not  per- 
fectly satisfactory  to  the  customer, 
without  question,  even  to  the  giv- 
ing of  a  new  pair  of  gloves  or 
anything  which  shows  a  flaw  af- 
ter the  first  wearing.  "We  are  glad 
to  exchange  anything  without  question 
and  guarantee  satisfaction  with  every 
purchase,"  pointed  out  Madame  Maille 
who  added  that  she  also  would  take  spec- 
ial orders  for  anything  not  in  stock  that 
might  be  wanted  by  a  customer,  and 
she  also  will  shop  in  Montreal  for  any- 
one who  wishes  something  not  kept  in 
stock.  This  last  service  is  gratis  and  is 
merely  done  to  establish  a  greater  feel- 
ing of  good  will  between  customers  and 
the  store.  "We  are  never  taken  advan- 
tage of  in  this  respect,"  added  this  com- 
petent woman. 

A  very  interesting  point  brought  out 
further  was  the  fact  that  in  this  remote 
corner  of  Montreal,  sales  of  $8  shirts 
and  $5  hats  are  more  frequent  than  any 
other  kind,  and  even  neckwear  is  prefer 
red  which  costs  above  $1.50.  So  grea1 
has  become  the  demand  for  fancy   fur- 


nishings of  all  kinds  that  Mr.  Maille  has 
decided  to  add  a  range  of  blazers  and 
other  Summer  accessories  to  be  in  read- 
iness for  the  opening  of  the  "Verdun 
Outing  Club"  in  the  near  future. 

Display  in  Theatre  Lobby 

The  store  was  opened  last  September 
and  during  the  past  seven  months  has 
been  so  successful  that  Diogene  Maille 
has  acquired  the  premises  next  door 
which  he  will  include  with  his  present 
store.  The  absence  of  a  local  newspa- 
per is  no  deterrent  to  the  progress  of 
the  store  from  the  publicity  standpoint, 
for  apart  from  the  two  dressed  and 
modern  show  windows  of  the  store  prop- 
er, there  is  also  a  similar  one  maintained 
in  the  lobby  of  the  local  theatre  not  far 
away,  where  patrons  cannot  fail  to  see 
what  is  new  in  men's  furnishings  wheth- 
er they  are  going  in  or  coming  out. 
The  theatre  display  also  is  changed  of- 
ten, plainly  priced  wixh  neat  tickets,  and 
well  lighted. 

"We  have  many  women  customers  of 
course,  but  we  cater  chiefly  to  the  young 
men,  for  they  are  the  best  customers  in 
the  end,  and  are  not  bargain  hunters. 
We  have  had  a  very  good  year  and  think 
next  summer  will  be  even  better,"  con- 
cluded  Madame   Maille. 

How  many  retailers  can  say  as  much  ? 


"HATCHWAY" 

A  bove  is  a  new  lipht  fabric  summer  gar- 
ment that  is  just  makina  its  appearance 
to  the  trade.  The  feature  of  th4s  under- 
wear is  that  it  is  a  "no  button"  garment. 
As  can  be  seen,  it  is  removed  by  slipping 
the  upper  part  of  the  garment  over  the 
shoulders  as  one  does  with  a  pair  of  sus- 
penders. The  sole  distributors  of  this 
garment  are  the  Woods  Underwear  Co. 
of  Toronto. 


Cash  Refund  Sale 

Was  Popular 

In  these  days  when  every  one,  almost,  is 
running  a  sale  under  some  pretext  or  other 
and  the  public  has  become  a  little  slow  to 
respond  to  the  ever  increasing  lure  of  the 
cut  price  it  is  rather  difficult  for  any  store 
to  conduct  a  really  big  sale  unless  the 
reductions  are  very  spectacular. 

One  would  be  inclined  to  say  that  a  ten 
per  cent,  reduction  would  not  likely  entail 
any  great  strain  on  the  staff  in  times  like 
these  when  twenty,  thirty-three  and  fifty 
per  cent,  reductions  on  many  lines  are 
claimed  in  the  current  newspaper  adver- 
tisements; yet  Gordon's  Ltd.,  in  Victoria 
conducted  a  most  successful  sale  a  few  weeks 
ago  giving  only  ten  per  cent,  reductions  off 
the  regular  prices. 

Cash  Refund 

The  thing  that  made  the  sale  "go  over 
big"  was  the  fact  that  the  display  and 
advertising  manager,  J.  Jones,  kept  the 
interest  centred  on  the  method  of  dis- 
counting rather  than  the  amount  of  the 
reduction.  The  idea  was  introduced  first 
by  the  name  under  which  the  sale  was 
heralded.  The  Victoria  public  was  advised 
in  generous  space  that  for  the  first  time  in 
the  history  of  the  Capital,  a  "Cash  Refund" 
sale  was  going  to  be  conducted.  The  idea 
of  actual  cash  handed  back  was  stressed  so 
persistently  and  so  effectively  that  the 
novelty  made  a  big  success  of  the  sale,  when 
without  the  idea  of  the  cash  refund  and 
refunding  conditions,  the  ten  per  cent. 
reduction  for  two  weeks  would  not  have 
evoked  more  than  passing  interest. 

It  was  pointed  out  that  on  all  purchases 
made  at  the  regular  price  during  the  first 
week  of  the  sale,  the  purchaser  would  re- 
ceive a  ten  per  rent,  refund  in  cash  if  the 
sales  slips  were  presented  at  the  refunding 
desk  on  the  following  Monday.  The  same 
arrangement  was  made  for  the  second  week. 

Liked  The  Money 

The  idea  caught  on  in  Victoria.  The 
refund  desk  was  kept  busy  on  both  Mondays 
and  the  purchasers  seemed  to  better 
appreciate  their  saving  when  it  was  handed 
back  to  them  in  cash  than  they  would  have 
done  had  a  ten  per  cent,  been  deducted 
from  the  price  at  the  time  of  purchase.  Of 
course,  on  the  Mondays  the  various  depart- 
ment heads  and  the  display  manager  arrang- 
ed the  most  enticing  displays  of  merchandise 
and  the  sales  records  on  the  Mondays  in- 
dicated that  the  major  portion  of  the  money 
refunded  was  spent  again  in  the  store; 
additional  purchases  being  particularly 
pleasing  to  the  purchasers  by  reason  of  being 
bought  with  almost  "found  money." 

"In  this  sale  we  were  able,"  said  Mr. 
Jones  "to  offer  what  every  one  wanted.  If 
we  chose  various  lines  of  merchandise  we 
would  only  suit  a  certain  percentage  of  the 
prospective  customers.  By  making  the 
sale  general,  every  one  that  could  use  any 
line  carried  in  a  store  such  as  this  was 
reached  and  offered  a  'special'  on  what 
she  wanted  to  buy — and  in  gratifying 
numbers  she  came  and  bought  it." 
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LONDON!  I 
SHRUNK 


IT'S  NOT  worth  while 
paying  good  money  for 
good  cloth  unless  you  en- 
sure that  it  is  properly 
shrunk.  Weave  and  weight 
are  readily  tested  and  the 
maker's  name  may  not  mat- 
ter. It's  the  shrinker  who 
handles  it  last,  and  you  need 
his  guarantee. 

The  best  of  all  guarantees 
of  perfect  shrinking  is  the 
stamp  of 

JENNENS  WELCH  &  CO.,  Ltd. 

London,        Huddersfield,       Bradford 


— the  world's  premier  firm  of  cloth 
workers,  shrinkers,  finishers,  etc., 
who  are  also  the  proprietors  of  the 
renowned  JENNWEL  Waterproof 
R'ubberless  Finish,  applied  to 
Tweeds,  Serges,  Coverts,  Fancy 
Worsteds,    Costume    Cloths,    etc. 


JENNENS  WELCH  &  CO.,    LTD. 

Springwood  Works,  Huddersfield 


Cfjattllon,  Jttoulp, 
ftnt&el  &  Cte. 

Silk  Manufacturers 

at:  LYONS,  TARARE,  VEYRINS,  CORBELINS, 
(France) 

CREPES 

PARIS  MUSLINS  LYONS 

LONDON  SATINS  NICE 

NEW  YORK  DAMASKS  MILAN 

BROCADES 
FANCIES 

All  the  Newest  Creations 

M.  AUBIN 

Canadian  Representative 

275  Craig  St.  West,       MONTREAL 
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Toronto 

Montreal 
Winnipeg 


NOVELTIES 
UMITED 


Salesmen  Constantly 
Out  to  Serve  You 
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Draws  500  Customers  by  Two  Courses 

Dress-making  and  Millinery  Courses  Promote  Fabric  Sales  in 

Montreal  Store — Shows  the  Importance  of  Lines  to  Classes — 

Results  from  the  Courses — Small  Equipment  Necessary — How 

it  Stimulated  Yardage  Sales 


HOW  TO  increase  sales  in  yardage 
goods  departments  is  the  problem 
that  faces  the  departmental  man- 
ager during  the  greater  part  of  the  year. 
It  is  all  very  well  to  take  for  granted 
that  certain  months  are  going  to  be 
s'ack  and  others  active,  simply  because 
such  has  always  been  the  case.  The  ag- 
gressive merchandizer  knows  that  there 
is  such  thing  as  stimulating  demand  out 
of  season  just  as  the  enterprising  grocer 
tempts  her  customers  with  ripe  straw- 
berries in  the  month  of  January.  The 
policy  of  holding  a  "home  sewing  week" 
has  been  successfully  advocated  for  some 
years,  yet  this  plan  is  now  lacking  to  a 
certain  degree  in  the  element  of  novelty 
which  after  all,  is  the  real  sales  com- 
pelling factor  rather  than  the  time  worn 
"week." 

Almy's  of  Montreal  registered  the 
greatest  success  in  their  history  in  the 
matter  of  promoting  sales  of  yardage 
goods  this  Spring  through  holding  two 
courses  of  dressmaking  and  millinery 
lessons  in  the  store  auditorium  which 
were  attended  by  upwards  of  500  women, 
each  of  whom  it  is  calculated,  purchas- 
ed her  materia's  at  the  store  as  well  as 
doing  together  incidental  shopping,  per- 
haps necessary  at  the  time,  or  merely 
suggested  by  the  sight  of  the  store 
merchandise. 

Scope   Of  The   Courses 

The  plan  adopted  by  Almy's  was  simple 
but  was  thoroughly  worked  out  in  detail, 
so  that  customers  knew  just  exactly  what 
they  would  be  taught  and  could  feel  sure 
that  they  were  getting  full  value  for  their 
money.  The  course  was  divided  into  two 
classes,  A  and  B.  A  stood  for  12  lessons 
in  dressmaking  and  B  for  the  same  number 
in  millinery,  and  each  cost  $3.50.  The 
first  course  embraced  such  topics  as  cutting, 
fitting  and  garment  constructing,  tailoring, 
draping  and  a  knowledge  of  correct  lines, 
while  the  millinery  lessons  included  instruc- 
tion in  copying,  blocking,  making,  trimming 
and  an  analysis  of  lines  and  types  in  hats. 

A  programme  of  the  proposed  class  was 
printed  in  a  neat  folder  and  placed  on  all 
the  counters  of  the  store  while  tickets  for 
the  courses  were  sold  in  advance  as  well. 

One  of  the  foremost  dressmakers  in 
America  was  engaged  to  give  the  class 
lectures  and  to  teach  the  pupils  in  each  of 
the  courses  which  were  arranged  on 
alternate  afternoons.  Just  before  the  open- 
ing of  the  course,  two  free  explanatory 
lectures  were  given  in  the  auditorium  by 
the  lecturer  who  demonstrated  to  large 
audiences  the  scope  of  the  proposed  courses. 
To  these  women  she  pointed  out  the 
purpose  of  the  courses  and  emphasized 
their  value  from  an  economical  standpoint 
because  students  would  be  taught  how  to 
plan  their  wardrobes  more  scientifically 
and  less  expensively,  while  each  would  be 


shown  how  certain  colors  and  lines  were 
individually  becoming  to  them,  in  order  to 
conceal  any  defects  or  bring  out  good  points. 

The  Importance  Of  Lines 

With  a  blackboard  she  demonstrated 
that  form  or  harmony  has  a  basic  law  and 
that  correct  lines  are  elusive  and  must  be 
reduced  to  an  almost  mathematical  basis 
while  still  bearing  the  proper  relation  to 
beauty,  correctness  and  character  as  a 
whole.  As  an  example  of  the  elusiveness 
of  lines,  she  illustrated  a  diagram  composed 
of  five  strokes,  measuring  5  and  12  inches. 
By  placing  the  shorter  strokes  in  a  down- 
ward direction,  she  conveyed  the  impress- 
ion of  shortness  while  placed  in  the  reverse 
manner,  an  impression  of  height  and  length 
was  obtained.  This,  she  explained,  was  the 
fundamental  law  to  observe  in  millinery  and 
garment  designing,  since  lines  will  either 
counteract  or  emphasize  natural  defects  in 
a  way  undreamed  of. 

Courses  Stimulated  Yardage  Sales 

The  walls  of  the  auditorium  were  used  to 
display  all  kinds  of  dress  goods,  and  students 
were  enabled,  to  purchase  similar  goods  if 
desired,  from  the  regular  departments  of  the 
store.  A  saleswoman  was  on  duty  during 
the  classes  to  take  any  orders  desired.  At 
each  lecture  students  were  told  what 
materials  they  would  require  for  the  next 
lesson  so  they  might   make   any   necessary 


purchases  in  plenty  of  time.  This  was  the 
sole  effort  made  to  interest  the  students  in 
store  merchandise,  yet  according  to  reports 
made,  the  silk  and  woolen  dress  goods  de- 
partments both  did  greatly  increased 
business  during  the  weeks  of  the  course. 
Millinery  materials  also  were  promoted, 
including  wire,  canvas,  silks  and  flower 
trimmings,  ribbons  and  straw  braids.  The 
sale  of  findings  for  finishing  dresses  like- 
wise showed  a  satisfying  increase,  especially 
braids,  buttons,  edgings,  etc. 

Results  Incidental  To  Courses 

The  indirect  results  achieved  by  the 
holding  of  the  courses  in  the  store  were 
summed  up  as  follows:  five  hundred  custom- 
ers, many  of  whom  were  new,  came  to  the 
store  every  other  day  for  a  fortnight. 
These  women  not  only  spent  time  in  the 
store  looking  at  materials  suitable  for  their 
lessons,  but  they  also  studied  the  ready  to 
wear  for  ideas  in  finishing,  etc,  and  they 
found  it  convenient  to  see  about  spring 
household  needs  in  the  furniture,  wall 
paper  and  hardware  departments  as  well. 
Their  names  can  also  be  used  as  the  basis 
of  a  good  mailing  list. 

As  regards  the  apparatus  required  for  the 
holding  of  the  classes,  the  usual  equipment 
of  a  sewing  room,  including  machines, 
cutting  tables,  plenty  of  chairs,  electric  irons 

(Continued  on  next  page) 


A  ivindow  that  attracted  many  people  was  recently  arranged  by  Gaudies, 
Ltd.,  of  Kitchener,  Ontario.  The  use  of  the  figure  in  the  center  of  the 
ivindow   is  an   appetizer   to   the   women   to   begin   their   spring   sewing   on 

cottons. 
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Paris  Takes  Up  Red  In  Fabrics 

Pillar  Box  is  Said  to  be  the  Best  Shade — Places  of  Fashion  Are 

Alive  With  Red  Costumes — Returning  Buyer  Believes  Red  Will 

be  Good  Through  Fall  Season — Tricotines  for  Fall 


A  BUYER  for  a  Toronto  wholesale 
house  has  just  returned  from  a 
trip  to  England  and  France  on 
which  he  secured  some  interesting  wool- 
len goods  for  Fall  business.  One  of  the 
biggest  surprises  of  his  visit  was  the  big 
advance  in  the  price  of  all  French  wool- 
len goods.  There  has  been  an  increase  on 
every  line  he  saw  of  15%  over  the  prices 
of  six  months  ago.  English  prices  have 
advanced  in  the  last  few  months  as  well 
and  prices  still  show  an  upward  tendency. 
For  example,  a  line  wh'ch  he  repeated 
a  month  ago  was  6  shillings  per  piece 
higher  than  in  December  and  the  manu- 
facturers have  written  him  that  if  he 
wants  any  more  he  will  have  to  pay  a 
further  increase  of  nearly  four  shillings. 

Red  Very  Strong  in  Paris 

Not  only  is  the  millinery  world  in 
Paris  greatly  excited  over  the  vogue  for 
red,  but  the  fabric  houses  as  well,  are 
affected.  Pillar-box  is  the  best  shade. 
Our  informant  says  that  the  restaurants, 
the  theati'es  and  the  dance-halls  are 
alive  with  the  flaming  hue,  not  very  of- 
ten seen  alone  except  in  hats  but  fre- 
quently with  other  shades.  Grey  is  by 
far  the  strongest  color  worn  in  com- 
bination with  red  and  biscuit  color  comes 
next.  These  two  are  rarely  seen  alone  as 
in  other  seasons  but  the'r  use  in  com- 
binations makes  them  even  better  than 
before  from  the  point  of  view  of  actual 
yardage. 


This  buyer  says  that  red  will  be  good 
in  Paris  right  through  the  Fall  season, 
for  it  will  not  have  spent  itself  when  the 
warm  weather  arrives  and  the  pastel 
shades  take  its  place.  As  a  proof  of  this 
he  mentioned  the  fact  that  he  had  bought 
three  pieces  of  red  serge  for  a  manu- 
facturer who  makes  uniforms  requiring 
stripes.  Almost  all  of  this  material  has 
been  disposed  of  in  Toronto  to  ladies' 
wear  manufacturers  and  he  has  to  send 
for  more  for  the  original  purpose  and 
because  he  is  certain  there  will  be  a 
steady  demand  for  it. 

The  best  shade  of  grey  is  the  old- 
fashioned  cambric  grey.  This  is  good  in 
combination  with  red,  henna  and  blue 
in  both  checks  and  stripes.  Neither 
checks  nor  stripes  predominate  in  the 
samples  of  woollen  goods  brought  over 
by  this  firm. 

Tricotines  Again   for  Fall 

Once  again  the  tricotine  serge  will  be 
shown  more  than  the  regular  lines.  Navy 
will,  of  course,  take  its  usual  place  as 
first  in  staple  Fall  colors.  The  crossbred 
and  botany  serges  chosen  are  probably 
not  quite  as  good  as  last  year,  that  is, 
those  selling  at  the  same  price  as  form- 
erly are  of  a  slightly  inferior  grade. 

White  broadcloth  and  white  flannel  are 
two  of  the  best  matei-ials  for  sport's 
wear  in  Paris  this  season  and  there  is 
every  indication  that  they  will  be  good 
here. 


What  about  Homespuns? 

The  woollen  goods  houses  in  Toronto 
seem  to  have  a  diversity  of  opinion  in 
regard  for  homespuns.  One  house  says 
there  may  be  a  falling  off  this  Fall  for 
the  reason  that  the  demand  was  so  un- 
expectedly big  this  Spring.  Another  says 
they  will  be  very  good  in  this  country. 

There  is  no  doubt  that  the  United 
States  will  not  stress  homespuns  and 
tweeds  as  much  next  season  but  that  is 
only  to  be  expected,  one  manufacturer 
says,  because  Canadian  goods  of  this 
type  have  had  such  a  wonderful  recep- 
tion over  there.  American  manufacturers 
have  found  it  necessary  to  turn  the  atten- 
tion of  the  public  to  materials  which  they 
can  make  better  than  homespuns.  Can- 
adians, however,  will  buy  both  tweeds 
and  homespuns  again,  particularly  the 
plain  materials  in  the  latter.  They  will 
be  at  popular  prices  rather  than  any- 
thing else.  The  makers  of  the  best  grades 
of  coats  and  suits  will  use  broadcloth. 

The  use  of  broadcloth  brings  out  an 
interesting  point,  one  man  who  had  dealt 
in  woollen  goods  for  forty  years,  tells 
Dry  Goods  Review.  Whenever  tweeds 
have  been  remarkably  strong,  that  is 
strong  enough  to  sell  at  popular  prices, 
broadcloths  have  been  good.  Women  who 
want  exclusive  materials,  have  always 
turned,  in  the  past,  to  broadcloths,  be- 
cause of  their  contrast  to  the  rough 
tweeds. 


DRAWS  500  CUSTOMERS 

(Continued  from  previous  page) 
and  fitting  forms  were  supplied,  while 
customers  brought  their  own  needles,  pins, 
scissors,  tape  measures  and  thimbles.  All 
the  garments  were  first  made  up  out  of  book 
muslin  before  being  cut  out  of  the  goods 
and  this  also  necessitated  a  small  outlav 
on  the  part  of  the  customer. 

Special  Sales  For  Course  Students 

Special  sales  of  interest  to  amateur 
dressmakers  were  featured  by  the  store  all 
through  the  duration  of  the  classes  which 
also  proved  profitable  and  of  great  interest 
to  shoppers. 

Taken  all  round,  the  idea  of  teaching 
women  how  to  construct  garments  or 
millinery  in  the  store  is  the  surest  way  of 
stimulating  sales  in  yardage  goods,  for  the 
saving  in  the  cost  of  making  will  in  most 
cases  be  willingly  paid  out  for  more  goods 
or  better  materials  as  the  case  may  be. 


The  following  directors  were  elected 
for  the  T.  Eaton  Company  at  the  meet- 
ing of  the  Board  of  Directors  following 
the  death  of  the  president,  Sir  John 
Eaton:  R.  Y.  Eaton,  president,  Harry 
McGee,  first  vice-president,  and  Charles 
Boothe,  second  vice-president. 


HELPS  MILLINERY  OPENINGS 

A  novel  way  of  linking  up  store  an- 
niversaries and  openings  with  local  or- 
ganizations has  come  to  the  attention  of 
Dry  Goods  Review.  Sky  Bros.,  who 
have  a  retail  store  in  South  Porcupine, 
Ont.,  are  the  originators  of  this  idea. 

Each  season  this  store  has  a  millinery 
and  fashion  display  opening  which  lasts 
three  days.  Instead  of  serving  tea  in 
the  ordinary  way  to  visitors,  the  refresh- 
ments are  given  in  charge  of  different 
societies  at  each  opening.  These  societies 
are  glad  to  have  the  opportunity  of 
raising  money.  They  undertake  the 
decorating,  supply  the  refreshments  and 
pay  for  the  music.  The  store  has  only 
the  expense  of  advertising,  which 
amounts  to  very  little  since  it  is  only  an 
added  feature  for  their  newspaper  ad- 
vertisements and  hand/ bills. 

One  season  the  Ladies'  Auxiliary  of 
the  local  Orange  Lodge  served  tea  and 
realized  enough  funds  to  assist  sever- 
al families  in  distress.  At  other  times 
the  ladies  of  the  Presbyterian  Church, 
the  Catholic  Church  and  the  Daughters 
of  the  Empire  were  in  charge.  As  the 
[refreshments  are  always  donated  by 
their  friends  their  expense  is  not  great. 


Sky  Bros,  have  the  slogan  "Pioneer 
family  outfitters  of  the  north."  They 
stress  the  fact  also,  that  because  they 
are  manufacturers  and  wholesalers  as 
well,  they  are  able  to  give  their  custom- 
ers good  price s»  Their  wholesale  and 
manufacturing  branches  are  in  Toronto. 

"Sky's  the  limit  in  good  value,"  is  the 
way  this  firm  talks  business  to  the  peo- 
ple of  South  Porcupine  and  the  neigh- 
boring mining  camps. 


A  further  step  in  the  program  in  con- 
nection with  the  Associated  Textile  Pro- 
ducts Exhibition  held  in  Toronto  in 
February,  is  the  exhibition  of  textiles 
on  a  much  larger  scale  at  the  Canadian 
National  Exhibition  this  year.  The  tex- 
tile men  have  taken  7,500  square  feet 
in  the  manufacturers'  building  near  the 
retailers'  fashion  displays. 

Marcus  L.  T.  Hare,  director  of  Wim. 
Hollins  and  Co.,  London,  England,  was 
a  visitor  to  Toronto  the  latter  part  of 
April.  This  visit  marks  the  beginning  of 
a  world  tour  on  which  Mr.  Hare  is  to 
give  intensive  study  on  export  markets- 
Walter  Blois,  who  conducted  a  retail 
store  for  twenty  years  in  Toronto,  died 
in  that  city  on  May  6. 
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The  Silk  Industry  ot  Switzerland 

Ranks  Fourth  in  Markets  of  the  World— Weaving  of  Silks  is 

nwiF£rief  ^n?~Th?,  Weavin#  of  Silk  Ribbons— Silk  Bolting 
Cloth  Manufacture— Some  Auxiliary  Industries— Passed  Through 

Crisis 


THE  SILK  industry  of  Switzerland 
is  the   fourth   in   the  rank   of  the 
markets   of  the   world,  writes  the 
Swiss  Exporter. 

The  chief  line  is  that  of  the  weaving 
of  silks.  This  has  been  in  existence  in 
Zurich  and  East  Switzerland  for  cen- 
turies, and  used  to  send  out  its  products 
in  the  Middle  Ages.  It  employs  more 
than  15,000  (mostly  wide)  power  looms 
and  about  18,000  hands,  together  with 
some  1,000  and  looms  which,  however, 
are  of  no  great  importance.  The  output 
is  a  varied  one,  seeing  that,  with 
the  exception  of  tulle,  all  kinds  of  silk 
fabrics  including  velvet,  are  made  in 
Switzerland  from  the  cheapest  to  the 
dearest  kinds.  Articles  dyed  on  the 
skein,  especially  taffetas,  were  long 
ago  a  speciality  of  Swiss  industry.  For 
many  years,  however,  more  attention 
has  been  paid  to  the  manufacture  of 
goods*dyed  in  the  piece.  Tie  fabrics  play 
an  important  part,  and  coarser  fabrics 
of  all  kinds,  for  umbrellas,  furniture, 
etc.,  with  other  specialities,  are  among 
the  products  of  Swiss  factories. 

The  yearly  output  of  Swiss  silk  weav- 
ing mills  was  valued  before  the  war  at 
close  to  120  million  francs.  This  sum 
has  since  considerably  increased,  par- 
ticularly during  some  of  the  war  years, 
which  fact  is  chiefly  to  be  attributed  to 
the  rise  in  the  price  of  raw  silk.  The 
figures  for  1921  areTibt  yet  known  but 
probably  touch  about  200  million  francs. 
In  this  connection  it  may  be  mentioned 
that  1919  exhibited  the  greatest  export 
quantities  up  to  now,  viz.,  over  415 
millions.  In  1920,  with  exports  to  the 
value  of  322  millions,  the  exceedingly 
high  prices  of  raw  silk  still  made  them- 
selves felt,  so  that  the  state  of  affairs, 
together  with  the  restrictions  of  pro- 
duction, does  not  offer  a  normal  picture. 
Switzerland  herself  never  took  over 
more  than  a  small  fraction,  perhaps  5 
to  10  per  cent,  of  the  total  output; 
hence  factories  are  almost  exclusively 
dependent  on  the  export  markets.  For 
many  years,  England  has  been  the  chief 
customer.  It  is  true  that  exports  to 
Great  Britain  dropped  considerably  dur- 
ing the  war;  they  soon  caught  up  again, 
however,  and  reached  the  sum 
of  no  less  than  174  million  francs  in  1920. 
The  amount  for  1921  is  probably  much 
less — perhaps  about  100  million  francs. 
Canada  Second  Customer 
In  the  course  of.  a  short  time,  Canada 
has  become  the  second  best  purchaser  of 
Swiss  products;  it  is  a  feather  in  the 
cap  of  Swiss  industry  that  it  has  been 
able,  in  competition  with  all  other  silk- 
producing  countries,  to  capture  this  re- 
mote but  good  market.  In  1920,  the  ex- 
ports reached  50%  million  francs. 


In  normal  times,  France  takes  the 
third  place,  although  her  imports  fluctu- 
ate exceedingly.  In  1920,  conditions  were 
very  unfavorable,  and  goods  to  the  value 
of  45  millions  only  were  supplied.  Other 
countries  follow  at  a  long  distance:  the 
figures  for  1920  are: — Sweden,  (18% 
millions);  Argentine  (13);  U.  S.  A.  (9) 
Belgium  (9);  Denmark  (7)  and  German 
Austria   (6). 

The  weaving  of  silk  ribbons,  the  com- 
mercial seat  of  which  is  at  Basle,  has 
developed  on  the  same  lines  as  the  silk 
stuff  weaving.  There  are  about  10,000 
looms,  half  of  which  are  utilized  in  the 
home  industry;  these  however,  in  con- 
tradistinction to  the  hand  looms  of  the 
silk-weaving  are  efficient  machines 
driven  by  electricity.  The  number  of 
hands  is  about  12,000.  All  kinds  of  rib- 
bons are  made  at  Basle,  medium  and 
good  qualities  prevailing.  The  factories 
of  St.  Etienne  are  the  biggest  foreign 
competitors.  The  ribbon  industry  of  U. 
S.  A.  -'s  likewise  of  greater  dimensions 
than  that  of  Basle,  but  hardly  touches 
the  export  trade.  The  ribbon  industries 
of  Germany  and  Italy  are  of  no  im- 
portance for  exportation. 

Cloth  Manufacturing 

The  manufacture  of  silk  bolting-c'oth 
has  suffered  comparatively  little  from 
the  crisis  and  the  fluctuat;ons  of  rates 
of  exchange.  The  products  of  this  in- 
dustry are  turned  out  exclusively  on 
hand  looms  and  their  excellent  qualities 
have  raised  th<  m  to  a  monopoly.  The  to- 
tal exports  in  1920  amounted  to  11.6 
million  francs,  and  the  figures  will  pro- 
bably be  the  same  for  last  year.  All 
countries  buy  these  cloths,  but  U.  S.  A., 
Germany  and  England  are  the  best  cus- 
tomers. 

In  a  brief  mention  of  the  other  branch- 
es, we  may  first  speak  of  silk-twist- 
ing, which  has  existed  for  a  long  time 
in  this  country,  and  is  divided  into  raw 
silk-twisting  (trame  and  organzinet 
and  sewing  and  embroidery  silks.  The 
weft  (trame)  twisting  is  very  important 
and  the  Swiss  products  are  of  establish- 
ed reputation,  finding  their  way  into 
every  silk-weaving  country  whose  cus- 
toms tariffs  do  not  make  it  impossible 
to  do  so.  The  sewing  and  embroidery 
thread  throwsters,  produce  both  the  raw 
and  unbleached  article,  and  the  goods 
for  the  retail  trade,  not  omitting  the 
twisting  of  artif''cal  silk.  These  articles, 
too,  are  exported  everywhere. 

The  schappe  industry  is  a  branch  of 
the  raw  silk  industry  and  is  exceedingly 
efficient.  The  chief  customers  are  the 
velvet  weaving  mills  of  Germany  and 
U.  S.  A.  But  schappe  is  likewise  used  in 


silk-weaving  and  the  knit  goods  indus- 
try. 

Artificial  Silk 

Another  raw  material  is  artificial 
silk,  which,  however,  is  made  only  by 
one  factory  in  Switzerland.  This  factory 
is  a  very  important  one,  and  is  capable 
not  only  of  covering  a  great  part  of  the 
needs  of  the  home  markets,  but  also 
sends  considerable  quantities  abroad.  At 
the  present  moment,  U.  S.  A.,  England 
and  Spain  are  the  principal  buyers. 
Auxiliary  Industries 

For  the  sake  of  completeness,  the  aux- 
iliary industries  must  likewise  be  men- 
tioned. They  have  grown  up  with  the 
silk-weaving  and  give  employment  to 
many  thousands  of  workpeople.  The 
principal  are  the  skein  and  piece-dyeing 
works.  The  printing  of  silk,  which  turns 
out  excellent  work  in  hand  and  me- 
chanical printing  and  also  works  for 
other  countries,  is  likewise  important. 
The  picture  of  the  auxiliary  industries  is 
completed  by  the  finishing  industry  with 
its  manifold  processes. 

The  Swiss  silk  industry  is  ably  second- 
ed by  the  silk  trade  which,  however, 
bears  a  predominant  international  stamp. 
This  is  particularly  the  case  with  the 
raw  silk,  one  branch  of  which  markets 
east  Asiatic  silks  in  Europe  and 
America,  while  numerous  other  firms 
are  occupied  with  the  purchase  and  sale 
of  Italian,  French  and  Levantine  greges 
and  twisted  silks,  utilizing  a  part  of 
their  own  spinning  and  twisting  mills  in 
Italy.  The  Swiss  raw  silk  trade  not  only 
supplies  raw  material  to  the  industrials 
of  the  country  but  has  also  done  so  time 
out  of  mind  to  the  German  and  Czecho- 
Slovak;an  factories  to  a  considerable  ex- 
tent. 

The  wholesale  trade  in  silks  works 
hand  in  hand  with  the  weavers*  whose 
products,  it  partly  takes  up  and  leads 
into  the  channels  with  which  the  manu- 
facturer does  not  occupy  himself.  For- 
eign goods  are  likewise  held.  The  firms 
in  question  are  numerous,  and  many  of 
them  are  of  the  first  importance.  They 
are  in  connection  with  the  wholesale  and 
retail  trades  of  every  country  and  fre- 
quently possess  their  own  organizations 
abroad. 

Went  Through  Crisis 

For  about  a  year,  the  Swiss  silk  in- 
dustry has  been  going  through  a  crisis 
which  has  made  the  most  exacting 
claims  on  its  technical  and  financial  ef- 
ficiency. It  shares  this  fate  to  a  certain 
extent  with  the  silk  industries  of  all 
countries,  seeing  that  purchasing  power 
has  everywhere  diminished  and  big  mar- 
kets are  lost  for  the  time  being.  The 
(Continued   on   next  page) 
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From  Plant  to  Finished  Article 

The  Growth  and  Development  of  Cotton  Described — Comes  Orig- 
inally from  India  and  Mentioned  in  Works  of  Herodotus — Some 
of  the  Enemies  of  Cotton  Plants— Process  Described  from  Spinner 

to  Woven  Cloths 


COTTON  is  grown  from  a  plant 
of  the  natural  order  of  Malvaceae 
and  of  the  genus  Gossypium,  and 
at  present  is  widely  distributed  through- 
out the  world.  There  is  abundant  evi- 
dence to  prove  that  from  the  earliest 
historical  periods  this  fibre  has  been 
known,  cultivated,  and  worked  in  India. 
The  earliest  writer  of  history  in  its 
modern  sense — Herodotus — mentions  the 
existence  of  "wild  trees  bearing  fleeces 
as  their  fruit,"  and  the  making  of  cloth 
by  the  Indians  from  these  trees. 

Cotton  Zone 

At  the  present  day  the  cotton-grow- 
ing zone  includes  the  greater  part  of 
India,  part  of  China,  and  Central  Asia, 
the  Nile  Valley  and  Delta  in  Egypt,  cer- 
tain of  the  Southern  States,  Brazil,  Peru 
and  several  of  the  Islands  of  the  Pacific 
Ocean,  also  in  parts  of  Africa. 

The  cotton  plant  produces  a  better 
fibre  in  some  situations  than  in  others, 
and  there  is  no  doubt  that  other  condi- 
tions such  as  the  character  of  the  soil 
and  humidity  of  the  atmosphere  have 
much  to  do  with  the  character  of  the 
fibre. 

The  condition  of  the  soil  is  one  of  ex- 
treme interest  and  has  a  determinate 
effect  on  the  pliant.  A  loamy  soil  easily 
penetrable  by  the  roots  of  the  plant 
is  preferable  to  a  heavy  one,  and  its 
sustenance  will  be  much  affected  by  the 
character  of  the  soil,  especially  as  the 
plant  is  one  of  those  possessing  tap 
roots. 

Plant  Enemies 

The  cotton  plant  is  liable  to  the  at- 
tacks of  a  caterpillar,  which  is  regular- 
ly developed  like  all  other  moths,  and 
is  most  prolific  during  a  moist  season, 
which  is  not  too  hot  or  too  cold.  When  in 
the  worm  form  it  feeds  upon  the  leaves, 
bulbs  and  bark  of  the  plants,  and  does 
an  immense  amount  of  damage.  The 
moth  is  not  so  destructive,  but  as  it  is 
migratory,  the  eggs  are  laid  over  large 
areas.  The  loss  of  crop,  has,  in  some 
cases,  been  total,  but  there  may  be  very 
little  damage  done.  The  most  favorite 
ground  for  the  development  of  the  moth 
are  the  low-lying,  alluvial  lands,  in 
which  the  plant  rapidly  attains  matur- 
ity. There  is  also  a  moth  which  is  de- 
veloped from  a  worm  called  the  boll- 
worm,  which  is  hatched  from  eggs  in 
the  usual  way.  It  hibernates  in  the 
chrysalis  form  in  the  ground,  and  many 
of  the  species  are  killed  by  the  exposure 
caused  by  ploughing.  The  boll-worm 
feeds  upon  the  flowers  and  bolls  of  the 
plant,  and  by  penetration  into  the  latter 
often   completely  destroys  them. 


Its   Commercial  Value 

The  commercial  value  of  cotton  is  de- 
termined by  several  features,  viz.:  its 
length,  fineness,  strength,  pliability, 
smoothness,  uniformity,  color,  cleanli- 
ness. 

In  testing  cotton,  a  sample  is  taken 
from  each  bale.  This  sample  is  opened 
by  hand,  care  being  taken  to  see  that 
sand  and  leaf  will  not  be  shaken  out. 

It  has  been  indicated  that  the  charact- 
er of  the  different  growths  of  cotton 
fibre  varies  considerably.  Some  are 
strong  and  others  are  weak,  some  harsh 
and  wiry,  others  soft  and  pliable.  Gen- 
erally speaking  the  best  yarn  is  that 
in  which  the  greatest  number  of  fibres 
are  found  in  the  cross  section. 

The  presence  of  broken  leaf  and  seed 
is  mainly  caused  by  lack  of  care  in  gin- 
ning and  is  a  result  of  a  forced  produc- 
tion at  the  ginning  factories.  The  form- 
er especially  is  bad  to  eliminate  and  does 
not  always  finally  disappear  until  the 
cotton  has  been  considerably  treated.  To 
the  same  cause  may  be  attributed,  brok- 
en fibre  and  stringy  cotton,  and  there 
is  also  in  the  ginning  process  a  good  deal 
of  "nep."  The  latter  is  the  name  given 
to  little  knots  which  are  composed  main- 
ly of  dried-up  fibre  and  are  always 
formed  by  the  rubbing  together  of  the 
fibre.  These  are  very  hard  to  remove, 
and  appear  in  the  sliver  even  though  it 
may  be  well  carded,  only  the  specially 
thorough  treatment  by  combing  remov- 
ing them.  It  is  a  very  rare  thing  to  see 
a  carded  web  entirely  free  from  the  little 
white  specks  or  "nebs"  and  until 
methods  are  improved  they  are  not  like- 
ly to  disappear. 

To  The  Shipper 
When  cotton  is  presented  to  the  spin- 
ner it  is,  owing  to  the  pressure  to  which 
it  is  subjected  during  packing,  in  a  mat- 
ted state,  and  the  first  operation  which 
is  necessary  is  that  of  opening  out  the 
bale.  This  is  sometimes  done  by  hand, 
especially  in  mills  which  are  of  small 
size,  but  it  is  becoming  the  usual  prac- 
tice to  effect  it  by  machinery.  This  ma- 
chine is  generally  known  as  the  bale 
breaker,  through  which  the  cotton  pass- 
es to  a  number  of  other  machines  in  the 
picking  room.  Cotton  is  treated  in  this 
manner  to  remove  as  much  of  the  seed 
and  leaf  as  possible,  and  at  the  same 
time  is  being  made  into  lap  form.  It 
then  passes  on  to  the  carding  engines. 
Owing  to  the  method  in  which  the  ma- 
terial has  been  dealt  -with  in  the  earlier 
stages  it  is  now  in  a  fit  state  to  be 
sent  to  the  machines  for  drawing  and 
spinning.  The  carding  operation  re- 
solves itself  into  one  of  cleansing  alike 


by  the  removal  of  the  remaining  motes, 
short  fibre,  or  nep. 

Sliver  Form 
The  cotton  leaves  the  carding  engine 
in  what  is  known  as  sliver  form.  It  then 
passes  to  the  drawing  frame  sliver,  in- 
termediate, second  intermediate,  and 
speeder.  There  is  no  cleansing  of  the 
cotton  after  it  leaves  the  card  or  comb- 
er. The  other  processes  are  simply 
doubling  the  cotton  and  drawing  it  out 
to  the  required  size,  or  thread,  or  hank 
roving.  Cotton  is  sometimes  doubled 
three  or  four  thousand  times  before  it 
leaves  the  mill,  depending  on  the  class 
of  work  for  which  it  is  intended.  The 
roving  which  has  been  prepared  in  the 
card  room  is  then  delivered  to  the  spin- 
ning departments  where  yarns  are  spun 
therefrom  of  the  required  counts  with 
which  cloths  are  woven. 


THE  SILK  INDUSTRY 

(Continued  from  previous  page) 
high  currency  rates  of  Switzerland  are 
an  unfavorable  factor,  as  through  them 
the  manufacture  comes  dearer  than  in 
other  countries.  This  tension  of  prices 
must  be  overcome,  and  over-supply  pre- 
vented by  means  of  restriction  of  out- 
put. Both  of  these  call  for  great  sacri- 
fices. They  have  hitherto  been  accomp- 
lished so  as  to  maintain  relations  with 
customers  and  to  secure  a  place  on  the 
market  for  Swiss  goods  as  previously. 
Hence  the  Swiss  silk  industry  still 
stands  unshaken  as  hitherto,  and  even  if 
production  has  been  limited  owing  to  the 
bad  times,  its  efficiency  and  manysided- 
ness  have  not  suffered  in  any  way.  The 
buyer  can  still  find  in  Switzerland  all 
the  goods  that  he  has  been  accustomed  to 
get  from  Zurich  for  many  years,  at  pri- 
ces which  compete  favorably  with 
those  of  foreign  products. 


J.  A.  Larocque  will  commence  opera- 
tions immediately  on  a  $75,000  depart- 
ment store  in  Ottawa,  Ont. 

An  effort  to  offer  better  goods  at  low- 
er prices  will  be  made  by  the  National 
Retail  Dry  Goods  Association  of  the 
United  States  through  a  trade  fair  to  be 
held  in  August.  This  fair  is  the  out- 
growth of  discussions  held  by  the  var- 
ious retail  merchantis  at  their  conven- 
tion in  February.  If  the  project  proves 
successful,  the  idea  of  making  it  a  semi- 
annual affair  will  be  seriously  consider- 
ed. The  method  proposed  will  eliminate 
both  buying  and  selling  costs  by  pre- 
senting merchandise  to  the  consumer  di- 
rect. Through  this  system  it  is  believed 
that  retailers  can  lower  their  buying 
costs  and  wholesalers  their  selling 
costs. 
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AND       REPENT'1 


ProtectionJbrRetailers 

FROM  the  very  beginning,  we  foresaw  the  horde 
of  imitations  to  which  Lingette's  beauty  and  ex- 
tensive advertising  campaign  would  lead. 

From  the  very  beginning,  we  protected  you  from  the 
humiliation  of  offering  your  customers  an  imitation 
fabric. 

We  have  repeatedly  stated  in  our  consumer  advertis- 


ing 


"Sell  and  Repent' 
Copyright 


"  Ask  for  Lin  get  te  byname — look  for 
Lingette  on  the  selvage  of  the  fabric;  in  the 
label  of  ready-to-wear  garments.  Only  in 
this  way  can  you  be  sure  of  getting 
Lingette' s  quality ;  Lingette's  permanently 
silky  finish;  Lingette's  long-time  satisfac- 
tion both  in  wearing  and  washing." 

Now  We  Say  to  You — 

No  garment  is  a  genuine  Lingette  gar- 
ment unless  it  carries  the  Lingette    label. 

Any  manufacturer  of  genuine  Lingette 
garments  can  obtain  Lingette  labels  from 
us  gratis. 

No  fabric  is  the  genuine  Lingette  unless 
it  is  stamped  "Lingette"  on  the  selvage. 

Substitutes  for  Lingette  may  be  slightly 
cheaper — at  first.  They  may  also  lend  to 
endless  complaints  and  the  alienation  of 
your  patrons'  faith. 

We  shall  be  grateful  for  any  information 
you  may  have,  that  will  enable  us  to  pro- 
tect you  from  manufacturers  who  mis- 
represent their  merchandise  as  "Lingette." 

Fred  Butterfield  &  Co.,  Inc. 

361-363  Broadway,  cor.  Franklin  St.,  NewJYork,  N.Y. 

ESTABLISHED  1838 


St.    Louis.    Columbia  Bldg. 
Cincinnati,   Greenwood   Bldg. 
Baltimore.    Emerson   Tower   Bldg. 


Branches: 

Chicago.    223   West   Jackson    Blvd. 


Boston.   67.   Chauncy  St. 
Philadelphia.    Bourse  Bldg. 
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Illustrating  Hawchorn  Homespuns,  Fashion's  latest  for  Sports  Wear. 
Shown  in  ready-to-wear  garments  by  Canada's  leading  fashion  creators. 

^Made  in  Qarleton  Place,  Ont.,  by  Hawthorn  Mills,  Limited 
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Features  Lingerie  With  Millinery 

Proprietor  of  Exclusive  Millinery  Shop  in  Toronto  Gives  "No 

Exchanges" — Has  Dispensed  with  Charge  Accounts  Altogether 

— No  Two  Hats  Are  Alike — Only  Male  Designer  in  Toronto — 

Lingerie  Adds  Charm  to  Showroom 


I: 


WOULD  rather  sell  to  business 
twirls  than  to  any  other  group  of 
women  buyers."  This  is  the  opinion 
of  Jack  Beaumere,  proprieter  of  one 
of  those  specialty  shops  in  the  Bloor  St. 
district,  which  Toronto  people  speak  of 
as  "exclusive." 

Mr.  Beaumere  makes  th's  statement 
after  many  years'  experience  with  wo- 
men not  only  of  Toronto  but  of  New 
York.  He  was  at  one  time  head  designer 
for  Joseph  in  New  York.  Sometime  pre- 
vious to  the  war  he  opened  up  a  millin- 
ery shop  on  Bloor  St.  in  Toronto.  His 
was.  the  second  specialty  house  in  the 
uptown  district,  the  first  being  that  of 
Lady  Evelyn  Ward,  who  has  since  re- 
turned to  England. 

In  those  days  Mr.  Beaumere  did  busi- 
ues  with  the  wealthy  people  of  Toronto. 
Only  those  customers  who  had  leisure 
and  means  w.  re  in  the  habit  of  patron- 
izing such  establishments.  The  business 
woman    shopped    altogether   downtown. 

Then  with  the  war  Mr.  Beaumere  gave 
up  his  shop  and  joined  the  Air  Force. 
After  the  armistice  he  opened  up 
again  not  far  from  his  former  location. 
He  found,  however,  that  times  had 
changed.  The  business  girl  had  received 
recognition  during  the  war  days,  many 
of  the  leisure  class  had  joined  the  ranks 
of  the  workers  and  those  who  were  in 
offices  had  learned  to  dress  as  well  as 
any  other  class.  Now  he  would  rather 
have  them  as  his  patrons.  The  society 
woman  likes  to  ask  for  favors,  she 
nearly  always  demurs  at  the  price  asked 
and  she  dearly  loves  running  charge  ac- 
counts. The  girl  who  has  learned  how  to 
take  her  place  in  business  affairs  under- 
stands something  of  profit  and  loss  as 
applied  to  retail  merchants,  she  pays  the 
price  asked  and  she  always  gives  cash. 

No   Charge    Accounts    Allowed 

As  one  direct  result  of  the  addit'on  to 
his  clientele,  Mr.  Beaumere  has  been 
able  to  dispense  with  charge  accounts. 
It  is  all  a  question  of  education.  Women 
who  want  to  run  up  bil's  of  three  or  four 
hundred  dollars  before  they  pay,  are 
poor  customers  and  should  not  be  en- 
couraged. 

It  is  this  giving  of  excess  credit  which 
has  ruined  so  many  high-class  shops. 
There  is  no  reason  to  think  that  the 
word  "exclusive"  means  "don't  pay  cash." 
Exclusiveness  should  consist  in  the  type 
of  goods  shown  and  the  fact  that  mer- 
chandise cannot  be  duplicated  e'ther  in 
the  shop  or  in  any  other  shop  in  a  given 
town. 

In  Mr.  Beaumere's  shop,  there  are  no 
two  hats  alike  nor  will  a  second  hat  be 
made  at  the  request  of  a  customer. 
Cerves  of  models  are  unknown.  The  cus- 


A  WELL-TRIED  POLICY 

"I  find  that  it  is  best  to  show  any  lady  a  good  hat,  a  rather  more  than 
average  priced  hat,"  said  Miss  H.  Workman,  in  describing  the  policy  fol- 
lowed in  her  department  in  the  new  Hudson's  Bay  Store  at  Victoria.  "Any 
woman  will  admire  the  most  expensive  hat  even  though  she  finds  that  the 
price  is  beyond  what  she  feels  justified  in  spending."  Note  the  last  phrase. 
It's  an  attitude — a  policy.  It's  not  diplomatic,  apparently,  even  to  THINK 
that  the  lady  might  not  be  able  to  afford  the  expensive  hat.  Much  better 
to  say  that  she  doesn't  feel  justified  in  spending  the  larger  amount. 

"If  the  price  is  high,  it  is  easy  to  show  something  priced  lower  but 
one  can  never  be  offended  by  being  shown  the  best  first.  As  a  matter  of 
fact  the  biggest  share  of  our  business  in  this  department  is  in  the  medium 
priced  hats.  That  is  the  trade  I  cater  to.  They  are  the  substantial 
clientele.  I  would  much  rather  sell  three  hats  at  ten  dollars  each,  than  one 
at  thirty.  I  think  that  in  the  last  few  months,  business,  with  the  pre- 
ponderance of  medium  priced  hat  sales,  proves  that  we  have  avoided  that 
danger  of  being  considered  too  exclusive  for  the  popular  trade." 

"If  one  can  keep  a  large  number  of  medium  priced  hat  purchasers 
satisfied,  one  has  a  greater  field  for  merchandising.  I  have  priced  all 
the  hats  closely.  They  bear  a  definite  relation  to  their  cost — not  a  fanciful 
estimation  of  what  could  be  charged  for  them.  It  is  better  to  clean  up 
stock  than  to  exact  a  stiff  price  for  some  and  then  throw  the  balance 
onto  the  sales  table  at  a  sacrifice  price." 


tomer  knows  that  she  is  buying  the  only 
one  of  the  kind  in  Toronto. 

La  Ville  de  Paris 

Is  the  attractive  name  which  is  given 
to  this  shop.  It  is  situated  in,  what  was 
once  a  private  home,  the  old-fashioned 
windows  are  used  as  show  windows. 
Rose-colored  hangings  and  a  light 
of  the  same  color  draw  the  crowds  who 
like  to  walk  at  night  on  Bloor  St.  The 
shop  remain  open  until  9  o'clock  every 
evening. 

There  is  a  sign  inside  reading  "Please 
do  not  touch  the  models."  This  is  not  only 
for  the  purpose  of  protecting  the  hats 
but  it  is  necessary  in  keeping  up  the 
high  tone  which  such  a  shop  needs.  The 
clientele  can  thus  be  more  carefully 
watched,  for  if  customers  who  are  not 
desirable  enter  the  shop,  they  are  at  a 
loss  unless  the  persons  in  charge  come 
forward  to  wait  on  them. 

Mr.  Beaumere  will  not  exchange  mil- 
linery. He  believes  that  the  habit  of  re- 
turn'ng  does  more  to' ruin  the  exclusive- 
ness of  an  establishment  than  any  other. 
He  gives  customers  all  the  time  they 
would  like  before  purchasing  but  they 
must  understand  that  their  decision  is 
final.  The  practice  of  copying  and  the 
even  more  dishonorable  one  of  wearing 
articles  several  times,  has  become  so 
prevalent  in  Toronto  that  this  step  is  a 
necessity. 

Only  Man  Designer  in  Retail  Trade 

The  proprieter  has  the  distinction  of 
being  the  only  man  in  the  retail  trade 


in  Toronto  who  is  a  designer.  He  be- 
lieves that  the  day  is  past  when  wo- 
men will  buy  only  a  French  hat  or  a  New 
York  hat  or  even  a  Kamloops,  B.  C.  hat. 
They  are  more  interested  in  the  article 
itself.  They  want  style  and  finish  and 
know  that  they  can  get  them  in  Can- 
adian millinery  just  as  well  as  in  any 
other,  he  says.  It  is  no  longer  necessary 
to  import  French  saleswomen  who  can 
say  very  few  words  to  customers  other 
than  "Si  chic,  Madame,"  -and  "Merveil- 
leux."  Intelligent  Canadian  girls,  with 
tact  and  taste  can  sell  equally  we'l. 

This  year  there  are  fewer  enquiries 
for  hand-made  hats  than  formerly.  Wo- 
men are  inquiring  for  the  block  shapes 
in  the  best  straws.  They  give  better  ser- 
vice than  the  others,  the  French  blocked 
hats  being  particularly  well-made  and 
pliable. 

Lingerie  as  Well  as  Millinery 

In  this  country  it  is  not  unusual  for  a 
shop  to  feature  lingerie  with  millinery. 
Most  of  those  who  add  a  second  line, 
have  gowns.  While  Mr.  Beaumere  be- 
lieves that  gowns  are  valuable  in  sell- 
ing hats,  he  makes  h's  second  line 
French  lingerie.  It  is  still  a  little  early 
for  a  market  here  in  this  but  in  an- 
other year,  many  travellers  predict  thaf 
women  will  show  interest  in  beautiful 
hand-made  cotton  lingerie.  Moreover, 
undergarments  a'ways  attract  feminine 
attention  and  they  add  a  charm  to  a 
showroom  when  placed  here  and  there 
between  the  stands  which  hold  mi'l'nery 
creations. 
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Exquisite  Work  In  Midsummer  Hats 

Montreal  and  Ottawa  Workrooms  Turn  Out  Some  Very  Original 
Designs — Larger  Shapes  Prevail — Subdued  Hues  And  All  White 
Emphasized  Strongly — Crochet  Trimmings  Lend  Individuality — 

Some  Models  Described 


HANDWORK  of  the  most  original 
and  exquisite  quality  distin- 
guishes the  wholesale  showings 
of  midsummer  millinery  shown  in  Mont- 
real show  rooms  this  month.  The  hand- 
made hat  prevails,  whether  it  be  as  re- 
gards shape  and  composition  or  merely 
trimming,  for  there  are  undoubtedly 
plenty  of  the  body  shapes  in  evidence, 
but  even  these  are  wonderfully  elabor- 
ated by  sumptuous  or  simple  swathings 
and  drapings  which  lend  an  indefinable 
air  of  feminity  and  coquettishness  to 
wide  drooping  brims. 

Straws  are  Large 

So  far  as   straw  hats   are  concerned, 
the  majority  are  large  in  size,  with  nar- 
rowed sides   and     drooping     all     round 
slightly  to   give  the  most  becom'ng  ef- 
fect in  framing  the  face  beneath.  Crowns 
are  either  plain  or  swathed  in  crepe  or 
taffeta,  and  frequently  facings  are  ap- 
plied either  under  or  on  the  top  side  of 
the  brim.  The  straws  preferred  in  bet- 
ter grade  hats  are  leghorn,  timbo,  hair, 
yedda    and    Italian    milans,      and      such 
straws  are  seen  both  in  combination  with 
fabrics   or  alone.  The  all   straw  models 
favor  the  use  of  one  or  two  large  flat 
flowers  which  may  be  tulips,  roses,  water 
lilies,  etc.  On  certain  wide,  shady  hats, 
loosely  woven  in  the  new  effect,  there  is 
nothing  so  lovely  as  a  simple  swathing 
of   crepe   de   chine  with     picoted      edge 
which  may  be  wrapped  about  the  crown 
and    allowed   to   overhang   the    brim   by 
nearly  a  yard.  Designers  of  midsummer 
millinery  point  out  that  Miladi  is  never 
so  charming  as  when  her  face  is  framed 
by  soft  drapery,  and  they  predict  a  wide 
vogue  for  this  particular  trimming.  One 
such   model  was   seen   this   month  at   a 
well  known  Ottawa  wholesale  show  room, 
which   turns   out   model   hats   of   indivi- 
duality   and    exceptional    smartness.      It 
was  developed  in  pearly  grey  straw  with 
exactly   matching   drapery.   The  various 
tones  of  medium  grey,  by  the  way,  are 
plentiful  in  the   Summer  showings,  but 
are   not   perhaps   so   universally  becom- 
ing as  is  the  newer  tone  called  "Yellow- 
stone" or  carmel — a   soft,  warm  coffee 
color.   Beige,   which   is   on  the   order  of 
carmel,   with   a   trifle   of  grey   in  it,  is 
likewise  lead'ng  demand  in  -Summer  col- 
ors for  dress  hats.  Beige  is  one  of  those 
shades    which    effectively    set    off    light 
summer   frocks   or  wraps   of  any  color 
and    is    adaptable    for    both    blondes    or 
brunettes. 

In  hats  of  still  more  elaborate  and 
Summery  character,  there  is  provided 
wide  latitude  of  choice  from  tulle,  or- 
gandy, and  ribbon,  each  used  alone  or  in 
combinat'on  with  something  else  of  a 
similar   character.   Thus,   tulle   and   lace 


EXPRESS  CHARGES 

J.  Ramsden  of  the  J.  Ramsden 
Co.,  Castor,  Alberta,  writes  to  us 
as  follows: — 

"We  received  this  morynng  a 
small  parcel  from  Stanfield's  Ltd., 
the  amount  of  the  invoice  being 
$23.75  for  six  suits  of  men's  light 
weight  combinations,  and  two  spin- 
dles of  wool  (6  pounds  each).  The 
express  was  $3.65,  tax  69  cents 
and  cartage  at  this  end  25  cents,  a 
total  expense  of  $!t.95.  Figuring 
cost  on  the  dollar  will  be  a  little 
over  19  per  cent.,  the  rate  per  hun- 
dred is  $13.65,  but  on  a  small  ship- 
ment of  21  pounds  they  seem  to 
have  a  scale  making  it  per  hundred 
from  Nova  Scotia,  Truro,  approx- 
imately $18.00  per  hundred. 

"We  cannot  get  goods  on  to  the 
public  at  a  reasonable  price  while 
this  is  ivhat  the  retail  merchant  is 
up  against." 


are  exquisitely  developed  into  stunning 
evening  or  reception  headwear,  while 
organdy  is  linked  with  felt,  a  very  new 
touch  just  arrived  from  New  York.  Or- 
gandy may  also  be  joined  with  gingham 
for  more  informal  millinery,  but  in  any 
case,  it  is  treated  with  cordings  or  shir- 
rings  which  render  its  original  trans- 
parency less  apparent.  Bright  colors 
as  well  as  in  the  subdued  carmel  are 
popular. 

Prepare  for  All  White  Season? 

Undoubtedly  the  coming  Summer  will 
witness  an  even  more  marked  revival  of 
all  white  millinery  than  was  the  case 
in  1921,  according  to  Montreal  milliners. 
A  great  proportion  of  models  on  view 
this  month  are  developed  in  all  manner 
of  snowy  white  material,  unrelieved  by 
even  the  tiniest  touch  of  color.  The  all 
white  hat  is  now  regarded  as  the  most 
economical  choice  of  the  average  wo- 
man and  no  longer  an  extravagance. 
Thus,  white  taffeta,  yedda  and  timbo 
straw  appear  as  well  as  Canton  crepe 
and  many  delightful  novelty  straws 
which  are  known  Iby  various  names. 
Crowns  are  usually  decorated  by  sell' 
loops  or  embroidery  of  angora  wool,  or 
flat  trimmings.  In  another  category 
come  the  colored  sport  hats  of  vivid  hue, 
including,  jade — the  Summer  tone  par 
excellence,  blue-eye  blue  and  certain 
browns.  Cretonne  is  impressed  into  ser- 
vice as  a  charming  facing  on  large  hats, 
especially  when  of  the  shadowy,  small 
patterned  variety  in  pastel  blending 
which  can  be  daintly  picked  out  with  an- 
gora wool  outlinings.  One  such  hat  was 
relieved  from  ultra  simplicity  by  the  use 


of  tiny  puffs  of  silk  in  the  predomina- 
ting colors  of  the  cretonne,  in  blistered 
or  puffed  effect,  appliqued  on  to  the  cre- 
tonne which  was  faced  underneath  by 
white  timbo.  But  by  far  the  most  in- 
triguing of  Summer  trimming  for  sports 
hats  are  the  handmade  crochet  flowers 
and  other  appropriate  motifs  which  are 
stitched  onto  the  crowns  of  many  models. 
Such  motifs  resemble  applique  work  and 
are  done  in  vivid  colors  combining  as 
many  as  possible.  The  flower  basket  mo- 
tif from  which  buds  and  blossoms  seem 
to  be  falling  is  an  idea  favored  by  a  lead- 
ing Montreal  designer  who  has  also 
trimmed  a  chic  jade  crush  hat  with  ten- 
nis rackets  of  white  angora  crossed  in 
front,  with  balls  "rampant"  all  round  th 
brim.  Another  coarse  braided  straw 
sports  hat  had  two  wonderfully  realis- 
t'c  peacock  feathers  embroidered  right 
on  the  hat  in  exactly  natural  colors.  The 
crochet  work  is  done  mostly  in  coarse 
silk  such  as  is  used  for  sweaters  and  u 
thus  appropriate  to  wear  in  conjunction 
with  these  popular  garments. 

The  Rainbow   Hat 

Velvet  ribbons  are  much  used  also, 
either  flat  or  twisted  into  cords  and  u&ed 
in  multi-colored  effects.  Two-toned  rib- 
boned and  certain  shiny  fruits  with  pat- 
ent leather  leaves  are  also  new  and 
much  favored.  The  rainbow  hat  is  said 
to  be  especially  popular  with  brides  this 
season  and  is  made  in  various  ways, 
chiefly  of  leghorn  foundation  with  layers 
of  two-toned  taffeta  in  the  most  deli- 
cate shades,  laid  in  soft  folds  around  the 
crown.  Cordings  are  much  used  to  finish 
these  shapes  and  in  some  cases  are  run 
through  the  brim  to  hang  down  in 
streamer  fashion  according  to  the  pre- 
vailing fad  for  downward  movement. 

Navy  and  White  Combine 

Prediction  regarding  periwinkle  blue 
and  dent  de  lion  yellow  is  even  yet  in- 
advisable to  hazard,  many  milliners  in 
Montreal  being  of  the  opinion  that  the 
former  has  been  "done  to  death"  and  the 
latter  is  too  trying  for  Canadian  wo- 
men. Navy  blue  and  white  are,  however, 
among  the  smartest  combinations  for  im- 
mediate wear,  especially  when  the  white 
is  made  of  moire  ribbon  or  silk  and  the 
blue  is  of  fine  Italian  milan  straw.  Long 
white  wings  of  extreme  slenderness  are 
posed  on  the  exact  edge  of  the  hat  some- 
times, tracing  off  to  curl  over  the  fair 
wearer's  shoulders. 


Dominion  Fabrics,  Limited,  are  erect- 
ing a  new  factory  building  in  Dunnville. 
Ont.  This  firm  will  be  engaged  in  the 
manufacture  of  towels  and  cotton  and 
silk  dress  goods. 
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Fall  Fashions  Crystallize  Into  Form 

Montreal  Houses  Favor  Straight  Line  Effects — Attention  Paid  to 
Outside  Garments — Linings  Show  Handpainting  and  Embroidery 
— Larger  Quantity  of  Pelts  at  Spring  Auction — Some  of  the  New 

Styles  Outlined 


AS  THE  TIME  approaches  for  buying 
activity  in  fall  and  August,  styles  for 
manufacturer's  sample  lines  are  taking 
more  definite  form.  Although  there  is  no 
unanimous  feeling  yet  as  to  whether  the  cape 
or  wrap  will  be  favored,  the  popularity  of  the 
so-called  sports  coat  is  spoken  of  with 
assurance.  Manufacturers  are  developing 
regulation  box  coats  without  hesitancy  and 
a  big  demand  for  this  garment  is  expected, 
especially  in  muskrat,  raccoon  and  other 
light  furs.  While  the  cape  is  spoken  of  as 
a  leading  style  for  fall,  the  feeling  of  assur- 
ance is  absent  when  this  mode  is  discussed, 
for  the  cape  is  not  a  practical  garment  and 
does  not  enjoy  a  widespread  demand  in 
smaller  centres.  Dolman  wraps  likewise 
are  rarely  seen  in  the  early  collections,  for 
this  type  of  garment  has  its  drawbacks  in 
that  it  is  inconvenient  on  account  of  the 
sleeves. 

Straight  Line  Models  Favored 

By  far  and  away  the  most  popular  model 
will  be  the  regulation  straight-line  coat  with 
Jenny  or  plain  sleeves  which  will  interpret 
the  tendency  of  the  present  mode  for  slender- 
ness,  while  combination  cape  and  coat 
garments  are  spoken  of  as  being  suitable  for 
wear  either  in  daytime  or  evening.  These 
latter  types  are  coats  fundamentally,  with 
cape  effects  on  the  sides  at  the  sleeve  sect- 
ion, achieved  by  various  methods.  Some 
are  made  with  open  sleeves  which  can  be 
adjusted  by  snaps  to  protect  the  arms, 
forming  a  coat,  or  left  open  like  a  cape. 

Particular  attention  is  being  paid  to 
convenience  and  comfort  in  the  models  de- 
signed for  the  fall  season.  The  sleeve  is 
given  much  consideration  and  the  popular 
roomy  style  which  has  a  very  wide  armhole 
reaching  to  the  waistline,  is  so  cut  that  the 
arm  may  be  raised  without  spoiling  the 
effect  of  the  garment  as  is  usually  the  case. 

Individual  Styles  For  Large  Women 

In  years  gone  by  it  has  been  expected  of 
a  fashionable  woman  that,  regardless  of  her 
own  figure,  she  must  wear  a  fur  garment  of 
the  length  chosen  by  the  fur  manufacturer 
for  that  particular  season.  The  effect  of  a 
long  coat  with  a  high  collar  on  a  short 
stout  woman  with  a  short  neck  is  painful 
and  is  only  equalled  by  the  effect  of  a  short 
coat  on  a  tall  slight  woman  with  short 
skirts.  Des'gners  have  endeavoured  to 
alter  this  state  of  affairs  this  season  and 
as  a  result,  the  lines  and  types  shown  offer 
a  variety  of  styles  appropriate  for  all  uses  by 
all  women.  There  are  sport  coats,  skating 
coats,  wraps,  capes  in  different  lengths, 
in  fact  an  almost  unlimited  variety  to  meet 
the  tastes  of  the  individual  type.  Extremes 
are  avoided  and  freakish  fur  garments  will 
be  conspicuous  by  their  absence,  for  the 
keynote  of  the  coming  season  must  be 
"saleability." 

Fv.-s  for  the  stout  woman  will  receive 
more   than   usual   attention    also,   for   this 


type  of  customer  demands  comfort  as  well  as 
style,  two  factors  scarcely  given  any 
attention  a  few  years  back  by  fur 
designers.  The  prime  consideration  in  de- 
veloping a  stout  garment  is  the  sleeve,  for 
invariably  a  woman  of  big  form  has  a 
large  arm  and  she  wants  plenty  of  muscle 
room  in  the  sleeve,  necessitating  a  wide, 
full  armhole,  no  matter  what  the  style. 
Although  it  is  generally  believed  that  a 
straight-line  box  coat  is  the  best  style  for  a 
big  figure  to  give  a  slim  silhouette,  the 
slightly  fitted  waist  is  really  suited  to  large 
sizes.  Waistline  effects  are  best  for  all 
stout  garments,  and  an  unbroken  line  tends 
to  give  a  stout  woman  a  squatty  appear- 
ance. 

The  Collar 

The  collar  also  is  an  important  considera- 
tion. Shawl  collars  that  form  a  surplice 
effect  are  liked  but  are  developed  with 
modifications  to  give  this  staple  collar  a 
style  tone.  Stout  women  should  not  wear 
big  round  or  wide  collars  as  they  tend  to 
impart  width  to  the  garment.  Narrow 
shoulders  are  other  features  that  require 
attention  and  in  several  new  coats  intended 
for  stout  figures  this  effect  is  achieved  by 
working  the  sleeve  from  the  neckline  like  a 
raglan  style,  and  in  the  best  models  the  set- 
in  sleeve  has  given  way  to  the  former  effect 
entirely. 

Black  furs  are  used  principally  in  devel- 
oping outsize  coats,  and  the  trimmings  are 
usually  skunk,  even  though  it  is  thick  and 
bulky.  Hudson  seal  and  skunk  will  there- 
fore continue  to  be  the  popular  choices  for  the 
coming  winter.  The  success  of  any  fur 
garment  intended  for  a  stout  figure  is 
measured  by  its  fitting  merits,  since  it  is 
flattering  to  a  stout  woman  to  buy  a  coat 
that  does  not  require  alteration.  Buyers 
who  are  interested  in  suiting  all  types  of 
customers  will  do  well  to  recognise  the  fact 
that  a  sale  is  half  made  when  a  perfect  fit 
is  assured  without  costly  fittings  and 
changes  being  made. 

The  Question  Of  Linings 

Although  there  is  a  limit  to  the  selection 
of  linings,  and  the  choice  of  silks  in  pattern 
and  color  is  more  or  less  the  same,  their 
appearance  in  the  finished  garment  is 
distinctive.  The  border  and  panel  has 
given  way  to  unconventional  effects  that 
do  not  follow  symmetrical  form.  Some- 
times a  deep  yoke  is  attached  to  a  different 
color  silk,  and  joined  by  a  corded  seam, 
while  back  panels  are  made  of  flowered 
silk  and  the  front  panels  of  solid  color.  Two 
tone  effect  silks  of  crepe  background  with 
satin  design  in  high  colors  are  often  used, 
and  it  is  rumored  that  hand  painted  and 
embroidered  motifs  will  be  large'y  used  on 
plain  satin  surfaced  silks  in  futuristic 
designs.  Even  popular  priced  coats  of 
sealine  are  showing  embroidered  border 
linings,  or  woven  ribbon  effects  achieving  a 


border  effect.  Ribbon  rosettes,  handmade, 
trim  some  linings,  while  other  garments 
show  much  hand  embroidery  in  solid  color 
favoring  such  combinations  as  beige  and 
beaver  together.  Embossed  velvet  is  some- 
times seen  as  a  lining  to  dressy  wraps  but 
few  veiled  linings  have  been  spoken  of  as 
yet,  these  being  more  appropriate  for  use 
with  evening  wraps. 

Spring  Auction  Will  Stimulate 
Trade 

The  Montreal  market  is  awaiting  the 
outcome  of  the  May  auction  which  will 
provide  the  necessary  impetus  to  open  the 
new  season.  The  spring  collection  of  skins 
is  said  to  be  somewhat  greater  than  that 
sold  during  the  winter  auction,  and  despite 
the  talk  about  money  tightness  in  the  fur 
market,  most  fur  buyers  maintain  that  there 
will  be  sufficient  cash  available  to  absorb  the 
offerings  put  up.  The  new  plan  promoted 
at  the  last  auction  whereby  clearance  of 
purchases  made  at  the  sales  must  be  made 
within  60  days,  will  be  tried  out  again,  and 
it  is  thought  that  such  a  plan  shcv'd  be 
adopted  at  all  fur  sales  in  future. 


J.  D.  Bayne,  manager  of  tthe  Empire 
Cotton  Mill's,  Welland,  Ont.,  is  president 
of  the  Board  of  Trade  for  Weiiand. 

Thomas  Henry  Crawford  died  in 
Brampton,  Ont,  on  May  8.  For  many 
years  he  was  in  business  in  the  east 
end  of  Toronto,  before  becoming  con- 
nected with  the  T.  Eaton  Co. 

Steacy's  Limited,  Kingston,  Ont,  cele- 
brated its  41st  anniversary  with  a  huge 
sale.  Coincidental  with  this  celebration 
came  the  news  that  plans  are  under  way 
for  additional  floor  space  of  7000  square 
feet- 

The  death  occurred  recently  of  L.  J. 
Henri  Beaudry,  president  of  Montreal 
Suspender  and  Umbrella  Co.  Mr- 
Beaudry  was  well-known  in,  business 
circles  and  was  prominent  in  philanthro- 
pic and  benevolent  work  in  Montreal. 

As  a  section  of  the  Canadian  Manu- 
facturers' Association,  the  firms  en- 
gaged in  needle  trades  are  forming  a 
Dominion-wide  oi'ganization.  The  total 
number  of  firms  engaged  in  these  trades 
is  700,  of  which  250  are  located  in  On- 
tario. 

A  silk  farm  will  soon  be  established  at 
Newmarket,  One,  by  an  enterprising 
man  named  Ben  Watson  of  Connaught 
Gardens.  He  is  planting  about  200  mul- 
berry trees  from  which  the  silk  worms 
can  derive  the  rawr  material  for  the  basic 
thread  of  the  silk. 
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Persian  Lamb  Coming  From  Russia 

Revival  Due  to  Fact  That  it  Can  Now  be  Had  in  Greater  Quanti- 
ties— Belief  That  Many  of  the  Skins  Have  Been  Held  Since  Before 
the  War — Curl  an  Important  Factor  in  Selling  Lamb — Short- 
Haired  Furs  for  Small  Pieces 


ONE  HEARS  a  great  deal  about 
Persian  lamb  in  fur  circles  these  days; 
in  fact  the  impression  seems  to  have 
been  obtained  by  some  women  and  even 
by  a  few  retail  furriers  that  lamb  will  take 
the  place  of  Hudson  seal.  Reliable  houses, 
both  wholesale  and  retail,  say  that  this  will 
not  be  so.  The  revival  in  lamb  is  due  to 
the  fact  that  it  can  now  be  procured, 
rather  than  to  a  falling  off  in  the  cry  for 
seal.  Lamb  will  certainly  be  bought  for 
next  winter  to  a  greater  extent  than  it  has 
been  for  years  but  it  will  be  favored  for 
older  styles.  The  younger  element  will 
still  choose  seal,  coon  and  muskrat. 

The  head  of  one  of  the  oldest  fur  manu- 
facturing houses  in  Toronto,  declares  that 
there  will  be  some  trouble  for  the  next  few 
years  with  the  lamb  that  is  being  received. 
At  present  it  is  coming  in  large  quantities 
from  Russia  by  way  of  China.  It  is 
landed  on  the  Pacific  coast  and  from  there 
distributed  to  all  parts  of  the  United  States 
and  Canada.  But  there  is  no  way  of 
telling  how  old  these  pelts  are.  The 
length  of  time  it  has  lain  before  being 
treated  plays  serious  havoc  with  lamb  skin. 

Persian    Lamb   Skins    Split 

Unlike  any  of  the  fur-bearing  animals 
in  common  use,  the  lamb  which  comes 
from  Russia  has  a  skin  which  splits  into 
layers  like  shoe  leather.  The  outer  skin, 
which  is  the  one  carrying  the  hair,  is  very 
fine  in  texture.  After  this  has  been  separated 
from  the  coarser  inside  layer  for  some  time, 
there  is  great  danger  of  its  losing  its  hair. 
Consequently  after  the  wearer  has  had  a 
lamb  coat  for  a  short  time,  she  may  discover 
"bald"  spots. 

This  is  not  the  fault  of  the  manufacturer. 
It  is  difficult  for  him  to  tell  how  old  a  skin 
is.  There  is  no  doubt  that  many  of  the  pelts 
in  their  hands  are  from  animals  killed  before 
the  war;  in  fact  it  is  almost  reasonable  to 
expect  that  very  few  have  been  taken  in  the 
last  year. 

The  manufacturer  who  told  Dry  Goods 
Review  of  this  condition  of  the  lamb 
market,  believes  that  it  is  in  the  interests  of 
retailers  to  understand  exactly  the  dangers 
there  are  ahead  of  them.  Of  course  there 
will  be  many  Persian  coats  turned  out 
which  will  give  the  service  for  which  they 
have  been  famous  in  the  past.  It  is  just  as 
well  however  for  merchants  to  be  prepared 
for  every  emergency. 

Curl  A  Big  Factor  In  Selling  Lamb 

A  retailer  in  Toronto  says  that  he  has 
much  more  difficulty  in  selling  lamb  than 
seal.  Now  that  the  Hudson  seal  skins  are 
prepared  in  a  very  efficient  way,  there  is 
little  reason  for  women  to  object  to  buying 
because  they  are  not  satisfied  with  the  grade. 
With  lamb  it  is  different.  A  woman  may 
be  pleased  with  the  fit,  the  lining,  the  style 
and  refuse  to  buy  because  of  the  curl. 
There  are  four  grades  of  curl  in  the  skins 


which  are  shipped  to  this  country.  They 
differ  in  price  not  because  one  is  better  than 
another  but  because  the  demand  is  for  the 
small  tight  curl.  Yet  the  other  curls  must 
be  made  up  or  there  would  be  no  profit. 
In  an  ordinary  stock,  a  retailer  has  only 
one  or  two  of  these  small  curls  and  how  to 
satisfy  every  purchaser  in  style  and  fit  as 
well,  is  his  big  problem. 

Un-hairing  Machine  Big  Boon  To 
Seal 

The  un-hairing  machine  has  made  a  great 
change  in  the  seal  market  during  the  last 
few  years,  a  change  which  has  resulted  in 
making  seal  almost  a  staple  fur.  When 
lamb  was  popular  years  ago  the  sealskin 
offered  was  not  liked  by  many  women  who 
were  particular  about  grades.  It  had  many 
long  hairs  which  could  not  be  extracted. 
Now  these  are  unheard  of  and  all  of  the 
real  Hudson  seal  is  of  a  very  good  grade. 

The  vogue  of  Hudson  seal  coats  is  a  point 
of  debate  in  the  trade.  A  few  raw  fur 
dealers  believe  that  this  has  been  an  active 
seller  so  long,  some  other  fur  must  soon  take 
its  place.  The  great  lack  in  most  furs  is 
the  draping  quality.  Those  which  have  it 
are  too  high-priced.  The  Hudson  seal  will 
therefore,  according  to  many,  continue  in 
favor  until  a  fur  which  drapes  as  well  as 
seal  and  is  less  expensive  than  mole  and 
squirrel  is  brought  to  light. 

Southern  Rat  Replacing  Muskrat 

Fur  men  say  that  it  does  not  pay  them  to 
use  the  muskrat  as  such.  When  they  can 
obtain  the  best  quality  of  muskrat  they 
turn  it  into  Hudson  seal,  for  which  they  can 
always  get  a  good  price.  For  muskrat  coats, 
they  now  use  a  Southern  rat.  It  is  not 
nearly  as  good  as  the  muskrat  in  most  cases 
but  it  is  selling  well.  There  is  one  grade  of 
this  Southern  rat  which  is  particularly  good. 
It  comes  from  a  spot  in  the  Mississippi 
River  and  is  called  by  one  manufacturer  the 
Marsh  Island  rat. 

Short  Haired  Furs  Best  In  Small 
Pieces 

Despite  the  impetus  which  furriers  ex- 
pected earlier  in  the  season  in  foxes,  there 
has  not  been  a  very  strong  demand.  Neith- 
er the  cinnamon,  the  red,  nor  the  white  fox 
have  sold  to  the  same  extent  as  the  short 
copper  sable  and  marten.  Women  who 
wear  spring  and  summer  furs  prefer  the 
neat  choker.  It  will  probably  not  be  a  big 
day  for  the  once  popular  lynx,  fox  and  wolf 
until  pieces  are  again  used  in  place  of  fur 
coats.  Then  the  big  question  of  warmth 
will  force  women  to  buy  these. 

Paris  and  New  York  are  talking  muffs 
very  strongly.  This  has  not  yet  been  felt 
in  Toronto  and  wholesale  houses  doubt  if 
muffs  will  be  wanted  to  any  extent  before 
the  winter  of  1923-4. 


MILADY  GOES  TO  THE 
HORSE  SHOW 

Saturday  will  be  Gala  Day  at  the  Hunt  Club.  For  the 
Out-of-Doori  Horse  Show,  Montreal  will  gather  "her 
beauty  and  her  chivalry  "  Much  attention,  of  course, 
will  be  paid  to  the  attire  of  the  ladies  A  problem  to 
be  sure.  But  one  which  you  may  solve  most  happily 
at  the  Holt  Renfrew  Shop. 

Here  for  instance  ia  an  outfit  which  will  surely  win 
admirfetiop  and  approval: 

f-fet  Gown  ^n  •fte'noon  creaton  of  marvellous 

beauty  end  so  novfi  m  tU  many  new 
style  features.  Lobster  Pink  Crepe 
Komane  is  fashioned  with  an  over- 
sk.rt  of  black,  bo  t  -ranged  that  the 
bodice  shows  a  R  issian  tendency. 
Inaet  in  the  loose  flowing  sleeves,  and 
In  the  bodice  are  pretty  shadow  laces. 
which  form  the  background  of  * 
ca/neo  effect  worked  out  m  the  new 
silhouette  embroidery      .      $  J  25.00 

HeT  Wrap  At   a    glance   you   w.ll    know    that   it 

came  from  Paris.  The  "Bernard" 
label  t«ll»  you  you  are  right  A  won- 
derful  heavy  Silk  Crepe  Is  developed 
in  a  new  effect,  which  fits  close  to 
the  figure.  Clever  work  in  rich  Steel 
Beads  trim*  the  skirt,  while  the  un* 
usual  Collar  and  k*rge  Cuffs  ere 
formed  of  rose  petal  work  deftly 
earned    out    in    the    Black     material. 

<<"  $125.00 

This  must  be  from  ftns  of  course  A 
creation  of  perfect  French  Milan.  It 
rolls  smartly  front  the  face  and  >• 
caught  up  just  over  the  left  eye  with 
two  moat  remarkable  flanks  of  Bed 
of  Paradise.  Truly  a  most  exceptional 
headdress. 

Her  Stockings  These  are  probably  a  pair  of  our, 
newest  wide  tece  clocks,  pure  silav 
eacellent  in  appearance,  perfect  » 
<ju*hty      $6JS 

Or  she  may  prefer  a  Silk  and  Wool 
ecr-1  vtn  especUjly  .(  the  dsy  ie 
thil  j  The  White  and  biatk  rr.i*n_re 
with  e.nbroidtrod  decks  is  especially 

,m"'  •         $3.75 

With  a  Dreee  .nd  Wrep  lor  alt. moon 
the  elbow  length  French  Suede*  with 
neat  pearl  button*  are  eupTeme-  Tha 
quality  U  perfect,   the    tenure  beeu- 

^ •  •  $8.50 

Whet  eottld  be  better  then  pno  ol 
theee  new  Grey  Fo*  Searfe  The 
many  tenia  of  pay  .Word  a  delight- 
ful oppnrjunJry  <°r  pereonel  taate. 
The  rich  deep  fur  la  lujtu/iou*  end 
beautiful.  It  will  add  *e  elegance  aeai 
free*  which  nothing  else  c*n  Achieve*. 
Theee  Fom  Scarf* 

ore  priced  frem  .  •  $35.00 

jtlolLT^njrew&  Go, 

-avfratfocr. 


Her Chapeau 


her  Cloves 


And  Her 
Fars 


This  is  the  advertisement  which  the 
Holt  Renfrew  Co.  of  Montreal  ran  in 
the  dailies  just  before  the  Horse  Show. 
The  mavaijement  report  splendid  re- 
sults from  it  as  many  customers  en- 
quired about  the  very  items  mention- 
ed. The  comment  was  that  the  "tout 
ensemble"  sounded  very  smart.  This 
store  believes  that  fashion  news  and 
hints  should  be  provided  by  ready  to 
wear  departments.  It  intends  to  fea- 
ture this  style  of  advertising  as  oc- 
casion demands.  The  same  idea  is  to 
be  developed  in  popular  priced  mer- 
chandise. 
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OEND  your  sorting  orders  now 
^  for  summer  lines.  We  are 
equipped  to  give  prompt  service 
and  the  style,  quality  and  value  of 
Monarch-Knit  products  assure 
sales,  profits  and  satisfaction. 


Monarch-Knit 

Sweaters,  Hosiery 

Bathing  Suits 

Knitting  Yarns 


Have    you    placed    your   order 
for  Monarch  Style  Book  No.  8  ? 


The  Monarch  Knitting  Company 

Limited 

HEAD  OFFICE:  DUNNVILLE,  ONT. 

Factories:  Dunnville,  St.  Catharines  and  St.  Thomas,  Ont. 


Branch  Warehouses: 

TORONTO  MONTREAL 

Ogilvie  Bldg.  Dubrule  Bldg. 

Cor.  Bay  &  Wellington  Sts.         Phillips  Square 


VANCOUVER 

408-409 
Mercantile  Block 
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"Scotch  Knit"  and  all  that 
Scotch  Knit  implies — that 
is  Pesco  Underwear. 

A  product — based  on  knowledge  and  experi- 
ence— knitted  stitch  by  stitch  to  the  stand- 
ards set  by  the  stockingers  of  old — partak- 
ing of  the  character  of  the  Scottish  people 
in  the  thoroughness  and  honesty  of  its 
workmanship — built  up  bit  by  bit  through 
conscientious  effort  to  the  premier  position 
it  enjoys  to-day! 

Undoubtedly  the  brand  of  SUPREME  qual- 
ity for  high-grade  trades.  The  proved  best 
brand  in  the  home  market,  and  the  most 
attractive  imported  line  for  the  Canadian 
dealer  catering  for  people  who  love  good 
clothes. 

We  invite 
your  enquiries 

Peter  Scott  &  Cd.,  Ltd. 

Hawick,  Scotland 


Canadian  Agents  for  Pesco  Underwear. 

(Pure  Wool,  and  Silk  and  Wool,  for  Ladies,  Gentlemen 
and  Children,  and  in  shapes  for  the  Canadian  market.) 


Messrs.    C.    and    A.    G.    Clark 

35    Wellington   Street   West, 
Toronto,    Ont. 

Mr.  R.  C.  Poyser 

418    King's    Hall    Building.    St. 

Catherine    Street   W. 

Montreal 


Messrs.    HBnley    &    Mackay    Co.. 
Hammond     Building.     Winnipeg. 

Mr.    J.    J.   Mackay 

804  Bower  Building,  Homer   St. 
Vancouver,    B.    C. 
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Both  Style  and  Comfort  in  Outerwear 

Knitted  Outerwear  Garments  Become  a  Staple  Line — Sales  Staff 
Can  Make  Selling  Points  of  Style  and  Comfort — How  to  Build 
More  Business  for  the  Knit  Goods  Department — Suggestions  for 

Window  Display 


AFTER  visiting  several  large  stores 
recently  a  staff  member  of  Dry 
Goods  Review  was  enabled  to 
form  certain  conclusions  with  regard  to 
knitted  outerwear.  They  may  be  sum- 
marized as  follows:  "Knitted  outer  gar- 
ments as  merchandise  are  no  longer  no- 
velties but  have  become  practically  a 
staple  line,  even  as  lingerie  has  been  ac- 
cepted." This  opinion  has  been  corrobor- 
ated by  many  buyers  who  have  studied 
the  question  of  knitted  wear  from  every 
viewpoint.  Some  of  their  views  are  given 
in  this  article  for  the  purpose  of  as- 
sisting the  sales  person  who  finds  oc- 
casional difficulties  in  selling  any  of  the 
various  kinds  of  knitted  apparel  this 
season. 

It  is  taken  for  granted  that  the  sales 
clerk  is  interested  in  studying  her  mer- 
chandise, for  as  everyone  knows,  the 
more  knowledge  gained  regarding  any 
goods,  the  easier  it  is  to  sell  them.  And 
in  consequence,  the  more  thoroughly  the 
individual  selling  points  of  a  garment 
are  studied,  the  more  quickly  will  the 
overhead  expense  of  selling  dwindle. 

Sell  Knit  Goods  by  These  Rules 

According  to  one  successful  Montreal 
buyer,  who  has  made  her  department 
an  outstanding  one,  even  at  times  when 
there  is  apparently  no  demand  for  any 
type  of  knit  goods,  there  are  certain  de- 
finite points  to  be  kept  in  mind  by  an>- 
one  who  handles  such  merchandise,  which 
will  be  valuable  to  remember  as  sales- 
aids - 

Selling  Points 

1.  Master  the  selling  points  of  each 
individual  line  of  garments: 

Each  garment  has  naturally  its  own 
spec'al  selling  points,  such  as  length, 
stitch,  design,  color,  weight  and  trim- 
ming. In  sweaters,  for  example,  all  these 
points  must  be  emphasized  and  on  this 
account  require  close  study  each  season. 
Any  one  of  these  different  points  may 
not  only  make  the  sale  but  effect  it  in 
shorter  time  than  by  any  other  plan. 

2.  The  salesperson  must  get  the  cus- 
tomer's viewpoint  accurately  in  order 
to  sell  knitted  outerwear  successfully. 

Viewpoint  may  be  defined  as  "the 
ability  to  put  yourself  in  the  customer's 
place,"  and  in  this  connection,  the  sales- 
person must  endavor  to  discover  whether 
the  customer  regards  the  garment  as 
just  "another  sweater"  or  whether  she 
expects  to  get  more  than  a  season's  wear 
from  it.  Or  again,  perhaps  the  customer 
imagines  that  a  sweater  is  a  dressy  gar- 
ment or  merely  a  wrap  for  outdoor  wear. 
There  are  still  many  women  who  have 
not  adopted  knitted  wear  as  a  staple 
type  of  attire  and  who  have  to  be  stud- 


ied, advised  and  assisted  by  the  sales- 
staff.  Viewpoint  is  the  one  essential  to 
successful  selling. 

Show  Interest  in  Sale 

3.  The  salesperson  must  be  well  post- 
ed on  style  suggestions  and  knowledge 
of  lines  because  the  customer  expects 
help  whether  she  asks  for  it  or  not.  This 
form  of  service  is  common  to  all  parts 
of  a  store's  selling  activity  but  is  rarely 
given  enough  attention. 

An  example  of  how  this  quality  may 
be  used  to  advantage  was  quoted.  A  cer- 
tain customer  was  buying  some  summer 
clothes  recently  to  replace  the  mourning 
she  had  been  wearing  for  some  years. 
She  desired  to  buy  a  knitted  dress  but 
was  uneasy  regarding  the  choice  of  coior 
as  she  had  lost  touch  of  what  was  being 
worn.  A  certain  saleslady  sensed  her 
uncertainty  and  ascertained  that  she 
wanted  to  buy  a  colored  dress  but  was 
afraid  that  the  prevailing  sports  shades 
were  too  bright.  Taking  down  a  subdued 
beige  colored  knitted  frock,  developed 
in  a  silk  weave,  she  suggested  that  the 
customer  try  this  color  together  with  a 
hat  and  sun  shade  of  orchid  or  peri- 
winkle. The  suggestion  was  accepted 
with  the  result  that  this  customer  was 
delighted  and  commented  on  the  fact 
that  she  had  not  thought  of  choosing  a 
neutral  color  for  her  frock  but  rather 
the  reverse,  and  would  not  have  consid- 
ered the  question  of  a  hat  at  all.  This 
kind  of  sales  argument  is  logical  and 
very  desirable  since  it  does  not  imply 
coercion  to  buy.  In  connection  with  knit- 
ted wear,  it  is  important  to  emphasize 
the  distinctiveness  of  such  garments — 
their  absolute  comfort,  style  and  dura- 
bility, as  well  as  their  novelty  and  indi- 
viduality. Where  bathing  suits  are  con- 
cerned, these  latter  points  are  indis- 
pensable as  sales  arguments. 

Knitted  Outerwear  with  Regular  Apparel 

In  another  department  Visited)  this 
month  by  Dry  Goods  Review,  knitted 
goods,  such  as  sports  garments,  are  fea- 
tured prominently,  close  at  hand  to  the 
ready-to-wear.  In  answer  to  a  query  as 
to  whether  one  line  did  not  tend  to  in- 
terfere with  the  sales  of  the  other,  the 
head  of  this  section  replied  in  the  ne- 
gative. "It  is  not  unusual,"  he  said,  "to 
see  one  of  our  saleswomen  introduce  her 
customer  to  knitted  goods  when  she  has 
reached  a  standstill  on  size,  price  or 
style  in  regular  ready-to-wear.  We  en- 
courage this  action  in  such  cases  for  it 
invariably  saves  the  day  and  tends  to 
familiarize  the  customer  with  an  entirely 
new  product.  Besides,  the  addition  of  a 
range  of  knit  wear  in  an  apparel  section 


doubles  the  power  of  such  appeals  as 
price,  style,  and  utility,  and  consequently 
customers  are  rarely  lost  through  lack 
of  variety.  Just  as  novelities  speed  up 
interest  in  regular  staple  lines,  so  do 
knitted  outer  garments  enhance  the  in- 
terest in  ready-to-wear." 

There  are  many  other  useful  features 
about  knitted  garments  which  should  not 
be  overlooked  by  the  department  man- 
ager who  is  debating  the  point  as  to 
their  practical  value.  For  instance,  the 
entire  family  can  be  supplied  with  knit- 
ted apparel  from  the  grandmother  down 
to  the  baby  in  arms  with  equal  success. 
Kn't  wear  does  not  replace  regular  cloth 
apparel — it  appeals  to  young  women  es- 
pecially, for  their  leisure  hours,  whether 
for  sports  or  general  wear.  Finally,  knit- 
ted outerwear  is  a  natural  sales  stimu- 
lant and  is  now. an  accepted  part  of 
every  up-to-date  store. 

Introducing  Bathing  Suits 

As  a  starter  for  the  summer  season, 
a  good  bathing  suit  display  should  be 
featured  as  early  as  May  24th.  Here  is 
an  idea  which  created  keen  interest  last 
year  in  a  leading  department  store  win- 
dow. 

A  sand  beach  ran  down  to  a  painted 
ocean  and  on  one  side  was  a  bath  house. 
Sand  toys,  a  bench  and  a  beach  sunshade 
were  used  as  accessories.  Two  wax  fi- 
gures in  women's  suits,  two  in  children's 
and  one  in  a  man's  suit  were  placed  in 
natural  groups,  the  man's  figure  being 
partly  covered  by  the  sand,  apparently 
done  by  one  of  the  youngsters. 

During  the  day,  two  living  models 
garbed  in  smart  beach  suits  occupied  the 
window,  reading,  doing  fancy  work,  or 
building  sand  castles — just  as  a  summer 
girl  would  actually  do.  And  at  lunch  time 
a  picnic  was  held — right  out  of  a  basket, 
and  cold  drinks  were  served  at  intervals. 
A  man  also  took  part  in  this  realistic 
display,  posing  as  a  kodak  enthusiast 
who  snapped  the  girls.  It  was  simply 
an  informal  sea-shore  scene  but  provided 
an  admirable  sett*ng  for  the  display  of 
bathing  attire  and  accessories. 


Clatworthy  &  Son,  one  of  the  largest 
manufacturers  of  display  fixtures  in 
Canada,  have  opened  offices  in  London, 
England,  and  propose  to  sell  direct  to 
British  department  stores.  This  is  an  in- 
novation in  the  Canadian  manufacturing 
world.  It  should  prove  successful  because 
many  of  the  fixtures  manufactured  in 
Canada  are  not  made  by  British  firms. 
Moreover,  there  is  a  growing  tendency 
on  the  part  of  retailers  in  England  to 
use  new  methods  of  display  work  such 
as  are  seen  in  this  country. 
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Fall  Placings  Reported  Good 

Knit  Goods  Men  Say  Fall  Business  Better  Than 

Last    Year — Bright    Shades    Are    Demanded    for 

Children's  Wear — Plain  Shades  in  Fall  Hosiery — 

Many  Knickers  Being  Seen  in  Toronto 


TORONTO  manufacturers  report 
splendid  orders  for  fall  in  nearly 
every  line  of  knitted  goods.  One 
man  says  that  those  placed  so  far,  ex- 
ceed orders  up  to  May  15  last  year  by 
.several  thousand  dozen.  The  trouble  is 
for  immediate  delivery.  Merchants  do 
not  wan:  stock  until  late  in  July  or 
August.  Many  will  be  satisfied  with 
September  delivery.  In  the  meantime, 
the  wholesale  trade  is  offering  many  in- 
ducements for  June  buyers- 

A  manufacturer  of  hosiery  and  child- 
ren's knitted  wear,  who  has  just  return- 
ed  from   a   trip   to  the   Maritime  Prov- 


One  of  the  neiv  knitted  caves  for 
little  girls  from  2  to  6  years.  It 
comes  in  all  colors  and  color  combina- 
tions. This  one  is  pink  with  white 
collar  and  trimmings.  Shown  by  J. 
M.  Robertson  Knitting  Co.,  Toronto. 


inces,  informs  Dry  Goods  Review  that 
things  are  not  quite  as  good  as  they 
were  even  earlier  in  the  season.  Glace 
Bay  and  Sydney  merchants  are  ordering 
but  in  Halifax  business  is  very  slow. 
The  latter  city  is  (still  suffering  from  the 
overbuying  crazte  which,  followed  the 
great  disaster,  so  failure  to  do  business 
there  is  not  taken  as  seriously  as  it 
would  be  if  only  present  conditions  held. 
Prince  Edward  Island  business  is  fair- 
ly good.  Though  the  hay  failure  was  a 
great  disappointment  to-  the  island,  the 
other  crops,  particularly  the  potatoes, 
are  so  plentiful  that  there  is  a  fair  cir- 
culation of  money  all  the  time. 

Children  Wearing  Bright  Shades 

This  year,  even  the  children's  sweaters 
and  hose  are  made  in  other  than  the 
regulation  blues,  pinks  and  whites.  Some 
of  the  best  sellers  in  sweaters  up  to  six 
years  are  honeydew,  g-olf  red,  buff  and 
peacock.  Every  manufacturer  is  special- 
izing to  some  extent  on  fast  colors  and 
this  is  no  doubt  having  its  effect. 

The  Bramley  slip-over  is  the  best  sell- 
er for  children  as  with  grown-ups.  One 
Toronto  manufacturer  is  several  weeks 
behind  orders  on  this  line,  while  the  de- 
mand is  very  poor  on  the  regular  slip- 
over, he  says. 

Short  sleeves  are  by  far  the  most  in 
demand  for  children.  Stripes  and  pock- 
ets are  shown  on  most  of  the  models. 
Children's  capes  are  more  prominent 
than  last  year. 

Wool  Hose  For  Fall 

One  manufacturer  of  women's  wool 
hose  in  Toronto  believes  that  the  plain 
shades  will  rival  the  heather  and  lovat 
mixtures  next  winter.  Desert  and  sand, 
so  popular  in  silk  hose  just  now,  will, 
he  says,  appear  in  the  wool  lines  for 
fall. 

Wool  and  silk  yarn  is  playing  a  prom- 
inent part  in  hosiery,  sweaters  and  dress- 
es this  year.  Brushed  wool  is  selling 
well  particularly  in  a  combination  of 
brushed  coat  and  plain  skirt.  In  so/me 
circles  it  is  reported  that  coat  and  skirt 
are  a  little  better  than  jumper  and 
skirt.  The  ribbing  pattern  is  very  prom- 
inent in  hosiery,  suits  and  sweaters. 
Checks  are  probably  not  as  strong  but 
sti  ipes  are  very  good 

Knickers  Seen  Around  Toronto 

The  sweater  and  skirt  combination  has 
not  made  the  progress  this  year  it  did 
last  Spring,  probably  because  of  the 
vogue  for  homespun  and  tweeds.  There 
is  no  doubt  in  the  minds  of  prominent 
retailers,  however,  that  sweaters  will  re- 
vive with  warmer  weather.  The  other 
+ypes  of  sports  suits  are  far  too  warm 
for  summer  wear. 


Around  the  golf  links  in  Toronto, 
knickers  are  becoming  more  prominent 
every  day.  A  few  have  been  seen  in  com- 
bination with  sports  waists,  Bramley 
sweaters  and  even  coat  sweaters. 

Capes  are  not  in  demand  so  far  in 
the  knitted  fabrics  but  whether  they  will 
be  good  or  not,  manufacturers  are  un- 
willing to  say  until  after  the  light  dress- 
es appear. 


When  the  Grand  River  overflowed  its 
banks  a  few  weeks  ago,  part  of  the  new 
building  of  the  Riverside  Silk  Mills  at 
Gait,  Ont.,  collapsed. 


Six  S  ratford,  Ont.,  merchants  in  co- 
operation with  one  of  the  local  papers 
held  a  joint  fashion  show  in  their  city, 
The  gowns  and  millinery  displayed  were 
from  the  Duncan,  Ferguson  Co.,  the 
shoes  from  John  Agnew,  jewelry  from 
Norval  F-  Babb,  men's  apparel  from 
Thornton  &  Douglas,  furniture  from  R 
White  &  Co.,  and  the  piano  from  Masoi: 
&  Risch. 


This  bathina  suit  is  made  of  Haiv- 
thorn  fabric.  It  is  guaranteed  by  the 
makers  to  be  absolutely  fast  in  color. 
Note  how  the  skirt  opens  at  the  sides 
giving  freedom  of  movement  to  the  swim- 
mer. It  comes  in  all  the  new  shades 
for  this  season  and  in  all  the  best  com- 
binations of  shades.  Shown  by  Neivton 
and  Carpenter,  Toronto. 
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Increased  Volume  48%  Last  Year 

Brooklyn  Merchant  Tells  How  They  Increased  Their  Volume 
During  1921,  Increased  Their  Number  of  Transactions,  and  Cut 
Down  Their  Operating  Expenses — The  Cash  System — Bargain 

Spaces 


METHODS  of  increasing  their 
volume  of  business  during  1921, 
and  decreasing  their  overhead 
expenses,  by  closely  following  the 
trend  of  public  buying,  are  told  in  the 
May  issue  of  System,  the  Magazine  of 
Business.  This  story  is  told  by  B.  H. 
Namm,  president  of  A.  I.  Namm  &  Son 
of  Brooklyn.  It  will  be  remembered  that 
Dry  Goods  Review  some  months  ago 
told  of  the  No  Profit  Sale  which  this 
firm  ran  at  a  time  when  unemployment 
was  very  acute  in  the  city  of  Brooklyn 
and  a  number  of  Canadian  retail  firms 
conducted  a  somewhat  similar  sale  af- 
ter the  character  of  th's  sale  became 
generally  known.  Incidentally,  in  this 
article  Mr.  Namm  refers  to  the  advan- 
tages derived  from  that  sale.  He  says 
it  cost  them  $50,000  to  buy,  sell  and  de- 
liver the  $500,000  worth  of  goods,  but 
the  net  gains  were  "first,  we  sold  at 
least  as  much  of  our  regular  merchan- 
dise as  we  shou'd  have  expected  to  sell 
had  the  No  Profit  sales  not  even  taken 
place;  second,  we  rendered  a  service  to 
our  customers  and  to  industry;  third, 
we  increased  the  purchasing  power  of 
many  who-  would  otherwise  have  been 
idle — and  the  success  of  every  store  de- 
pends upon  the  purchasing  power  of 
the  public;  fourth,  and  very  important, 
we  built  a  store  prestige  bot'i  local  and 
national  unequalled  by  anything  we  had 
done  in  the  46  years  of  our  existence." 
Pass  Savings  Along 

From  our  experience  in  business 
during  the  last  two  or  three  years, 
writes  Mr.  Namm,  one  principle  stands 
out.  That  is  that  when  you  make  a 
saving  of  any  sort,  it  pays  to  pass  along 
the  saving  to  your  customers.  To 
phrase  this  another  way,  it  is  sound 
business  to  take  a  fixed  percentage  of 
net  profit  and  whenever  you  find  a  way 
to  operate  at  lower  cost,  to  cut  your 
prices  by  the  percentage  you  have  sav- 
ed. 

The  differential  between  our  selling 
price  and  our  gross  cost  (the  price  we 
paid  plus  operating  expenses)  is  some- 
thing we  never  increase.  And  if  we 
slip  back  a  little  and  our  operating 
costs  increase,  then  we  suffer  the  loss 
out  of  our  net  profit,  instead  of  increas- 
ing the  pr'ce  to  the  consumer. 

This  is  sound  management,  we  find, 
for  when  we  are  penalized  in  this  way 
for  an  operating  inefficiency  or  a  fall- 
ing off  in  volume  of  sa'es,  we  forthwith 
busy  ourselves  about  the  job  of  elimina- 
ting the  unnecessary  expense,  or  of  in- 
creasing the  sales  volume,  or  of  both. 
And  in  a  very  short  whi'e  we  discover 
that  our  costs  have  decreased  to  a  point 
lower  than  ever,  which  enables  us  to 
cut  our  selling  price,  increase   our  vol- 


ume, and  lower  our  costs  once  more.  It 
is  the  antithesis  of  the  vicious  circle. 

There  are  those  who  declare  this  pro- 
cedure is  all  wrong,  who  in  times  past 
have  assured  us  it  might  do  well  enough 
while  prices  and  consequently  sales  vo'- 
ume  were  increasing.  "But  look  out," 
they  warned  us,  "for  the  time  when 
prices  and  volume  drop!  Then  is  when 
you  will  change  your  policy,  or  go 
broke." 

Certainly  sales  volume  of  retail  stores 
fell  off  last  year.  Authent:c  figures  for 
1921  showed  a  considerate  decrease  in 
the  dollar  volume  of  business  of  de- 
partment stores  over  1920.  Some  stores 
showed,  I  think,  a  decrease  also  in  num- 
ber of  transactions.  For  the  same  period 
our  store  showed  a  fraction  more  than 
48%  increase  in  volume  of  business, 
83%  increase  in  number  of  transactions 
handled,  and  3%  decrease  in  operating 
expenses.  We  were  forced,  by  our  growth 
to  erect  a  new  building;  the  new 
building,  of  course,  helped  us  to  in- 
crease our  volume. 

We  did  not  sacrifice  net  profits.  We 
d'd  not  curtail  our  service.  We  did  not 
reduce  our  salaries.  What  we  did  is  very 
simple  and  not  new.  It  is  chiefly  the 
result  of  the  fundamental  merchandis- 
ing policy  I  have  described,  plus  com- 
mon sense  methods  of  handling  the  situ- 
at'on  which  arose  when  the  business 
boom  of  1920  ended. 

At  that  time,  we  met  replacement 
costs  promptly.  The  mark-down  was  a 
bitter  dose  of  medicine;  but  we  took  it 
all  at  once.  We  bought  and  sold  entirely 
for  cash,  as  we  always  do  and  we  went 
out  for  big  sales  and  small  profits.  And 
last,  but  not  least,  we  advertised  as 
never  before. 

Advantages   of  Cash  System 

In  this  fight  for  business,  we  had  no 
greater  ally  perhaps,  than  our  46-year 
old  cash  pol'cy.  In  buying  merchandise 
we  enjoyed,  I  must  admit,  a  very  Teal 
advantage  over  those  concerns  which 
did  business  on  credit. 

This  was  clearly  illustrated  during 
January,  1921,  when  we  bought  and  sold 
a  great  quantity  of  bargain-priced  mer- 
chandise. We  put  a  qu'ck  turnover  price 
on  our  merchandise  and  sold  it  all  wi+h- 
in  a  week,  promptly  converting  the  pro- 
ceeds into  special  goods  again.  Another 
store,  obliged  to  price  its  merchand'se 
to  include  the  cost  of  credit  accounts, 
took  longer  to  dispose  of  its  stock  on  a 
similar  sale  and  even  then  was  forced 
to  wait  from  30  to  60  days  before  it 
could  reinvest  the  proceeds  of  its  sale. 

Another  advantage  of  cash  trading 
was  the  effect  upon  our  manufacturers 
and  jobbers.  When  they  had  merchan- 
dise to  close  out  at  a  price,  their  need 


for  cash  prompted  them  to  offer  it  to 
a  store  such  as  ours,  which  was  known 
to  pay  cash. 

And  again,  we  had  another  advantage 
in  that  those  women,  whose  charge  ac- 
counts at  other  stores  had  been  closed  or 
cut  down  due  to  delinquent  payments, 
but  who,  woman-like,  resented  be- 
ing "dunned,"  came  our  way.  Many  of 
these  women  were  able  to  pay  their 
hills  but  were  careless  in  the  manage- 
ment of  their  affairs.  Consequently  we 
not  only  did  not  lose  customers-;  we 
gained  many. 

As  far  as  the  fundamental  merchan- 
dising problems  were  concerned,  our 
situation  d'd  not  differ  essentially  from 
that  of  the  general  store  in  a  small 
community,  or  that  of  a  sizeable  store 
dealing  largely  in  staple  merchandise  of 
almost  any  sort,  whether  it  be  a  wo- 
men's speciality  shop  on  Fifth  Avenue, 
New  York,  or  Chestnut  Street,  Phila- 
delphia, or  a  department  store  on  State 
street,  Chicago,  doing  chiefly  a  charge- 
account  business. 

Our  "buy  for  cash,  sell  for  cash" 
policy  gave  us  an  edge,  to  be  sure;  but 
where  we  have  profited  especially,  the 
profit  has  been  attributable  to  our  gen- 
eral merchandising  methods  rather  than 
to  the  fact  that  we  do  a  cash  business. 

And  let  me  here  point  out  the  fallacy 
of  an  idea  which  business  men  rather 
generally  hold  that  a  cash  store  must 
by  reason  of  being  a  cash  store,  handle 
trashy  merchandise,  or  at  least  mer- 
chandise not  above  the  "moderate-pri- 
ced" lines.  We  have,  iconoclastically 
perhaps,  worked  away  from  that  idea. 
And  we  have  proved  in  the  retail  field 
that  it  is  not  only  possible,  but  even 
more  profitable,  to  sell  quality  mer- 
chandise to  cash  customers  than  to  deal 
in  inferior  stuff. 

Bargain  Spaces 

A  point  brought  out  by  Mr.  Namm 
worth  consideration  by  every  re- 
tail merchant,  whether  large  or  small, 
is  that  in  regard  to  providing  bargain 
spaces  for  that  considerable  class  of 
persons  who  are  unable  to  pay  regu- 
lar prices  for  merchandise  and  who  are, 
perhaps,  content  with  seconds  or  bar- 
gain prices  on  merchand;se  not  strictly 
up-to-date.  Mr.  Namm  says: 

"In  line  with  our  idea  of  upgrading 
our  merchandise  and  our  trade  we  looked 
about  for  a  way  to  direct  from  the  main 
parts  of  the  store  the  bargain  seekers 
who,  because  of  their  financial  limita- 
tions, must  seek  the  low-priced  goods. 
We  wanted  their  business,  not  only  be- 
cause it  is  profitable,  but  also  because 
(Continued  on   page  51) 
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Where  Should  Sports'  Wear  be  Placed? 

While  Many  Stores  Have  Separated  Sports'  Wear 
From  Other  Apparel  Others  Have  Good  Reasons 
for  Keeping  Them  Together — Wise  Retailer  Will 
Recognize  Specializing  in  His  Merchandising — 
What  of  the  Permanency  of  Sports'  Wear? 


Should  sport's  wear  be  segregated 
from  other  lir.es  of  wearing  appar- 
el? This  is  question  to-  which 
there  are  many  interesting  answers.  The 
big  majority  of  stores  in  the  United 
States  and  Canada  have  segregated  this 
department,  but  there  are  some  repre- 
sentative houses  which  have  not  and 
which  give  good  reasons  for  their  policy. 
They  claim  that  a  greater  advantage  is 
gained  by  distributing  their  merchan- 
dise throughout  the  various  depart- 
ments so  that  customers  who  might  not 
go  to  a  sports  section  will  see  it.  They 
support  their  argument  by  the  assertion 
that  a  large  proportion  of  the  sports' 
material  now  sold,  goes  to  men  and  wo- 
men who  are  not  actively  interested  in 
such  for  sports'  sake.  These  prefer  them 
because  of  their  attractiveness,  their 
comfort  and  their   style. 

Retailer  Must   Conform   to   Specializing 
Craze 

On  the  other  hand  the  devotees  of  the 
segregation  scheme,  say  that  in  an  age 
of  specialization  the  retailer  must  lead 
the  way.  The  proper  and  logical  group- 
ing of  merchandise  is  one  of  the  great- 
est expressions  of  this  specialization 
era.  While  admitting  that  a  great  deal 
of  sports  wear  is  sold  to  others  than 
sport  devotees,  they  insist  that  "atmos- 
phere" is  decidedly  helpful  even  with 
this  class  of  customer.  This  is  lost  if  dis- 
played among  ordinary  merchandise. 
They  support  their  theory  by  saying 
that  the  majority  of  sports'  specialty 
shops  do  a  phenomenal  business  with 
people  who  have  never  handled  a  tennis 
racket  or  a  golf  club  simply  because  of 
the  "atmosphere"  they  have  in  their 
shops. 

The  manager  of  one  of  the  largest 
ready-to-wear  departments  in  the  Unit- 
ed States  gives  as  his  opinion  that  the 
mere  exhibiting  of  attractive  merchan- 
dise is  not  sufficient  to  achieve  maxim- 
um results.  The  activities  of  various 
outdoor  and  indoor  sports  must  be  sug- 
gested to  the  eye  before  the  inducement 
is  great  enough  to  arouse  general  inter- 
est. A  sample  of  his  faith  in  "atmos- 
phere" is  the  miniature  Country  Club 
which  he  has  installed  in  his  department. 
It  is  a  model  clubhouse  set  in  a  green 
field.  The  large  verandah,  the  bright 
coloring  and  the  rustic  furniture  creates 
the  illusion  that  a  part  of  the  "great 
outdoors"  has  been  transplanted.  The 
quantity  and  variety  of  merchandise 
which  people  can  be  induced  to  look  at 
in  this  setting  is  extraordinary. 

It  is  this  very  thing  which  brings 
business  in  a  never-ending  chain  to  the 
sports'  department.  For  example,  take 
the  question  of  golfing  shoes.  Every- 
body who  plays  does  not  rush  to  a  store 


for  the  type  which  are  shown  this  year 
— doeskin  with  rubber  soles.  They  would 
be  satisfied  with  any  heavy  soled  shoe. 
It  is  the  few  people  who  see  them  on  a 
smart  window  model  which  drives  a  ball 
an  imaginary  long  distance,  who  are  in- 
duced to  buy  them;  and  it  is  these 
people  who  are  the  propagandists  of 
the  shoes.  They  wear  them  on  the  links 
and  thus  start  a  long  procession  of  buy- 
ers for  the  store.  Were  these  shoes 
shown  among  others  of  every  kind  the 
golf  enthusiast  would,  no  doubt,  never 
notice  them  in  the  window. 
Permanence  Dispels  Expense  Theory. 
There  are  still  some  retailers  who  say 
that  this  sports'  craze  may  not  last  long 
enough  to  warrant  the  expenditure  of 
money  on  such  a  department.  Authori- 
ties believe  that  the  permanence  of  the 
consumer  mind  in  this  direction,  is  as- 
sured. Special  departments  would  not  be 
prepared  by  many  of  the  most  far-see- 
ing business  men  in  America,  particul- 
arly at  this  time,  unless  there  was  a 
fair  indication  that  the  need  is  perman- 
ent. 

And,  after  all,  it  is  no  more  than  a 
natural  consequence  of  the  war  which 
brought  so  many  of  our  men  into  Eng- 
land. There,  sport  is  as  firmly  estab- 
lished as  business  itself.  It  was  because 
of  the  difficulty  and  hardship  which 
this  country  was  forced  to  endure  dur- 
ing pioneer  days  that  sports  took  so 
small  a  part  in  our  scheme  of  living. 
But  now  luxury,  of  which  sport  is  one 
phase,  is  part  of  our  lives.  There  seems 
no  doubt  that  it  is  in  America  to  stay. 


THIRTY-THREE      QUESTIONS      FOR 

HOSIERY   AND   UNDERWEAR 

SALESPEOPLE  TO  ANSWER 

John  Stevenson,  vice-president  of  the 
Equitable  Life  Assurance  Society,  has 
developed  a  formula  for  success  which 
can  be  applied  to  any  work. 

Dr.  Stevenson's  formula  was  publish- 
ed in  Women's  Wear  recently.  One  of 
the  steps  in  this  plan  is  for  the  employe 
to  list  all  the  things  about  his  work 
that  he  doesn't  know  and  then  gc.t  the 
answers  to  them  and  to  analyze  and  ap- 
ply the  results  to  his  work. 

If  you  are  a  salesperson  in  the  hos- 
iery and  underwear  departments  and 
want  to  see  how  much  you  know  about 
your  work,  try  and  answer  the  ques- 
tions perpared  by  Miss  E.  Viggars,  of 
the  Burgess^Nash,  Omaha,  educational 
department. 

1.  What  is  the  advantage  of  full  fash- 
ioned hosiery  or  underwear? 

2.  What  do  we  mean  by  a  semi-fash- 
ioned hose? 

3.  What  brand  of  hosiery  is  seamless 
and  still  full  fashioned,  owing  to  special 
machinery  used? 


4.  Describe  a  lisle  hose. 

5.  What  do  we  mean  by  silk  lisle  ? 

6.  What  is   mercerization  ? 

7.  Does    mercerization    add    value    to 
the  garment? 

8.  What  do  we  nuan  by  plated  under- 
wear  or   hosiery? 

9.  What    difference    is  there   between 
a  silk  stocking  and  a  fiber  silk  stocking? 

10.  What  can  you   advise  a  customer 
to  do  to  prolong  ;he  life  of  fiber  silk? 

11.  What  is  the  bes:  way  to  wash  silk 
hosiery  ? 

12.  What  can   you   suggest      to    keep 
white  silk  from   turning  yellow? 

13.  What   is  the    meaning     of  "load- 
ing?" 

14.  What    is    meant     by   "pure      silk 
thread?" 

15.  What  do  we  mean  by  "ingrain?" 

16.  What  is  dipped  hosiery? 

17.  Which  is  apt  to  be  the  purer,  dip- 
ped or  ingrain? 

18.  What  is  "resist  dyed"  hosiery? 

19.  Describe  lisle  lined  soles,  toes  and 
heels  and  tell  why  they  are  used. 

20.  Where  is  the  finest  silk  produced? 

21.  What   does     Italian      silk     mean 
when  applied  to  silk  underwear? 

22.  What  terms   are   used  for  other 
than    Kayser    silk  underwear? 

23.  Describe  a  genuine  Swiss  rib  gar- 
ment and  give  its  talking  points. 

24.  What  manufacturer   makes  a  full 
fashioned  garment? 

25.  Describe  a  seamless  garment. 

26.  How  are  the  other  fashioned  gar- 
ments made? 

27.  Which  is  the  least  expensive? 

28.  Why  is  silk  often  used  with  wool 
in  making  underwear? 

29.  If  a  customer  asked  for  peeler  un- 
derwear, what  would  you  show  her? 

30. What  is  the  significance  of  "Maco 
underwear?" 

31.  What  do  we  mean  by  French,  band 
underwear  and   what  is  its  advantage? 

32.  What  does  "tight  top"  underwear 
signify? 

33.  What  is  meant  by  flat  lock  seams, 
and  what  advantage  are  they? 


INCREASED  VOLUME  48%  LAST 
YEAR 

(Continued  from  page  50) 

these  folks  are  potential  upstairs  cus- 
tomers. So  we  installed  a  bargain  base- 
ment in  charge  of  a  merchandise  man- 
ager whose  instructions  were  to  pro- 
vide real  bargains,  good  values  in  de- 
pendable merchandise  of  a  lower  grade. 
This  basement  handles  merchandise 
of  the  lower  grade — and  provides  re- 
markable bargains.  The  prices  are  low 
because  of  limited  service;  we  do  not 
deliver  basement  purchases,  and  in 
general  people  serve  themselves.  The 
stock  is  turning  regularly  at  the  rate 
of  12  times  a  year.  No  wonder,  for  such 
values  as  serge  dresses  at  $1.88,  wo- 
ment's  coats  at  $1  and  all-wool  yard 
goods  at  75  cents  occur  there  from  time 
to  time,  though  I  do  not  want  to  give 
the  impression  that  they  are  typical; 
they  are'  exceptions,  yet  we  had  them 
recently. 
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Progressive  Merchants 
Cant  Afford 
To  Be  Without 

CIRCLE-BAR  HOSIERY 

because  it  is  different  from  other  makes  and  gives  what  par- 
ticular people  want.    Distinctive  features  are  the 

Deeper  Heel  Neater  Instep  Elastic  Ankle  Tapering  Toe 

Narrowed  Ankle     Perfect  Weave  Reinforced  Feet       Superior  Quality 

Your  customers  will  appreciate  the  new  weaves    which    mark    this    season's 
lines. 

All  styles  for  men,  women  and  children  in  silk,  wool,  mercerized 
lisle  and  cotton. 

Our  representative  will  call,  or  write  Direct  to 

The  Circle-Bar  Knitting  Co.  Ltd. 


Head  Office:     Kincardine,  Ont. 


Mills  at  Kincardine  and  Owen  Sound 


minun 

HOS1EBY 


For  IV omen-  -  -  Ch  ildren-  -  -  Infants 

Introduce   Your   Customers  to 
Luxury  without  Extravagance 

by  selling  them  Peerless  Underwear.  It  is 
so  well-made,  so  perfect  fitting  and  durable 
that  it  will  win  their  approval  as  quickly  as 
will  the  popular  prices. 


Representatives: 

E.  R.  Woodill,  123  Roy  Bldg.,  Halifax, 

N.S. 

Ernest    Hamel,    66    Rue   de   L'Eglise, 
Quebec,  Que. 

R.  C.  Poyser,  417  King's  Hall  Bldg., 
St.  Catherine  St.  W.,  Montreal,  Que. 

C.  &  A.  G.  Clark,  35  Wellington  St. 
W.,  Toronto,  Ont. 

Hanley  &  MacKay  Co.,  407  Hammond 
Bldg.,  Winnipeg,  Man. 

J.  J.    MacKay,  504   Mercantile   Bldg., 
Vancouver,  B.C. 


PEERLESS    UNDERWEAR 
Company,  Limited 

Controlled  by 

J.  R.  MOODIE  &  SONS 

HAMILTON,  ONT. 
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For  Ladies  and  Misses 

Handsome  Hosiery.  An  at- 
tractive quick  selling  line  in 
Season's  latest  colors. 

2-1  Ribbed  Cotton  Hose 
for  Children 

A  very  quick  and  ready  seller — 

at  low  prices. 

99  1-1  Ribbed  Cotton  Hose 

for  Children 

A  very  profitable  staple 
every  dealer  should 
carry. 


THOMSON  KNITTING  CO.,  LIMITED 

Manufacturers  of  Quality  Hosiery 
Bowmanville,  Ontario 


SELLING  AGENTS: 


Wm.   R.   Begg  &   Co.,  20   Wellington   St.   West,  Toronto. 

J.    B.   Trow   &   Co.,    Old    Birks    Building,    Montreal. 

A.    E.    Montgomery,   212   Hammond    Block,    Winnipeg,    Man. 
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Registered   No  262  OOS 
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The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cost. 

FIRST  IN  THE  FIELD  AND  STILL   LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP,  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS, 
THE    INSTEP   AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF  HOSE 
FOR    HARD  WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


Si  ACME  OF  PERFECTION^1-  ^ 

To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  Houses. 
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MARK 


REGISTERED 


OV  BRAND 

PURE  WOOL  UNDERWEAR 

For  Men  and  Soys 

For  15  years  the  standard  under- 
wear for  outdoor  workers.  Made 
in  Combinations  and  two-piece 
Suits. 

SOLD  THROUGH 
WHOLESALE  TRADE 

BATES  &INNES  Limited 

Carleton  Place,  Ont. 

Agents: 
H.  J.  FOX,  C.  E.  WINKS,  W.  R.  MILLER, 

152  Bay  St.,  44  Aiken  Bldg.,      807  Mercantile  Bldg., 

Toronto  Winnipeg  Vancouver 

General  Sales  Office:  35  St.  Nicholas  St.,  Montreal 
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"It  is  not  what  we  pay  for  an  article,  but  what  we  get  for 
what  we  pay  that  governs  the  measure  of  our  satisfaction." 


Mackinaw 

Tweed 

Flannel 

by  the  yard 

or  In  clothing. 


Overcoatings 
Suitings 

Travelling  Rugs 
Blankets   for   home   or 
camp  in  various  styles 
or  quality. 


Bird's  Mackinaws  and  Tweeds  are  worn  in  practically  every  lumber  camp  of  any 
size  in  Canada.  This  is  because  the  men  have  demanded  the  very  best  value  for 
their  money,  and  for  thirty  years  have  found  it  in  Clothes  made  from  Bird's  Cloth. 

Bird  s  Wheeling  Yarn  for  Socks,  Mitts,  Etc. 

Bird's  yarn  is  of  the  best  quality  wool,  d/ed  before  spinning,  with  high  grade 
dyes,  thus  the  color  thoroughly  penetrates  the  wool,  insuring  an  evenness  and 
permanency.  It  is  warm,  wears  well,  aid  is  free  from  lumps  and  uneven  places. 
Bird's  Yarn  has  a  tensile  strength  of  from  eight  to  ten  pounds,  most  yarns  test 
five  to  six  pounds  and  often  much  less. 

EveryJMet chant  should  sell  Bird's  Stocking  Legging 

Made  in  two  and  three-ply  black  or  grey.     Sold  by  the  yard  in  any  length,  usually  one  yard  for  a  pair 
of  stockings,  it  is  then  only  necessary  to  knit  the  feet  in  by  hand,  one-quarter  pound  of  yarn  being 
sufficient,  and  the  stocking  is  complete. 
If  you  cannot  get  these  goods  from  your  dealer  write  us. 

The  Bird  Woollen  Mill  Co.,  Ltd. 

Bracebridge,  Ont. 


NOW 

is  the  time 


to  push  Horrockses'  Summer  lines 
— the  Nainsooks  and  Cambrics  for 
Ladies'  and  Children's  Dresses — 
"Diaphalene"  for  dainty  lingerie 
and  blouses — fine  India  Longcloths 
for  underwear  (and  ordinary 
wear). 

And  Horrockses'  Sheets  and  Pil- 
low Cases  for  outfitting  Summer 
homes. 

JOHN  E.  RITCHIE 

Canadian  Agent: 

591    St.    Catherine    St.    West,    Montreal 
Branches:  Toronto  and  Vancouver 

United  States  Agents: 
WRIGHT  &  GRAHAM  CO. 

110  Franklin  St.,  New  York  City 

Made  by  ■ 

Horrockses,  Crewdson   &  Co.,  Limited 

Cotton  Spinners  and   Manufacturers, 
Manchester,  England 


J.ECarnall&@ 

Redcross  St.  Leicester, 

England. 

^.MANUFACTUREftc 

SEAMLESS  HOSE, 
JHOSEs,^  HOSE. 

PLAIN  SL  RIBBED, 
FINE  &  COURSE  MAKES. 
MENS  SELF,  &  FANCY 
MDCTURE.HOSE&  HALF  HOSE. 
LADIES'  SPORT  HOSE. 

GENTS  EMBROIDERED 
HALF  HOSE. 

West.       ~~  AGENTS.^        East, 
W.J.WATTAM,<rr^^pJ^  HAMUMFORD, 


18.  DISMORR  BLOCK. 
327,  PORTAGE  AVE. 
WINNIPEG  . 


ROOM   19 
34.  VICTORIA  ST 

TORONTO. 
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Right  there  with  the  Wear! 

J  Burritt's  Silk  Hosiery 


Even  if  the  slippers  do  seem  dainty, 
even  if  milady's  step  is  light,  the 
punishment  is  gruelling  for  the  silk 
stocking  she  wears. 

We  are  well  aware  of  that  fact.  We 
•know  the  Burritt  reputation  depends 
on  the  Burritt  Silk  Hosiery  ability 
to  last 

So  we  make 

"Silk  Stockings  that  Wear" 


A  Burritt  &  Co. 

Mitchell,    Ont. 


j§  Established  1875 

H    Manufacturers  of  Sweaters,  Pure  Camel  Hair  Men's  Seamless    |§ 

Gloves,  Pullovers,  Toques,  Boys'  and  Men's  Ribbed 

Worsted    Hosiery. 

I 
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Established  ooer  a  Century-and-a-halj 

WM.  GIBSON  &  SON 

LIMITED 


Hosiery  and  Underwear  Manufacturers 


Head  Office  and  Warehouse: 
THURLAND  STREET,  NOTTINGHAM.  ENG. 


Telegraphic  Address  : 


"Wigibson.  Nottingham" 


Factories : — 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.    Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands  : 
ACTION,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 

Allan  &  Macpherson,   31-33  Melinda  St.,  Toronto 


CELTIC 

SILK  HOSIERY 


The  CELTIC  line  of  Hose,  with  distinguished, 
hand-finished  embroidered  clocks  and  anklets, 
is  now  being  shown.  It  is  sure  to  please  you, 
in  regard  to  both  quality  and  price. 

Have  you  seen  the  CELTIC  range?  If  not — 
drop  us  a  line. 

Selling  Agents 

HARVEY  BROS.  &  SEMPLE  Ltd. 


224  Empire  Bldg. 
TORONTO 


313  Fort  St. 
WINNIPEG 


325   Howe   St. 
VANCOUVER 


THE  CELTIC  KNITTING 

CO.,  LIMITED 

14  Turgeon  St.  Montreal 


"FOUNTAIN  BRAND" 


Manufactured  by 

Island  Spinning  Co.  Limited 

Lisbum  Ireland 


To  win  the  confidence  of  worth-while 
customers  is  to  use  only  the  best.  And 
the  best  of  threads  is  "Fountain  Brand" 
— for  evenness,  strength  and  durability. 
Write  for  samples  and  prices. 


Sole  Agents  for  Canada: 

Walter   Williams  &    Co.,   Ltd. 

MONTREAL  TORONTO  QUEBEC 

508  Read  Building     20  Wellington  St.  W.        553   St.  Valier  St. 
VANCOUVER,    217    Crown    Building. 


MOTOR  SHAWLS 

We  have  these  in  a  large 
range  of  colors.  Tuxedo 
Front,  Coat  effect  with  Belt. 

Write  for  samples  and  prices 

Lavoie  Knitting  Co. 

Peterborough        -        Ontario 


fykAuGi 


BRITISH 

GINGHAMS 

38  inch  widths  at  32^c 


Good  quality  in  3  size  checks — at- 
tractive colorings  and  assortment  of 
plaids. 

Please  wire  your  orders  at  once.  If 
not   on    our  mailing   list,   write   now. 


JOHN  E.   RITCHIE  Dry  Goods  Commission  Agenf 

591  St.  Catherine  St.  W.,  Montreal 

Branches:  64  Wellington  St.  W..  Toronto.  615  Pender 
St.  W..  Vancouver,  B.C.  29  MinshuH  St.,  Manchester, 
Eng. 
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EVERY  MacLean  Circrulation  Salesman   (excepting  resident  Local  Agents  who  would 
be  personally  known  to  you)    is  provided  with  an  Authorization   card  such   as  this: 


This  is  the  Home  of 

THE  MACLEAN  PUBLISHING 
COMPANY 

This  is  to  certify  that 

143-153  University  Avenue,  Toronto 

The  Largest  Organization  of  its  Kind  in  the 
British  Empire 

is  authorized  to  take  subscriptions  until 

(New  card  given  each  month) 

to  our  publications  mentioned  on  the 
back  of  this  credential,  at  the  regular 
subscription  rates. 

NOT  GOOD  AFTER  ABOVE  DATE 
Circulation  Manager 

ALWAYS  demand  to  see  this  card  before  giving  either 
a  new  or  a  renewal  order  to  any  MacLean  publication. 

This  is  the  protection  we  offer  you  against  the  Menace 
of  the  Fake  Agent.  By  looking  for  this  card  you  are 
protected. 

AND  if  anyone  unable  to  produce  this  card  attempts  to 
sell  you  a  subscription  or  make  collection  for  your  pres- 
ent subscription,  please  telephone  or  wire  us  at  once  and 
we  will  not  only  appreciate  your  action,  but  we  will 
gladly  pay  all  charges  in  connection  with  the  call. 

Our  whole  object  is  your  protection,  but  we  can  not  help 
you  unless  you  help  us.  And  don't  forget  that  we  will 
gladly  pay  any  expenses. 


CIRCULATION  DEPARTMENT 

MacLean  Publishing  Company,  Limited 
143-153  University  Avenue,  Toronto 
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Vestee,  Collar  and  Cuff  Sets  Active 

Fad  for  Colored  Cotton  and  ILinen  Handkerchiefs — Chantilly 
Lace  Strong  for  Fall — Sports  Suits  Are  Promoting  Neckwear 
Sales — Handsome    Moire    and    Taffeta    Bags — Various    Shapes 

Featured  in  Bags 


STILL  the  fad  for  colored  linen  and 
cotton  handkerchiefs,  reigns  in  Tor- 
onto. Importers  and  manufactur- 
ers cannot  dispose  of  .their  white  lines. 
Few  of  the  orders  so  far  received,  have 
been  for  Christmas  business,  a  traveller 
informed  Dry  Goods  Review.  The 
trade  will  have  to  be  satisfied  with  the 
white  lines  for  that  season,  as  he  ex- 
pects to  be  very  short  of  novelty  styles 
by  that  time.  Hand-drawn  effects  and 
frivolity  edged  handkerchiefs  are  the 
only  present  sellers  in  anything  but 
color. 

Veils    Better    than    Veilings 

Paris  and  New  York  are  talking 
about  veilings  rather  than  veils.  The 
Canadian  trade  prefers  the  latter  so 
far  and  is  buying  them  in  fairly  large 
quantities.  French  dots  are  very  good 
with  our  buyers. 

As  to  laces,  whatever  New  York  may 
be  saying  about  the  return  of  the  fine 
lines,  retailers  in  this  country  seem 
hard  to  interest  in  them.  One  importer 
has  a  French  shipment  of  beautiful 
Chantilly  lace  which  he  thought  would 
be  picked  up  very  readily  but  so  far  has 
disposed  of  only  a  little.  However,  he 
is  not  disappointed,  because  he  knows 
Chantilly  will  be  good  in  the  fall.  It 
is  just  the  old  question  of  the  difference 
of  temperament  between  the  Canadian 
retailer  and  the  American  or  probably 
between  the  Canadian  public  and  the 
American.  In  the  United  States  every- 
body is  willing  to  try  something  new 
just  because  it  is  new.  Here,  'an  article 
must  prove  itself  before  it  gets  a  real 
chance. 

Neckwear   Reviving 

The  tricotine  sports  suits  have  had  a 
great  influence  on  the  neckwear  busi- 
ness in  the  last  few  weeks.  The  pres- 
tige of  light-colored  polo  and  homespun 
suits  with  the  wide  collars  and  bright 
scarfs,  delayed  collars  and  cuffs  consid- 
erably. Suits  are  taking  their  place  so 
rajpidly  however,  that  neckwear  people 
are  getting  back  their  courage. 

The  Bramley  collar  is  still  best.  There 
is  no  doubt  that  it  will  last  all  through 
the  summer  because  the  ready-to-wear 
manufacturers  are  stressing  this  kind 
of  neck  and  the  sweater  mills  cannot 
supply  enough  of  BramLeys. 

Imported  neckwear  seems  to  be  in  par- 
ticularly strong  demand  because  of  the 
particular  liking  foi  cutouts  and  em- 
broideries in  which  European  neckwear 
firms  specialize.  In  linen  collars  and 
cuffs,  Canadian  makers  are  doing  a  very 
live  business.  These  are  good  in  white, 
natural  and  all  the  bright  colors. 

Three-piece  sets  composed  of  vestee, 
collar  and   cuffs  are  the  best  sellers   in 


the  more  expensive  lines.  Swiss  or- 
gandy, lace  and  embroidered  lawn  are 
featured  in  these.  The  Tuxedo  is  per- 
haps the  best  collar  in  sets  which  in- 
clude the  ves/tee  because  they  are  more 
becoming  with  suits  and  coat  sweaters 
than  anything  else. 

New  Handbags 

Toronto  importers  have  received  some 
beautiful  samples  of  moire  and  French 
taffeta  bags  from  New  York  during  the 
last  week.  They  are  of  every  shape  and 
size-  The  only  thing  that  is  definite  in 
these  is  the  handle,  wh'ch  must  be  of 
the  pannier  variety,  either  corded  or 
plain. 

Rhine's: ones  are  being  used  as  mounts 
in   many   of  the   bags.     They  are   inset 


in  the  frame  and  the  clasp  and  some- 
times in  the  bag  itself.  Hand-engrav- 
ing is  seen  on  the  better  bags,  especially 
those  with  the  silver  finish. 

In  leather,  the  octopus  grain,  a  varia- 
tion of  the  spider-web,  is  prominent  and 
the  vachette  or  patent  's  getting  a  fair 
amount  of  publicity  in  keeping  with  the 
vogue  for  patent  shoes. 

A  noticeable  feature  in  this  season's 
handbags  is  the  large  mirror  often  plac- 
ed on  the  outside  or  covered  only  by 
the  flap.  In  the  regulation  strap-back 
models  this  is  sometimes  the  same  size 
as  the  face  of  the  purse  itself. 

As  to  shapes,  matinee  bags  come  in  a 
variety  of  styles.     There  is  the  one  re- 

( Continued   on  next  page) 


Four  of  the  new  bags  which  the  Julian  Sale  Company  of  Toronto  are  making. 

The  very  beat  grade  of  French  moire  is  used  in  these.     Xote  the  variety  of 

shapes,  the  handles  and  tassels  and  the  hand-chased  finishings.     Navy  and 

black  are  two  of  the  most  prominent  colors  in  these. 
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Believes  is  Place  for  Novelty  Shop 

Alfred  Stock,  of  Toronto,  is  Specializing  on  Only- 
Two  Lines  of  Accessories,  Gloves  and  Hosiery- 
Does  Not  Get  Larger  Profit  on  Novelties  Than  on 
Staples — Suggests  Method  of  Promoting  Novel- 
ties in  Canada 


MAY  and  JUNE 


Leading  Shades 


WILL  a  shop  which  sells  novel- 
ties only,  make  good?  There 
is  one  man  who  believes  it  will. 
This  is  Alfred  Stock  who  has  recently 
opened  a  store  which  specializes  on  two 
lines  of  dress  accessories— gloves  and 
hosiery.  Now  the  gloves  and  hose  he 
carries  are  not  such  as  may  be  found 
in  any  department  or  specialty  store 
but  only  those  which  other  stores  re- 
gard as  novelty  attractions. 

Dry  Goods  Review  believes  that  of 
the  several  thousand  specialty  shops  in 
Canada,  this  is  only  one  which  does 
business  in  exactly  this  way.  Most 
stores  regard  their  novelty  stock  as  a 
means  of  attracting  regular  business. 
Mr.  Stock  believes  that  novelties  are 
now  regular  business  in  themselves. 
This,  he  says,  applies  particularly  to 
gloves  and  hosiery.  Women  who  can 
afford  to  buy  better  grades  are  not 
satisfied  with  regular  lines. 

The  day  when  the  trade  follows  the 
demand  is  gone,  says  this  merchant. 
Retailers  who  try  to  do  business  in  such 
a  way  will  soon  fall  behind.  The  trade 
must  create  the  demand  for,  as  Mr. 
Stock  puts  it,  "stores  must  now  mer- 
chandise the  public;"  The  la$t  year 
and  a  half  have  taught  people  to  tight- 
en their  purse-strings  as  never  before. 
It  will  take  years  to  undo  this  teaching 
Merchants  jfvhlo  wait  for  the  call  of 
their  patrons,  will  wait,  because  now- 
adays the  call  does  not  come.  It  is  on- 
ly the  producer  and  the  promoter  who 
can  remedy  this  reluctance  on  the  part 
of  the  consumer  and  the  remedy  is  mak- 
ing things  so  attractive  that  the  con- 
sumer cannot  withstand  the  temptation. 
Novelties  are  the  solution,  he  claims. 

Asks   Only    Staple   Profits   on  Novelties 

Contrary  to  the  unwritten  law  that 
a  business  man  is  entitled  to  greater 
profit  on  novelties  than  on  staples,  be- 
cause of  the  greater  risk  he  runs,  Mr. 
Stock  is  only  asking  for  profits  which 
are  asked  on  regular  glove  and  hosiery 
lines.  For  example,  he  is  selling  for 
$2.95  embroidered  hose  in  colors  and  in 
color  combinations  which  cannot  be  pur- 
chased elsewhere  in  his  city.  Em- 
broidered hose  in  the  regular  shades 
are  selling  in  other  stores  at  $4.50.  He 
explained  to  Dry  Goods  Review  that  he 
is  willing  to  take  the  risk  in  doing  this. 
Though  in  business  only  about  six  weeks 
his  turnover  has  been  sufficient  to 
warrant  his  keeping  this  up. 

Though  regular  l'nes  are  not  stocked, 
they  may  be  obtained  on  order  so  that 
business  is  not  lost  on  this  account  The 
big  object  is  to  attract  women  who  do 
not    usually    patronize    the    department 


stores.     As    a    rule    these    are    not    the 
buyers  of  staples. 

Guild  to  Promote  Canadian  Novelties 

Mr.  Stock's  lines,  with  a  few  excep- 
t'ons,  are  imported  from  France  and  the 
United  States.  He  says  that  he  would 
be  very  willing  to  stock  Canadian  goods 
only,  if  they  could  be  obtained.  He 
says,  however,  that  manufacturers  here, 
do  not  begin  on  novelties  soon  enough. 
Embroidered  hose  for  instance,  stand 
out  as  a  prominent  example.  Retailers 
who  want  these  must  buy  ordinary  hose 
and  give  them  out  to  private  embroid- 
erers to  do  by  hand.  In  the  United 
States  there  are  at  least  a  score  of  firms 
who   are  making   embroidered  hose. 

The  small  field  in  this  country  is  of 
course  responsible  for  this  reluctance  on 
the  part  of  our  manufacturers,  although 
it  has  been  brought  to  the  attention  of 
the  Review  many  times  during  the  last 
few  months,  that  only  those  firms  which 
are  making  novelties  are  doing  a  live 
business.  Mr.  Stock  propounds  a  so- 
lution which  he  thinks  worth  while  put- 
ting before  our  readers  He  says  that 
if  Canadian  manufacturers  and  whole- 
salers in  each  line  would  form  guilds 
or  crafts  along  the  lines  of  those  which 
existed  in  the  early  h'story  of  trade  in 
England,  they  might  accomplish  some- 
thing. When  one  man  is  responsible 
for  the  creation  of  a  novelty,  each  mem- 
ber of  the  craft  could  then  undertake 
the  promotion  and  even  the  manufac- 
ture of  it,  calling  it  by  his  name  and 
allowing  a  certain  percentage  of  all 
sales  to  go  to  the  originator.  In  this 
way,  the  novelty  would  become  known 
all  over  Canada  at  once  and  the  origin- 
ator would  not  run  the  risk  he  does  at 
present  because  of  costs  and  failure  in 
promoting  it.  A  creation  approved  by 
the  whole  association  and  promoted  by 
the  whole  association,  would  rarely  fail, 
particularly  because  of  the  nation-wide 
campaigns  which  would  result  instead 
of  the  very  local  ones  under  the  pre- 
sent  one-manufacturer    method. 


VESTEE,  COLLAR  AND  CUFF 

(Continued  from  page  58) 
sembling  a  man's  tobacco  pouch,  and 
the  one  which  opens  j'n  the  centre  with 
full  sides,  called  the  ham-sandwich  bag. 
The  oval  shape  so  good  last  year  in 
mesh  and  leather  bags,  is  shown  in  the 
moire  and  the  ord'nary  flat  folding 
purse  as  featured  is  good  in  both  taffe- 
ta and  moire,  the  only  relieving  touch  in 
this  model  being  ithe  stripe. 


Flower  tones  in  blue,  mauve,  and 
red.  Pearl  grey.  Biege,  from  cham- 
pagne to  toast;  porcelain  and  tur- 
quoise blues.  Foam,  mistletoe  and 
Chinese  greens.  Combinations  of 
three  or  more  contrasting  tones. 
All  black;  all  white.  Trimming 
touches  of  orchid,  raspberry, 
orange,  cerise,  hyacinth  blue,  mi- 
mosa yellow,  jade. 

Shapes  and  Trimmed  Hats 

Capeline  and  cloche  shapes  wide  at 
the  sides  and  back,  narrow  in  front. 
Portrait  sailors.  Coolie,  pagoda 
and  Hindu  shapes.  Large  and 
small  Rococo  shapes  with  tilted 
brims  and  dome-crowns.  Portrait 
hats  in  Gainsborough,  Romney 
and  Rembrandt  effect.  Drooping 
capelines  worked  soft  and  support- 
ed by  bandeaux.  Pokes  in  1830  and 
1860  effect,  with  fancy  facings. 
Draped  crowns  accompanied  by 
rigid  brims 

Materials 

Body  hats  of  hair,  Swiss,  Batavia, 
leghorn  and  felt.  Milan,  lisere, 
hemp,  visca.  Timbo  and  other 
fancy  braids  combining  hair  tvith 
milan,  angora  wool  with  wood  fibre, 
maline  braid  with  plain  hair,  Tus- 
can with  leghorn.  Panama  and 
Batavia  cloth  and  crepe  (embroid- 
ered, beaded,  printed  or  plain); 
maline  and  hair  lace  used  in  con- 
junction with  heavier  materials. 
Organdies,  muslins  and  chiffons  in 
delicate  and  brilliant  colorings.  An- 
gora and  straw  chenille  combina- 
tions in  Eastern  tones  and  pat- 
terns. Kandee  and  Hindoostan 
cloth. 

Trimmxniis 

Graceful  garlands  of  small  flowers 
on  wide-brimmed  hats.  Ostrich 
bands  and  fringes,  curled,  aigretted 
or  long-flued.  Large  bows,  tor- 
sades and  streamers  of  georgette 
and  other  crepes,  or  organdy. 
Scarfs  and  fringed  bands  of  Orien- 
tal silks,  plain  or  embroidered.  Or- 
gandy, lace  and  tulle  arrangements 
veiling  flower  crowns  or  flower- 
banked  brims.  Pleatings,  puffings 
and  shirrings  of  lace,  tulle,  organdy 
and  crepe.  Hand-worked  trim- 
ming motifs  of  raffia,  braid,  fab- 
rics, cellophane  and  ribbon.  Flow- 
ers and  foliage  in  vivid  color  blends 
or  in  solid  black  or  white.  Wheat 
and  oats  tied  with  field  or  garden 
flowers,  fruits  or  berries.  Ribbon 
chin  and  chignon  loops  and  stream- 
ers on  dress  hats.  Lace  bands  and 
lace  veils  on  hats  of  hair  or  fine 
straw.  Wool  and  floss  embroidery 
on  sports  hats.  Organdy  and  taf- 
feta flowers,  hand-made,  in  the 
tone  of  the  hat. 
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Phenomenal  Demand  for  Ribbons 

All  Widths  up  to  Six  Inches  are  Being  Asked  for — New  Effect  in 
Striped  Cire  Ribbons  Called  "Bagatelle"— Good  Demand  for  Vals 
and  Venise  Laces — Some  of  the  New  French  Veilings — Gauntlets 

For  Summer  Wear 


MONTREAL  importers  comment  on 
the  demand  for  cire  ribbons  this 
month  as  being  phenomenal  par- 
ticularly in  black  and  navy,  and  say  that 
from  present  indications,  it  looks  as  though 
the  demand  would  continue  strong  all 
through  the  season.  All  widths  up  to  six 
inches  are  included.  Next  in  favour  with 
the  retail  trade  are  the  two-tone  satin 
faced  ribbons,  particularly  in  such  unusual 
combinations  as  navy  and  jade,  navy  and 
silver,  and  navy  and  dent  de  lion.  In 
plain  shades  the  most  wanted  colors  for 
midsummer  trade  are  said  to  be  mauve, 
sand  and  periwinkle  blue.  All  white 
ribbons  of  all  kinds  are  being  shipped  out 
in  enormous  quantities  to  fill  the  steady 
demand  from  millinery  and  fancy  goods 
departments.  A  new  effect  in  striped  cire 
ribbons  called  "Bagatelle"  is  exceptionally 
smart  on  summer  hats,  as  it  provides  a 
white  ground  with  different  colored  stripings 
running  lengthways.  Lingerie  ribbons  con- 
tinue in  strong  demand,  particularly  in  the 
new  bird  motif  which  is  developed  on  all 
widths  in  a  graceful  festoon  designed  in 
all  the  pastel  shades.  Orchid  and  lavender 
are  the  favoured  shades  in  lingerie  ribbons 
at  present. 

The  demand  for  very  wide  fancy  ribbons 
is  quiet,  owing  to  the  lapse  in  popularity 
for  all  ribbon  camisoles.  The  wholesale 
trade  would  like  to  find  some  means  to 
stimulate  sales  in  these  wider  effects  and 
suggest  girdles  in  many  charming  panel 
styles. 

Vals  And  Venise  Laces  Attract  Buyers 

A  leading  lace  importer  in  Montreal 
commented  to  Dry  Goods  Review  on  the 
demand  for  val  laces  this  spring,  saying  that 
they  were  the  backbone  of  the  present 
season's  business.  Venise  laces  and  em- 
broidered organdy  bandings  are  next  in 
demand  and  the  latter,  although  by  no 
means  inexpensive  are  expected  to  improve 
considerably  with  the  advent  of  June  and 
warm  weather.  Elaborate  organdy  laces 
may  be  obtained  in  all  the  pastel  colors  in 
several  widths  while  simple  but  exquis- 
itely dainty  plain  organdy  bandings  are 
shown  in  all  white  with  a  half  inch  colored 
border  hemstitched  on  the  edge.  Some  of 
these  plain  bandings  show  dainty  Swiss 
embroidery  in  dot  or  openwork  effect  done 
in  delicate  colors. 

In  real  laces  there  is  a  heavy  demand  for 
Venise  in  narrow  widths  and  also  for  real 
filets  in  1  and  1}4  incn  widths.  Apart 
from  these  lines,  demand  is  quiet.  The 
lace  importers  have  done  a  heavy  business 
on  filet  and  venise  tuxedo  collars  with  or 
without  vestees,  this  season,  and  believe 
that  good  business  will  still  be  done  on  these 
goods  through  the  summer  when  sweaters 
are  more  generally  worn. 

Veilings  are  very  good,  especially  in  novel 
effects,  was  the  report  from  a   Montreal 


importer  of  French  lines.  Chenille  dots  are 
all  the  rage,  especially  on  medium  meshes  in 
plain  and  fancy  weaves.  Henna,  silver  and 
blue  dots  on  navy  mesh  are  the  most  popular 
sellers  at  present  and  French  spots  on 
combination  meshes  are  particularly  good 
as  well.  The  veil  has  now  become  an 
accepted  part  of  every  woman's  wardrobe 
and  must  be  as  carefully  selected  as  are  her 
gloves,  hosiery  or  neckwear.  The  very 
fact  that  the  veil  covers  the  face  of  the 
wearer  accounts  for  the  absence  or  presence 
of  smartness  and  chic  in  the  appearance  of 
the  wearer.  Therefore,  the  question  of 
meshes  and  spots  must  be  most  carefully 
considered  to  achieve  the  most  successful 
result.  Many  women  will  not  wear  a  veil 
when  they  take  up  the  fad  for  using  earrings, 
but  even  the  longest  dangling  effects  can  be 
worn  with  a  veil  if  care  is  exercised. 

The  sheer  and  dainty  guimpe  of  pastel 
colors  or  white  is  reappearing  in  full  force 
this  month  for  use  with  the  sleeveless 
sports  frock.  Cross  barred  dimity  and  Swiss 
muslin  are  favorite  fabrics  for  developing 
these  little  guimpes  which  may  have  short 
sleeves  or  three-quarter  flaring  lengths. 

Silk  Gauntlets  For  Summer 

The  demand  for  silk  gloves  has  become 
very  marked  as  warmer  days  approach. 
Strapwrists  and  gauntlet  types,  as  well  as 
12  and  16  button  lengths  are  going  well. 
Pongee  shades  or  the  various  putty,  sand  or 
beaver  tones  are  most  popular,  probably  on 
account  of  the  extraordinary  vogue  for 
mannish  top  coats  which  has  sprung  up  in 
Montreal  and  elsewhere  during  the  past 
month.  In  leather  gloves,  the  encircling 
strap  seems  to  be  preferred  to  that  which  is 
just  across  the  front  of  the  hand  and  a 
pearl  buckle  finish  on  the  back  is  used  a 
great  deal  by  one  Montreal  firm.  Silk 
linings  are  being  featured  by  the  same  firm 
for  early  fall  wear.  A  capeskin  gauntlet 
shown  to  Dry  Goods  Review  has  a  flaring 
cuff,  slit  up  one  side  and  lined  with  silk. 
Elaborate  pointing  adorns  the  back  of  this 
glove  which  can  be  had  in  various  shades. 

Novelty  Jewellery  Favors  Bracelets 

Rumor  has  it  that  bracelets  are  going  to 
be  worn  as  never  before,  and  returning 
buyers  from  New  York  and  abroad  comment 
enthusiastically  on  the  fad  for  novelty 
bracelets  which  they  claim  are  most  nec- 
essary to  wear  with  the  present  styles  of 
sleeves.  Flexible  and  triple  styles  are  very 
popular  and  are  quite  appropriate  for  wear 
with  sports  clothes.  Many  charming  pen- 
dants of  clouded  crystal  or  carved  semi- 
precious stones  are  being  worn,  suspended 
on  narrow  ribbons.  Sets  including  earrings, 
bracelet  and  neckchain  are  now  the  order 
of  the  day,  and  it  is  predicted,  by  mid- 
summer, fashionable  women  will  have  taken 


them  up  ofr  wear  at  Canadian  summer 
resorts. 


Favor  Styles  of 

Half  Century  Ago 

Paris    Goes    Back    to   Well-Remembered 
Styles— Metallic    Laces    for    Fall 

Though  Paris  and  New  York  are  talk- 
ing about  sunshades  and  emphasising 
novelties  in  their  summer  lines,  Can- 
adian manufacturers  say  that  the  rain- 
and-shine  umbrellas  in  different  colors 
seem  to  take  the  fancy  of  the  trade  in 
this  country.  Except  for  a  few  which  the 
department  stores  are  using  for  their 
window  displays,  there  seems  little  tend- 
ency to  stock  the  white  and  bright-col- 
ored shades  of  a  few  years  ago.  There  is 
no  doubt,  however,  that  these  will  be  re- 
vived for  the  summer  of  1923  because 
the  best  Parisian  actresses  and  designers 
are  favoring  them  as  an  antidote  to  the 
graceless  sports  types.  They  claim  that 
the  habit  of  going  about  without  hats 
and  of  allowing  the  neck  and  arms  to 
become  somewhat  sunburnt,  will  soon  be 
discontinued  by  smart  French  women. 
Another  interesting  bit  of  news  is  the 
arrival  of  lace  mittens  to  go  with  the 
parasols  and  lengthened  skirts.  In  fact 
there  seems  a  general  desire  on  the  part 
of  Paris  to  bring  back  the  fluffy,  fussy 
things  of  half  a  century  ago. 

New  Laces  in  Toronto 

Representatives  of  Swiss,  Parisian  and 
English  lace  houses  have  recently  dis- 
played in  Toronto  some  lovely  samples 
to  attract  eager  buyers.  The  vestee  is 
remarkably  prominent  in  all  the  wash- 
able materials.  Net  and  organdy  are 
probably  strongest,  though  there  are  a 
great  many  lace  ones  shown.  The 
Peter  Pan  collar  is  featured  in  lace  to 
match  the  vestee;  of  these,  Dry  Goods 
Review  noticed  that  points  were  best. 
There  were  usually  edgings  to  match 
the  vestee  whether  it  be  made  of  or- 
gandy, embroidery  or  lace.  Evidently 
Europeaji  lace  manufacturers  have 
great  faith  in  the  Tuxedo  sweater  or 
they  are  trying  to  emphasize  the  wear- 
ing of  vestees  and  collars  with  suits. 

Metallic    Laces    for   Fall 

All  doubt  has  been  dispelled  as  to 
whether  the  gold  and  silver  metallic 
laces  will  be  seen  next  winter.  They 
are  here  in  a  great  number  of  patterns 
and  combinations.  Narrow  edgings, 
wide  embroideries  and  allovers  are  seen 

(Continued  on  next  page) 
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Are  we  Going  to  Have  A  Blue  Summer? 

Blue  Organdies  and  Voiles  Are  Selling  Fairly  Well — Celluloid 

Necklaces  and  Girdles  Favored  in  Paris — A  Word  About  Fall 

Laces — Very  Brilliant  Tunics  of  Sequin  for  Next  Season's  Dances 

— Fingerless  Gloves  Appear 


WILL  THE  "blue  Easter"  which 
New  York  had  this  year  mean  a 
bluet  summer  here  ?  Importers 
of  organdies  and  voiles  say  that  the 
blues  show  every  indication  of  being 
very  good.  Princess  Mary  is  the  best 
probably.  As  was  prophesied  earlier 
this  spring,  plain  organdies  are  not  sell- 
ing very  well.  The  dotted  organdies  and 
the  dotted  voiles  are  much  better.  All 
colors  are  selling  in  the  checked  and 
dotted  materials — dandelion  yellow  and 
the  blue  tones  being  the  best  gamble  for 
June,  wholesale  houses  declare.  Bright 
red  is  one  of  the  best  for  the  moment 
but  it  is  believed  it  will  not  last  much 
longer  than  the  red  hats- 

Most  of  the  cot:on  materials  for  the 
summer  gowns  are  sold  by  the  veiling 
houses  with  a  certain  percentage  of 
white.  Rarely  is  a  bright  shade  used 
alone  as  it  was  last  summer.  The  vivid 
colors  are  in  the  skirt  while  the  waist 
has  some  white.  Contrasts  of  the  most 
startling  kind  are  very  strong — tanger- 
ine with  scarlet  and  black  with  yellow 
being  two  of  the  best. 

Necklaces  &   Girdles 

The  bead  necklace  seems  to  have  giv- 
en *way  for  the  moment  to  the  one  of 
celluloid,  according  to  recent  Paris  vis- 
itors. This  has,  as  a  rule  a  pendant 
plaque  of  the  celluloid.  Even  the  gird- 
les are  being  stressed  in  celluloid. 
Whether  this  is  the  end  of  the  exciting 
rage  for  girdles,  wholesale  dealers  are 
not  in  a  position  to  say.  The  consensus 
of  opinion  is  that  they  will  have  a  fair 
market  in  the  fall  but  that  their  peak 
was  reached  two  months  ago. 


Every  shipment  from  France  contains 
more  of  the  Spanish  combs.  Those  of 
tortoiseshell  with  colored  rhinestones 
are  very  much  stressed  but  there  is  rea- 
son to  believe  that  every  kind  will  be 
worn. 

While  all  of  the  best  houses  carried 
them  last  year,  the  public  were  satisfied 
with  the  echo  of  their  success  in  Paris 
and  New  York.  This  is  something 
which  the  retailer  should  keep  in  mind, 
says  one  Toronto  importer  of  novelties. 
When  Canadians  take  kindly  to  a  novel- 
ty one  season,  it  is  a  safe  venture  that  it 
will  be  very  good  the  following  season. 
New  York,  on  the  olher  hand,  accepts  a 
creation  at  once  or  not  at  all. 

Ostrich  Fairly  Certain  for  Fall 

Ostrich  is  not  moving  very  fast  at 
present,  either  in  the  natural  or  glycer- 
ined  state.  The  large  summer  hats  may 
bring  it  back  in  the  grey  and  pastel 
shades  and  fall  will  see  a  real  revival 
of  it,  manufacturers  declare.  In  the 
bird  line,  vulture  is  one  of  the  strongest 
things  just  now  and  a  fair  quantity  of 
the  white  osprey  is  moving. 

Flowers  are  about  sold  up  for  this 
spring  and  Toronto  flower  houses  seem 
a  little  doubtful  as  to  their  status  for 
fall. 

More  About  Laces 

Just  before  going  to  press,  Dry  Goods 
Review  received  the  following  news 
about  the  lace  market  for  Fall,  radiums 
and  Spanish  will  certainly  be  in  demand 
again.  There  are  several  lace  import- 
ers in  Toronto  who  are  willing  to 
state  this  authoritatively.     The  Spanish 


radiums  may  be  better  than  the  all-ra- 
dium or  the  all-Spanish.  These  so-call- 
ed Spanish  radiums  have  the  Spanish 
motifs  and  the  radium  finish. 

One  hears  less  talk  about  Chantillys 
and  fine  laces  than  was  heard  a  month 
ago.  This  may  be  only  a  temporary 
lull  however. 

For  weddings,  there  is  a  live  market 
in  white  radiums  in  flouncings  and  in 
allovers  hut  particularly  in  the  latter. 
Futurist  designs  are  seen  on  some  of 
the  new  Paris   radiums. 

Tunics    Very    Brilliant 

A  shipment  of  tunics  for  next  year's 
dances,  has  already  reached  Toronto. 
These  are  much  more  brilliant  than  last 
year  and  nearly  all  of  sequins.  Even 
the  white  tunics  have  multicolored  and 
opalescent  sequfns  of  the  very  bright 
hues,  such  as  flame,  brilliant  greens  and 
blues. 

There  are  very  deep  flouncings,  some 
45  inches  wide,  shown,  the  lower  edge 
being  scalloped  and  the  sequins  running 
up  for  fifteen  inches  to  the  fine  tucks 
which  cover  the  upper  part  of  the 
flounce. 

The  Net  Gloves 

A  few  of  the  old-fashioned  fingerless 
gloves  which  grandmother  was  so  proud 
of,  have  found  their  way  into  the  large 
retail  houises  in  Toronto  but  the  glove 
and  accessory  importers  are  not  taking 
them  very  seriously  yet.  If  New  York 
asks  for  them  as  eagerly  as  preseeint 
conditions  indicate,  they  will  no  doubt 
be   a  big  feature  in  Canada  next  sum- 


FAVOR  STYLES  OF  HALF  CENTURY 

(  Continued  from  page  60) 
in  them.     The  medallion   is  featured  in 
a   great   many   and  others   have   inserts 
of  chenille  work  in  bright  colors. 

The  Chantilly  laces  now  in  Toronto 
give  some  indication  that  the  lighter 
laces  will  be  asked  for  as  well  but  there 
is  no  foundation  to  the  earlier  report 
that  people  are  tired  of  the  heavy  lines 
One  importer  has  as  much  faith  in  ra- 
diums for  next  winter  as  he  had  last 
year  although  others,  while  admitting 
they  must  be  stocked,  think  caution 
should  be  used  in  buying  them.  Se- 
quins are  promised  again  and  silk  em- 
broidery  on  net  is   very   prominent 

Girdles? 

Dry  Goods  Review  is  not  able  to  state 
with    any    great    assurance   gust    what 


place  the  girdle  will  take  next  fall. 
Our  Paris  correspondent  still  talks 
about  the  straight-line  silhouette;  if 
this  cont"nes,  girdles  must  necessarily 
be  worn  again.  Yet  the  importing 
houses  in  Toronto  seem  in  doubt.  One 
of  the  largest  intends  to  stock  only 
about  a  third  of  the  number  he  had  this 
year  and  those  he  uses  for  next  fall  will 
not  be  held  over.  Another  well-known 
wholesaler  thinks  there  is  still  a  big 
field  for  him  in  girdles.  He  is  holding 
his  prices  with  the  object  of  keeping  a 
supply  for  fall.  Of  course  there  has 
been  a  gradual  drop  in  the  last  few 
weeks  in  orders  for  girdles  but  this  has 
been  because  manufacturers  and  retail- 
ers are  busy  on  summer  dresses  which 
will  not  stand  metal  girdles  and  not  be- 
cause of  any  lack  of  interest. 

One  manufacturer  is  doing  a  surpris- 
ing  amount   of     business    in   belts     for 


porch   dresses.     These   are  not   only   in 
leather  but  in  rubber. 


JOHN    WANAMAKER'S    IDEAS 

Here  are  some  of  John  Wanamaker's 
ideas  as  expressed  in  his  advertisements. 
He  calls  these  advertisements  "editori- 
als" and  they  are  like  editorials  because 
the  are  comments  upon  life  generally. 

"Mr.  Ed'son  says  idleness  is  sickness; 
what  does  he  know  about  it?  He  never 
indulged  in  it." 

"One  must  ballast  the  soul  with  pati- 
ence." 

"Surely  a  man  may  be  tremendously 
greater  than  the  greatest  structure  that 
can  be  built." 

"There  are  other  compensations  in  do- 
ing the  day's  work  than  pecuniary  gain." 

"It  is  of  great  importance  in  business 
to  be  just  right,  as  well  as  right  just." 
(Cont'nued  on  page   79) 
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Women's  Neckwear 

Complete  New  Lines  for  Late  Spring  and  Summer 

The  Newest  and  Brightest 


in 


VESTINGS— BANDINGS 
RUFFLINGS— TUCKINGS 
GUIMPES  WITH  CASCADES 

See  our  Salesman  or  Write  for  Assortment 

Phoenix    Novelry    Company 


New  Address 
22  Duncan  Street  at  Adelaide 


TORONTO 
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TSSh 


The  Seal  of 
Superior  Service 


Mail    Orders    given 
Special  Attention 


Looking  Ahead  Means 

Looking  Now 

The  mill  will  not  grind  when  the  water  has  gone, 
but  your  business  will  boom  with  the  new  goods 
that  we  have. 

We  have  what  you  want — when  you  want  it 

Handkerchiefs,    Colored    Organdies,    Embroideries 

Laces,  Veilings 

Infants'  Wool    Goods,    Spotted    Swiss    Muslins 

Write  or  Call  to  See  Us 

WESTLAKE    BROTHERS   LIMITED 

24  Wellington  St.  W.,  -  TORONTO 
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The  Blouse 

has  come  back  to  its  own  again 

As  a  quick  selling  line 
our  Blouses  are  worth  your  consideration 

Skilful  Cutting 
Correctly  Styled 

Material  of  the  best  ensure  rapid  turnover 

Brestf  essentials  Htb. 

Originators  and  Manufacturers 

Ladies'  Waists      Ladies'  Neckwear     Pleatings 


14  Breadalbane  St. 


Toronto 


—        MESH 

,  WHITINGS  DAVIS  COC 

^JAGS^f 


Have  You  Stocked  the  Season's  Big 

Mesh  Bag  SuCCeSS?  The  New  "ENVELOPE"  Design 

A  mesh  bag  innovation! 

A    departure    from    familiar    mesh    bag   styles    that   has    been 
accepted  by  women  everywhere. 

Its   beauty,   novelty   and   practical  value   have   already   com- 
pelled dealers  to  re-order. 

Aggressive    advertising    is    also    popularizing    the    new    design 
widely. 

If  you  have  not  stocked  it,  ask  your  wholesaler  to  show  you 
the  line.      If  you  are  carrying  it,   display  it.      The  envelope 
bag  is  its  own  best  salesman. 
FREE  ELECTRO  of  bag  illustrated  sent  dealers  on  request. 

Whiting  &  Davis  Company 

(L.  W.  Cooke  Mgr.) 

Sherbrooke  -  Quebec 
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New  York  Firm  Finds  Department  for  Stout 
Women  Most  Profitable  Department  of  the  Store 

Hearn's  of  14th  Street  Have  Made  Great  Success  of  This  Spec- 
ialty—Statistics Say  That  40  Per  Cent  of  All  Women  Are  in 
Stout  Class — Living  Models  Help  to  Popularize  Possibilities  of 
Stout  Customers  in  Outer  and  Underwear 


CHATTING  with  a  representative 
of  one  of  the  largest  stout  wear 
manufacturing  companies  in 
New  York  recently,  a  staff  member  of 
Dry  Goods  Review  gleaned  some  inter- 
esting data  relative  to  the  promotion  of 
stout  wear  from  both  the  wholesale  and 
reta'l  ends  which  may  be  carefully  con- 
sidered by  ready-to-wear  buyers  in  Can- 
ada in  anticipation  of  important  de- 
velopment in  this-  connection  next  fall. 
Those  buyers  who  cater  to  the  needs  of 
the  Canadian  woman  have  all  too  often 
looked  abroad  for  something  novel  and 
somethng  different  with  which  to 
stimulate  trade  and  attract  customers, 
and  have  overlooked  the  possibilities  ex- 
isting right  at  their  door  in  the  needs 
of  the  stout  woman.  Now  the  problem 
of  the  stout  woman,  according  to  Ameri- 
can designers  doss  not  necessarily  apply 
to  the  wealthier  classes  only,  for  strange 
to  say,  full  figures  are  just  as  frequent- 
ly found  among  the  rich  as  among  the 
poor,  avoidupois  apparently  being  no 
respecter  of  persons.  It  is  well  known 
that  women  of  the  poorer  districts  who 
do  not  wear  proper  corsets  invariably 
run  to  corpulency  although  they  may 
be  hard  workers,  and  similarly,  the  rich 
woman  who  rides  in  an  automobile  in- 
stead of  taking  proper  exercise,  faces 
the  same  problem  with  regard  to  re- 
taining her  figure. 

40%  of  Customers  are  "Stouts" 
Manufacturers  have  been  working  on 
statistics  relative  to  the  ratio  of  stout 
and  thin  women  in  this  country  and 
have  arrived  at  the  conclusion  that 
fully  40%  are  stout,  or  above  42  bust 
measurement.  These  are  the  women  up- 
on whom  the  dressmakers  depend  for  a 
living,  since  until  the  present,  the  ready- 
to-war  departments  of  most  stores  paid 
little  heed  to  their  most  important 
wants.  But  going  to  dressmakers  is  in- 
convenient to  many  women,  especially 
to  those  who  are  in  business  or  occupied 
by  duties  which  prevent  their  having 
the  time  to  be  fitted,  etc.  And  so  mat- 
ters have  stood  until  last  year  when  the 
first  really  important  step  in  advance 
was  made. 

To  a  Million  Women 

In  a  pamphlet  sent  out  to  a  mil- 
lion women  by  a  combine  of 
American  manufacturers  of  stout 
wear,  this  s'gnificant  introduction  was 
used  as  preface  in  order  to  give  wo- 
men a  proper  conception  of  the  possi- 
bilites  in  stout  wear. 

"Are  you  one  of  the  stout  women  who 
have  sought  so  long  to  slenderize  your 


figure?  In  thinking  of  prominent  wo- 
men of  the  day  such  as  Mary  Garden, 
Mrs.  Woodrow  Wilson,  Ethel  Barrymore 
and  others  you  would  never  think  of 
their  figures  as  being  large,  but  rather 
"  tHnk  of  their  beauty,  their  grace 
and  charm.  By  their  very  knack  in  the 
art  of  dressing,  by  accentuating  here, 
subduing  there,  by  careful  selection  of 
colorings  and  materials,  these  women 
produce  an  effect  admired  throughout 
the  world.  We  suggest  that  you  place 
yourself  in  the  hands  of  our  experts. 
Let  them  study  your  particular  figure, 
assisting  you  in  selecting  the  proper  ap- 
parel. We  are  confident  that  this  will 
result  in  your  taking  a  new  pride  in 
your  appearance." 

Living  Models  Supplied  to  Stores 

Booklets  containing  many  illustra- 
tions of  outer  and  underwear  for  fi- 
gures from  40V2  to  52  1/2  are  being  sent 
broadcast  in  the  United  States  by  these 
firms    which    have    made      a     scientific 


COOL    AND    PRACTICAL    SUMMER 
CORSETS 

are  quite  as  essential  this  year  as  ever. 
This  new  elastic  girdle  is  especially  suit- 
able for  the  woman  who  goes  in  for 
sports.  The  front  section  provides  just 
the  necessary  flattening  effect  to  look 
well  bat  the  elastic  sides  permit  all  the 
freedom  of  action  necessary  to  the  sports- 
woman. Shown  by  the  Parisian  Corset 
Company  of  Quebec. 


study  of  the  requirements  of  stout  wo- 
men, and  in  addition  to  this  publicity, 
the  several  manufacturers  who  repre- 
sent the  combine  above  mentioned  have 
planned  to  send  a  fashion  revue  com- 
plete with  living  models,  settings  and 
costumes  to  any  store  which  desires  to 
demonstrate  to  its  customers  the  newest 
developments  in  stout  wear  which  is 
practicable  and  inexpensive  yet  stylish 
and  becoming.  So  popular  is  this  idea 
of  the  living  fashion  revue  of  stoutwear 
becoming  in  the  American  cities,  that 
a  leading  moving  picture  producer  has 
adopted  the  same  idea  in  a  series  of 
moving  pictures  to  be  shown  in  a  chain 
of  theatres  this  summer  which  will  de- 
monstrate exactly  how  a  stout  woman 
may  improve  her  figure  by  adopting 
scientifically  designed  under  and  outer- 
wear. The  system  devised  by  these  mak- 
ers is  said  to  produce  an  effect  of  at 
least  35  pounds  lighter  weight  in  ap- 
pearance by  reason  of  the  fact  that  all 
garments    are    made    according    to    the 


THE   1922   SILHOUETTE   IN 
CORSETRY 

demands  suppleness  and  freedom  with 
enough  restraint  to  enhance  the  natural 
charm  of  the  figure.  This  light  weight 
model  will  prove  ideal  for  wear  in  hot 
weather  and  is  cleverly  designed  to  give 
support  to  all  figures.  Shown  by  courtesy 
of  the  Parisian  Corset  Company  of 
Quebec. 
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Taking  a  Trip 

Round  the  World 

Managing  Director  of  Wm.  Hollins  Co. 
Ltd.   Spent  Few  Days  in  Toronto, 
First    Visit    to    Canada 

The  managing  director  of  William  Hollins 
Co.  Ltd.,  Mr.  Hare,  recently  paid  a  visit  to 
his  Canadian  offices.  While  in  Toronto, 
Dry  Goods  Review  had  a  chat  with  him 
relative  to  conditions  in  the  Old  Land  and 
prospects  for  the  development  of  Canadian 
and  Dominion  trade  in  the  other  sister- 
nations  of  the  empire  where  they  have  es- 
tablished offices. 

Mr.  Hare  stated  to  Dry  Goods  Review 
that  conditions  were  showing  some  im- 
provement in  England  but  that  they  were 
still  quite  unsettled.  This,  he  said,  was 
the  reflection  of  European  conditions  as  a 
whole  and  that  until  there  was  more  stabil- 
ization on  the  continent,  they  did  not  ex- 
pect things  to  right  themselves  in  England. 

Future    of    Prices 

Mr.  Hare  stated  that  so  far  as  their  main 
products  were  concerned  he  did  not  see 
that  there  would  be  any  downward  change 


on  their  fall  lines.  What  slight  changes 
there  might  be  in  manufacturing  costs — 
and  he  did  not  see  any  at  the  present  time — 
would  make  practically  no  difference  in  the 
price  of  the  finished  article.  Cotton  and 
wool  which  are  the  basic  materials  for  their 
principal  products,  if  anything,  show  an 
upward  tendency  in  price.  This  does  not 
mean  that  their  products  will  advance  in 
price — Mr.  Hare  said  he  was  not  certain, 
though,  if  they  could  maintain  their  present 
price  throughout  the  fall. 

His   First  Visit 

This  is  Mr.  Hare's  first  visit  to  Canada 
and  he  expressed  himself  as  very  anxious 
to  get  all  the  first-hand  information  he 
could  during  his  all  too  short  visit  to  this 
Dominion.  He  expected  to  visit  Montreal, 
Quebec  and  then  go  to  the  Western  Pro- 
vinces. From  Canada,  Mr.  Hare  will 
visit  Australia  and  New  Zealand.  His 
present  trip  will  take  him  pretty  well 
around  the  world. 


A  delegation  of  representative  Scottish 
woollen  men  are  planning  to  visit  this  coun- 
try early  in  the  new  year.  Their  plan  is  to 
inspect  the  field  with  a  view  to  bigger  bus- 
iness on  this  side  of  the  water. 


same  measurements,  which  are  stand- 
ardized and  the  makers  likewise  recom- 
mend that  retail  stores  which  intend  to 
give  more  attention  to  the  selling  of 
stoutwear,  should  go  so  far  as  to  instal 
distinct  stoutwear  departments,  in 
which  a  woman  may  buy  everything 
from  inner  to  outer  garments  without 
having  to  visit  different  departments 
all  over  the  store.  Although  this  idea 
may  sound  too  revolutionary  and  ex- 
treme to  be  practical,  yet  an  interest- 
ing proof  of  the  value  of  the  idea  was 
given  to  Dry  Goods  Review  by  the  first 
New  York  store  to  adopt  this  idea.  This 
store  is  Hearn's,  located  down  on  14th 
Street,  one  of  the  oldest  stores  in  New 
York  dating  back  nearly  100  years  in 
age.  Despite  the  conservatism  of  its 
methods  this  store  decided  to  open  a  de- 
partment of  "Women's  Extra  Size  Ap- 
parel and  Accessories,"  as  it  is  called, 
and  located  it  on  the  third  floor  adjacent 
to   their   millinery  department. 

Stout  Wear  Section  is  Profitable 

According  to  a  member  of  this  firm, 
the  success'  attendant  upon  the  inaugur- 
ation of  this  new  department  was  so 
great  and  so  rapid  that  it  has  already 
become  the  best  paying  department  in 
the  store.  Women  comment  enthusi- 
astically upon  the  saving  of  time  and 
energy  which  a  concentration  of  mer- 
chandise effects,  and  furthermore  the 
standardized  system  of  measurements 
means  that  when  one  garment  fits  cor- 
rectly all  the  rest  can  be  counted  upon 
to  conform  exactly  as  well. 

"We  are  trying  to  make  the  stout  fi- 
gure so  talked  about,"  said  the  depart- 
ment head,  "that  we  hope  to  have  the 
mature  figure  idealized  rather  than  the 
'flapper'  type,  and  to  educate  women 
to  realize  that  when  properly  attired 
their  figures  convey  dignity,  poise  and 
authority — possibilities  they  frequently 
do  not  know  they  are  capable  of.  We  in- 
sist that  no  woman  is  too  stout  to  be 
stylish  and  we  assume  the  responsi- 
bility for  the  result.  So  far  our  custom- 
ers have  shown  almost  pathetic  grati- 
tude and  we  can  only  say  that  we  would 
not  consider  giving  up  this  new  depart- 
ment, nor  this  scientifically  designed 
line  of  apparel  under  any  circum- 
stances." 

Other  large  stores  in  New  York  are 
realizing  the  possibilities  in  the  idea 
and  are  planning  to  introduce  Extra 
Size  departments  in  the  near  future, 
duly  heralded  by  a  Stout  Wear  Revue  as 
before  described.  It  is  expected  that  the 
plan  will  be  tried  out  by  one  or  two 
leading  Canadian  stores  early  next  fall, 
and  in  a  modified  form  by  several 
others. 

The  point  above  all  upon  which  both 
makers  and  retailers  are  most  emphatic 
is  the  fact  that  stout  wear  need  no 
longer  be  costly  and  prohibitive  to  less 
wealthy  customers.  According  to  the 
Hearn  store,  the  poorer  woman  is  most 
worth  cultivating  in  the  end,  and  it  is 
quite  possible  to  cater  to  both  medium  ^!e  aoove  chart  is  shoivn  by  Hamm  and  Riley  Co.,  Toronto.  The  Japanese  standard 
class  and  high  class  stout  wear  trade  in  °f  weight  is  the  momme — 7%  momme  are  equivalent  to  one  ounce.  Goods  pur- 
one  and  the  same  department.  chased  in  Japan  are  bought  on  a  basis  of  so  many   yen  per  100  momme. 


PRICE  MOVEMENT 

PONGEE  DURING  TEN  YEARS  ENDING  1920. 
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CORSETS    AND    LINGERIE 


Dry  Goods  Review 


T 


HERE  is  a  big  business  for  every  merchant  who  handles  corsets  with  attractive,  good-fitting 
brassieres  and  bandeaux,  and  it  is  just  as  important  for  the  brassiere  to  fit  as  it  is  for  the  corset. 


Warner's  Brassieres  do  fit,  and  support  the  upper  figure  snugly  and  comfortably.  Each  model 
is  carefully  worked  out  by  special  designers.  Patterns  are  cut  to  give  the  fullness  where  it 
should  be;  darts  are  placed  to  gather  in  the  fullness  where  it  should  not  be;  thin  supple  boning 
gives  just  the  right  support;  draw  strings  on  all  bandeau  styles;  and  the  workmanship  is  such 
that  every  garment  carries  our  unqualified  guarantee. 

Fabrics  of  charm  and  variety  are  shown.  Styles  for  large  women  are  featured  as  well  as  those 
for  the  smaller  figure.  Display  Warner's  Brassieres  and  Bandeaux  in  your  windows,  cases,  or 
on  your  counters  and  see  how  well  they  sell. 

'timer's 

BRASSIERES  AND 
I J  BANDEAUX  BRASSIERES 

Small  orders  are  quite  acceptable.  Here  are  models  that  we  have  no  hesitancy  in  recommend- 
ing from  among  the  forty  styles  we  carry. 


Style  2072 

Medium  weight  mesh,  boned  un- 
der arm.  Hook  back.  A  splendid 
60c  leader.  White  or  pink.  Sizes 
32  to  42.     $4.25  per  dozen. 


Style  469 

This  model  made  of  strong,  hand- 
some brocade  represents  unusual 
value.  Boned  at  back  and  under 
arm.  Elastic  back.  Hook  back 
style.  Pink  only.  Sizes  32  to  48. 
$7.00  per  dozen. 


Style  2328 

A  deep  straight  line  model  of 
fancy  stripe  pink,  with  wide  hem 
at  top.  Hook  back.  Pink  only. 
Sizes   32   to   42.     $4.50   per   dozen. 


Style  2308 

A  large  deep  model  of  medium 
mesh  for  heavy  figures.  Boned 
at  back  and  under  arm.  Elastic 
back.  Hook  back  style.  Made  in 
pink  or  white.  Sizes  34  to  46. 
$8.00  per  dozen. 


Style  2036 

A.  most  attractive  bandeau  of  light 
open  work  brocade.  Boned  under 
arms;  elastic  back.  Hook  back 
style.  Pink  only.  Sizes  32  to  44. 
$5.50  per  dozen. 
Style  2035 

Same  as  style  2036  but  hook  front. 
$5.50  per  dozen. 

Style  2307 

Same  as  style  2308  but  hook  front 
style.     $8.00  per  dozen. 


Style  223 

A  standard  brassiere  of  white  batiste,  with  three- 
inch  imitation  Torchon  lace  edging  at  top,  and  nar- 
row edging  over  shoulders.  For  large  figures. 
Hook  front  style.  Made  in  white  only.  Sizes  34 
to   52.     $8.50   per   dozen. 

TERMS— REGULAR,   F.O.B.  MONTREAL 


THE  WARNER  BROTHERS  COMPANY 


New  York  Chicago 

Canadian  Factory  and  Sales  Office— 356  St.  Antoine  Street,  Montreal,  P.Q. 


San  Francisco 
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MADE  IN    FRANCE 
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Julien   Giguet 


Manufacturer  Lyon,    France 

Sole  Agents  for  Canada: 

M.   Ghassagne    Limited 

45  St.  Alexander  St.,  Montreal  Carried  in  stock  by:  110  Wellington  St.,  Toronto 

ALPHONSE  RACINE,  LTEE 
GREENSHIELDS  LIMITED,  Montreal  W.  R.  BROCK  CO.  LIMITED,  Montreal 

The  Madelon  is  made  up  in  twelve  patterns  and   put  up  in  cabinets  of  6  dozens,  %  dozens  of  each 
pattern.     Black  or  assorted  colours — Navy,   Brown,  Henna,  Taupe,  Violet. 


Robert  Morton  &  Sons 

MUSLIN  MANUFACTURERS 

34  Albion  Street,  Glasgow 


-  SPECIALTIES  - 

Buckrams  -  Sparteries  -  Marlys 

MILLINERY  MUSLINS  IN  BLACK, 
WHITE  AND  COLORS 

Also 

PALE     BOOKS,     NAINSOOKS 
LAWNS,      INDIAN      LINENS, 
PERSIAN      LAWNS,      CHECK 
CRINOLINES,    MADRAS   AND 
HARNESS      MUSLINS,       ETC. 


Cables:  Morton,  Glasgow 


Code:  Marconi 


The  Mark 


of 
Originality 


The 


M0ULT0N    LINES 

you  should  have  in  stock  now  are 
BRAIDS,  CORDS,  CHENILLE, 
FRINGES,    GIRDLES,    TAS- 
SELS   and    KNITTED    TRIM- 
MINGS of  the  latest  designs  and 
most  popular  shades. 
Our    travellers    are    showing     our 
samples  across  the  Dominion.    We 
solicit  enquiries  and  send  samples 
on  request. 
"Canada's  Oldest  and  Original  Trimming 
House." 

^    THE  MOULTON  MFG.  CO. 

LIMITED 
4  Inspector  Street,        MONTREAL 
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Stimulate  Trade  With  Rubber  Goods 

Forthcoming  Holiday  Season  Suggests  That  Additional  Profits 
May  be  Had  by  Featuring  These — Much  Bathing  Millinery  is 

Shown — New  Rubber  Aprons — Some  New  Balloon  Styles The 

Pungee  Dollies 


THOSE  retailers  who  are  looking  for 
something  new  and  different  to 
stimulate  trade  during  the  quiet 
summer  months  will  find  what  exactly  is 
required  in  the  new  ranges  of  rubber  goods 
which  are  now  being  shown  by  importers 
and  Canadian  manufacturers.  A  rubber 
goods  department  in  any  store  wou'd  prove 
to  be  a  pleasing  and  profitable  novelty,  and 
even  though  many  of  its  more  staple  items  of 
merchandise  are  oftent'mes  found  in  regular 
departments,  it  is  best  to  confine  all  rubber 
goods  entirely  to  such  a  section  where  the 
peculiar  character  and  properties  of  the 
various  lines  will  receive  greater  attention 
than  if  they  are  carried  in  stock  with  other 
and  very  different  merchandise. 

However,  utilitarian  rubber  goods  must 
of  course  have  their  appointed  place  in  such 
sections  as  the  toilet  goods  counter,  but 
where  novelty  lines  are  under  consideration, 
a  new  department  should  be  opened,  even 
if  only  during  the  summer  months.  Under 
the  heading  of  novelty  rubber  goods  should 
be  included  the  following  items:  rubber 
bathing  caps,  rubber  aprons,  gloves,  rubber 
belts,  rubber  sponges,  balls  of  all  kinds  for 
children,  rubber  toilet  bags  and  cases, 
(both  fitted  and  plain  for  travelers,)  rubber 
lined  bathing  bags  to  hold  damp  suits,  etc. 

Bathing  Millinery  Is  Novel 

The  possibilities  in  display  of  rubber 
goods  are  limitless  as  a  visit  to  any  who'e- 
sale  show  room  will  readily  indicate.  In 
one  such  Montreal  shows  room  visited  by 
Dry  Goods  Review  this  month,  the  display 
of  vari-colored  bathing  caps  and  hats  alone 
resembled  a  colorful  showing  of  spring 
millinery,  for  not  only  were  the  plain  diving 
caps  featured,  but  also  marvelous  creations 
with  wired  brims  and  natural  rubber  flower 
trimmings,  entirely  contrived  out  of  brilliant 
yellow,  blue  or  white  rubber.  Hats,  bonnets 
tam  o'shanters,  etc,  were  all  ranged  on 
millinery  stands  down  a  long  counter  in  such 
a  manner  to  show  to  the  greatest  advantage 
the  many  novel  methods  of  trimming  such  as 
appliqued  flowers,  streamers  and  rows  of 
contrasting  rubber  material.  The  appeal  to 
"visit  our  summer  millinery  display  of 
rubber  hats"  would  attract  any  woman 
irresistibly  by  the  sheer  unexpectedness  of 
the  invitation. 

Frilled  Rubber  Aprons 

The  rubber  aprons  too,  are  something  new 
and  practical,  being  obtainable  in  several 
pretty  colors  including  emerald,  king's  blue 
and  pearl  gray.  These  aprons  are  made  in 
a  smart  style,  with  bibs  and  frilled  edges  of 
white  all  round.  They  are  advisable  for 
the  woman  who  does  her  own  washing, 
gardening  and  housework,  for  use  when 
bathing  children  and  cooking. 

"Pun-Gee  Dollies" 

The  new  rubber  sponge  dolls  are  creating  a 
furore  wherever  they  are  tried  out  and  are 
known  by  the  name  of  "Pun-Gee  dollies." 


The  sponge  is  cut  into  the  shape  of  quaint 
little  men  and  women  who  wear  rubber  caps, 
aprons,  and  other  decorations.  These  dolls 
are  ideal  companions  of  the  bath  as  they 
float  anc1  never  lose  their  color.  The  dolls 
may  be  had  in  five  sizes  and  are  said  to 
retail  at  35  cents  apiece  up  to  85  cents  for 
the  largest  size  The  special  point  about 
these  dollies  is  the  fact  that  they  are  soft  and 
sanitary  and  make  a  most  striking  and 
amusing  display. 

Children  are  likewise  attracted  by  the 
newest  kind  of  rubber  balls  just  introduced 
to  Canada  by  an  American  manufacturer. 
These  balls  are  inlaid  with  various  color 
designs  and  thus  cannot  be  harmful  by 
reason  of  dangerous  color  paints  rubbing  off. 
No  paint  or  varnish  is  used  in  making  these 
balls  and  the  designs  are  guaranteed  to  be 
permanent.  The  most  popular  kinds  of 
balls  are  the  all-white  educational  style 
which  shows  raised  designs  of  all  the  animal 
kingdom,  together  with  the  numbers  and 
letters  of  the  alphabet.  These  come  in 
three  sizes.  The  rainbow  ball  or  marbleized 
effect  is  another  novelty  showing  a  mottled 
red,  white  and  blue.  Black,  blue,  red  and 
orange  balls  have  animals  such  as  the  camel, 
the  duck  or  the  horse  applied  in  contrasting 
colors,  and  several  styles  of  plain  colored 
balls  are  also  shown.  The  wholesale  price 
on  these  high  grade  balls  is  less  than  a  dollar 
a  dozen  for  some  sizes. 

New  Styles  In  Balloons 

In  such  a  rubber  department,  much  space 
should  also  be  afforded  to  the  toy  balloon 
which  is  still  the  leading  novelty  line  of  the 
season.  An  additional  attraction  to  the 
regular  line  of  balloons  featured  is  the  fact 
that  printed  designs  and  wording  of  any  kind 
can  be  done  on  any  style  to  order  and  this 
fact  has  opened  up  many  new  avenues  by 
which  to  promote  sales  of  balloons,  both  to 
retail  customers  and  from  an  advertising 
standpoint.  An  amusing  display  shown  in 
a  wholesale  show  room  included  a  large 
pig  balloon,  fully  a  foot  long,  surrounded  by 
a  dozen  little  pigs  of  the  same  style.  A 
gigantic  balloon  measuring  fully  4  feet  in 
diameter  is  shown  in  different  colors  which 
can  be  printed  or  left  plain.  Nursery 
rhymes  are  a  popular  fad  at  present,  printed 
in  black  on  colored  balloons. 

How  Balloons  Are  Printed 

The  process  of  printing  on  the  rubber  is  an 
interesting  one.  A  zinc  cut  is  made  as 
though  for  ordinary  printing  and  the  cut  is 
inked  by  a  special  kind  of  non-corrosive  ink 
which  will  not  eat  through  the  rubber.  The 
imprint  is  applied  to  the  balloon  by  means  of 
an  ink  pad  which  leaves  the  rubber  rather 
wrinkled  in  appearance.  Next  the  balloon 
is  placed  in  a  revolving  heater  to  dry  and 
become  freshened  and  smooth  and  finally 
into   a  revolving  box   along  with  sponges 


soaked  in  glycerine  which  impart  a  gloss  to 
the  rubber.  Either  a  "Squawker"  or 
silent  mouth-piece  can  be  inserted  in  the 
balloon  afterwards  prior  to  boxing  in  gross 
lots.  All  types  of  assorted  boxes  can  be 
now  had,  which  are  inexpensive  in  price  and 
balloons  may  be  retailed  from  five  cents- 
apiece  upwards.  A  leading  Montreal  de- 
partment store  will  take  orders  for  cus- 
tomers for  any  kind  of  design  wanted.  The 
fad  for  balloon  dances  at  balls  has  given 
rise  to  all  kinds  of  demands  of  this  nature 
and  balloons  are  often  monogrammed  or 
imprinted  with  pictures  of  popular  movie 
idols,  political  leaders,  Christmas  mottoes, 
etc,  as  required. 

The  possibilities  therefore,  in  a  rubber 
goods  section,  are  only  just  beginning  to  be 
known.  From  the  standpoints  of  display, 
profits  and  practical  value  to  customers, 
the  various  allied  lines  of  rubber  goods  will 
undoubtedly  show  results  in  a  highly 
successful  manner  if  introduced  this  month. 


GOOD  NEWS 

The  hosiery  buyer  for  Marshall  Field 
and  Co.,  who  has  just  returned  from 
Europe,  says  that  prices  of  cotton  and 
lisle  hosiery  in  Germany  are  extraordin- 
arily high.  He  believes,  however,  that 
this  condition  will  not  be  of  long  stand- 
ing, as  prices  will  undoubtedly  come 
down  as  soon  as  German  manufacturers 
realize  that  buyers  are  curtailing  their 
purchases — they  need  business  too  badly 
just  now,  he  says,  to  overlook  the  seri- 
ousness of  any  such  development. 

For  silk  hosiery,  he  says,  it  is  not 
necessary  to  go  out  of  this  country. 
Hosiery  produced  here  is  of  many  types, 
and  better  quality  is  being  turned  out 
every  day. 

The  trend  toward  cotton  and  lisle  hose 
is  not  of  great  importance  at  this  time, 
he  feels,  although  the  demand  for  com- 
bined silk  and  wool  hosiery  is  important, 
and  it  is  expected  that  next  fall  will, see 
a  tremendous  demand  for  this  type  of 
hose.  Just  now  the  gauze  or  clocked 
hose  are  more  in  demand.  The  white 
season  is  just  opening,  and  much  white 
is  sold  every  day.  Clocks  are  also  liked 
for  white  hosiery,  and  are  often  shown  in 
black  and  white  combinations.  Many- 
beige  and  gray  numbers  are  selling,  and 
he  pred'ets  that  they  will  be  big  sellers 
all  summer. 


"Advertising  has  become  such  a  po- 
tential factor  and  mighty  influence  for 
good  in  the  world  of  to-day,  that  it  is 
possible  to  judge  the  character,  resource- 
fulness and  enterprise  of  a  nation  solely 
by  the  use  the  people  make  of  it  in  pro- 
moting their  social,  political,  commercial; 
and  financial  aspirations." 
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Good  Business  at  British  Fair 

British  Trade  Commissioner  Tells  of  Results  at  Industries  Fair — 
Exceptionally  Good  Toy  Show — A  New  Tennis  Ball — A  Non- 
inflammable  Celluloid — Large  Range  of  Metal  Articles  Shown 


F*V.  FIELD,  the  British  Trade  Com- 
missioner for  Ontario,  has 
•  given  the  following  encouraging 
report  of  the  British  Industries  Fair 
held  in  London  and  Birmingham  from 
February  27  to  March  10. 

Business,  he  says,  was  almost  with- 
out exception,  unexpectedly  good.  Man- 
ufacturers showed  ingenuity  and  cour- 
age in  the  things  they  have  put  forth  for 
exhibition.  Strides  have  been  made  in 
nearly  every  line  formerly  manufactur- 
ed in  Germany.  In  many  things,  British 
manufacturers  have  even  excelled  the 
products  of  that  country. 

The  toy  end  of  the  exhibit  was  ex- 
ceptionally good.  Business  in  cheap 
metal  mechanical  toys  was  a  little  less 
satisfactory  and  the  orders  for  propriet- 
ary lines  were  only  moderate,  but  there 
were  a  number  of  live  inquiries  which 
may  lead  to  business  later  on.  High 
class  scale  model  locomotives,  together 
with  tracks  were  commented  upon  be- 
cause of  their  excellent  workmanship. 

Soft  toys  such  as  cloth  dolls,  teddy 
bears,  and  balls,  found  quite  a  number 
of  buyers. 

Perambulators  Sold  Well 

Firms  exhibiting  perambulators  both 
for  children  and  for  dolls,  did  excellent 
business.  One  manufacturer  showed  a 
baby  carriage  fitted  with  a  unique  and 
very  simple  looking  brake  which  is  ac- 
tuated by  a  small  lever  placed  below  the 
handle  bar. 

An  all-rubber  tennis  ball  which  should 
appeal  to  the  numerous  players  who  re- 
quire something  cheap  and  serviceable 
was  shown  by  one  manufacturer.  It  is 
made  of  rubber  but  is  white  in  color 
and  very  like  an  ordinary  cloth-covered 
ball  in  appearance.  It  will  wash  and 
therein  lies  a  great  deal  of  the  firm's 
expectations  for  it.  It  is  not,  however, 
intended  as  a  substitute  for  the  cloth- 
covered  ball  but  as  a  cheap  practice  ball 
for  ordinary  players. 

Another  novel  and  interesting  exhibit 
was  a  laundry  table  which  incorporated 
a  washer,  wringer  and  mangle.  This 
brought  splendid  business. 


Travellers  Are  Now  Out  with 
Complete  Lines 

French    Ivory. 

Greeting   Cards   and    Post    Cards   for  every   Season 
and    occasion. 

Decorations  anu    Novelties  for  Christmas,    Hallow- 
e'en,   St.    Valentine    and    Easter. 

Tags,    Seals    and    Cards,    Toy    Books. 

Pennants,    Cushions,    etc. 

Souvenir    Novelties    (Biggest    Range    in    Canada.) 

Conservo    Lunch    and    Bib    Sets. 

Christmas   Stockings. 

Celebration    Goods.      Powder    Puffs. 

THE     PRODUCT     OF     FIVE     FACTORIES     WE 
OWN    OR    CONTROL 

We     are     the     Canadian     Representatives     of     S. 

Langsdorf    &    Co.,    New    York    City,    makers    of 

the    best    popular    priced    line    of    French    Ivory 

Toilet    Lines,    Toilet    Sets    and    Manicure    Sets    in 

the    United    States. 

We  have  a   Catalogue   worth    having.     Your  name 

on   a   post   card   brings   it. 

PUGH    SPECIALTY  CO.,  LTD. 
38  to  42    Clifford  St.,  Toronto,   Canada 


One  enterprising  man  showed  a  tea- 
table  which,  when  turned  over,  presented 
a  draught  or  chess  board. 

Non-inflammable   Celluloid 

A  new  safety  non-inflammable  cellu- 
loid was  exhibited.  This  material  was 
shown  in  all  colors  and  in  patterns  such 
as  tortoiseshell,  marble  and  alabaster. 
Large  sheets,  50  inches  by  20  inches,  of 
the  opaque  varieties  were  available.  The 
transparent  variety  for  showcards  and 
many  other  uses  to  which  clear  celluloid 
may  be  put  was  also  shown.  Sheets  of 
the  tortoiseshell  pattern  were  shown,  4 
mm.  to  16  mm.  in  thickness;  this  pattern 
can  hardly  be  distinguished  from  the 
real  tortoiseshell.  The  thickness  of  the 
transparent  variety  can  be  varied  from 
5/1000  inch  to  14  mm.  or  more. 

"Erinoid,"  an  artificial  horn  material 
for  making  buttons,  beads  and  fancy 
articles  was  exhibited.  This  had  excel- 
lent insulating  qualities  and  is  therefore 
suitable  for  electrical  work.  The  same 
firm  makes  a  non-inflammable  plastic 
material  in  imitation  of  buffalo-horn, 
ivory  and  tortoiseshell. 

Other  Fancy   Lines 

A  unique  display  of  metal  articles  was 
seen.  Antique  brass  work,  hearth  stands, 
electrical  fittings,  metal  photograph 
frames  in  various  finishes  and  oxidized 
copper  and  nickel-finished  ones  attract- 
ed some  notice. 

Artificial  flowers  were  worthy  of  note. 
One  man  had  some  which  deceived  old 
buyers.  The  same  exhibitor  had  a  dyer 
and  preserver  of  ferns,  sea  moss  and 
fancy  grasses. 

East  Indian  arts  and  crafts  covered 
an  area  of  2000  square  feet.  The  vol- 
ume of  business  from  this  section  was 
more  than  satisfactory. 

A  few  of  the  village  industries  for 
which  England  was  at  one  time  famous, 
are  still  in  existence.  One  of  these  in- 
dustries sold  its  entire  exhibit  of  wood- 
en toys,  such  as  rocking  horses,  horses 
and  carts. 

A  number  of  firms  were  exhibiting 
pipes,  cigar  and  cigarette  tubes.  One 
firm  had  a  cigarette-making  machine 
which  they  reported  brought  some  busi- 
ness. 

Lamp  and  candle  shades  of  original 
and  artistic  design  were  on  view  in 
great  numbers.  Fancy  paper  articles 
sold  well.  Walking  sticks  had  a  promin- 
ent part  at  the  fair  and  umbrellas  and 
sunshades  were  remarked  upon  because 
of  their  ariistic  arrangement. 

Section  Gets  Special  Mention 

The  toy  and  fancy  goods  section  was 
reported  as  containing  a  fully  represen- 
tative range  of  exhibits.  The  business 
obtained  was  on  the  whole  satisfactory 


and  much  above  that  of  last  year. 
Most  of  the  exhibitors  declared  them- 
selves quite  satisfied  with  the  number 
of  enquiries  and  orders  received. 

The  variety,  quality  and  artistic  merit 
of  the  goods  displayed  throughout  this 
section  were  certainly  as  good  as,  and 
in  many  cases  better,  than  at  the  British 
Industries  Fair  last  year. 


AN  ATTRACTIVE  WINDOW 

The  Robert  Wright  Co.  Ltd.  of  Brockville 
recently  arranged  an  attractive  window  in 
connection  with  a  Made-in-Brockville  week. 

The  arrangement  of  the  window  was 
symbolical  of  Brockville's  industrial  act- 
ivity and  emphasized  the  necessity  for  active 
support  of  the  Board  of  Trade.  A  painted 
background  shows  an  industrial  scene  in 
front  of  which  is  placed  a  miniature  factory 
with  lighted  windows  and  smoke  being 
emitted  from  a  tall  chimney.  AC.P.R. 
train  is  shown  emerging  from  the  tunnel 
and  motor  trucks  ar%  on  either  side.  In 
the  centre  is  a  large  flywheel,  operated  by  a 
small  electric  motor  and  whirring  merrily, 
with  the  slogan  above:  "Keep  the  Wheels 
Turning:  Join  the  Board  of  Trade." 
This  centre  arrangement  is  surrounded 
by  tastefully  grouped  exhibits  of  products 
from  a  number  of  local  industries. 

A  number  of  clever  slogans  are  also  dis- 
played. An  idle  motor  wheel  is  marked.- 
"Start  Up  the  Wheels  of  Industry;  Join  the 
Board  of  Trade."  A  pile  of  bricks  and  tools 
is  labelled  "Build  Up  Brockville."  A  copy 
of  the  Brockville  Recorder  is  shown  with  the 
designation  "Our  Mouthpiece;  The  Oldest 
Newspaper  in  Ontario."  Shields  showing 
the  coats  of  arms  of  Brockville,  Ontario  and 
Canada  are  shown  at  the  top  and  a  map 
bears  the  inscription:  "Keep  Brockville  on 
the  Map:  Join  the  Board  of  Trade." 
Other  slogans  are:  "If  Possible,  Buy  Made- 
in-Brockville  Products,"  and  "To-day  is  the 
To-morrow  You  Worried  About  Yesterday; 
Join  the  Board  of  Trade." 

The  window  was  designed  and  executed 
by  E.  J.  Hamilton,  display  man  for  the  firm. 


BEADS 

of  all  kinds 

NECKLACES 

unusual  values 

GIRDLES 

splendid  assortments 

NOVELTIES 

Purses,  Earrings, 

Hair  Ornaments 

"THE  BEAD  HOUSE" 

R.  A.   PHILLIPS 

77  YORK  ST.,  TORONTO 
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FANCY    GOODS    AND    TOYS 
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Blue  Prints 

for 

Summer  Use 

Cottage  and 

Veranda 


Serviettes — 12". 
Table  cloths— 30"-54"-60" 
Bedspreads— 72"x90". 
Runners — 1 7"x5 1". 


The  beauty  of  these  Jap- 
anese blue  prints  is  that 
the  colors  are  fast,  easily 
laundered  and  are  attrac- 
tive. We  also  carry  fancy 
table  cloths  of  all  de- 
scriptions. 

Travellers   on  the   road   now,   we   invite   your 
inspection  of  their  samples,  or  write  us. 


The  Mikado  Company 

Japanese  Goods 


TORONTO 
33  Melinda  St. 


MONTREAL 
248  St.  James  St. 


Now's   the    time    to    sort   up! 

Don't  miss  early  summer 
sales 

Marabou  Neckwear 

will  be  the  vogue  for  Summer 

We  have  it — Stoles,  Capes,  Wraps 
and  the  ever  popular  Shoulder  Cape  effect 

All  lined  in  Black,  White,  Grey  and 
Brown. 

Moderately    priced    to    assure    quick 
turnover  for  you. 

Write  for   samples. 

Dominion  Ostrich  Feather  Co. 


LIMITED 
78  Wellington  St.  West 


Toronto 


Representatives : 

H.  B.  Taylor,  Mappin  Bldg.,  Montreal. 
J.  G.  Martin,  Hammond  Bldg.,  Winnipeg. 
Geo.  Strachan,  Welton  Block,  Vancouver. 
J.  A.  Ayearst,  Ottawa. 


Does  Not  Stretch 


SPEEDWELL] 

0  ■ vf 
Will  Not  Shrink 


Speedwell 

Tapes 

Give 

Satisfaction 


Manufactured  by 

George  H.  Wheatcroft  &  Co. 

WIRKSWORTH,    Eng. 


Use  the  BEST  tapes 
for  your  work — tapes 
that  will  give  you  the 
largest  amount  of  ser- 
vice and  satisfaction. 

Write  us  for  samples 
and  quotations.  We 
keep  all  widths  and 
prices  in  stock. 


THE   ST/»G. 


Walter  Williams  &  Co.  Ltd. 

MONTREAL  TORONTO  QUEBEC 

508  Read  Building     20   Wellington  St.  W.        553   St.  Valier  St. 
VANCOUVER,    217    Crown     Building. 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND   EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 


932-938  Broadway  New  York  Cor.   22nd   St. 

Canadian  Showroom   and  Factory  : 

Bay  and  Wellington  Sts.,         -        Toronto,  Canada 


INFANTS  FOOTWEAR  Limited 
LONDON,  ENGLAND 

Soft  Sole  Shoes 
in  Kid,  Silk, 
Poplin,  Wool, 
etc.,  and  H  ard 
Sole  Shoes, 

Children's  Woolly-Wear,  Bonnets, 

Gaiters,  Mitts,  etc. 

CANADIAN     BRANCH 

GREENE-SWIFT     BUILDING 

LONDON,     ONTARIO. 
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Wm.  E.Wright 

says 


"We  have  advertised  WRIGHT'S  Bias  Fold 
Tape  liberally  for  over  twenty  years  in  a 
long  list  of  publications  read  by  women.  Our 
advertising  schedule  for  1922  includes  25 
-publications. 

"Throughout  this  advertising  we  have  had 
one  single  purpose — to  get  better  acquainted 
with  the  women  who  do  home  sewing  and 
to  give  them  real  help  in  their  work. 

"Every  year  we  issue  a  sewing  book  contain- 
ing a  large  number  of  original  designs  show- 
ing how  WRIGHT'S  Bias  Tapes  tan  be 
used  in  making  garments  and  utility  articles, 
and  making  them  in  less  time  and  with 
much  more  satisfactory  results  than  when 
hand  cut  tapes  are  used. 


"All  of  our  advertisements  contain  the 
offer  to  send  a  3-yard  sample  in  white 
or  any  one  of  our  13  colors.  This  sample 
is  large  enough  to  give  the  woman  who 
receives  it  a  good  idea  of  the  quality  of 
the  tape  and  the  accuracy  with  which  it 
is  cut  and  folded,  but  not  large  enough  to 
exert  any  influence  whatever  in  decreasing 
sales  through  regular  channels. 

"In  the  height  of  the  sewing  season  we 
frequently  receive  as  many  as  1,200  re- 
quests a  day  for  the  book  and  the  sample. 
Keeping  in  direct  touch  with  home  sewers 
requires  a  large  correspondence  depart- 
ment, but  this  has  richly  paid  for  itself  in 
making  WRIGHT'S  Tape  by  far  the  best 
known  bias  tape  on  the  market  and  in  the 
genuine  good-will  and  friendliness  of  mil- 
lions of  women  for  our  product. 

"For  the  information  of  dealers  we  give 
the  list  of  mediums  in  which  our  advertis- 
ing is  appearing  this  year." 

McCalPs,  Woman's  World,  Needlecraft,  Mes- 
senger of  the  Sacred  Heart,  Modern  Priscilla, 
People's  Home  Journal,  Holland's,  Delineator- 
Designer,  Woman's  Home  Companion,  Good 
Housekeeping,  Queen's  Work,  Extension,  Ave 
Maria. 

Farmer's  Wife,  Successful  Farming,  Farm 
Journal,  Farm  and  Fireside,  Farm  Life,  Farm 
and    Ranch. 

Children's  Costume  Royal,  Elite  Styles,  But- 
terick  Quarterly,  Home  Book  of  Fashions, 
Vogue  Pattern  Quarterly,  Pictorial  Review 
Quarterly  Fashion  Book,  Excella  Fashion 
Quarterly. 


HUNKS  HAS  Ml  UK 

WM.  E.  WRIGHT  &  SONS  CO.,  Mfrs. 

350-370  Scotland  Road  Orange,  N.  J. 


WRIGHT'S 

BIASFOLDTAPE 

1  It  turns  itself  ' 


nJ 
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NOTIONS 


Dry  Goods  Review 


Increasing  Sales  in  Notions  Dept. 

Manageress   of  Notions   Department   Outlines   Rules   Enforced 

That  Make  for  Bigger  Sales  and  Better  Salespersons — Difference 

Between    "Waiter"    and    Salesperson — Customers    Come    Into 

Store  by  Invitation  and  Should  So  Be  Treated 


EMPLOYEES  must  at  all  times 
comply  with  the  rules  of  the  store. 
If  absolutely  necessary  to  have  any 
exceptions  made  apply  to  the  Superinten- 
dent or  some  one  in  authority.  It  should 
not  be  necessary  to  call  attention  to 
most  of  the  rules.  Common  sense  should 
teach  us  all  that  is  required. 

For  the  benefit  of  those  who  have  not 
had  the  proper  training,  we  should 
point  out  the  following  rules  which  are 
enforced  in  most  big  stores. 

Employees  are  requested  to  dress  in 
black  or  navy  blue.  White  being  per- 
mitted in  the  summer. 

Employees  should  do  their  shopping  at 
the  appointed  hours,  and  must  not  wan- 
der round  the  store  when  doing  so.  In 
reference  to  buying  hours  we  find  that 
Dept.  14  suffers  considerably  from 
"hangers-on"  in  the  afternoon. 

Do  not  serve  any  employees  before 
10  a.m.  or  in  the  afternoon,  unless  they 
have  permission  to  buy,  and  above  all 
do  not,  when  serving  an  employee,  allow 
a  customer  to  wait  or  take  second  place. 
If  serving  an  employee  and  a  customer 
approaches  go  forward  at  once  allowing 
the  employee  to  wait.  Outside  custom- 
ers must  always  be  served  first.  They 
must  be  given  first  place  at  all  times 
and  under  all  conditions.  Employees 
must  at  all  times  conduct  themselves 
with  courtesy  toward  customers,  no 
matter  who  they  are. 

Many  so-called  salespeople  have  to  be 
called  forward  to  wait  on  customers.  It 
is  a  reflection  on  your  intelligence  to 
have  to  be  called. 

You  are  here  to  wait  on  customers  at 
all  times.  If  you  cannot  do  this  you  are 
in  the  wrong  place  and  should  procure 
work  in  some  other  line,  and  let  some 
one  else  take  your  place. 
1  You  are  your  employer's  representa- 
tives and  should  be  a  credit  to  him. 

The  trouble  with  some  of  the  people 
"here  is  that  they  are  under  the  impres- 
sion that  no  one  observes  or  appreciates 
any  extra  effort  or  ability  they  may  put 
into  their  work.  This  is  a  mistake. 
Nothing  passes  unseen.  Your  employer 
recognizes  ability.  No  one  can  keep  you 
back  except  yourself.  Do  not  blame  any 
one  else  if  you  are  a  misfit,  it  is  up  to 
you. 

Conditions   have   Changed 

I  wish  it  were  possible  to  make  every 
girl  in  this  department  understand  and 
properly  estimate  the  importance  of  her 
work  in  relation  to  her  advancement. 
One  lesson  that  all  salespeople  must 
learn  is  that  conditions  have  changed 
within  the  last  few  years.  No  longer 
are  there  more  customers  than  merchan- 
dise and  no  longer  are  there  more  good 
jobs  than  people  to  fill  them.     However, 


The  accompanying  article  was 
written  by  one  of  the  most  capable 
and  successful  women  department 
maniyers  in  Canada,  Miss  M;E.  ch- 
ran,  the  head  of  Department  U 
comprising  fancy  goods,  small- 
wares,  etc.,  in  the  Freiman  Store 
of  Ottawa.  According  to  Miss 
McEachran,  it  is  difficult  to  train 
new  salesgirls  in  all  the  multitud- 
inous details  of  selling  in  a  depart- 
ment as  large  as  this,  and  to  ren- 
der matters  easier  for  both  the 
management  and  the  staff,  she  has 
compiled  a  most  comprehensive  lit- 
tle list  of  store  regulations  together 
with  h'nts  on  salesmanship  as  ap- 
plicable to  the  department  in  ques- 
tion, which  as  she  herself  says,  are 
based  entirely  upon  common  sense. 

In  the  hope  that  these  may  be  of 
assistarice  to  other  managers  who 
are  experiencing  similar  difficul- 
ties, Miss  McEachran  has  consent- 
ed to  publish  these  rules  in  Dry 
Goods  Review.  It  is  suggested  that 
this  article  be  passed  along  to  the 
department  in  question  for  the  use 
of  sales  people. 


there  are  always  good  positions.  The 
point  is,  that  good  positions  are  for  good 
workers.  No  longer  are  employers  com- 
pelled to  be  satisfied  with,  or  at  least  to 
endure  just  any  sort  of  half-hearted  ser- 
vice, because  workers  are  so  scarce  that 
one  hundred  per  cent,  service  could  not 
be  expected. 

The  slipshod  worker  who  was  pursued 
by  no  end  of  desirable  positions  during 
the  war  time  is  now  the  pursuer,  and  if 
we  catch  up  with  a  desirable  position 
and  stay  with  it  we  must  prove  our 
mettle  and  give  full  value  for  the  money. 

One  merchant  claims  that  during  the 
war  his  staff  took  on  a  spirit  of  indiffer- 
ence which  must  be  changed  now. 

"Selling   and  Serving" 

By  being  prompt  in  approaching  every 
customer  you  create  a  favourable  im- 
pression. 

When  a  customer  arrives,  discontinue 
any  non-selling  work  you  may  be  doing 
and  go  forward  immediately. 

Meet  your  customers  more  than  half 
way  without  seeming  to  hurry. 

Be  gracious,  look  interested,  smile, 
show  that  you  are  glad  to  see  the  cus- 
tomer, as  you  really  should  be  if  you 
are  in  the  right  work. 

Indifference  Drives  Away 

Any  indifference  will  drive  business 
away  from  the  store.  You  may  lot  be 
intentionally  indifferent,  but  the  menace 
to  the  store  and  its  growth  is  just  the 
same.     We    cannot    emphasize    this    too 


much.  If  you  stop  to  think,  you  will 
realize  that  if  no  customers  came  in  you 
would  not  retain  your  position  very  long 
in  this  line  of  work.  Therefore  put 
forth  an  effort  to  be  nice  when  they  do 
come  in. 

The  public  come  into  the  store  through 
an  invitation  in  advertising  and  window 
display  and  deserve  as  much  courtesy  as 
a  guest  should  receive,  though  iney  very 
often  get  entirely  different  treatment. 

Appear  energetic.  Nio  one  likes  to 
be  waited  on  by  a  salesperson  who  finds 
it  necessary  to  lean  against  the  shelves. 

A  salesclerk  is  important.  They  eith- 
er make  or  break  the  store.  If  they  are 
grouchy,  asleep  on  the  job,  or  do  not 
know  the  stock  they  will  hurt  the  busi- 
ness. What  your  employer  wants  is  a 
clerk  who  will  go  the  limit  in  service  no 
matter  how  exasperating  the  customer 
is,  and  the  merchant  does  not  employ 
any  other  kind  at  the  present  time. 

If  a  customer  comes  in  within  a  few 
minutes  of  closing  time,  do  you  give  her 
the  courteous  service  to  which  she  is  en- 
titled ?  Or  do  you  try  to  see  how  quick- 
ly you  can  shunt  her  off,  with  or  with- 
out the  merchandise  she  came  to  buy,, 
so  that  you  may  be  in  the  "one,  two, 
three,  go:"  position  when  the  ben  rings? 

An  employee  must  not  talk  with  an- 
other employee  who  is  engaged  with  a 
customer.  If  it  is  absolutely  necessary 
to  speak  about  some  business  matter 
which  cannot  be  delayed,  ask  pardon  and 
be  brief. 

Employees  riding  on  elevators  should 
have  manners  enough  to  allow  custom- 
ers to  pass  in  and  out  first.  I  have  seen 
some  very  rude  actions  on  the  part  of 
employees  in  this  respect. 

Salesman  or  Waiter? 

To  be  a  really  successful  saleswoman 
you  must  try  to  sell  every  customer 
more  than  she  intended  to  purchase 
when  she  came  into  the  store  either  in 
the  number  of  articles  or  the  value  of 
merchandise,  otherwise  you  are  merely 
a  waiter  filling  an  order. 

How  often  do  we  have  a  salesperson 
offering  the  cheaper  line  when  asked  for 
an  article,  when  it  would  be  just  as 
easy  and  much  better  business  to  show 
the  best  lines  first.  In  many  cases  the 
customer  will  buy  them,  if  she  dees  not 
see  the  cheap  ones  first. 

Suggestion  often  brings  sales  to  the 
store.  Mention  sales  in  other  depart- 
ments besides  your  own.  A  customer 
will   appreciate  this. 

A  knowledge  of  the  store's  advertise- 
ment will  help  you  to  do  this  work  for 
the  benefit  of  the  store,  not  only  for  one 
department.  All  sales  people  should  be 
interested  enough  in  the  store  to  read 
the  daily  advertisement.  Some  of  them 
seem  to  think  that  this  is  a  privilege 
that     only     the     department     manager 
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should  enjoy.  Remember  that  the  more 
you  know  about  your  work,  the  more 
you  are  worth  to  your  firm,  and  to 
earn  more  you  must  learn  more. 

Unless  you  have  a  thorough  knowledge 
of  the  location  of  all  your  stock  you 
cannot  hope  to  serve  a  customer  quick- 
ly. Also  you  can  learn  where  the  stock 
should  be  kept,  see  to  it  that  it  is  put 
back  in  its  proper  place  after  a  sale  is 
completed. 

Merchandise  cannot  sell  itself!  You 
must  make  real  sales  effort,  and  back  up 
the  effort  with  intelligence. 

It's  a  sign  of  good  advertising  when 
a  customer  knows  more  about  the  ad- 
vertised goods  than  the  salesperson,  but 
it  is  a  sign  of  poor  management.  If  a 
clerk  does  not  know  enough  about  his 
goods  to  sell  them  intelligently,  two 
parties  are  at  fault,  himself  and  his 
boss. 

Two  Kinds  of  Salespeople 

A  great  business  man  said,  "There  are 
two  classes  of  retail  salespeople: — One 
is  simply  an  order  taker,  handing  out 
what  people  ask  for.  She  is  a  human 
machine.  Her  salary  is  an  expense  like 
rent,  insurance,  delivery,  costs,  etc.  And 
as  an  expense  it  is  bound  to  be  kept  at 
a  minimum.  But  she  is  more  than  an 
expense,  she  is  a  constant  loss  for  she 
takes  the  place  of  a  sales-woman  who 
would  develop  business.  When  any 
wise  employer  can  displace  her  with  a 
real   sales-woman  he  will  do  so. 

"The  other  class  of  clerk  increases  or- 
ders. She  sells  what  people  do  not  think 
of  buying.  By  earning  a  profit  she 
wins  for  herself  a  fair  share  of  that 
profit.  Such  a  woman  will  eventually 
graduate  into  wider  fields  of  salesman- 
ship." 

When  a  customer  tells  you  exactly 
what  she  wants  and  you  proceed  to  get 
it  for  her,  very  little  salesmanship  is  re- 
quired, all  you  have  to  do  is  to  fill  the 
order,  but  when  we  haven't  exactly  what 
is  asked  for  and  you  satisfy  the  cus- 
tomer with  something  else,  that  is  sales- 
manship. 

When  the  customer  makes  objections 
of  one  sort  or  .another,  and  you  can 
overcome  these  objections  by  your 
knowledge  of  the  goods,  that  is  real 
salesmanship. 

When  the  sale  is  made  and  you  inter- 
est the  customer  in  something  else,  thus 
making  an  additional  sale,  that  is  sales- 
manship. 

Suggestion 

Suggestion  plays  such  a  big  part  in 
selling.  It  is  not  uncommon  to  hear  a 
salesperson  say,  "There  is  nothing  else 
you  wanted?"  That  kind  of  remark 
makes  it  easy  for  the  customer  to  agree 
with  you,  and  the  deal  is  closed.  It 
would  be  so  much  better  to  say  "What 
else  can  I  show  you?"  This  suggestion 
will  get  the  customer  thinking,  "Perhaps 
there  is  something  else  I  wanted." 

Don't  be  a  stumbling  block  in  the 
way  of  any  customer  who  comes  into  the 
store.  Do  not  let  any  customer  leave 
your  department  offended  because  of  the 
poor  service  she  has  received. 

You  should  be  proud  of  your  work. 
You    should    have    ambition    enough    to 


want  to  succeed.  The  business  life  is  a 
fascinating  one  if  one  just  takes  an  in- 
terest in  it  and  develops  the  bright 
spots.  But  oh!  what  a  dull  life  if  one 
just  marks  time  from  opening  until 
closing  hour.  Waiting  for  the  raise,  but 
doing  nothing  to  merit  it.  The-  sales- 
woman who  wants  to  succeed  must  have 
the  interest  of  her  employer  at  heart. 
This  will  help  her  to  advance. 

Try  to  outgrow  your  position.  Do  not 
be  at  a  standstill.  Study  your  merchan- 
dise. Customers  are  careful  buyers 
these  days  and  want  to  know  just  what 
they  are  putting  their  money  into.  Know 
your  stock  as  relates  to  its  placing.  No 
customer  wants  to  wait  while  you  hunt 
round  for  something.  Be  alert,  wide- 
awake, tactfully  aggressive,  and  you 
can't  help  but  make  sales. 

What  are  "lookers"  or  "crows"  worth? 
Some  times  they  teach  us  salesmanship. 
The  looker  comes  around  because  she 
has  some  interest  in  our  goods.  Whether 
for  immediate  or  for  future  use.  If  our 
selling  talk  fails  to  get  across  don't 
blame  her.  Try  to  find  out  why  it  fail- 
ed. Try  to  find  out  her  requirements. 
We  learn  something  from  everyone  we 
try  to  serve.  One  whom  we  have  tried 
unsuccessfully  to  sell  may  bring  up  un- 
usual objections.  Learning  how  to  ov- 
ercome them  makes  us  ready  for  the 
next  customer.  Every  looker  adds  to 
our  selling  experience  and  our  efficiency. 
Nothing  is  more  important  to  our  success 
as  this  of  correctly  judging  and  handling 
the  despised  "looker." 

Never  say  "I  don't  know"  when  a  cus- 
tomer asks  where  a  certain  department 
or  article  is.  If  you  don't  know,  make 
it  a  point  of  not  being  ignorant  any 
longer.  Find  out  at  once.  Do  not  di- 
rect a  customer  to  anyone  else  for  infor- 
mation. If  you  are  not  serving  make 
enquiries  for  her. 

Loyalty 

Be  loyal  to  your  employer.  If  you 
think  you  cannot  be  loyal,  don't  lose 
any  time  in  getting  another  appointment. 
It  is  a  reflection  on  yourself  to  remain 
with  a  firm  you  cannot  speak  well  of. 
Loyalty  means  more  than  fcuying  in 
your  store.  Speak  well  of  your  store. 
Don't  keep  kicking  about  your  position. 
If  you  don't  like  it  get  out  as  soon  as 
you  can  and  pretend  to  like  it  while  you 
stay.  There  are  too  many  fault  finders 
and  "criticizers"  in  the  world.  Do  not  add 
yourself  to  the  number. 

To  get  hack  to  the  store  rules,  we 
would  call  your  attention  to  the  follow- 
ing:— 

No  loud  talking  or  laughing  to  be  per- 
mitted. Employees  must  not  talk 
across  the  aisles.  Do  not  discuss  store 
business  in  elevators,  and  other  places. 
For  instance  telling  how  much  you  have 
in  your  till  or  book,  what  your  last  sale 
consisted  of,  and  many  other  tihings 
which  should  not  be  advertised  before 
the  public. 

Visitors 

Do  not  receive  visitors  during  busi- 
ness hours.  Discourage  your  friends 
from  calling  on  you  at  the  store.  A 
brief  greeting  is  always  permissible,  but 
not  lengthy  and  daily  visits  to  this  de- 


partment. Please  avoid  this,  it  will  only 
get  you  into  trouble.  If  speaking  to  a 
friend  and  a  customer  arrives,  go  for- 
ward at  once  and  not  in  an  indifferent 
manner. 

Absolutely  no  hair  dressing,  powder- 
ing or  manicuring  to  be  done  in  the 
store.  If  you  have  to  do  this  go  to  the 
washrooms,  but  not  at  noon,  (unless  you 
are  off  duty)  or  after  5  p.m. 

Do  not  chew  gum  or  eat  candy,  pea- 
nuts or  fruit  in  public.  If  you  want  to 
do  this  do  not  do  so  where  any  custom- 
er can  see  you,  and  remember  they  come 
from  more  than  one  direction! 

After  putting  on  your  hat  or  coat  do 
not  go  in  behind  the  counter.  It  is  a 
most  unbusiness-like  thing  to  do. 

If  you  have  forgotten  anything,  ask 
someone  to  hand  it  to  you. 

No  ptivate  work,  reading  or  letter 
writing  to  be  done  during  business  hours. 
Your  time  belongs  entirely  to  your  em- 
ployer while  on  duty.  Employees  must 
remember  that  after  they  have  regis- 
tered they  must  come  to  the  department, 
even  if  they  are  early.  The  clock  regis- 
ters the  fact  that  they  are  ready  for 
duty. 

It  is  dishonest  to  waste  your  time.  The 
neglect  of  little  minutes  is  responsible 
for  many  of  life's  failures.  Surely  ev- 
eryone in  this  department  is  ambitious 
enough  to  want  to  succeed.  The  first 
step  towards  any  success  is  to  cultivate 
a  wise  regard  for  time.  The  right  use 
of  to-day  equips  us  for  better  use  of  to- 
morrow. 

Do  not  stand  around  idle,  or  wait  for 
someone  to  give  you  work  to  do  in  the 
department.  Find  some  work  for  your- 
self. If  there  is  none  for  you  to  do  you 
should  not  be  there.  At  least  have  the 
decency  to  appear  busy.  There  is  al- 
ways something  you  can  do  in  the  de- 
partment, replacing  boxes,  labels,  tick- 
ets, cleaning  stock,  and  changing  dis- 
play. Don't  be  afraid  of  doing  too  much. 
Sales-people  must  not  stand  in  groups. 
This  is  one  of  the  things  that  can't  be 
overlooked  and  must  be  avoided  at  all 
times.  Do  not  think  that  because  th" 
manager  is  not  in  the  department  that 
you  can  play.  Nothing  is  unknown,  re- 
ports go  to  headquarters  very  frequent- 

ly. 

Team  Work 

New  help  comes  to  the  store.  Try  to 
work  together.  There  is  room  for  ev- 
eryone. Treat  them  as  you  would  wish 
to  be  treated  if  you  were  a  stranger  in 
the  store.  Remember  the  golden  rule. 
You  never  lose  anything  by  being  nice 
to  others. 


A  recent  survey  shows  by  approxi- 
mate figures  the  relation  of  the  number 
of  corsets  manufactured  to  the  number 
of  women  of  age  suitable  to  wear  them. 
It  was  said  that  in  the  United  States, 
there  are  in  the  neighborhood  of  20,000,- 
000  women  above  16  years  of  age,  where- 
as about  35,000,000  corsets  are  manu- 
factured yearly.  It  is  concluded  that 
there  is  reason  for  this  number  of  gar- 
ments and  that  they  are  being  worn. 
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THE  H.  G.  TOD  COMPANY 


78  Bay  Street 


Toronto 


If  Certain  Dealers    1 
Could  See  Our  Files— 

They  would  not  hesitate  a  moment  to  get  in  their 
initial  order  for  SUNSET  SOAP  DYES.  From 
every  Province  in  the  Dominion  inquiries  are 
coming  in  from  women  folk  who  want  a  Real  Dye  that  dyes  all  fabrics 
permanently.  "Where  can  we  get  SUNSET?"  they  ask.  They  are 
tired  of  the  old  methods.  They  want  to  dye  the  SUNSET  way.  We 
want  to  be  in  a  position  to  supply  them  all  through  their  local  dealers, 
but  it  takes  time. 

Our  National  Advertising  produces  many  inquiries.  Personal  recom- 
mendation produces  many  more.  The  merit  of  SUNSET,  when  once 
tried  produces  the  most.  Thousands  of  Dealers  are  selling  SUNSET 
successfully — it's  a  big  "repeater." 

You  can  help  your  customers  to  get  what  they  want  more  quickly  and 
more  satisfactorily.    Just  drop  us  a  line  and  we  will  tell  you  "All  about       L 
SUNSET!" — and  mention  your  jobber's   name.  ' 

Sales  Representatives 

HAROLD  F.  RITCHIE  &  CO.,  Limited 

10  McCaul  Street,  Toronto,  Canada 
NORTH  AMERICAN  DYE  CORPORATION  LTD. 

Manufacturer* 

TORONTO,  CANADA 


The  price  of  SUN- 
SET to  the  Public 
has  been  and  will 
continue  to  be  15c  a 
cake.  A  clean-cut, 
square  deal  gives 
the  Dealer  a  good 
profit  and  the  Con- 
sumer the  utmost 
value.  * 
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The  Market  Place 

for 

Ladies'  Silk  Frilled  Elastic  Garters 

Children  s  Sockets 

and 

Lady  Dainty  Hair  Nets 

We  carry  a  most  complete  line  of 

Staple  and  Fancy  Smallwares 


Write  us  for  a  sample  selection  of  the  latest  styles 
in  necklaces  and  Fancy  Hair  Ornaments  on  approval 


wrinch,  McLaren  limited 

120  WELLINGTON  ST.  WEST   -    TORONTO 


Are  You  Able  to  Turn 

Your  Spare  Hours 

Into  Dollars  ? 

If  not — and  you  are  really  trying  to  cash  in 
on  the  spare  moments  you  have  during  the 
day  or  after  working  hours — if  you  have 
made  up  your  mind  to  take  hold  of  some 
proposition  and  sail  right  in  and  actually 
increase  your  monthly  income  without  hin- 
dering your  regular  work — surely  you  will 
want  to  know  about  MACLEAN'S  plan  for 
making  each  spare  moment  count.  And 
even  if  you  are  already  making  money 
during  your  spare  time — still  you  can  add 
to  your  income  with  very  little  additional 
efforts.  For  you  can  have  full  particulars 
of  MACLEAN'S  plan  absolutely  free.  If 
you  will  merely  drop  us  a  card  we  will  send 
you  the  complete  details  of  this  plan.  It 
will  cost  you  nothing  to  find  out  exactly 
how  others  with  spare  time  have  materially 
increased  their  monthly  earnings.  For  full 
information  or  the  agency  in  your  locality, 
write  and  right  now, 

Dept.  WB 

MACLEAN  PUBLISHING  COMPANY,  Limited 

143-153    University    Ave.,    Toronto. 
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X  I  AG  AR  A 


The  Brand  Name  for  Quality  Notions. 

CREATING  A  DEMAND 

For  the  Gem  of  Niagara 
brand  fasteners,  hooks  and 
eyes  and  safety  pins  by  our 
persistent  advertising  in 
Good  Housekeeping,  Mc- 
Call's,  Woman's  Home  Com- 
panion, Delineator  and  other 
publications — reaching  from 
10,000,000  to  12,000,000 
women  readers — will  mean 
money  to  you. 

If  your  jobber  does  not  yet 
carry  this  line,  write  for 
nearest  source  of  supply. 

Francis  Mfg.  Co. 

Niagara   Falls,  N.  Y. 

Famous  for  Fine  Notions  for 
Over  Quarter  Century. 
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The  Art  of  Showcard  Writing 

How  to  Master  the  Egyptian  Block,  One  of  the  Most  Popular 
Alphabets — Roman  Capitals  and  Their  Formation — Mental  and 
Physical  Attributes — A  Word  of  Encouragement  to  the  Beginner 

Value  of  Persistence 


By   Jalexo 


Herewith  are" illustrated  the  elementary 
strokes  which  comprise  the  component 
parts  of  Gothic  lettering.    |Gothie  charact- 

s  are  of  uniform  thickness  throughout  as 
in  the  plate  of  numerals  shown  on  opposite 
page.  In  point  of  construction,  Gothic  re- 
sembles Roman,  in  general  outline,  the  ro- 
man  alphabet  differing  because  of  its  accen- 
tuated lines.  Gothic  is  used  extensively  for 
display  lines  on  showcard  lines  which  are 
intended  to  stand  out  in  bold  relief  to  attract 
the  eye.  Gothic  must  be  used  with  good 
judgment.  Many  cardwriters  use  Gothic 
numerals  in  company  with  alphabets  of 
another  classification.    '  • 

"]The  numerals  illustrated  in  this  article 
were  executed  in  the  "one-stroke"  system. 
That  means,  each  stroke  was  done  with  one 
stroke  of  the  brush.  Of  course  there  are 
several  distinct  strokes  in  some  figures,  but 
strokes  must  be  done  separately,  lifting  the 
brush  after  each  stroke.  In  practising  the 
elementary  principles  in  this  lesson,  observe 
the  same  rules  applying  to  the  Roman  strok- 
es shown  last  month  in  this  series.  Gothic 
is  acknowledged  to  be  more  difficult  to  do 
than  other  common  styles.  The  chief  fea- 
ture of  Gothic  lies  in  the  uniformity  of 
thickness.  A  Gothic  numeral  or  letter 
which  varies  in  width  at  certain  points,  is 
more  noticeable  than  a  slight  irregularity  in 
the  Roman.  The  Roman  letter,  consisting 
of  accentuated  lines,  permits  of  more  free- 
dom. 

It  is  observable  that  any  student  of  show- 
card  writing  may  attain  marked  efficiency 
with  his  practice  strokes  during  the  course 
of  a  week  or  so  of  continual  practice.  The 
real  trick  of  showcard  writing  begins  when 
you  have  to  put  these  strokes  together  into 
a  letter  or  numeral,  to  arrange  those  char- 
acters into  a  word  and  to  combine  the 
words  into  an  announcement.  Assuming 
that  you  have  a  good  working  knowledge 
of  the  strokes,  let  us  consider  further  how  to 
put  them  together. 

Proportion    Stroke    To    Letters 

It  is  primarily  important  that  you  suit 
the  width  of  stroke  to  the  height  and  width 
of  the  character.  An  examination  of  the 
Gothic  plates  in  this  lesson  will  make  this 
point  quite  clear.  You  can  see  that  the 
numerals  for  example  contain  strokes 
wh'ch  do  justice  to  the  size  of  characters. 
Different  cardwriters  show  individual  taste 
in  this  respect.  Some  prefer  medium  letter- 
ing, while  others  adhere  to  the  Condensed. 
By  Medium  is  meant  that  the  characters 
are  contained  within  a  square.  In  other 
words  they  are  as  high  as  they  are  wide. 
Condensed  Gothic  is  in  such  popular  usage 
as  to  be  considered  a  favorite.  This  is 
perhaps  because  more  words  of  Condensed 
£an  be  put  in  a  line,  than  would  be  possible 
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with  Medium.  Space  on  the 
showcard  is  limited  and  a  head- 
ing set  in  Gothic  Condensed 
occupies  less  space,  yet  is  quite 
legible.  To  correctly  join  the 
strokes  of  a  character  in  which 
two  or  more  strokes  are  used, 
requires  some  skill.  By  way 
of  illustration  take  the  figure 
2  in  the  Gothic  plate.  Note  the 
three  strokes  required  in  the 
making.  The  first  stroke  is  a 
short  curved  one  which  com- 
mences at  the  topmost  part 
of  the  figure  and  travels  to- 
ward the  left,  as  per  arrow. 
The  finishing  touch  to  that 
short  stroke  is  a  knack  in  it- 
self for  the  beginner  to  acquire. 
It  is  done  by  care- 
fully watching 
your  brush  as  you 
pick  it  from  the 
card  or  paper. 
Watch  the  move- 
ment o"  the  hair 
and  see  how  it 
curves  around  as 
you  give  your  brush 
the  necessary  in- 
clination that  way. 
This  seeming  de- 
tail i ;  something 
that  requires  ser- 
ious consideration. 
To  do  this  well 
means  that  you 
have  learned  to 
"finish  off"  the 
curved  strokes.  The  second 
stroke  of  the  figure  2  is  begun 
well  over  on  top  of  the  first 
stroke,  so  that  when  the  brush 
actually  starts  on  the  second 
stroke  the  joining  will  not  be 
noticeable.  This,  of  course 
comes  from  practice.  Expert 
showcard  writers  do  this  quite 
mechanically  without  even  a 
thought  of  the  matter.  It 
simply  becomes  a  habit,  and 
the  two  strokes  melt  into  each 
other   as   a   matter   of   course. 

Test    The     Patience 

rr        i      ,   I 

I    The  third  stroke  in  the  fig- 
ure 2  is  done  by  drawing  the 


brush  from  left  to  right.  This  stroke  begins 
by  overlapping  the  bottom  part  of  second 
stroke.  The  end  of  this  third  stroke  some- 
times requires  touching  up.  This  is  done  by 
making  a  short  perpendicular  stroke  on 
the  extreme  end  of  third  stroke  so  that  the 
outside  of  the  brush  makes  a  clean-cut  edge. 
This  last  detail  should  be  done  with  very 
little  colour  on  the  brush.  The  figure  2 
has  been  chosen  for  illustration  because  it 
contains  the  principles  involved  in  all  of  the 
other  numerals.  To  thoroughly  master  the 
figure  2  is  to  make  short  work  of  the  others. 
The  beginner  will  experience  some  diffi- 
culty at  first — but  only  at  first.  This  is  be- 
cause his  eye  and  hand  have  not  become 
sufficiently  trained. 

It  is  these  details  which  at  first  test  the 
patience  of  the  beginner.  The  student  is 
inclined  to  marvel  at  the  magic  of  the  ex- 
pert's brush,  but  the  expert  has  become   pro- 


ficient  not   so   much   by  superior  intellect 
as  by  sheer  diligence  and  persistence. 

Persistence   A   Jewel 

The  letter  which  you  cannot  now'make 
correctly,  will  be  quite  possible  in  a  short 
time.  At  this  critical  period  of  the  course 
it  is  timely  to  say  a  word  or  two  of  encour- 
agement. The  beginner  needs  something 
to  hold  him  to  his  task  of  showcard  writing. 
Too  many  lack  the  patience  and  persever- 
ance which  the  mastery  of  the  first  few 
lessons  entails.  But  it  is  really  only  in  the 
beginning  that  the  student  feels  disappoint- 
ment in  his  efforts.  Progress  will  be  swift 
and  certain  once  the  first  principles  are  well 
in  hand.  Just  bear  in  mind  always  that  a 
careful  perusal  of  these  first  few  lessons  ac- 
companied by  some  real  intensive  study  and 
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practice  cannot  possibly  fail  to  bring  the  de- 
sired results.  The  making  of  a  showcard  is 
not  so  much  a  matter  of  mental  ability 
as  physical  ability.  It  is  the  physical  qual- 
ities which  must  be  trained  in  the  eye  and 
hand  to  work  together  for  ultimate  results. 
You  can  see  therefore,  that  while  it  is  easily 
possible  to  memorize  several  lines  of  verse 
within  a  few  minutes,  it  is  not  possible  to 
learn  how  to  hold  a  showcard  brush  cor- 
rectly in  less  than  several  days.  Therein 
lies  the  reason  why  physical  practice  is  so 
indispensable  to  the  mastery  of  showcard 
writing. 

Roman  Capitals 

The  alphabet  illustrated  at  bottom  of 
page  contains  the  capitals  that  go  with  the 
lower  case  alphabet  shown  in  the  first  lesson. 
The  method  of  construction  is  the  same  as 
outlined  for  lower  case.  The  first  capital 
letter  "A"  for  instance,  contains  three  se- 
parate strokes,  exclusive  of  the  spurs  or 
serifs.  The  first  stroke  is  a  light  stroke 
and  is  done  by  drawing  the  brush  from  top 
to  bottom  sideways;  the  second  stroke 
begins  at  top  also  and  is  done  by  using  the 
full  width  of  the  brush;  the  short  stroke 
which  connects  these  two  is  drawn  from  left 
to  right,  using  the  brush  sideways.  The 
spurs  are  then  added  by  deft  touches  of  the 
brush.  The  making  of  the  other  Roman 
Capitals  is  accomplished  by  adhering  to  the 
original  principles  of  practice  strokes.  The 
card  which  reads  "Practice  makes  perfection, " 
is  a  reduced  facsimile  of  an  original  done  on 
card  11  x  14  inches.  This  alphabet  is  a 
modified  Roman  and  is  easy  enough  to  do. 
The  beginner  with  a  few  weeks  experience 
ought  to  duplicate  this  card  with  compara- 
tive ease.  Should  any  student  of  these 
lessons  wish  further  information  in  connec- 
tion with  any  detail,  he  is  asked  to  write 
JALEXO,  Dry  Goods  Review,  Toronto, 
and  the  question  will  be  answered  as  quick- 
ly and  as  accurately  as  possible. 


Probably  the  only  retail  store  in  Eastern  Canada  employing  an  art  de- 
partment is  the  firm  of  R.  T.  Holman,  Limited,  of  Summerside  (P.  E. 
Island).  This  store,  which  has  become  famous  through  the  unique  fact 
of  being  "the  largest  small  town  business  in  the  world,"  employs  two 
artists  who  are  responsible  for  most  of  the  work  in  the  mail  order  catalog 
issued  by  the  store  twice  a  year,  and  also  for  the  special  illustrations  used 
for  newspaper  advertising  and  store  display. 

It  is  principally  on  style-plate  work,  and  fashion  drawing  however  that 
the  artists  are  employed.  Line,  wash,  stipple,  pen-painting,  and  all  other 
methods  are  used.  The  engraving  account  for  the  year  is  a  very  ap- 
preciable one,  and  keenly  sought  by  the  leading  plants. 
A  popular  innovation  of  the  big  P.  E.  Island  store  is  the  posting  of  car- 
toons, regularly  covering  popular  topics.  Cartoons  on  the  prohibition 
question,  on  local  election  issues,  on  federal  and  general  matters  of  popular 
interest  are  the  ones  most  in  demand  and  the  series  was  responsible  for 
an  increased  patronage  toward  the  store.  A  front  cover  of  the  Holman 
catalog  showing  some  of  the  work  of  the  staff  artists  and  a  snap-shot 
view  of  the  art  room  are  shown  herewith. 


Simple  Frocks 

for  Small  Girls 

The  com'ng  summer  will  witness  a 
widespread  vogue  for  extremely  simple 
styles  in  children's  ready-to-wear,  it  is 
announced.  The  idea  of  simplicity  is  be- 
ing emphasized  above  all  considerations, 
yet  despite  the  tendency  to  eliminate 
unnecessary  frills  an^  furbelows  there 
remains  a  noticeable  suggestion  of  so- 
phistication which  is  unusually  effective. 
The  French  style  of  straight  little 
frocks  falling  from  the  shoulder  and 
finished  without  sleeves  is  coming  in 
over  here.  In  some  cases  where  this 
style  is  used,  &  wide  cape  collar  that 
falls  over  the  arms  is  introduced,  but 
for  summer  dresses  the  sleeveless  style 
is  too  becoming  and  youthful  to  need 
any  modification.  Puffing  of  the  ma- 
terial forms  a  delightful  trimming  on 
sheer  frocks,  being  especially  charming 
on  organdie.  As  a  rule,  it  is  introduc- 
ed at   the  bottom   of  the   straight   skirt 


and  used  to  finish  the  short  sleeves,  be- 
ing set  in  with  a  band  of  lace  insertion. 
Lately  there  has  been  a  demand  for 
voiles  for  children's  frocks  and  these 
are  being  developed  along  straight  lines 
either  in  a  solid  color  or  in  a  combina- 
tion effect.  The  combination  of  color 
and  materials  continues  to  be  very  good 
and  is  noticeable  on  dresses  of  all  types. 
Organdie  in  a  wide  variety  of  shades  is 
introduced  to  \trim  dainty  tfrocks  of 
dotted  Swiss  and  voiles  and  is  also  fre- 
quently employed  on  ginghams  and  di- 
mit'ies.  As  a  whole  there  does  not  seem 
to  be  much  demand  for  organdie  frocks 
and  what  are  sold  in  this  fabric  are  all 
developed  in  white.  The  perishable 
nature  of  the  material  is  possibly  the 
reason  for  its  waning  popularity. 

Bloomer  Frocks  Favored 

More  and  more  hand  work  is  being 
used,  and  tiny  tucks  or  hand  embroid- 
ery are  popular  trimmings  on  tub  dress- 
es while  for  best  wear  in  voiles  and 
linens,  dmwnwork  and  hemstitch'ng  are 
considered  smartest.  The  bloomer  dress 


wiith  attached  over-frock  has  become  in- 
stantly popular  with  Canadian  children 
this  Spring  and  is  sold  in  all  kinds  of 
materials  from  gingham  to  crepe  de 
chine.  In  fact  the  frock  which  is  not 
supplied  with  bloomers  to  match  is 
rarely  met  w'th.  Shantung  or  pongee 
will 'also  be  much  used  this  summer  for 
iuv<jnile  dresses. 


There  is  a  saying  that  "Fortune 
knocks  at  your  door  but  once."  Speak- 
ing of  selling  goods,  I  would  say  that 
the  opportune  moment  for  closing  your 
deal  comes  but  once.  The  successful 
salesman  is  always  keen  to  realize  when 
that  moment  has  arrived-  Most  of  you, 
no  doubt,  have  seen  deals  spoiled  by 
either  showing  too  much  anxiety  or  by 
too  much  talk  after  the  client  has  reach- 
ed the  point  where  he  is  ready  to  close. 
There  is  no  set  rule,  the  temperament  of 
no  two  people  is  exactly  the  same;  some 
people  can  be  led  very  easily,  others 
have  to  be  driven,  then  again  others 
have  to  be  given  their  own  way. 
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Good  Profits  from  Travel  Kit 

Bookings  for  Train,  Ocean  and  Lake  Trips  Show  That  All 
Previous  Records  for  Summer  Travelling  to  be  Broken — Chance 
for  the  Retailer  to  Sell  Kit — Demonstrations  Will  Help — Hints  on 

How  to  Pack  for  Trip 


THIS  SUMMER,  the  person  who  does 
not  travel  somewhere,  even  though 
only  for  week-ends,  is  going  to  be  the 
exception  to  an  almost  general  rule.  From 
present  indications  the  volume  of  bookings 
for  ocean,  lake  and  train  travel  are  heavier 
than  even  before  the  war — all  of  which  has 
much  significance  to  the  manufacturer  of 
luggage,  whether  bags  or  trunks,  and  the 
retailer  who  carries  such  stock  in  his  store. 

The  subject  of  correct  luggage  is  already- 
taking  up  considerable  space  in  consumer 
magazines  and  papers  this  month  in  connec- 
tion with  travel  talks,  and  considerable 
national  advertising  is  being  done  which 
will  awaken  the  idea  of  purchase  in  the  minds 
of  prospective  travelers.  The  style  value  of 
correct  luggage  is  gaining  recognition 
rapidly,  for  the  bags  and  cases  of  a  traveler 
are  as  much  an  index  of  his  taste  and 
judgment  as  is  his  apparel.  The  man  who 
has  a  suitcase,  preferably  black,  a  tan  kit 
bag  and  a  club  bag,  preferably  of  tan,  is 
quite  adequately  equipped  for  almost  any 
kind  of  trip.  Equally  sufficient  for  a 
woman's  needs  is  an  outfit  consisting  of  a 
black  suitcase,  preferably  fitted  with  toilet 
articles  in  a  separate  "limousine"  or  carry- 
ing case,  and  a  black  Oxford  bag.  A 
wardrobe  trunk  is  now  the  accepted  style 
with  almost  all  travelers  and  is  no  longer 
considered  a  luxury  beyond  the  reach  of 
average  purses. 

Demonstrate  Wardrobe  Trunks 

One  of  the  most  profitable  plans  whereby 
a  store  might  promote  sales  of  travel  kit 
this  month  is  by  holding  an  exhibition  of 
fine  luggage  together  with  a  demonstration 
on  the  art  of  packing  a  trunk,  if  an  expert 
demonstrator  can  be  secured  who  will  ex- 
plain the  steps  necessary  in  scientific  packing 
together  with  hints  on  care  of  luggage, 
transportation  and  insurance,  etc,  such  as 
might  come  in  useful  to  inexperienced 
travelers.  Such  a  demonstration  might 
be  suitably  advertised  by  means  of  the  usual 
newspaper  copy  as  well  as  by  means  of 
personal  invitations,  stating  the  hours  when 
the  demonstration  will  be  held. 

The  department  where  the  demonstration 
is  held  should  be  carefully  arranged  to  carry 
out  the  idea  of  travel.  Good  lighting  and 
plenty  of  space  is  essential.  If  a  raised 
platform  can  be  provided  on  which  to  place 
the  trunk  to  be  packed,  so  much  the  better. 
Real  articles  of  apparel  should  be  used, 
together  with  the  usual  toilet  articles,  books, 
footwear  and  hats,  so  that  the  illusion  of 
reality  may  be  complete. 

How  To  Go  About  It 

A  complete  outline  showing  how  to  go 
about  the  demonstration  will  be  mailed  to 
any  reader  of  the  Dry  Goods  Review  who 
desires  full  particulars,  but  in  any  case  the 
following  principal  points  will  be  sufficient 


to  guide  anyone  desirous  of  trying  out  the 
idea. 

Do  not  lay  the  entire  wardrobe  out  on 
the  bed  or  chairs  before  packing.  Learn 
which  garment  should  be  packed  first  and 
pack  it  as  it  is  selected.  Pack  the  wardrobe 
side  of  the  trunk  first,  first  brushing  the 
inside  out  to  ensure  cleanliness.  Pack  shoes 
first,  inserting  toe  of  one  in  heel  of  the  other 
with  paper  padding.  Pack  heavy  coats  at 
the  back  of  the  trunk,  placing  on  hangers  with 
sleeves  folded  and  pinned  to  the  front. 
Button  the  garment  and  lay  a  piece  of 
tissue  paper  in  the  crease  where  the  bottom 
is  turned  up.  Wrap  plenty  of  tissue  paper 
around  perishable  flowers  or  shoe  buckles  in 
packing. 

In  packing  silk  or  organdy  dresses,  it  is 
best  to  lay  them  across  the  skirt  hangers  at 
the  waist  line,  with  the  sleeves  drawn  back 
and  pinned  together.  Place  tissue  paper 
between  all  dresses  and  pad  out  the  shoulders 
and  collar.  Crumple  tissue  paper  and  fill 
the  sleeves  as  well.  Tissue  paper  preserves 
the  original  freshness  of  summer  garments 
and  may  be  stored  in  the  trunk  between 
trips  for  future  use.  Several  old  towels  are 
also  of  great  value  in  protecting  clothing. 
In  packing  suits,  place  the  coat  on  a  hanger 
and  fasten  the  fronts,  pinning  the  sleeves 
together  in  front.  Never  fold  a  skirt  over 
the  top  of  the  hanger  if  you  would  have  it 
come  out  unmussed !  Rather,  pin  two 
skirts  together  with  large  safety  pins,  using 
three  pins,  one  at  each  end  and  one  in  the 
middle.  Hang  them  down  over  the  top  of 
the  hanger,  the  pins  acting  as  a  hinge. 
Light  sweaters  and  other  knit  goods  may  be 
twisted  and  laid  in  the  drawers.  The 
twisting  is  the  safest  way  to  pack  such 
garments  without  mussing.  Heavy  sweat- 
ers may  be  used  as  a  base  upon  which  to 
pack  organdy  or  starched  waists  which  need 
to  be  filled  out,  but  should  be  hung  on  a 
hanger  first.  Thin  dresses  and  negligees 
should  be  folded  at  the  waist  line  and  placed 
side  by  side,  not  on  top  of  one  another. 

Always  finish  packing  the  wardrobe  side 
with  a  woolen  skirt  or  a  suit  and  cover  all 
with  a  piece  of  tissue  paper.  An  electric 
iron  may  next  be  placed  on  the  bottom  of 
the  trunk,  wrapped  round  with  any  woolen 
garments. 

Packing  The  Drawers 

The  drawers  of  a  wardrobe  trunk  are 
designed  to  hold  dress  accessories  such  as 
gloves,  veils,  lingerie,  etc,  also  toilet  articles. 
Bottles  should  never  be  carried  in  a  trunk  at 
any  time.  Keep  space  for  the  handy  things 
such  as  needles,  thread,  mending  cotton, 
clothes  brush,  etc.  Waists,  collars,  corsets 
or  furs  can  also  be  packed  in  these  drawers, 
laying  everything  flat,  and  fastening  every- 
thing down  by  the  use  of  draw  tapes. 

Headwear  should  be  carefully  wrapped 
about  with  folds  of  tissue  paper  and  placed 
in  the  proper  receptacle  of  the  trunk,  pinning 


securely  in  place.  Fans  can  be  packed  with 
hats  quite  safely.  Close  the  trunk  slowly 
and  make  sure  that  the  keys  are  not  inside. 
See  that  the  drawers  are  all  pushed  in  before 
closing. 

Hints  For  Travelers 

Finally,  good  trunks  are  always  best 
insured  for  the  cost  is  trifling.  Railroads 
allow  $100  protection  for  every  ticket  upon 
which  the  trunk  is  checked  and  that  is  all 
that  will  be  refunded  if  the  trunk  is  destroyed 
in  an  accident.  Baggage  insurance  can  be 
purchased  for  ten  cents  per  hundred  doll  ars 
of  valuation  from  any  baggage  agent,  and  so 
for  the  sum  of  90  cents,  a  traveler  may 
insure  her  trunk  to  the  amount  of  $1,000. 
for  any  distance.  Trunks  that  are  insured 
always  come  through  on  time  as  transfer 
agents  take  no  chances  with  insured  trunks. 
Do  not  let  any  and  all  transfer  agents  handle 
your  trunk.  Use  an  authorized  company 
in  each  city  visited.  Do  not  leave  the  trunk 
standing  open  longer  than  is  necessary. 
Keep  a  watchful  eye  upon  the  exterior  of 
a  trunk  and  give  it  a  coat  of  varnish  if 
scratched. 

The  above  hints  are  merely  an  outline  of 
how  such  a  demonstration  might  be  planned. 
It  is  a  surprising  fact  that  few  people  are 
aware  of  the  proper  method  of  packing 
baggage  and  many  more  are  unaware  of  the 
numerous  improvements  which  have  occurred 
i  n  the  construction  of  travel  kit  of  late.  The 
store  which  has  the  initiative  to  hold  a 
luggage  demonstration  will  be  doing  work  of 
real  educative  benefit  as  well  as  good 
publicity  propaganda. 


JOHN    WANAMAKER'S    IDEAS 

(Continued  from  page  61) 
Philosophy 

"The  air  is  full  of  plans' — the  plans 
are  full  of  air." 

"You  can  never  ride  on  the  wave  that 
came  in  and  went  out  yesterday." 

"I  believe  it  to  be  true  that  every 
baby  is  born  with  a  song  in  its  mouth." 

"I  cannot  touch  a  single  key  that  has 
a  minor  note  in  it." 

"The  art  of  costuming  a  woman  may 
be  rightly  classed  as  one  of  the  fine 
arts." 

"A  man's  true  estate  and  wealth  is  not 
in  house,  railroads,  bonds  and  the  like; 
it  is  in  himself." 

"Let  us  be  citizens  first,  and  not  mere- 
ly bankers,  lawyers,  merchants  and 
manufacturers." 

"There  are  many  croakers  upon  the 
edges  of  lakes  and  creeks;  there  they  sit 
croaking  and  croaking;  but  they  are 
only  frogs  after  all." 

"A  man  may  be  bigger  than  six  feet 
if  he  has  any  of  the  real  Lincoln  in  him." 

"How  the  world  ever  got  on  till  each 
of  us  came  along  is  our  enigtma." 
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The  New  Way   Revolving  Wardrobe. 


Protection  for  Summer  Goods 

In  no  other  way  can  Summer  dresses  be  protected  from  dust,  dirt,  flies  and 
improper  handling,  without  taking  away  the  attractiveness  'of  display  and  the 
efficiency  of  the  salesperson. 

The  New  Way  Wardrobe  protects  and  yet  displays,  stores  and  yet  brings 
every  item  to  the  finger  tips,  and  where  the  turnover  is  ten  times  a  year  at  a 

cost  of  3  cents  per  garment. 
The  largest  and  smallest  ladies'  wear  stores  are  proving  this  daily.      One 
recent  installation  was  over    100  Wardrobes  in  one  Department. 
Send  for  particulars. 


JONES  BROS.  &  CO. 

LIMITED 

29-31   Adelaide   Street,   West 
TORONTO 

The  only  Canadian  Manufacturers.     Beware  of  unscrupulous  imitators. 
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How  Gilchrist  Company 

handled  its  biggest  sale 

On  November  26th,  1921,  the  Gilchrist  Co.  in  Boston  broke  all  re- 
cords and  did  the  biggest  day's  business  in  its  history.  It  was  the 
annual  Sales  Manager's  Record  Day. 

The  volume  of  business  was  18%  larger  than  last  year.  Some  of 
the  increases  of  sales  in  individual  departments  were  notable — 
infant's  wear  47%,  umbrellas  35%,  trimmed  millinery  78%,  men's 
furnishings  77  %. 

The  smoothness  of  the  service  with  the  new  automatic  central 
station  was  a  surprise  to  the  Gilchrist  executives.  It  was  the  best 
they  ever  had.  Time  tests  showed  the  service  to  be  running  reg- 
ularly between  30  seconds  and  a  minute  in  all  parts  of  the  store. 
Mr.  Chase,  the  Superintendent  said : 

"The  service  went  like  clockwork.  The  tube  system  handled  a 
larger  percentage  of  our  business  than  ever  before  with  little  more 
than  half  the  number  of  cashiers.  Last  year  we  had  40  people  in 
the  tube  room.  This  year  we  had  23.  We  also  employed  10  less 
floor  cashiers. 

"We  had  no  greater  number  of  salespeople,  but  they  handled  our 
18%  increase  in  volume  easily.  This  we  attribute  largely  to  the 
smooth  running  service;  there  was  a  higher  average  turnover  of 
customers  per  clerk." 

This  experience  is  typical.  Merchants  everywhere  who  are  using 
the  new  Lamson  automatic  tube  and  cable  stations  are  setting  up 
new  records  for  quick  and  economical  handling  of  large  volumes 
of  sales. 


THE   LAMSON   COMPANY 

136  Simcoe  St.,  Toronto,  Ontario  603  Hastings  St.,  Vancouver,  B.C. 

Lamson  improved  service 

~~~  m~    ^^  ^^  Flexibility        Economy         ^^   ^^  •        ^     ~  ^m^    ^"^ 
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Sales                      | 

^H                         jfl 

are  brought  about  by  the  suggestive  power 
of  display.     To  take  advantage  of  the  op- 
portunities offered  by  such  sales  there  are 
several     well-defined     steps     you     should 
follow. 

First — Write  for  our  Catalogue. 
Second — Make  a  careful  study  of  our 
forms  and  fixtures.     Select  those  most               '" 
suited  to  your  merchandise. 

Third — Send  your  order  at  once.                          U 

Dale  Wax  Figure  Co.,  Ltd.   1 

|^B 

Canada's  Leading  Manufacturers  of                     !&&• 

Display  Forms  and  Fixtures  of  all  Kinds                 Ira 

86  York  Street   -  Toronto            Igj 

MADE  IN  CANADA                                 jg 

AGENTS                                         S 

MONTREAL               WINNIPEG             VANCOUVER           K£ 

.            .,,          „           TC.    R.    Rnllprt   &             ■** 

' ^                                                              i,  Aiie 

P.  R.  Munro.                       ~                                     Son, 
No.  19/ A                                                                        <-°-»                      501  Mercantile 
Coat  and  Dress                New   Birks   Bldg.         Phoenix  Block                     Bldg. 
Model 

No.  19/B 

Dress  Model 

J.  &  J.  Taylor  Safes  for  sale 

One  J.  &  J.  Taylor  Safe,  inside  dimensions  15  inches 
deep,  2  feet  6  inches  wide,  three  feet  liy2  inches 
high  and  fitted   with  a  built   in   compartment.   Price 

$250.00. 


One  J.  &  J.  Taylor  Safe  18  inches  deep,  two  feet  8 
inches  wide,  four  feet  5  inches  high,  fitted  with 
a  steel  compartment.  Both  safes  in  good1  condition 
and  can  be  bought  at  a  price  that  will  save  consid- 
erable money  to  the  purchaser.      Price  $200.00. 


Box  105,  Dry  Goods  Review 

153  University  Ave.,   Toronto 


IT  WILL  PAY  YOU  TO  GET 
OUR  NEW  PRICES 


We  are  putting  on 
the  market  our 
$16.00  Dress  En- 
amel Forms,  and 
Waist  Forms  at 
#10.60  pre-war 
prices. 

Ask  for  our  latest 
prices. 


DELFOSSE  &  COMPANY 

247-249  Craig  Street  West, 
MONTREAL 
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your  Windows 


*7ive 
personal 

3      Service 


bto  to  yell  more 

LINOLEUM 


WORK  up  your  linoleum  business.  Our  co-operative  service  is 
at  your  command.  Hundreds  are  reaping  satisfactory  returns. 
You,  too,  can  do  likewise.  Here  are  some  practical  suggestions 
that  have  been  tried  out.  We  will  help  you  carry  them  out.  Let's 
get  together  right  away. 

Fix  up  a  linoleum  window  that  will  make  people  stop,  look  and 
buy.  Send  to  the  Dominion  Oilcloth  Company  for  their  attractive 
window  trims,  show  cards  and  paper  patterns. 

Give  linoleum  a  place  in  your  newspaper  advertising.  We  will 
supply  you  with  our  illustrations  free.  They  are  striking,  con- 
vincing and  will  bring  results. 

And  how  about  an  enticing  display  of  our  show  cards  ?  These  are 
painted  by  the  best  artists  and  receive  notice  wherever  used. 

Make  up  a  mailing  list.  Enclose  our  interesting  folders  with  a 
personal  letter,  suggesting  that  the  customer  visit  your  depart- 
ment to  see  the  new  designs  just  in.  Write  us  for  the  enclosures. 
Personal  service  goes  far  to  win  and  hold  customers — measuring 
the  rooms,  helping  to  lay  the  linoleum,  estimating  the  cost.  These 
other  little  attentions  will  develop  business. 


Why  not  fill  in  coupon  right  away. 


^h/ork  your  mailing  list 


Dominion  Oilcloth  and 
Linoleum  Co.  Limited 


Montreal 
Canada 
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HOME    FURNISHINGS 


Dry  Goods  Revieu) 


Color  is  Better  than  Price  Appeal 

New  York  Firm  Starts  Out  to  Sell  Homefurnishings  According 
to  Appropriate   Colons — Different   Method   of  Arranging  Mer- 
chandise Required — Some  Useful  Hints  About  Appropriateness 
of  Colors  to  Rooms  and  Personalities 


IN  A  certain  progressive  house  furnish- 
ings department  of  a  New  York  store 
there  is  a  somewhat  original  method 
pursued  in  the  matter  of  displaying  and 
ranging  the  merchandise,  particularly  the 
wall  papers,  draperies  and  floorcoverings. 
This  new  way  of  showing  the  goods  had 
only  recently  been  installed  and  those 
responsible  for  it  could  not  as  yet  state 
with  assurance  just  how  successful  it  would 
eventually  be,  but  they  pointed  out  that 
some  change  had  to  be  made  from  the 
former  way,  which  differed  not  at  all  from 
the  methods  of  all  stores,  because  of  the 
constant  similarity  of  queries  and  requests 
from  customers,  all  hinging  on  the  one  point 
— artistic  and  harmonious  house  decoration. 

In  the  majority  of  stores,  rugs  or  draperies 
are  displayed  and  sold  in  groups  according 
to  their  variety  or  class,  the  Wilton  rugs 
together  and  the  Axminsters  likewise. 
Then  the  cretonnes  at  $1  a  yard  will  all  be 
found  together  and  the  curtains  and  so  on. 
This  plan  it  seemed  to  the  store  in  question, 
had  many  advantages  insofar  as  the  sales 
staff  was  concerned,  inasmuch  as  it  made 
stock  keeping  easy  and  rendered  the  effort 
of  selling  comparatively  light.  It  did 
however  have  one  disadvantage,  by  reason 
of  the  fact  that  customers  were  supposed  to 
know  what  they  required  and  what  was  best 
suited  for  their  individual  needs.  If  they 
did  not,  then  the  store  sent  a  man  to  view 
the  problem  and  make  suggestions.  But 
all  stores  are  not  equipped  with  spare  men 
to  send  out  to  customers'  homes  for  the 
purpose  of  advising  on  interior  decoration, 
and  this  is  exactly  where  the  problem  of  the 
average  small  store  comes  in. 

A  customer  may  be  in  need  of  a  new  rug 
or  wall  paper  or  curtains,  but  as  every 
salesman  knows,  she  is  bewildered  and 
perplexed  when  confronted  by  a  large  and 
attractive  stock  of  merchandise  in  the 
house  furnishings  department  of  her  fav- 
orite store,  and  she  becomes  hard  to  please 
and  uncertain  about  the  proper  choice. 
She  may  be  perfectly  able  to  decide  regard- 
ing her  own  Wearing  apparel,  but  when  it 
comes  to  the  selection  of  house  furnishings, 
she  is  at  sea. 

Color  Classifications  Help  Shoppers 

Thus  the  idea  was  evolved  of  arranging 
merchandise  in  such  a  way  as  to  assist  this 
class  of  customers.  Take  wall  papers  for 
example.  In  the  New  York  store  before 
mentioned,  wall  papers  are  not  classified 
according  to  price  but  according  to  color,  so 
that  the  customer  who  wants  a  bedroom 
paper  for  instance  and  has  decided  to  have  a 
blue  room,  may  look  through  samples  of  all 
the  possible  kinds  of  blues  and  blue  com- 
binations without  being  distracted  by  the 
sight  of  dozens  of  pinks,  yellows  and  greens. 
But  before  she  commences  the  study  of  the 
samples  of  merchandise  no  matter  of  what 
character,  the  sales  clerk  first  ascertains 
what  the  exposure  of  the  room  in  question 


happens  to  be,  and  emphasizes  the  fact 
that  exposures  must  be  considered  before 
any  color  scheme  can  be  decided  upon 
definitely.  The  majority  of  women  it  has 
been  found  are  inclined  to  buy  paper, 
hangings  and  floor  coverings  without  the 
least  regard  for  the  exposure  of  the  room 
and  have  only  in  mind  the  idea  that  a 
certain  color  appeals  to  them,  or  the  price 
sounds   cheap. 

The  Meanings  Of  Colors 

Knowledge  regarding  colors  and  their 
correct  use  in  the  home  is  a  subject  about 
which  the  public  have  the  vaguest  concep- 
tion. Here  is  a  synopsis  of  the  data  given 
out  by  this  enterprising  store  to  its  cus- 
tomers who  either  ask  for  help  or  are  un- 
aware of  their  lack  of  knowledge. 

"The  meanings  of  colors  must  be  known 
and  recognized  for  two  reasons.  The 
exposures  of  various  rooms  must  be  properly 
dealt  with,  while  the  needs  of  the  human 
personality  are  duly  observed.  North, 
northeast  and  east  rooms  require  the 
predominant  use  of  tones  from  the  warmer 
colors,  while  south,  southwest  and  west 
rooms  need  cooler  tones.  The  matter  of 
personal  disposition  is  equally  important, 
however,  and  if  the  housewife  is  inclined  to 
be  morbid  and  despondent,  she  should  make 
free  use  of  plenty  of  yellow;  likewise  red,  if 
she  is  inclined  to  be  colorless  and  lacking  in 
energy;  blue,  if  she  requires  calmness;  green, 
if  she  is  overworked  and  nervous;  orange, 
if  something  out  of  the  ordinary  is  wanted; 
rose  tones,  to  convey  a  sense  of  daintiness 
and   luxury. 

"Generally  speaking,  however,  we  recom- 
mend the  use  of  warm  colors  in  rooms  with 
northern  or  eastern  exposures  and  the 
principles  are  reversed  when  the  choice  is 
made  for  southern  and  western  outlooks. 
Thus,  ivory,  cream,  putty,  tan,  go  well 
with  hangings  and  rugs  of  warm  tones  such 
as  rose  and  yellow,  in  rooms  which  face  the 
rising  sun,  and  similarly,  pale  gray,  grayish 
cream,  cool  ivory,  putty  gray  and  grayish 
tan  combined  judiciously  with  such  hues  as 
blues,  mauves  and  greens  may  be  effectively 
used  in  rooms  that  let  in  the  sunset  rays. 

One  Color  Rooms  Are  Passe 

"It  is  no  longer  fashionable  to  do  rooms  in 
one  color.  The  newest  idea  of  a  one  color 
room  is  that  in  which  the  background  is 
entirely  neutral  to  show  up  more  artistically 
the  brilliant  touches  which  are  to  give 
the  keynote  to  the  whole.  Blue  is  the  most 
decorative  color  we  have  and  should  be  used 
sparingly  or  in  combination  with  other  colors. 
Flat  blues,  sapphire  blues,  peacock  and 
midnight  blues,  king's  blue  and  Chinese 
blue  are  all  favorites  with  house  decorators 
at  present  and  are  most  beautiful  when  used 
with  cream  walls,  ivory  woodwork  and 
walnut  furniture.  In  the  blue  room  touches 
of  orange  or  old  yellow  should  be  incorpor- 
ated   in    some   way. 


"Red  should  never  be  used  in  great 
quantity.  Generally  speaking  we  may 
obtain  all  the  red  color  necessary  by  the 
right  use  of  flowers,  rows  of  bound  books 
on  the  shelves,  red  lacquered  boxes, 
lampshades  and  red  pottery.  It  is  not 
necessary  to  think  of  red  as  being  scarlet. 
It  is  also  copper,  cerise,  magenta,  mulberry, 
rose  and  henna. 

"Yellow  is  fashionable  at  present  and  is 
not  difficult  to  handle  in  any  room  although 
for  some  reason  it  has  been  largely  confined 
to  bedrooms  in  the  past.  Yellow  is  the 
color  of  sunlight  and  under  it  come  the  buffs, 
butter  yellows,  ochre,  mustard,  orange. 
Yellow  should  be  used  in  touches  here  and 
there — in  inner  curtains,  bowls,  table 
scarves  or  pillows.  Let  us  recommend  more 
use  of  yellow  in  the  living  room,  in  con- 
junction with  grey  walls  perhaps  and  a 
brown  jug. 

"A  cold  north  bedroom  can  be  completely 
transformed  by  the  use  of  saffron  paper, 
with  curtains  of  yellow  crepe  and  hangings 
of  deeper  yellow  figured  with  orange  and 
black.  The  bedspread  and  bureau  scarf 
might  be  yellow  also,  but  blue  candles  and 
pictures  or  rugs  would  give  the  artistic 
keynote. 

"Let  us  help  you  decide  on  the  right 
color  scheme  for  your  home.  It  is  not  a 
question  of  much  outlay,  but  rather  a 
fascinating  creation  of  beauty,  adapted  to 
your  own  individuality." 

Knowledge  Of  Colors  Helps  All 
Sections 

This  store  claims  to  have  begun  the  most 
successful  year  in  its  history  on  account  of 
this  way  of  attracting  customers  who  have 
in  the  past  been  at  the  mercy  of  ordinary 
methods  of  salesmanship  with  disastrous 
consequences  to  their  homes.  The  prin- 
cipal result  recorded  under  this  policy  of 
selling  merchandise  through  color  appeal 
is  the  fact  that  it  leads  to  additional  sales  of 
other  goods  not  necessarily  expensive,  yet 
in  keeping  with  the  working  out  of  the  new 
effect.  Thus  the  house  furnishing  de- 
partment acts  as  a  stimulating  force  to  the 
whole  store,  doing  not  a  little  to  create 
interest  in  the  acquiring  of  new  china,  or 
lamps  or  table  linen  as  the  case  may  be. 

The  correct  use  of  color  in  the  modern 
home  can  thus  be  greatly  simplified  for 
the  average  woman  if  the  artistic  principles 
of  neutral  and  bright  color  contrasts  are 
always  recommended. 


The  Retail  Merchants'  Bureau  of  the 
Detroit  Board  of  Commerce  decided  on 
May  2  to  allow  the  acceptance  of  Can- 
adian money  in  the  stores  at  par.  No 
discount  will  in  future  be  charged 
against  actual  purchases  but  the  pre- 
vailing rate  will  be  deducted  when  large 
pay  checks  are  accepted. 


Dry  Goods  Review 
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Curtain  Rods  Help  Window  Draperies 

Drapery  Department  Should  Dispel  Idea  That  Rods  Can  Only 
be  Purchased  in  the  Five  and  Ten-Cent  Stores — Many  Points 
About  Rods  that  Should  be  Emphasized  by  Salesmen — Methods 

of  Simplifying  Draperies 


LAST  month  Dry  Goods  Review  em- 
phasized the  vogue  for  artistic  window 
treatments  in  connection  with  the 
increased  demand  for  high  grade  imported 
nets  and  lace  curtains  reported  by  the 
wholesale  trade  and  this  month  the  same 
subject  will  be  touched  on  from  another 
angle. 

What  prominence  is  your  house  furnish- 
ings department  giving  to  the  matter  of 
curtain  rods  of  the  newer  kinds?  Are 
your  customers  aware  of  the  fact  that  you 
are  equipped  to  supply  them  with  the 
correct  kinds  of  rods  with  which  they  may 
evolve  all  kinds  of  novel  draperies  suited  to 
the  more  modern  windows  of  apartment 
houses  and  flats? 

Speaking  to  a  Montreal  wholesaler  on 
the  subject  of  drapery  hardware,  Dry  Goods 
Review  was  informed  that  the  bulk  of  trade 
in  rods  appears  to  be  done  at  the  5  and  10 
cents  stores,  partly  because  women  believe 
that  a  cheap  rod  is  good  enough  for  their 
requirements  and  partly  because  they  do  not 
usually  see  the  rods  displayed  prominently  in 
stores.  This  wholesaler  felt  that  a  valuable 
opportunity  was  being  missed  by  many 
house  furnishing  sections  in  this  connection, 
and  he  maintained  that  rods  are  not  only 
profitable  in  themselves  but  they  promote 
the  sales  of  hangings  and  curtains  in 
addition.  The  perfect  window  is  a  rarity, 
even  in  the  best  appointed  homes,  for  the 
reason  that  there  are  an  infinite  number  of 
details  to  be  considered  which  are  over- 
looked by  the  casual  observer  but  which 
make  or  mar  the  effect  of  the  whole. 

Possibilities  In  Curtain  Rods 

There  are  two  good  reasons  for  giving 
more  prominence  to  the  subject  of  drapery 
rods  this  spring.  One  is  the  fact  that 
drapery  fabrics  themselves  cost  much  less 
than  last  year  and  are  consequently  of 
supreme  interest  to  housewives  who  have 
delayed  purchasing  until  now,  and  also 
because  there  are  many  new  and  different 
styles  on  the  market  which  are  capable  of 
transforming  the  ordinary  window  into  a 
refreshing  and  novel  effect  with  little  effort, 
and  with  greater  satisfaction  from  the 
standpoint  of  usage  in  the  home. 

There  are  many  points  about  curtain  rods 
that  should  be  emphasized  by  the  salesman 
when  talking  to  a  customer.  The  newest 
designs  for  example  are  flat,  not  round, 
in  shape  and  are  finished  by  a  new  process 
which  is  guaranteed  not  to  rust,  tarnish  or 
discolor.  This  is  an  important  point  to 
bring  out.  Next,  the  better  rods  are 
supplied  with  neat  and  strong  brackets 
which  are  so  inconspicuous  that  they 
cannot  be  seen  on  the  wall.  Rods  can  be 
removed  easily  from  the  brackets  yet  they 
will  not  come  down  accidentally.  Then, 
the  flat  shape  completely  prevents  sagging 
because  the  tendency  against  vertical 
tension  is  removed  and  by  reason  of  the 
new  curved  effects,  the  housewife  can  draw 


her  curtains  right  up  to  the  window  frame, 
thus  shutting  out  all  the  side  glare  which  is 
so  annoying  in  bedrooms  especially.  Many 
of  the  new  styles  of  rods  are  provided  with 
an  ingenious  little  device  known  as  the 
'pilot'  or  thimble  which  enables  the  house- 
wife to  run  the  rod  quickly  and  smoothly 
through  the  delicate  net  or  lace  without 
tearing.  This  device  is  given  gratis  with 
each  purchase  of  rods. 

Curtain  rod  sections  are  now  offered  to, 
to  take  care  of  the  increasing  demand  for 
drapery  supports  of  an  exceptionally  long 
length.  Any  window  that  is  too  long  for 
any  of  the  stock  sizes  can  be  successfully 
treated  by  the  use  of  one  or  more  extension 
sections,  depending  on  the  width  of  the 
window,  until  the  desired  length  is  obtained. 

Double  And  Triple  Rods  Simplify 
Draping 

Among  the  new  lines  of  curtain  rods 
shown  was  an  attractive  flat  curved  style 
finished  in  either  white  or  velvet  brass  with 
an  extension  of  28  to  48  inches.  Double 
flat  rods  are  also  shown  on  which  can  be 
arranged  inner  curtains  and  valance  at  once. 
This  double  style  of  rod  is  the  only  correct 
and  convenient  type  for  use  with  overdrapes. 
Another  style  of  rod  designed  for  hanging 
inner  curtains  and  side  drapes  without  a 
valance  had  side  extensions  in  double, 
effect  on  which  to  slide  the  side  drapes.  A 
triple  rod  with  detachable  brackets  is  made 
on  which  to  hang  inner  curtains,  side  drapes 
and  a  separate  valance,  a  drapery  fashion 
which  is  especially  appropriate  in  libraries, 
dining  rooms  or  other  formal  rooms. 

The  bow  window  always  presents  many 
problems  to  the  housewife  who  will  welcome 
the  latest  device  in  a  double  flat  rod  with 
detachable  angle  and  brackets  and  equipped 
with  two  styles  of  drapery  hooks  which  can 
be  sewed,  to  the  overdrapes  and  then  hooked, 
over  the  inner  rod.  The  bow  window  rod 
is  provided  with  sections  also  permitting 
extension  to  any  length  and  may  be  had  in 
either  single,  double  or  triple  styles. 

Pulley  Brackets  Replace  Shades 

Flat  style  door  rods  with  a  projection  of 
only  J4  inch  are  shown  in  either  white  or 
brass  finish,  while  flat  sash  rods  with  a  3^ 
inch  projection  come  in  similar  finishes  and 
are  recommended  for  use  with  simple  sash 
curtains.  Pulley  brackets  can  be  arranged 
on  an  ordinary  flat  rod  to  permit  the 
drawing  across  of  the  hangings  instead  of 
using  window  shades.  There  are  two 
cords  by  which  the  hangings  are  drawn 
apart  or  closed  together. 

With  the  advent  of  these  new  styles  of 
window  hardware  which  will  permit  the 
home  decorator  to  achieve  professional 
work  with  a  minimum  of  effort,  there 
is  opened  up  a  new  field  for  the  retail  de- 
partment to  demonstrate  the  use  and  ad- 
vantages of  each  style.  In  any  case, 
publicity  should  be  given  to  the  line  at  the 


earliest  possible  moment  before^the  exodu8 
to  country  houses  begins. 


Co-operative  Plan 

In  Trenton 


Six     Merchants     Unite     In     Successful 

Scheme— Has   Worked   Well 

For  Year 

A  co-operative  scheme  of  distributing 
coupons,  has  been  tried  out  by  a  store  in 
Trenton,  Ont,  and  found  effective.  Be- 
cause the  town  is  considered  to'o  small 
for  any  one  merchant  to  give  sufficient 
coupons  in  a  certain  time,  six  of  the 
leading  stores  in  Trenton  have  gone  to- 
gether on  the  plan.  The  men's  wear 
and  dry  goods  store  interested  is  that 
of  J.  Sutcliffe  &  Sons,  a  store  of  excel- 
lent standing  in  the  community.  The 
other  five  merchants  deal  in  hardware, 
groceries,  drugs,  tobacco  and  confection- 
cries. 

The  Sutcliffe  store,  the  grocery  and 
the  hardware  give  cent  coupons  on  every 
dollar's  worth  of  merchandise;  the  others 
give  coupons  worth  2%  cents  on  every 
fifty  cent  purchase.  Each  merchant  has 
his  imprint  on  the  face  of  the  coupon. 
All  Coupons  Redeemable  at  Each  Store 

The  big  advantage  in  this  is  that  an 
ordinary  purchaser  is  able,  in  a  very 
short  time,  to  collect  coupons  sufficient 
to  be  turned  into  goods.  All  six  stores 
offer  the  same  premiums;  silver,  alum- 
inum and  one  or  two  other  lines  not 
carried  in  regular  stock. 

One  week's  buying  is  often  sufficient 
to  get  a  fairly  large  quantity  of  coupons. 
This  is  what  stimulates  interest.  The 
system  has  been  in  force  for  a  year  and 
interest  is  increasing  rather  than  dim- 
inishing. 

Merchants  Exchange  Coupons 

This  co-operative  plan  often  results  in 
one  merchant  disposing  of  a  great 
many  more  coupons  than  another  in  a 
given  time.  Moreover,  a  purchaser  may 
often  go  to  the  store  which  has  given 
him  or  her  the  least  number  and  demand 
a  premium-  This  is  taken  care  of  in  the 
following  way:  every  few  weeks  the  six 
merchants  square  up  their  coupons. 
Each  receives  cash  in  accordance  with 
the  total  value  of  the  coupons  he  holds 
belonging  to  the  other  merchants,  above 
those  which  they  hold  belonging  to  him- 

Works  Well   in   Men's  Store 

The  manager  of  the  Sutcliffe  store  re- 
ports that  this  scheme  works  very  well 
(Continued  on  Page  87) 


86 


HOME    FURNISHINGS 


Dry  Goods  Revievo 


Does  Small  Town  Consumer  Give  More  Attention 
to  Beautifying  Home  Than  City  Dweller? 

Specialty  House  in  Toronto  Gets  Seventy  Per  Cent,  of  Its  Busi- 
ness Out  of  Toronto — Period  Furniture  and  Furnishings  Gain  in 
Favor  in  Canadian  Homes — Careful  Plans  Drawn  Before  Decor- 
ating is  Done 


DO  PEOPLE  in  towns  take  more  in- 
terest in  the  furnishing  of  their 
homes  than  those  in  cities'?  And 
are  they  more  appreciative  of  the  artis- 
tic? These  are  questions  which  might 
bear  careful  study  and  give  various  ans- 
wers. There  is  one  Canadian  merchant 
at  any  rate,  a  man  who  has  been  in 
business  in  Toronto  for  twenty-five 
years,  who  bslieves  that  the  average 
consumer  in  the  community  which  is 
comparatively  small,  gives  more  thought 
to  beautifying  his  home  than  the  one  in 
the  large  city.He  proves  his  point  by  the 
statement  that  seventy  per  cent,  of  his 
business  is  done  outside  of  Toronto  and 
a  large  proportion  of  this  is  obtained 
from  average-sized  towns. 

This  is  an  interesting  fact  because 
it  shows  the  retailer  what  vast  oppor- 
tunities there  are  for  him  in  the  district 
surrounding  the  town  or  city  in  which  he 
lives,  and  disproves  the  theory  cherished 
so  long  that  certain  things  will  sell  in 
places  but  not  elsewhere.  The  same  love 
of  the  beautiful  exists  in  every  heart 
whether  it  be  on  the  lonely  farm  with 
nothing  but  the  general  store  at  the 
post-office  to  expend  this  love  on 
whether  it  flourishes  at  Fifth  Avenue 
and  34th   Street  in  New  York. 

On  trips  made  to  small  towns  in  this 
country,  Dry  Goods  Review  has  on 
several  occasions  remarked  on  the  pre- 
valence of  the  idea  that  the  very  best 
lines  should  not  be  stocked  in  sma'l 
towns  because  purchasers  like  to  buy 
the  big  cities  when  they  requ;re  expen- 
sive things.  This  is  not  so  to  the  same 
extent  as  is  commonly  believed.  An  ex- 
ample of  this  came  to  light  some  months 
ago  when  a  retailer  claimed  that  he 
could  not  dispose  of  Hudson  seal  coats 
in  his  town — the  population  was  less 
than  2000 — and  so  carried  only  electric 
seal.  The  same  day  that  this  remark  was 
made  our  representative  met  two  wo- 
men on  t'e  train  who  regretted  the  fact 
that  they  had  to  go  to  Toronto  to  pur- 
chase their  coats  because  they  believed 
that  they  paid  more  for  everything  in 
that  city  than  they  did  at  home. 

Doing  a  Nation-Wide  Business 

R.  N.  Irvine  is  the  name  of  the  Toronto 
merchant  who  be'ieves  in  the  buying 
capacity  of  towns.  This  faith  of  his  is  in- 
teresting for  the  reason  that  his  bus- 
iness is  in  exclusive  homefurnishinsr  lines, 
lines  which  many  retailers  might  be- 
lieve would  sell  only  in  big  American 
cit;es. 

From  Vancouver  to  Halifax,  this  firm 
under  the  name  of  Thornton-Smith,  does 


all  kinds  of  interior  decorating,  paper- 
ing, painting,  carpeting,  supplying 
furniture  and  upholstering.  Not.  only  in 
private  houses  but  in  churches  and  other 
public  buildings,  is*  their  work  found. 
Everything  has  the  artist's  touch.  Before 
a  contract  is  attempted,  a  sketch  is  made 
in  color  of  the  room  or  house  as  it  will 
appear  when  finished,  and  the  client  is 
shown  the  sketch  for  approval.  - 

The  History  of  the  Firm 

A*bout  twenty-five  years  ago,  two 
young  Englishmen  called  Thornton  and 
Smith,  were  inspired  with  the  idea  that 
Canada  needed  furniture,  such  as  could 
be  obtained  in  the  old  country.  They, 
therefore,  went  on  a  tour  to  England 
buying  up  beautiful  pieces  of  period  ma- 
terial as  they  went.  With  three  car- 
loads of  it  they  came  to  Canada  and  set- 
tled in  Winnipeg.  But  that  city  was  not 
then  quite  ready  for  this  opportunity 
and  the  Englishmen  were  unable  to  dis- 
pose of  it. 

Mr.  Irvine  who  was  at  that  time  in 
business  in  Toronto  hearing  of  this  ship- 
ment of  wonderful  English  furniture, 
communicated  with  the  owners  and  was 
responsible  together  with  a  Mrs.  Adam- 
son,  a  Toronto  woman,  for  its  being  for- 
warded to  this  city.  A  company  was  then 
formed  using  the  names  of  the  original 
young  men  by  which  name  it  is  still 
known. 

A  remarkable  sale  was  then  put  on  in 
Toronto,  a  sale  which  may  never  be 
duplicated  in  this  country.  All  the  fur- 
niture was  sold  for  slightly  less  than 
one  hundred  thousand  dollars.  Mr.  Ir- 
vine believes  that  if  he  had  it  to-day, 
he  could  obtain  nearly  a  million  for  it. 
Many  old  Toronto  families  possess  arti- 
cles from  this  sale  which  they  could  dis- 
pose of  now  for  at  least  ten  times  th<? 
prices.  One  woman  for  example,  has  a 
table  which  she  bought  at  that  time  for 
sixty  dollars  and  which  is  worth  at  least 
eight  hundred  to-day. 

Deflation  of  Last  Year  had  Little  Effect 

The  general  decrease  in  prices  which 
has  been  experienced  in  almost  every 
field,  has  been  noticed  very  little  in 
period  furniture,  particularly  in  English 
s^ock.  The  principal  reason  for  this  is 
the  difficulty  in  obtaining  it.  An  Eng- 
lishman loves  his  home  more  than  any- 
thing else,  far  more  than  he  does  things 
of  personal  adornment.  It  is  therefore 
very  difficult  to  obtain  pieces  which 
have  come  down  to  him  as  heirlooms. 

There  is  also  the  increasing  demar:d 
for  English  furn'ture.  Men  who  have  ser- 
ved overseas  are    its  principal  admirers. 


They  know  what  the  comforts  of 
lish  homes  meant  to  them  when  on  leave 
and  realise  that  cozy,  well-built  furniture 
is  greatly  responsible.  In  a  gTeat  many 
cases  their  wives  and  families  who  were 
with  them  in  England,  have  brought 
back  a  desire  for  this  furniture. 

Factory  Which  Copies  Period  Furniture 

The  Thornton-Smith  Company  has  a 
factory  in  connection  with  their  estab- 
lishment, where  furniture  is  made  after 
the  style  of  the  imported  models.  This 
branch  of  the  business  is  gaining  favor 
every  day.  People  like  to  know  that  they 
are  placing  in  their  homes  pieces  which 
definitely  follow  artistic  lines  as  they 
were  defined  at  different  periods  of 
English  history. 

It  is  the  same  feeling  which  is  creep- 
ing into  the  hearts  of  Canadian  people 
in  regard  to  art.  They  no  longer  like  to 
hang  on  their  walls,  paintings,  just  be- 
cause they  are  such,  without  regard  to 
their  value  as  works  of  art.  They  would 
rather  have  copies  of  watercolors  and 
oils  which  are  known  as  famous  master- 
pieces. 

The  number  of  purchasers  who  have 
learned  in  the  last  five  years  to  inquire 
for  furn'ture  in  the  Queen  Anne  style 
or  after  the  Elizabethan  or  Georgian 
period,  is  very  marked.  They  no  longer 
ask  only  for  an  oak  table  or  a  ma- 
hogany bedroom  set;  they  want  char- 
acter   to    their    furniture. 

The  Di,  play   Rooms  of  the  Thornton- 
Smith 

This  firm  has  lately  moved  from  its 
former  Iocat"on  on  King  Street  to  Yonge 
Street  a  few  blocks  south  of  College. 
One  could  hardly  give  the  new  premises 
the  name  store,  because  they  appear 
more  like  a  beautiful  home  or  private 
museum  than  a  place  where  transactions 
are  made.  The  entrance  admits  visitors 
to  a  long  hall,  which  contains  valuable 
pieces  of  furniture,  rugs  and  hangings. 
Private  offices  open  off  this  entrance  in 
such  a  way  that  they  are  hardly  noticed 
as  such.  Instead  of  conventional  plaster 
and  wood,  glass  in  tiny  sections  is  used 
for  the  walls  which  separate  the  various 
compartments.  Beautiful  tapestries  and 
paintings  adorn  them.  The  doors  and 
wainscoting  are  done  in  period  designs 
which  make  the  visitor  feel  as  though  he 
were  in  some  cloistered  chapel  rich  in 
historic  value. 

The  long  hallway  leads  to  a  wide 
showroom.  This  too  has  two  of  its  walls 
given  up  to  window  space,  so  that  the 
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light  falls  on  the  beautiful  furniture 
and  fabrics  placed  on  display. 

The  rooms  upstairs  are  finished  ac- 
cording to  well-known  periods  in  the  his- 
tory of  English  furniture.  Even  the 
walls  and  ceilings  follow  a  design  exact- 
ly. The  latter  are  covered  not  with 
panellings  and  other  decorations  model- 
led after  some  type  but  with  the  wood 
actually  stripped  from  English  homes 
and  put  up  here.  The  furniture  and 
hangings  are  of  course  genuine  old 
pieces. 

The  front  room  of  the  second  floor  is 
devoted  to  wallpapers  and  hangings,  a 
room  where  the  lighting,  both  artificial 
and  under  soft  light,  gives  purchasers 
an  exact  idea  of  how  the  colors  they  are 
looking  at,  appear  when  alone  and  in 
combination  with  other  colors. 

Eng'ish  Fabrics  in  Demand 

Despite  the  number  of  American 
firms  in  the  market  now,  the  demand  for 
cushions,  hangings  and  coverings  of 
English  manufacture,  is  remarkable, 
Mr.  Irvine  informed  Dry  Goods  Review. 
Orders  are  coming  in  not  only  from  this 
country  but  from  many  points  in  the 
United  States  for  genuine  old  country 
materials. 

Cushions  are  now  considered  a  staple. 
The  Thornton-Smith  Company  has  them 
at  prices  ranging  from  ten  dollars  to 
three  hundred  and  the  number  which 
sell  at  seventy-five  dollars  is1  worthy  of 
note. 

A  room  given  over  to  pottery,  brought 
forth  the  interesting  information  that 
the  dea'.er  in  homefurnishings  has  always 
a  good  field  for  the  disposal  of  brass- 
ware,  china  and  pottery  which  can  be 
of  use  in  comp'e'ing  a  beautiful  home. 

Despi+e  the  fad  for  French  furniture 
which     is  beg'nning     to  be  felt  in     the 


United  States,  Mr.  Irvine  believes  that 
Canadians  will  always  prefer  the  Eng- 
lish styles.  Whether  it  is  that  comfort 
which  the  people  of  Anglo-Saxon  tem- 
perament place  first  or  whether 
it  is  their  innate  liking  of  things  which 
express  durability,  it  is  difficult  to  say, 
but  certainly  as  long  as  our  homes  con- 
tain the  Chesterfields  and  lovely  chairs 
which  they  now  have,  they  will  breathe 
an  atmosphere  of  hospitality  of  which  ; 
nation  should  be  proud. 

Very  lately,  orders  are  increasing  for 
complete  rooms,  furniture  hangings, 
ceilings  and  walls  of  English  material. 
To  do  this  the  Thornton^Smith  Company 
buys  out  the  entire  room  of  an  English 
home  and  transplants  it  here.  The  or- 
ders referred  to  have  by  no  means  all 
come  from  Toronto  but  from  towns 
which  are  considered  comparatively 
small. 

There  has  been  a  notable  increase  in 
the  interest  in  lacquered  furniture  dur- 
ing the  last  few  years.  The  wedding  of 
Princess  Patricia  was  responsible  for  the 
first  general  attention  to  it  by  connois- 
seurs in  this  country  and  the  recent 
wedding  of  Princess  Mary  has  increased 
it  even  more. 


CO-OPERATIVE  PLAN  IN  TRENTON 

(Continued  from  Page  85) 

in  the  men's  store.  The  rule  that  the 
purchase  must  reach  the  dollar  mark 
is  strictly  adhered  to.  For  instance, 
many  men  are  inclined  to  expect  two 
five  cent  premiums  on  a  purchase 
amoun  ing  to  $1.95.  The  salesman  in 
such  cases  is  instructed  to  point  out  that 
a  collar  button  or  other  small  article 
will  entitle  him  to  a  second  coupon. 


The  fact  that  several  other  merchants 
have  asked  to  be  admitted  into  this 
profit-sharing  plan  proves  that  it  is 
having  its  effect  on  business.  The  men's 
wear  manager  in  the  Sutcliffe  store  says 
that  the  Trenton  men  are  now  so  train- 
ed by  their  wives  and  daughters  that 
they  ask  for  these  coupons  just  as  much 
as  women  do. 


PROPOSED  CANADIAN  EXHIBITION 
IN   SWITZERLAND 

The  city  of  Lucerne  has  extended, 
through  the  Swiss  Consul  General  in 
Montreal,  an  invitation  to  the  Canadian 
Government  to  arrange  an  exhibit  of 
Canadian  products  in  Lucerne.  For  this 
purpose  the  town  of  Lucerne  is  placed, 
free  of  charges,  at  the  disposal  of  the 
exhibitors  and  its  attractive  Exhibition 
Building,  formerly  the  International 
Peace  Museum,  built  in  historic  style, 
situated  on  the  shore  of  the  Lake  of  Lu- 
cerne, and  adjoining  the  railway  station. 
Gas,  water  and  electric  plants,  existing 
in  the  building  are  also  placed,  free,  at 
the  disposal  of  the  exhibitors. 

Cinematographic  views  of  industrial 
and  agricultural  life  in  Canada  are  wel- 
comed, and  this  exhibition  which  would 
be  in  the  nature  of  a  sample  exhibition 
will  undoubtedly  develop  the  *mu|tual 
trade  relations  between  Canada  and 
Switzerland.  The  Canadian  export  to 
Switzerland  was,  in  1921,  greater  than 
before,  namely  85  million  dollars,  i.  c, 
about  the  same  amount  as  the  Canadian 
export  to  the  British  West  Indies. 

Canadian  exporters  who  are  aware  of 
the  fact  that  Switzerland  thus  offers 
a  very  excellent  opportunity  for  them  to 
get  in  touch  with  that  market  will  un- 
doubtedly welcome  th:s  news,  and  it  is 
hoped  that  the  invitation  of  the  City  of 
Lucerne  will  be  accepted 


This  is  the  large  show-room  at  the  end  of  the  entrance  hall,  spoken  of  in  the  accompanying  article.     Note  the 
glass  panels  separating  the  offices  and  the  artistic  lighting  arrangements.     Shown  by  courtesy  of  the  Thorn- 
ton-Smith  Company,    Toronto. 
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Knowledge  of  the  Science  of  Salesmanship  and 
Merchandising  will  Carry  Merchants  Through 

President  Mackintosh  of  the  Advertising  Clubs  of  the  World 

Tells  St.  John's  Ad.  Men  What  Proper  Education  Means  to  Better 

Business — Inefficiency   in   Business   Can    Only   Lead   to   Blank 

Failure — New  Methods  Required 


BRAIN  work  and  real  salesmanship 
are  two  points  which  Henry  Mac- 
kin  cosh,  president  of  the  Adver- 
tising Clubs  of  the  World,  stressed  at 
a  recent  meeting  of  the  Advertising 
Club  of  St.  John's,  N.  B.,  as  necessary 
qualifications  of  salesmen  and  merch- 
andising men  to  tide  over  the  present 
period.  While  the  manufacturer  might 
conduct  a  very  efficient  and  broadcast 
advertising  campaign,  Mr.  Mackintosh 
pointed  out  that  the  final  outlet  of  the 
product  was  through  the  retail  salespeo- 
ple; if,  therefore,  this  person  was  only 
half  as  efficient  as  he  should  be,  the 
outlet  of  merchandise  was  restricted  just 
to  that  extent.  Upon  the  proper  educa- 
tion of  salespeople,  said  the  speaker,  de- 
pended the  ability  of  many  business  men 
to  successfully  carry  on  their  business 
Over  a  prolonged  period  of  declining 
prices,  a  period  that  might  extend  for 
twenty-five  or  thirty  years.  The  presi- 
dent alluded  to  the  fact  that  many  men 
had  left  their  former  pursuits  at  the  be- 
ginning of  the  war-time  prosperity  to 
engage  in  retail  business.  These  men 
had  been  temporarily  successful  not  be- 
cause they  had  studied  the  science  of 
merchandising  or  salesmanship,  but  be- 
cause buying  was  being  done  on  an  ex- 
travagant scale,  and  all  that  was  requir- 
ed was  some  merchandise  and  a  place  to 
sell  it.  These  people,  he  said,  were 
bound  in  time  to  hit  the  wall  but  any 
man  who  would  devote  himself  conscien- 
tiously to  the  problems  of  doing  business 
on  a  falling  market  and  correlate  his 
selling:  and  his  advertising  might  escape 
these   consequences. 

Must   Learn  New   Methods 

Continuing  his  address,  Mr.  Mackin- 
tosh said,  in  part: 

"There  never  was  a  time  in  the  com- 
mercial history  of  this  continent  when 
it  was  so  urgent  that  we  business  peo- 
ple, get  together  and  discuss  conditions 
thoroughly  and  carefully.  We  have  got 
to  learn  to  do  business  to-day  on  an  en- 
tirely different  basis  from  the  last 
quarter  of  a  century  and  for  another 
quarter  of  a  century  to  come  we  will 
have  to  do  business  upon  this  new  basis. 

"Colonel  Ayres,  the  government  sta- 
tistician who  founded  the  statistical  de- 
partment for  the  American  Expedition- 
ary Forces  over  in  France  and  then 
came  back  to  Washington  and  investi- 
gated price  figures  running  back  more 
than  a  century,  has  prepared  a  very  in- 
teresting chart  which  shows  us  that  the 
extreme  peak  of  high  prices  over  which 
we  have  just  passed  is  nothing  new  in 
the  history   of  our  country.     We     have 


heard  people  talking  as  if  this  last  bur- 
den of  high  prices  were  something  ab- 
solutely unparalleled  in  the  history  of 
this  country,  while  it  has  happened  pre- 
cisely three  times  the  same  way.  Three 
times  prices  have  gone  up  250  per  cent, 
above  the  starting  point.  The  first  time, 
after  a  slow  climb  of  thirty  years,  that 
peak  was  reached  in  1812.  The  war  of 
1812  accelerated  the  climb  of  high  prices 
so  much  that  they  toppled  over  and 
started  down. 

"Then  for  twenty-five  years  that 
downward  path  continued  until  the  bot- 
tom of  the  valley  was  reached.  Once 
more  prices  started  slowly  to  climb  un- 
til after  a  quarter  of  a  century  the  war 
of  1861-1864  accelerated  the  prices  and 
toppled  them  over.  Again  they  started 
downward  and  kept  going  down  for  a 
period  of  twenty-five  years  when  once 
more  they  started  up  for  twenty-five  or 
thirty  years  until  the  great  war  acceler- 
ated them  enormously  and  again  they 
toppled  over  and  started  down. 

Prosperity  and  High  Prices 

"Prosperity  and  high  prices  have  no- 
thing in  common.  If  high  prices  meant 
prosperity,  which  would  be  the  most 
prosperous  country  in  the  world  to-day? 
It  would  cost  you  (but  I  hope  it  won't 
cost  you)  1,500,000  roubles  to-iday  to  buy 
a  suit  in  Russia.  It  would  cost  you 
2,000  roubles  to  send  a  first-class  letter. 
If  high  prices  meant  prosperity,  ob- 
viously a  country  having  prices  which 
have  reached  such  high  levels  wou'd  be 
the  most  prosperous  in  the  world.  In 
reality,  of  course,  high  prices  have  no- 
thing to  do  with  prosperity.  The  only 
relation  is  this:  How  much  in  commod- 
ities can  a  man  get  for  what  he  earns  by 
his  labor  ?  How  much  will  his  effort  buy 
him? 

"Most  of  the  selling  in  America  is 
done  of  course  by  retail  salespeople.  It 
isn't  done  by  highly  skilled  specialty 
salesmen.  And  these  salespeople  look 
upon  the  proposition  of  creating  desire 
and  concentrating  it  upon  certain  goods 
as  work.  Human  nature  naturally  flees 
from  work  and  retail  salespeople  in  the 
last  four  or  five  years  have  not  had  to 
sell  goods. 

"As  a  result  we  find  to-day  that  we 
are  obliged  to  meet  an  increased  resis- 
tance with  a  very  much  lowered  pres- 
sure. 

"I  like  to  lift  a  simile  from  the  elec- 
trical industry.  The  electrical  people 
have  a  law  they  call  Ohm's  Law.  Ohm's 
Law  tells  us  that  volume  always  equals 
pressure  divided  by  resistance.  Now 
Ohm's  law  of  electrical  industry  ppplies 


just  as  thoroughly  to  selling,  does  it 
not?  Sales  volume  always  must  equal 
sales  pressure  divided  by  sales  resis- 
tance. 

When  the  Sa'e  is  Made 

"I  like  to  compare  the  process  of  dis- 
tribution to  the  creation  of  a  vast  pipe 
line  leading  from  a  great  tank  into 
which  the  producer  pours  his  manufac- 
tured article.  The  first  link  in  the  pipe 
line  of  distribution  is  the  merchandise 
broker.  Then  there  is  a  joint  of  trans- 
portation, carrying  on  to  the  second 
link,  the  wholesale  house.  Another  joint 
of  transportation  carries  that  link  on  to 
the  ¥great  jobbing  house,  and  again  there 
is  a  joint  of  transportation  which  car- 
ries on  to  the  last  link  in  the  pipe  line, 
which  is  the  retailer.  Now  the  manu- 
facturer who  thinks  that  he  has  made  a 
sale  because  he  has  moved  his  merchan- 
dise out  of  this  tank  along  to  one  or 
other  links  of  that  pipe  is  making  a 
great  mistake.  Brokers,  wholesalers*, 
jobbers  and  retailers  do  not  use  mer- 
chandise; they  merely  handle  it.  Let  a 
manufacturer  move  a  thousand  cases  of 
his  merchandise  into  the  warehouse  of  a 
wholesaler  and  until  that  merchandise 
moves  along  the  pipe  line  of  distribution 
to  the  ultimate  consumer,  the  only  ef- 
fect is  to  clog  the  pipe  line  at  that  point. 

"The  only  sale  that  really  counts  is 
a  sale  made  to  the  person  who  will  wear 
the  stuff  out  or  eat  it  or  in  some  way 
render  the  reproduction  of  that  merch- 
andise necessary.  The  merchandise 
must  pass  clear  out  through 
the  end  of  the  pipe  before  the  sale  has 
really  been  completely  made.  At  the 
end  of  the  last  link  in  this  pipe  line  of 
distribution  we  have  a  tap,  and  through 
that  tap  ninety-lodd  per  cent,  of  all  mer- 
chandise sold  in  America  must  pass  and 
does  pass  into  the  hands  of  the  ultimate 
consumer.  That  tap  is  the  retail  sales 
person  behind  the  counter.  Experi- 
ments made  recently  have  shown  us  (in 
the  case  of  our  experiments  at  least) 
that  this  tap  is  just  forty-five  per  cent, 
open  to-day;  that  fifty-tfive  out  of  100 
sales  made  by  advertising  are  killed  by 
salespeople. 

"Advertising  seldom  sells  goods.  Ad- 
vertising does  not  sell  goods  except  in 
the  case  of  the  great  mail  order  houses, 
perhaps,  and  the  companies  that  deal  di- 
rectly with  the  consumer.  All  that  ad- 
vertising may  do  for  most  of  us  is  to 
bring  customers  into  stores  where  sales- 
people may  either  sell  them  goods  or  kill 
the  sales,  as  they  did  in  fifity-five  p,er 
cent,  of  the  cases  of  our  test. 
(Continued  on  page  89) 


Dry  Goods  Review 


HOME    FURNISHINGS 


89 


Extensive  Building  Helps  Business 

Housefurnishing  Houses  Have  Difficulty  in  Meeting  Demand 
for  Dotted  Swiss — Madras  Being  Used  Extensively  for  Dresses — 
Curtains  to  Match  New  Wallpapers — Many  Stores  Add  House- 
furnishing  Lines 


DOTTED  Swiss  muslin  is  so  much 
in  demand  these  days  that  home- 
furnishing houses  are  finding  dif- 
ficulty in  keeping  it  in  stock.  It  is  be- 
ing used  extensively  with  the  frills 
which  were  illustrated  in  the  March  is- 
sue of  Dry  Goods  Review.  All  the 
other  white  materials  are  moving  well 
too,  grenadines,  marquisettes  and  voiles 
being  the  best  after  dotted  Swiss. 
Madras  Selling 
Madras  is  selling  for  several  purposes. 
One  is  for  the  down-dilly  dresses  which 
England  is  so  fond  of  just  now  and 
which  manufacturers  in  Toronto  are 
making  up  for  the  Woodbine  races.  The 
other  use  is  for  curtainings.  Madras  is 
now  fairly  reasonable  in  price  and 
therefore  bought  by  small  retailers  who 
have  homefurnishing  departments  much 
more  than  it  was  a  year  ago. 

The  Toronto  representative  of  one  of 
the  largest  Scotish  manufacturing  hous- 
es has  a  new  line  of  madras  which  is  a 
mixture  of  silk  and  mercerized  yarn. 
This  madras  has  a  very  high  lustre  and 
finish  and  the  colors  are  very  attrac- 
tive. It  is  from  36  to  50  inches  wide 
and  is  moderately  priced  (it  goes  to  the 
trade  for  about  $1.55  a  yard).  The 
colors  are  rose,  blue,  olive  green,  mul- 
berry, copper  and  a  wonderful  gold. 

Then  there  is  another  line  called  Ter- 
ry madras.  There  are  panels  of  woven 
madras  separated  by  a  cloth  which  re- 
sembles terry  cloth.  The  pattern  is 
woven  in  the  madras,  however,  and  not 
printed  as  in  terry  cloth. 
Ca'orful  Wallpapers  Affecting  Curtains 
To  harmonize  with  wallpapers  which 
have  sunset  and  other  colorful  designs, 
the  drapery  people  are  paying  much  at- 
tention to  rich  soft  colors  in  the  lines 
they  are  making.  There  are  few  ma- 
terials shown  in  the  primary  colors  as 
there  were  a  year  ago.  The  softest 
shades  of  blue,  green,  purple  and  yellow 
are  being  blended  into  very  artistic 
"hangings. 

Filet  Curtains  Still  Good 
In  the  better  grades  of  white,  the  filet 
designs  on  net  and  marquisette  grounds 
are  still  selling  well.  Most  business  is 
of  course  done  in  the  made-up  curtains. 
Several  Toronto  firms  have  lately  in- 
troduced some  clever  designs  into  these 
lines.  The  filet  is  sometimes  combined 
with  an  imitation  of  Torchon  or  Irish 
lace.  Borders  are  good  either  flat  or 
scalloped.  The  flat  borders  sometimes 
have  designs  on  them. 

Business    Better   This    Week 
Though  the  late  Easter  season  delay- 
ed  the    homefurnishing   lines     consider- 
ably,   Toronto   houses    report    a   decided 
improvement   in   the    last   ten   days.     It 


must  be  remembered  that  there  was 
considerable  buying  last  fall  after  the 
"holding-off"  policy  of  the  year  before 
so  that  the  sorting  orders  have  been 
rather  small   this   spring. 

The  impetus  which  has  been  given  to 
building  in  the  last  six  weeks  and  the 
rapidity  with  which  houses  are  going 
up  has  helped  homefurnishing  lines.  The 
summer  cottage  business  has  not  been 
felt  yet  but  drapers  and  furniture 
houses  say  that  as  long  as  regu- 
lar building  continues  they  are  quite 
satisfied.  On  the  whole,  summer  cot- 
tages do  not  net  them  the  profit  that 
town  and  city  homes  do. 

Homefurnishing    Departments  Increasing 

A  representative  from  Dry  Goods  Re- 
view while  on  a  trip  through  central 
and  eastern  Ontario  this  month,  was 
particularly  impressed  with  the  increas- 
ing number  of  stores  which  are  adding 
homefurnishing  lines.  This  means  not 
only  the  usual  draperies  and  carpets 
but  furniture  and  wallpapers. 

The       principal       factor       in       mak- 
ing      such     a       department     a       suc- 
cess, wie    were     informed,     is     the     ob- 
aining  of  a   man  who   has   had   exper- 
ience  and  considerable    taste.     There   is 


no  other  branch  in  which  the  customer  is 
so  dependable  on  the  store.  Many  peo- 
ple have  not  the  slightest  ideas  on 
harmony   and    style   in  home-decoration. 

One  Belleville  department  store  has 
now  4  sections  given  over  to  the  fol- 
lowing lines:  carpets  and  draperies, 
bedroom  fittings;  wallpapers;  porch 
furniture.  The  man  in  charge  gives  es- 
timates as  to  the  approximate  cost  after 
seeing  the  home  and  suggestions  for 
style  and  harmony.  Though  this  de- 
partment was  begun  last  year  when 
business  on  the  whole  was  very  lax,  it 
has  carried  itself  along.  The  people  of 
Belleville  seem  to  like  the  idea  of  un- 
loading their  household  cares  on  capable 
shoulders. 

A  general  store  in  Trenton,  Ont.,  has 
increased  its  turnover  in  the  last  year 
from  $3,000  to  $13,0®0.  It  consists  of 
draperies  only  and  is  only  a  small  sec- 
tion on  the  second  floor.  The  sole  fix- 
tures are  four  attractive  windows  over 
which  curtains  are  draped  in  various 
ways.  The  manager  of  this  store  be- 
lieves that  the  care  which  he  has  given 
in  buying  on'y  merchandise  which  will 
turn  over  quickly  and  in  stocking  small 
quantities  at  a  time  has  made  this  de- 
partment so  successful. 


EXTENSIVE  BUILDING 

(Continued  from  previous  page) 

"We  don't  sell  articles,  we  sell  the 
need  for  or  the  use  of  an  article.  Twenty 
years  ago  Mr.  Simmons,  of  the  Sim- 
mons Hardware  Company,  said  to  the 
salesmen  in  hardware  stores:  'Don't  try 
to  sell  augers;  sell  the  customers  holes 
and  he  will  have  to  buy  an  auger  to 
make  them.'  The  same  thing  is  true  of 
everything  that  you  and  I  try  to  sell. 
For  example,  let's  take  the  case  of 
men's  overcoats.  Perhaps  you  think 
you  bought  an  overcoat  last  Fall?  You 
didn't  buy  an  overcoat.  What  you 
bought  was  warmth,  comfort,  protection, 
style,  fit,  appearance.  You  bought  the 
functions  of  the  overcoat.  Every  wo- 
man who  buys  clothes  buys  style  first 
and  the  other  considerations — she  does 
not  buy  a  cloak  or  suit;  she  buys  the 
function  of  the  cloak  or  suit  to  her.  It 
is  always  true  that  what  we  must  sell 
is  the  use  to  which  the  article  is  to  be 
put.  To  find  that  use  we  must  look  at 
the  article  through  the  eyes  of  the  pros- 
pective customer  and  consider  what 
could  the  customer  do  with  this  article 
if   she  or  he  bought  it. 

"It  is  a  fact  that  the  good  will  of  our 
customers  on  which  the  success  of  our 
business  depends  no  less  than  the  re- 
claiming of  fifty-five  per  cent,  of  sales 
which  might  be  and  are  not  made  as  the 


result  of  our  advertising,  rests  in  the 
hands  of  retail  salespeople.  What  are 
we  going  to  do  about  it?  What  are  we 
going  to  do  to  realize  that  fif ;y-jfive  per 
cent,  of  lost  sales?  The  answer  musti 
be  found  in  education. 

A  Campaign  of  Education 
"The  Associated  Advertising  Clubs  of 
the  World  are,  without  question,  the 
greatest  marketing  organization  in  the 
world,  and  therefore  we  have  felt  that 
it  was  our  duty  not  only  to  get  in  back 
of  a  movement  for  better  advertising, 
but  to  enable  the  retailers  using  this 
better  advertising  to  secure  its  full  bene- 
fit through  backing  it  up  by  better 
salesmanship.  Therefore  our  education- 
al department  has  prepared  two  courses, 
one  a  short  course  in  advertising  which 
the  retailer^or  the  person  in  his  es- 
tablishment who  takes  care  of  his  ad- 
vertising— may  take  up,  and  the  other 
one  a  short  course  in  retail  selling  for 
the  benefit  of  the  salespeople  in  the  re- 
tail stores.  The  short  course  in  adver- 
tising is  generally  put  on  by  our  local 
advertising  clubs,  and  is  meeting  with 
great  success  in  all  parts  of  the  coun- 
try. Some  of  our  clubs  are  also  putting 
on  the  short  course  in  retail  selling, 
while,  in  other  cases,  the  retailers  pre- 
fer to  put  this  course  on  in  their  own 
stores." 
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THE  JAMIESON  LINE  OF  CANADA 
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L  4 

As  illustrated  — 
2%  yds.  by  38"— 
white  or  cream. 
Novelty  design. 
Splendid  value. 
Per  pair,  $1.65. 


NOVELTY  LACE 
CURTAINS 


L    8 

As  illustrated  — 
2%  yds.  by  40"— 
white  or  cream. 
Dainty  allover 
pattern  with  nov- 
elty corner  ef- 
fect. Per  pair, 
$1.95. 


L  13 


As  illustrated  — 
2V2_  yds.  by  40"— 
white  or  cream. 
Spot  effect  on 
ground.  Fancy 
corner.  Per  pair, 
$2.45. 


IMMEDIATE    SHIPMENT 

FROM  STOCK 

L  15 

As  illustrated  ■ — 
2y2  yds.  by  40"— 
white  or  cream. 
Fancy  ribbon  ef- 
fect. Novelty 
centre.  Splendid 
seller.  Per  pair, 
$2.45. 


L45 


As  illustrated  — 
2]2  yds.  by  40"— 
ivory  only.  Stripe 
effect  with  nov- 
elty panel  at 
foot.  Per  pair, 
$2.35. 


AT  TORONTO 


L  19 


As  illustrated  — 
2Vz  yds.  by  45"— 
cream  or  ivory. 
Dainty  small  spot 
effect  with  hand- 
some border.  Per 
pair,    $2.95. 
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6  Wonderful  Values — Single  Bordered  Curtains. 
Buy  these  for  stock-  Write 

ALEX.  JAMIESON  &  CO.,  55  Bay  Street,  TORONTO 
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Comforters  of  Distinction 

Our  idea  of  the  Canadian  comforter  business  is  that  in  the  past  too 
much  attention  has  been  paid  to  price  and  not  enough  care  given  to 
quality  and  design.  This  we  have  endeavored  to  overcome  as  il- 
lustrated above.  We  have  a  range  of  really  artistic  patterns  and 
colorings. 

We  convert  our  own  silkolene  and  Cretonnes  for  covering  com- 
forters, therefore  our  prices  are  right. 

DOWN  FILLED  COMFORTERS 

We  have  secured  the  exclusive  Canadian  selling  rights  of  one  of 
the  largest  manufacturers  of  down  filled  quilts  in  England. 

See  Our  Representatives 

Daly  &  Morin,  Limited 

Manufacturers  and  Converters 

Lachine  -  Montreal 
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We  Have  the  Largest  Stock 

of  Drapery  and  Lamp  Shade  Trimmings 

IN  CANADA 

WE  MANUFACTURE 

CRETONNE  EDGINGS         SILK  EDGINGS 
BALL  FRINGES  METAL  GALLOONS 

LAMP  SHADE  FRINGES 

and  Drapery  and  Lamp  Shade  Trimmings  of 

every  description 

Order  Now   From    Our    Toronto    Stock 

Look  over  your  shelves.  Be  sure  that  no 
item  is  missing.     Fill  in  the  holes. 

We  have  samples  in  every  line — ready  to 
mail  you  on  request.  Orders  are  filled  from 
stock  and  shipped  immediately. 

Morris  Bernhard  Co.  (Canada),  Ltd. 

24  Wellington  St.  W.,  Toronto 
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FOR  THE  BUYER 

OF  LACE  CURTAINS 

AND  NETS! 


THESE  CUTS  will  give  you  an  idea  of 
some  of  our  latest  productions  for  the  Fall 
Trade.  Our  new  designs  in  NETS  are  equal- 
ly up-to-date.  Such  goods  will  mean  sure 
sales  and  large  profits  for  you. 


No.  [2207   "Double  Thread"  Weave 
No.  2175       "Filet  Net"  " 

No.  2167       "Filet  Net"  " 

No.   4110       "Filet-Crochet"       " 


An  Invitation! 

When  in  Montreal  visit  our  new 
permanent  Canadian  Office  and 
Warehouse.  Make  this  your  head- 
quarters for  mail  and  business 
appointments. 


T.  I.    BIRKIN   &   CO 

of  Nottingham,  England 

275  CRAIG  ST.  WEST 

(around  the  corner  from  Victoria  Sq.) 


MONTREAL 


C.  W.  WILLIAMS 

Manager  Canadian  Warehouse 

Telephone:  Main  1980 
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House-Cleaning  Time 

IS  HERE 

Old  Window  Shades  are  being  taken  down  and 
discarded.   New  ones  must  necessarily  go  up. 

People  are  moving  into  new  homes,  that  means 
more  new  shades. 

HOW  IS  YOUR  STOCK? 

Are  you  ready  for  this  big  rush  of  spring  trade? 

We  are  ready  to  cc operate  with  you.  Order 
now.  "Dalmor1"'  Brand  shades  are  the  best — ask 
for  them — they  are — 

Arrow  *  Dominion  *  Regal  *  "Peerless  *  De  Luxe  Tints 


DALY  6?  MORIN  LIMITED 

LACHINE  *  MONTREAL  *  QUEBEC 


Cables: 

TOWELLINGS,  MANCHESTER 

A.B.C.  5th  EDITION 

THOS.  POTTER  &  SON 

LATE  ELI  LEES  &  CO..  LTD. 

MANUFACTURERS  OF 

WHITE,  GREY,  FANCY  TURKISH  AND 
HONEYCOMB 

TOWELS 

BATH     BLANKETS,     TERRY    CLOTHS, 

ROLLERINGS 

BLEACHED  TWILL  AND  PLAIN 

Sheets   and   Sheetings 
31,  MAJOR  STREET,  MANCHESTER 


AGENTS 


H.  WARD  DIBB  &  CO. 


MONTREAL  OFFICE 
SOS  NEW  BIRKS  BLDG. 
HARLING  &  EAST 


CARLAW  BUILDINGS 
30  WELLINGTON  ST.  W. 

TORONTO 


Telegrams: 
"Wardibb,  Toronto. 


Telephone: 
'Adelaide  1802" 


TEXTILE  SMALLWARES 

JAMES  CARR  &  SONS,  LIMITED 
CLARENCE  MILLS 

CLARENCE  STREET.  CHESTER  ROAD 

MANCHESTER 

Manufacturers  of  all  classes  of  Webs, 
Cords  and  Bindings,  in  cotton,  wor- 
sted and  linen;  Curtain  Webs,  Edg- 
ings, Layon  Borders,  Blind  Cords, 
Carpet  Binding,  Cotton  Banding,  etc. 

Original  Patentees  of 
CARR'S  WOVEN  LADDER  TAPE. 

WHOLESALE  ONLY. 

Agent  for  Canada: 

Mr.  D.  F.  Moore 

Manchester  Building,         Melinda  Street 

TORONTO 
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Products 


There's  Desirable 
Summer  Profit 


in 


KENWOOD  BED  BLANKETS 


A  great  many  stores  last  year  demonstrated  that  the  lovely  color- 
ings and  sound,  dependable  quality  of  THESE  Blankets  creates  an 
appeal  which  causes  them  to  sell  the  year  'round  regardless  of  weather. 

These  stores  also  found  that  there  is  both  extra  profit  and  customer 
satisfaction  in  the  sale  of  Kenwood  solid  color  Bed  Blankets  — 
blue,    scarlet,   tan,   emerald  and  grey — for  camp  and  cottage  use. 

The  following  Kenwood  Features  Help  your  Salespeople  Increase  Business 


-  Made  in  a  Canadian  Mill  by  Canadian  work- 
men 

4100%  pure  NEW  wool 

-  Woven  100  in.  wide  and  mill-shrunk  to  72  in. 

-  Hold  shape  and    size  even  though  laundered 
carelessly 

-  Edges  whipped  with  strong  worsted  or  bound 
across  ends  with  3  in.  satin  ribbon 


—  Kenwood  solids  of  blue,  scarlet,  tan,  emerald, 

white,  rose  or  lavender 

—  Kenwood   checks  of  rose-white,  blue-white, 
tan-white  or  lavender-white 

—  Kenwood  new  three-tone  color  creations  of  rose- 
tan-white  or  blue-tan-white 

—  Sizes:  72  x  84  and  60  x  84 

—  Weights:  4  pounds  and  3%  pounds 


A  sample  assortment  of  these  desirable  bed  blankets — 

just  one  pair  of  each  of  the  twelve  patterns — will  enable 

you  to  test  for  yourself  their  sales  qualifications. 

KENWOOD  MILLS  LTD.,  Arnprior,  Ontario,  Canada 
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KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WINDOWSHADE  JOBBERS 


Made   by 


JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 


Could  you  retire  in  20  years? 

Perhaps  you  don't  want  to — but  all  the  same  it  is 
a  very  pleasant  feeling  to  have  enough  gilt-edged 
securities  tucked  away  that  if  business  does  get 
troublesome  you  haven't  the  slightest  worry. 

The  big  point  is  this — profit  is  not  profit  until  it 
is  safely  invested  and  bearing  interest.  There  is  so 
much  of  the  average  merchant's  earnings  that  are 
frittered  away  in  non-essentials,  when  he  might 
create  an  estate  separate  from  his  business  load. 

THE  FINANCIAL  POST  points  the  way  to  safe, 
sane  investment  in  sound  securities.  Through  the 
Investors'  Enquiry  Service  you  get  the  bed-rock 
facts  behind  any  and  all  investments.  Before  you 
buy — write. 

The  $5.00  invested  in  THE  FINANCIAL  POST 
service  for  a  year  will  mean  hundreds  of  dollars  to 
you,  if  you  follow  the  hints,  tips  and  suggestions  in 
the  investment  of  your  profits.  When  so  many  mer- 
chants have  found  its  pages  valuable  to  them,  will 
you  not  fill  in  the  coupon  and  find  out  for  yourself 
just  how  valuable  THE  FINANCIAL  POST  can  be 
to  you? 

rHE    FINANCIAL    POST, 
143  University  Ave., 

Toronto,    Ont.  1922 

On  the  understanding  that  THE  FINANCIAL  POST  holds 
just  the  facts  I  need  for  safe  investment,  you  may  send 
me  a  recent  issue.  If  I  decide  not  to  take  it.  I  will  write 
yon  within  five  days — otherwise  you  may  bill  me  for  $5, 
subscription    price    for    one    year. 

Name     

Address     


TELEGRAMS: 
WAKEFUL 
GLASGOW 


CODE: 
A.B.C. 
5TH  EDITION 


WILSON  &  CO. 

48  ALBION  STREET 

GLASGOW 

Manufacturers 

Ecru  and  Colored  Madras  Muslins, 
Coin  Spots  and  Figured  Harness 
Book  Muslins        Robe  Muslins 

Voiles 

Anglo-Swiss  and  Broche  Muslins, 

"Wilsco"  Lawns,  "Zelette" 

LACE  CURTAINS 

LACE  NETS 
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Cushions 

and 

Floor  Coverings 

for 

Verandah 

and 

Summer  Cottage 


IT  IS  EASIER  TO  SELL 

SEASONABLE  ARTICLES 

This  is  the  season  when  your  customers  are  purchasing  out-of-door 

necessities. 

We  are  MANUFACTURERS  of  cushions  and  cushion  forms  suitable 

for  all  purposes  from  boats  to  chesterfields. 

We  also  have  a  complete  range  of  cocoa  mats,  fibre  rugs  and  all 

other  suitable  floor  coverings  for  verandah  and  summer  cottage. 

Mail  your  order.     Shipments  promptly  forwarded. 

The  Canadian  Carpet  &  Comforter! Mfg.  Co. 

LIMITED 

360-376  Dufferin  St.,  Toronto 
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CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
Casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex. 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 
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READY-TO-WEAR 


Dry   Goods  Review 


Paris  Demands  Comfort  in  Children's  Wear: 
New  Models  Described  by  Paris  Correspondent 

Linen  and  Sponge  Cloth  in  Light  Shades  Are  Among  the  Fav- 
orites for  the  Young  Folks — Cotton  Gabardine  a  Favorite  for 
Children's  Costumes — Different  Styles  of  Rompers — Some  Novel 

Seaside  Costumes 

Written  Specially  for  Dry  Goods  Review  by  our  Paris  Correspondent 


PARIS,  April  27th,  1922 
As  mentioned  'in  my  last  letter,  I  will 
to-day  take  up  children's  wear. 

Of  course,  in  Summer,  the  main  point 
in  that  department,  is  to  insure  the 
greatest  freedom  and  comfort  to  the  little 
ones,  who  will  not  bear  any  heavy  cloth- 
ing, or  be  hindered  in  their  movements. 
The  present  fashion,  in  that  respect,  is 
a  very  practical  one,  for  little  boys  and 
little  girls  have  hardly  anything  on  their 
body  during  the  hot  days  of  Summer: 
just  a  cotton  combination  and  a  dress 
or  a  suit. 

Linen  and  Sponge  Cloth 

Linen  is  a  great  favourite  for  them, 
but  sponge  cloth,  less  cold,  would  do 
quite  as  well,  if  not  better,  to  prevent 
colds  that  are  not  unfrequent  in  hot 
weather.  Of  course,  l;ght  shades  that 
wash  easily  are  always  preferred:  sal- 
mon pink,  lavender  blue,  white,  with 
colored  trimmings  are  amongst  the  most 
favoured.  Similar  designs  are  chosen  for 
both  tiny  boys  or  girls :  the  boy  has  the 
shortest  pants  you  can  think  of,  with 
pockets  in  front,  underlined  with  embroi- 
dery, and  a  sleeveless  vest,  with  an  oval 
neckline,  also  trimmed  with  embroidery, 
or  braiding,  and  on  which  the  pants  are 
fastened  by  means  of  big  pearl  but- 
tons. The  little  girl  has  a  straight  frock, 
•exactly  in  the  same  shape  as  the  boy's 
vest,  fasten'ng  on  the  shoulders,  and 
with  a  narrow  loose  belt,  low  down  the 
back.  Of  course  the  skirt  is  very  short. 
While  she  has  a  capelr-'e  hat  in  linen  to 
match  her  frojk,  her  companion  will 
wear  a  real  panama  straw  hat,  almost 
like  daddy's. 

Instead  of  an  inner  vest,  a  Russian 
waist,  trimmed  with  open  work  would 
look  nice  too,  and  more  dressy. 

Sailor   Suits    for    Spring 

In  the  Spring,  sailor  suits  made  of 
serge,  with  braided  motifs,  and  a  sailor 
cap,  are  found  very  convenient,  and  of- 
ten asked  for.  Later  on,  if  the  pleated 
skirt  and  loose  waist  is  the  weakness  of 
the  mother,  similar  suits  could  be  made 
in  linen,  and  even  sponge  cloth,  which  is 
exceedingly  fashionable  this  season,  in 
plain  or  striped,  or  checked  designs. 

Cotton  gabardine  is  a  great  favourite 
material  for  children's  costumes:  we 
nave  any  amount  of  one  piece  dresses, 
or  wa;sts  for  boys,  made  in  that  material 
which  is  only  trimmed  with  narrow  white 
braidings,  or  a  bit  of  embroidery.  The 
lines  are  always  very  staple,  hardly  any 
sleeves,  and  when  the  waistline  is  un- 
derlined, it  is  low,  and  the  skirt  is  no- 


thing more  than  a  flounce  a  few  inches 
high. 

Our  little  boys  look  very  pretty,  when 
dressed  up  for  a  party,  with  a  trouser 
costume,  composed  of  tiny  plain  pants, 
fastened  on  a  waist  quite  plain,  or  with- 
a  little  openwork,  and  a  deep  finely  tuck- 
ed "collarette"  and  turned  up  cuffs  on 
the  short  sleeves  that  fully  show  the  el- 
bow. 

Rompers  are  Fancied 

Rompers  are  also  the  object  of  much 
fancy;  there  are  some  worn  over  a  fancy 
waist,  with  straps,  trimmed  with  braid- 
ing, and  others  one  piece,  fastened  in  ■ 
front,  and  rendered  less  plain  by  means 
of  big  colored  stitchings.  Others  are  in 
sand  cotton  fabric,  with  all  sorts  of  de- 
signs inserted  from  place  to  place,  in 
rather  showy  colors,  just  what  is  need- 
ed to  catch  the  child's  fancy. 

There  is  now  a  great  tendency  to  dress 
our  very  young  girls  in  very  wide  dress- 
es, short,  as  usual,  but  deeply  flounced 
on  a  tiny  yoke,  or  with  any  amount  of 
tucking,  that  makes  the  skirt  very  broad. 
They  look  clumsy  in  them,  but  pretty  all 
the  same,  especially  if  they  wear  w'ti 
such  dresses  an  amusing  country  bonnet, 
of  dotted  muslin,  same  as  their  dresses. 

Our  little  boys'  overcoats  are  very 
much  like  their  fathers'.  Raglan  shape 
with  any  number  of  pockets,  big  but- 
tons, fancy  collars  and  revers:  the  ma- 
terial generally  chosen  are  covercoat, 
cheviot  and  all  kind  of  English  suit 
cloths. 

Girls'  Coats 

Our  little  girls,  on  the  other  hand, 
stick  to  French  materials  for  their 
coats,  which  are  usually  made  of  "drap- 
ella,"  of  a  sand,  grey  or  beige  color. 
These  coats  are  wide,  with  turned  up 
collars,  long  sleeves,  and  no  trimm'ngs 
but  big  galalith  buttons.  For  Summer 
wear,  they  may  put  over  their  tiny  dress 
a  Linen  coat,  elaborately  trimmed  with 
embroidery  or  braiding,  and  very  fanci- 
ful. 

For  the  Seaside 

For  the  seaside,  we  shall  often  see 
them  dressed  in  bright  colored  wool  jer- 
sey, of  knitted  yarns,  with  fancy  polo 
caps:  both  boys  and  girls  will  be  dressed 
alike,  with  knickers  and  short  waists 
that  won't  worry  them.  Our  little  girls 
will  insist  on  having  a  bathing  suit  of  a 
very  fancy  style,  and  their  "peignoirs" 
will  be  made  of  original  sponge  cloth, 
with  big  white  revers,  and  cuffs.  When 
crepon  is  used  for  th's  purpose,  it  will 
be  adorned  with  fancy  designs  inserted. 


The  youngest  generation  of  men  is  al- 
ready wearing  pyjamas,  either  made  of 
embossed  crepon,  of  light  colors  with 
white  cuffs  and  revers,  or  in  fancy  print- 
ed cotton  fabrics,  with  dark  colored  ac- 
cessories. 

All  the  footwear  for  little  ones  is  low 
shoes  with  straps,  and  the  hatwea'r  con- 
sists of  a  drooping  brimmed  hat  for  lit- 
tle girls,  devised  in  all  materials,  and  a 
turned  up  hat  in  straw  or  l'nen  for  lit- 
tle boys. 

The  Older  Children 

What  I  wrote  above  applies  to  children 
under  7  years  of  age.  Afterwards,  our 
boys  are  dressed  in  a  less  fanciful  way; 
sailor  suits  with  short  or  long  trousers, 
Norfolk  suits,  fancy  sports  costumes, 
with  white  trousers,  and  fancy  striped 
coats,  there  is  nothing  very  particular 
about  their  clothing.  Then  they  dress  like 
gentlemen,  more  elaborately,  and  with  a 
particular  attention  to  their  ties,  socks, 
etc.  just  like  all  dandies. 

Our  little  girls  begin  to  know  what  >s 
fashionable,  and  take  an  interest  in  the 
manufacturing  of  their  dresses.  They 
want  to  look  very  pretty,  and  their  taste 
comes  in  sometimes  useful.  When  about 
10  years  old,  our  young  ladies  begin  to 
wear  silk  dresses:  taffetas  is  rather 
fashionable  just  now  for  afternoon  or 
wedding  dresses  for  them:  they  are  very 
simple,  generally  composed  of  a  very 
straight,  flat  bodice,  and  a  fluffy  skirt, 
made  of  two  or  three  scalloped  frills; 
the  waist  is  long  and  there  are  tiny  bal- 
loon sleeves.  In  pink,  blue  or  changing 
taffetas,  they  are  very  dainty.  The  hat 
that  matches  it  is  in  taffetas,  with  rib- 
bons and  pridles.  A  similar  dress,  only 
with  one  frill  on  the  skirt,  but  two  or 
three  rows  of  ruffles  is  also  very  nice 
and  for  her  first  ball  (young  ladies  go 
out  dancing  very  early  nowadays,)  these 
ruffles  may  be  replaced  by  garlands  of 
flowers,  and  a  similar  one  in  the  hair. 

Tailored  costumes  are  pretty  much  the 
same  as  ladies :  they  are  composed  of  a 
plain  skirt  and  a  short  loose  coat  with 
pagode  sleeves,  long  waistline.  Casha  is 
the  most  favoured  cloth  for  this  pur- 
pose. Sometimes  they  have  a  one-piece 
dress,  or  a  fancy  cotton  voile  blouse, 
trimmed  with  openwork,  and  draped 
down  the  waist  which  is  always  long. 
Their  shoes  are  a  mixture  of  straps,  very 
fanciful,  and  their  hats  are  as  a  rule, 
capelines,  with  ribbons  and  flowers.  Next 
month  FANCIES. 

Yours  truly, 
JEANNE  GSELL 
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A  Mismanaged  Alteration  Department 

Unless  Properly  Handled  it  Can  Frequently  Undo  Good  Sales- 
manship in  a  Ready-to-Wear  Department — Value  of  Prompt 
Delivery — Points  to  Remember  Regarding  Alterations — Cost 
Schedule    and    Record    Book — Eliminate    Alterations    Where 

Possible 


A  READY-TO-WEAR  department 
store  cannot  be  considered1  iOO 
per  cent  efficient  in  point  of  ser- 
vice uniess  its  alteration  department  al- 
so lives  up  to  the  standards  set  for  the 
store  in  general.  Although  the  sale  of 
a  garment  may  be  made  with  satisfac- 
tion to  'the  customer,  yet  the  best  efforts 
of  the  selling  staff  are  rendered  null 
and  void  by  poor  co-operation  by  the 
alteration  department  that  fails  to  keep 
its  promise  or  which  is  run  on  slipshod 
methods  that  can  only  undo  all  the  good 
accomplished  by  the  main  section. 

Women's  and  children's  clothing  may 
be  ever  so  effectively  arranged  and  dis- 
played, and  may  be  merchandized  by 
the  most  approved  methods,  having  ev- 
erything to  commend  it  to  the  taste  of 
the  buyer,  yet  the  unseen  alteration  de- 
partment may  act  as  a  destructive  agent 
and  create  a  continual  expense,  all  for 
want  of  a  definite  and  painstaking  over- 
sight on  the  part  of  the  department 
head. 

A  Common  Error 

In  a  certain  store  visited  by  Dry 
Goods  Review  lately,  this  particular 
form  of  faulty  service  was  particularly 
glaring.  Several  customers  had  bought 
new  Spring  suits  which  they  desired  to 
wear  as  soon  as  possible,  and  one  wo- 
man was  counting  upon  having  her  new 
costume  in  readiness  to  wear  to  the 
races  on  the  opening  day.  The  suits 
had  been  bought  fully  four  days  ahead 
and  the  alterations  needed  were  slight, 
including  shortening  of  skirts,  moving 
buttons,  and  in  one  case,  making  the 
waist  hand  tighter.  Yet,  though  a  pro- 
mise had  been  given  to  deliver  these, 
none  were  forthcoming  and  the  only  ex- 
cuse vouchsafed  was  the  time-worn  "I'm 
sorry,  Madam,  but  the  alteration  de- 
partment was  so  rushed  it  could  not  get 
your  suit  done  in  time."  This  sort  of 
happening  is  becoming  all  too  common 
in  even  the  best  stores  unfortunately, 
and  it  has  the  usual  result  of  making 
customers  disgusted  with  the  entire 
store.  They  put  no  more  faith  in  any 
prom'ses  made  to  them  in  any  depart- 
ment, and  they  tell  their  friends  how 
disappointed  they  have  been.     The  mor- 


KENT-McCLAIN  AGAIN 

Mr.  Wm.  McCaig  has  recently  established 
a  gent's  furnishing  business  on  Bloor  St. 
West,  Toronto.  This  new  store  is  situ- 
ated in  the  rapidly  growing  Runnymede 
district  and  carries  a  comprehensive  line 
of  men's  wear.  Mr.  McCaig  has  purchased 
display  equipment  from  Kent-McClain 
Limited    (Toronto    Show   Case    Co.) 


al  about  such  episodes  is  obvious.  There 
are  many  ways  in  which  the  necessity 
for  alterations  may  be  lessened,  particu- 
larly in  rush  times  when  it  is  to  every- 
one's advantage  to  undertake  as  little 
extra  work  as  possible.  Some  saleswo- 
men have  been  found,  however,  who-  con- 
sider it  good  policy  to  suggest  altera- 
tions because  the  charge  for  the  latter 
goes  to  swell  the  profits  of  the  depart- 
ment. This  attitude  should  be  dis- 
couraged at  all  times,  for  even  though 
a  customer  may  be  willing  to  pay  the 
extra  sum  charged  for  effecting  altera- 
tions, she  may  at  the  same  time  be 
obliged  to  economise  on  some  other  ar- 
ticle, such  as  a  blouse,  hat  or  footwear 
which  she  had  previously  planned  to  buy 
in  the  store. 

Keep   These    Points    in    Mind 

The  first  rule  which  should  be  observ- 
ed in  this  connection  is  the  recommenda- 
tion that  no  garments  which  require 
radical  alteration  are  to  be  sold.  Cus- 
tomers must  be  convinced  that  garments 
requiring  alteration  are  inevitably  spoil- 
ed s'nce  the  original  lines  are  thus  al- 
tered. But  when  alterations  are  actual- 
ly necessary,  the  following  points  should 
be  kept  in  mind  ah  all  times. 

Have  efficient  fitters  whose  first 
markings  are  correct. 

Avoid  altering  a  second  time. 

Make  a  customer  feel  at  all  times  that 
you  are  doing  everything  possible  to 
satisfy  her,  but  don't  let  her  get  the 
impression  that  she  is  conferring  a 
favor  on  the  store  by  purchasing  a 
garment. 

Be  courteous  at  all  times  to  customers 
whether  they  call  personally  or  by  tele- 
phone. 

Don't  promise  deliveries  which  cannot 
be  made. 

Make  deliveries  as  promised. 

Insist  upon  satisfactory  work  in  the 
alteration  room,  even  though  it  means 
a  slight  increase  in  the  cost  of  operating 
and  in  overhead  expense.  Efficient  ser- 
vice in  this  connection  will  ultimately 
reduce  cost  and  mean  better  business 
and  more  satisfied  customers. 

Have  a  fixed  schedule  of  prices  for 
the  usual  alterations  and  have  this  mem- 
orized by  saleswomen  so  that  they  may 
be  able  to  give  an  estimate  to  customers 
at  once.  In  certain  cases  it  may  be  ad- 
visable to  offer  alteration  work  free,  es- 
pecially when  it  concerns  the  usual 
lengthening  of  sleeves,  or  shortening  of 
skirt,  but  the  more  general  rule  is  to  fix 
upon  a  set  schedule  of  extras,  or  on  an 
outside  figure  to  cover  the  entire  oper- 
ation.  This    should   be   reckoned   on   the 


amount  of  time  reqired  by  the  sewing 
girl  in  the  workroom  to  effect  the 
changes,  and  is  usually  based  upon  a 
cost  of  fifty  cents  an  hour.  In  cases 
where  hand  work  is  necessary  instead 
of  machine  stitching,  the  scale  should 
include  charges  for  both  such  as  "Hems 
altered  by  hand— $2.  By  machine — $1." 

Record  Book  Simplifies  Calculation 

The  head  of  the  workroom  should  main- 
tain a  record  book  in  connection  with 
alteration  work.  In  such  a  book  she 
should  note  the  exact  time  taken  by  a 
sewing  girl  to  do  a  particular  piece  of 
work.  In  larger  stores,  cards  are  us 
which  are  punched  "start"  and  "stop" 
to  record  the  time  taken,  and  such  cards 
are  collected  every  day  and  kept  in  the 
office,  where  the  exact  charge  for  alter- 
ation is  then  computed.  Each  customer 
is  known  by  a  number  for  greater  con- 
venience, and  this  number  is  also  punch- 
ed on  the  card. 

Explain  Delays 

There  is  one  other  detail  which  counts 
for  added  service  but  which  is  generally 
overlooked  by  ready-to-wear  depart- 
ments. This  concerns  the  matter  of  per- 
sonal interest  in  the  customer  whenever 
a  hitch  or  difficulty  with  regard  to  de- 
livery of  her  purchase  is  concerned.  A 
telephone  call,  worded  courteously  and 
explaining  exactly  what  has  caused  the 
delay  in  sending  the  garment,  will  please 
and  mollify  the  most  exacting  custom- 
ers. Do  not  leave  it  to  the  purchaser  to 
call  up  the  store  and  demand  the  rea- 
son for  the  delay  but  rather  have  the 
sales  person  who  sold  the  garment  get 
in  touch  with  her,  and  then  when  the 
work  is  ready,  it  should  be  sent  by  spec- 
ial delivery  and  not  left  to  go  in  the  or- 
dinary way.  A  purchase  delivered  on 
time  is  one  of  the  surest  means  of  esta- 
blishing good  will  that  any  department 
needs  to  build  on. 


A.  0.  Dawson,  president  of  the  Can- 
adian Cottons,  Limited,  is  spoken  of  as 
vice-chairman  of  the  Montreal  branch  of 
the  C.  M.  A. 


KENT-McCLAIN  AGAIN 

Messrs.  Holt-Renfrew  &  Co.  have  recently 
made  alterations  in  their  Toronto  store  for 
the  purpose  of  carrying  a  line  of  high 
class  ready-to-wear  men's  suits.  Addition- 
al display  fixtures  in  %  cut  Oak  have 
been  installed  by  Kent-McClain  Limited 
(Toronto  Show  Case  Co.) 
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Cool  Apparel  Appears  for  the  Summer 

Vivid  Colors  Adopted  by  Youthful  Element — Quieter  Tones  for 

the    Matrons — New    Separate    Skirts    Show    Diverse    Styles — 

Blouses   Favor   Voile   as   Popular   Fabric — Show    Skirts   With 

Blouses  and  Double  Your  Sales 


A  SUMMARY  of  ithe  coming  Sum- 
mer's modes  was  touched  upon 
this  month  by  a  leading  Montreal 
manufacturer  of  dresses  who  has  stud- 
ied the  trend  of  demand  closely  and  has 
noticed  several  outstanding  features 
about  the  coming  season  which  might 
ordinarily  escape  the  attention  of  some 
buyers. 

"We  have  to  cater  to  two  types  of 
women  this  Summer,"  he  remarked, 
"and  the  situation  is  somewhat  differ- 
ent than  it  used  to  be.  For  instance, 
the  more  mature  woman  is  now  inclined 
to  dress  in  quiet,  subdued  colors,  such 
as  black,  grey,  beige  or  the  dull  blues, 
while  her  younger  sister  flaunts  in  all 
the  brightest  tints  procurable.  The 
days  are  gone  when  it  was  considered 
correct  for  young  girls  or  debutantes 
to  array  themselves  in  pastel  tints  and 
delicate  blues  and  pinks.  They  now  de- 
mand scarlet,  jade,  yellow  and  so  on,  in 
the  most  pronounced  tones.  As  some- 
body cleverly  remarked.  'The  debutante 
of  to-day  wants  to  look  rather  more  like 
a  poster  than  a  French  bouquet'  and 
this  is  exactly  true." 

Ready-to-Wear    Demand    Divided 

There  is  [apparently  a  distinct  divi- 
sion between  the  demand  for  ready-to- 
wear  garments  from  young  girls  and 
that  of  older  women.  During  the  Spring 
months  just  ended,  most  Montreal  stores 
reported  a  phenomenal  demand  for  tan 
top  coats  of  polo  or  chinchilla  cloth,  to- 
gether with  homespun  dresses  or  fring- 
ed skirts  with  sheer  dimity  blouses,  by 
the  younger  element,  while  the  older 
set  seemed  universally  in  favor  of 
well  tailored  navy  blue  twill  suits  or 
dignified  wraps,  with  an  occasional 
tweed  or  homespun  of  subdued  shade. 
Likewise,  where  evening  and  dinner 
gowns      were   concerned,     the   bouffant, 


crisp  creations  of  lace  and  taffeta  which 
are  so  suitable  for  dancing  were  the 
choice  of  thej:lapper,  but  long  clinging 
lines  developed  in  crepes  and  heavier 
silks  were  selected  by  matrons.  This 
trend  of  demand,  divided  as  it  has  be- 
come into  two  distinct  classes,  will  be- 
come even  more  pronounced  as  Fall  ap- 
proaches, and  in  the  opinion  of  many 
buyers,  women  are  gradually  returning 
to  their  former  standards  of  dress,  garb- 
ing themselves  in  clothes  more  suitable 
to  individual  types  leaving  extremely 
short  skirts  for  young  girls  who  will 
probably  not  relinquish  them  quickly. 

Sports  Skirts  of  All  Fabrics 

The  topic  of  the  moment  insofar  as 
Mid-Summer  styles  are  concerned,  is 
the  new  skirts  which  will  be  largely 
worn  with  smart  blouses  and  sweaters 
on  all  but  the  most  formal  occasions. 
Most  of  the  firms  interviewed  by  Dry 
Goods  Review  seem  to  think  that  the 
greatest  future  for  the  separate  skirt 
lies  along  the  way  of  sports  attire,  and 
as  the  inseparable  companion  of  the 
sweater  and  tailored1  blouse.  For  this 
reason  such  manufacturers  are  featur- 
ing simple,  tailored  styles  exclusively  in 
unusual  striking  fabrics.  Contrary  to 
expectations,  pleats  lead  in  silk  skirts 
shown  this  month,  while  the  wrap- 
around type  predominates  in  other  ma- 
terials. The  vogue  for  fringed  hems  is 
on  the  wane  for  Summer  at  least,  ex- 
cept on  the  tweed  or  ratine  skirts  be- 
loved of  flappers. 

Some  of  the  most  effective  new  mo- 
dels were  developed  in  heavy  white 
canton  crepe  in  simple  pleated  effect 
such  as  is  noticed  on  all  the  prominent 
tennis  players  in  recent  photographs. 
Such  skirts  usually  have  a  soft  tie  sash 
tipped   with    tassels    or   silk  fringe   and 


the  pleats  are  narrow  knife  pleats  in- 
stead of  accordeon  style,  as  it  has  been 
found  that  the  latter  do  not  stay  in 
long.  Some  very  good  flannel  models 
were  noticed  also  which  feature  a  novel 
pleat  stitched  part  way  down  to  suggest 
the  wrap  around  effect.  Eponge,  Rosh- 
anara  and  other  fancy  silks  are  likewise 
much  seen  as  well  as  ultra  smart  and 
serviceable  little  models  of  cotton  ra- 
tine with  plenty  of  buttons  down  the 
front. 

Show  Blouses  with  Skirts  this  Month 

In  connection  with  the  subject  of 
Summer  skirts,  a  word  should  be  in- 
cluded with  regard  to  the  waists  and 
sweaters  which  form  their  accepted  ac- 
companiment From  all  accounts  the 
most  successful  results  have  been 
achieved  in  several  ready-to-wear  de- 
partments interviewed  by  Dry  Goods 
Review  by  displaying  sports  skirts  along 
with  waists  and  sweaters  which  are 
appropriately  worn  together1.  It  has 
been  found  time  and  time  again  'that 
women  will  respond  to  the  suggestion 
of  an  entire  outfit  when  the  sight  of  a 
skirt  or  blouse  shown  singly  will  not 
impress  them.  Especially  is  this  the 
case  with  the  more  vividly  striped  gar- 
ments which  require  care  in  adopting. 
A  safe  rule  to  follow  is  to  recommend 
the  wearing  of  mohair,  alpaca  or  other 
light  wools  with  flannel  skirts  and 
rough  cotton  fabrics  on  the  ratine  order, 
while  with  silk  and  sa>':in  fabrics,  the 
fibre  or  real  silk  sweaters  are  correct. 
Striped  or  figured  sweaters  should  be 
shown  with  plain  skirts  and  vice  versa. 
Many  of  these  gayly  patterned  pullover 
sweaters  will  be  worn  without  blouses 
beneath  and  the  tuxedo  style  will  con- 
tinue to  require  a  vestee  to  simulate 
a  blouse  effect. 


HOW  LINES  AFFECT  THE  FEMININE  SILHOUETTE 
In  the  accompanying  diagrams  some  idea  is  given  of  the  elusivehess  of 
straight  lines  unless  properly  studied.  In  both  diagrams,  the  same  pro- 
portions are  used,  namely,  a  vertical  line  measuring  12  inches,  and  four 
short  lines  measuring  five  inches  each.  But  the  adjustment  of  the  lines 
in  figure  A  gives  a  totally  different  appearance  to  those  of  Figure  B,  dis- 
pite  the  fact  that  all  lines  are  exactly  equal.  The  significance  of  the  two 
diagrams  lies  in  the  fact  that  height  can  be  obtained  by  clever  handling  of 
lines  upwards,  while  an  opposite  effect  is  achieved  by  drooping  or  down- 
ward movements.  This  diagram  should  be  posted  in  millinery  and  ready- 
to  wear  departments  as  a  demonstration  of  the  power  of  lines  to  make  or 
mar  the  silhouette.  The  short,  stout  customer  will  be  quickly  convinced 
of  the  objections  to  a  mushroom  shaped  hat,  while  the  tall  thin  woman 
can  be  shown  easily  why  she  should  not  adopt  upstanding  bows  or  other 
stiff  trimmings. 

As  a  general  rule,  the  woman  who  is  over  5  feet  6  may  adopt  the  gen- 
eral silhouette  expressed  in  Diagram  A,  while  her  shorter  sister  should 
seek  inspiration  for  her  apparel  in  the  lines  of  Diagram  B.  Thus  they 
will  gain  real  symmetry  and  dignity  of  appearance. 
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"Tout  Passe 


(Everything  Changes) 


^  HE  FRENCH  have  a  proverb  which  begins  "Tout  passe" 
(Everything  changes).  This  contains  the  germ  of  an  idea 
which  should  be  good  medicine  for  the  business  man  who  is 
inclined  at  the  present  time  when  trade  is  quiet  to  rest  on  his 
oars  and  delay  making  preparations  for  the  busy  period  until 
that  period  actually  arrives. 

Everything  in  this  world  is  continually  changing.  Some 
philosophers  even  tell  us  that  there  is  no  present;  there  is  only 
the  past  and  the  future;  the  past  is  gone  and  to-morrow,  even 

the  next  hour,  the  next  minute,  are  in  the  future.     And  in  the  future  only  one  thing 

is  certain,  that  is,  change. 

So  conservative  is  human  nature  that  the  great  majority  instinctively  assume  that 
whatever  conditions  exist  at  the  moment  must  continue  to  exist  for  some  time  to  come. 
The  direct  contrary  is,  of  course,  the  case.  The  philosopher  knows  that  whatever 
else  may  happen  one  thing  is  certain,  viz.,  whatever  is,  is  not  going  to  continue. 

Why  is  it  that  only  the  few  can  make  money  in  stock  exchange  speculation? 
Because  the  ordinary  man  waits  until  prosperous  times  appear  to  him  to  have  become 
established  and  to  have  become  a  permanent  institution  before  he  buys.  And  in  most 
cases  he  then  finds  he  has  bought  at  the  top  of  the  market.  On  the  other  hand,  when 
things  are  at  their  lowest  and  he  could  buy  with  a  prospect  or  almost  a  certainty  of 
profit,  everything  appears  to  him  black  and  he  cannot  see  any  likelihood  of  change. 
The  shrewd  operator,  however,  knows  that  when  things  look  at  their  worst  it  is  time 
for  them  to  mend.  This  is  the  time  he  chooses  for  buying  and  when  everything  is 
booming  is  the  time  he  picks  for  selling. 

We  may  not  be  on  the  eve  of  a  big  boom,  but  one  thing  is  certain,  things  are  not 
going  to  remain  as  they  are  for  long. 

Now  is  the  time  when  shrewd  and  far-seeing  men  are  preparing  for  prosperous 
times.  They  are  making  preparations  so  that  opportunity  may  not  take  them  unawares. 
They  see  that  now  is  the  time  to  cultivate  trade  and  make  their  products  known  so 
that  when  the  tide  of  prosperity  is  on  the  flow  they  may  be  in  a  position  to  take  advan- 
tage of  it  and  reap  the  benefit  of  their  foresight. 

If  anyone  tells  you  we  are  in  for  several  years  of  business  depression,  take  heart 
and  be  assured  that  this  is  a  sign  we  must  be  nearing  better  times. 

In  the  spring  of  1918  many  well-informed  men  predicted  three  further  years  of 
war.     The  war  ended  that  autumn. 

In  1  920  many  business  men  spoke  of  three  or  four  more  years  of  prosperity.  The 
prosperity  wave  was  even  then  on  its  ebb. 

These  men  like  the  great  majority  did  not  realize  that  everything  changes.  Are 
you  going  to  place  yourselves  among  their  number,  or  are  you  going  to  rank  among 
the  minority  and  bear  in  mind  the  proverb) — Tout  passe? 
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READY-TO-WEAR 
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We    Are    Addi 


ing 


to  our  list  of  satisfied  customers 
fairly  regularly;  our  plant  is  not 
the  largest  in  Canada,  but,  what  we 
do  turn  out  is  right.  We  would 
like  you  to  see  our  range  of 

Voiles  and  Organdies 
I  Misses'  and  Children's  Dresses  [ 
I  and  our  { 

Jersey  Bathing  Suits 

I  Newton  &  Carpenter  | 

"We  make  the  line  that  sells" 

I    102  Richmond  St.  West,        jToronto.  I 

Tel.  Adelaide  8079. 
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We  are  offering  a  nice  range  in  the 


new 


CHINTZ  APRONS 

and 

PORCH  DRESSES 

And  in  the  same  garments  made  in 
unbleached  cotton  and  trimmed  with 
chintz. 

and 

A  good  line  of  JUMPER  DRESSES 
in  Ladies',  Misses',  and  Children's 
sizes.  See  our  travellers'  samples  of 
these. 

VASSIE  &  COMPANY 

LIMITED 

Wholesale  Dry^Goods  and  Woollen  Merchants 

ST.  JOHN,  NEW  BRUNSWICK 


SAMPLE  ROOMS  : 


70    Rue   de   la    Liberte,   QUEBEC,    P.Q. 

213a  Hollis  Street,  HALIFAX.  N.S. 
Jenkins   Street,  YARMOUTH.   N.S. 

Water   Street,    SUMMERSIDE,    P.E.I. 


M.  GARDNER  &  CO.,  Ltd. 

— D  RESSES- 

REMOVED  TO 


421  Union  Ave. 


MONTREAL 


Good  papers  furnish  A.  B.  C.  reports  to  their  advertisers. 
Dry  Goods  Review  is  a  member  of  the  Audit  Bureau 

of  Circulations. 
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The  Counter  Costume  Co. 

Limited 

New  Address:   131-139   Spadina  Ave. 
Spadina  Bldg. 

TORONTO 


Designers  and  Makers  of 

Misses'  and  Juniors' 

Dresses 


REPRESENTATIVES : 
Western  Canada:         City:  Western  Ontario 

J.  HOWARD    R.  0.  HARGRAVE    R.  KENNEDY 

Eastern  and  Northern  Ontario:     Maritime  Provinces: 
A.  B.  COLLWELL  W.  A.  TALLMIRE 


No  Wonder  We  Say — 

"The  Overalls  that 

HAUGH 


Satisfy 


*» 


In  Black — Blue  or    Stripe 

Size  and  Quality  Guaranteed. 

Price  Consistent  With  First  Class   Merchandise 

The  J.  A.  Haugh  Mfg.  Co.,  Limited 

Manufacturers 
TORONTO  CANADA 

Note  Our  New  Address 

472-474  Bathurst  St.         Cor.  College  St. 
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GENERAL    SECTION 
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GENERAL  NEWS  OF  THE  TRADE 


A.  E.  Runciman  has  opened  a  new 
store  in  Annapolis,  N.  S. 

The  Dale  Wax  Figure  Co.  have  re- 
moved their  Montreal  office  to  the  New 
Birks  Building. 

Mr.  Edgar  Wilson  has  commenced  a 
dry  goods   business   in   Orillia,   Ont. 

Messrs.  Boles  &  Fox  are  now  in  busi- 
ness at  2295  Yonge  St.,  Toronto. 

Keen's  Women's  Wear  opened  an  at- 
tractive shop  on  Bloor  St.,  Toronto,  re- 
cently. 

Milton's,  Limited,  the  Toronto  agents 
for  Jaeger  wools,  opened  their  new  store 
at  84  Yonge  St.,  on  April  11. 

The  Marguerite  Shoppe  has  commenc- 
ed business  at  the  corner  of  Woodbine 
and  Kingston  Rd.,  Toronto. 

Charles  G.  Scott,  an  employee  of  the 
knitting  mill  owned  by  D.  Graham  & 
Sons  in  Inglewood,  Ont.,  died  recently 
as  the  result  of  an  accident  in  the  plant. 

Adolphe  Des  Roche  has  purchased  the 
store  of  Lahey  &  Co.,  Penetang,  Ont. 
He  intends  to  operate  it  as  a  first- 
class  department  store. 

The  Employees'  Musical  Club  of  the 
Murray-Kay  Co.,  Toronto  gave  a  delight- 
ful masquerade  ball  recently.  Several 
hundred  were  in  attendance. 

J.  Harrow  Ritchie  has  recently  opened 
a  new  store  at  19  Roncesvalles  Ave.,  To- 
ronto. He  carries  men's  furnishings  of 
the  better  kind,  ladies'  gloves,  hosiery 
and  rr.gerie  and  children's  wear 

The  Dominion  Dress  Goods  Co.  will 
erect  a  new  three-storey  modern  build- 
ing in  Brantford,  Ont.  The  istaff  will 
be  increased  after  this  is  built  from  150 
to  300  employees. 

E.  P.  Luneau  of  Hamilton,  Ont.,  has 
commenced  in  Oakville,  Ont-,  the  erection 
of  a  modern  store  and  office  building. 
The  ground  floor  will  be  levoted  to  a 
dry  goods,  gents'  furnishings,  boots  and 
shoes.  The  upper  floor  will  be  for  offices. 

The  International  Button  Company  of 
Smiths  Falls,  Ont.,  is  planning  an  ex- 
pansion of  its  factory.  Its  capitalization 
will  be  increased  to  $300,000,  more  ma- 
chinery will  be  purchased  and  the  staff 
will  be  increased  to  100. 

George  S.  Brown,  who  was  connected 
with  the  Raymond  Syndicate,  a  corpor- 
ation controlling  a  large  department 
store  in  Boston,  died  on  April  9.  In  this 
connection  it  is  interesting  tD  id>  that 
the  founder  of  this  important  syndicate 
wa»  'Jei.rge  J.  Raymond  a  native  o; 
Woodstock,  Ont. 


White  Spanish  lace  is  just  coming  in- 
to demand  for  Spring  trousseaux.  Irish 
in  the  better  grades  is  selling  also. 

J.  J.  Brown  who  for  26  years  was  con- 
nected with  the  woollen  firm  of  George 
Pattison,  Preston,  Ont.,  died  at  his  home 
in  Brampton,  Ont.,  on  April  26. 

La  Modele  opened  up  their  new  store 
at  86  St.  John  St.,  Quebec,  on  April  8- 
They  carry  a  complete  line  of  women's 
and  children's  wearing  apparel,  including 
footwear  and  undergarments. 

Sky  Bros,  who  were  formerly  in  the 
wholesale  dry  goods  business  in  Toron- 
to, are  now  devoting  their  energies 
solely  to  the  manufacture  of  ladies'  and 
men's  hosiery,  in  silk,  silk  and  wool  and 
pure  fancy  heathers. 

Lord  and  Taylor's  notion  department 
reports  splendid  business  from  ready- 
made  linings.  The  vogue  of  the  one- 
piece  dress  and  the  perfection  of  these 
linings  are  said  to  be  responsible  for 
their  increasing  demand. 

Mrs.  C.  B.  Morrison,  who  recently 
opened  up  a  millinery  business  in  St. 
Marys,  Ont.,  died  in  that  city  on  Sun- 
day, April  9.  For  years  Mrs-  Morrison 
had  been  connected  with  Fairweather's 
Limited  in  their  branches  at  Toronto  and 
Winnipeg. 

G.  B.  Ryan  Co.  of  Guelph,  Ont.,  had 
an  attractive  programme  at  their  fashion 
show  held  in  the  Castle  Theatre  on  April 
10.  Besides  the  six  adult  professional 
mannequins  and  two  child  models,  there 
were  several  ballet  dances  and  solos  to 
interest  the  visitors. 

The  sum  of  $20,000  represents  the  col- 
lection of  royalties  taken  by  trappers 
in  Saskatchewan  last  year.  This  is  the 
first  time  that  royalties  of  this  kind  have 
been  collected.  An  equal  or  increasing 
sum  is  expected  to  be  derived  from  this 
source  annually. 

Moire  is  having  the  time  of  its  life  in 
American  cities.  It  is  featured  for  mil- 
linery, for  handbags  and  for  dress  trim- 
mings. 

In  England  the  portrait  handkerchief 
is  the  new  fad.  On  the  corner  of  a  silk 
square,  a  likeness  of  th~e~  owner  is  em- 
broidered. Other  handkerchiefs  have 
the  day  of  the  week  so  that  they  serve 
as  calenders. 

During  the  month  of  May,  retail  sales 
of  alarm  clocks  in  one  Buffalo  depart- 
ment store  were  thirty-seven  per  cent, 
greater  than  in  the  previous  month  and 
sixty-nine  per  cent,  greater  than  in  the 
corresponding  month  last  year.  The  in- 
crease in  employment  is  sa:d  to  be  re- 
sponsible for  this. 


An  agitation  is  being  conducted  from 
Paris,  France,  to  have  Easter  observed 
on  the  same  day  the  world  over. 

The  latest  style  emanating  from  At- 
lantic City  is  to  have  the  name  of  the 
wearer  on  hosiery  rather  than  the 
clocks    and    other    adornments. 

Still  the  novelty  handkerchiefs  are  be- 
ing promoted.  Sefton's  of  London, 
England,  have  launched  a  Mutt  and  Jeff 
handkerchief  and  several  new  series  of 
kiddies'  handkerchiefs  from  the  draw- 
ings of  Lucie  Attwell.  The  new  "flirt" 
handkerchief  has  struck  Indianapolis. 
They  are  lovely  bits  of  batik  work  in  the 
centre  of  which  is  concealed  a  powder- 
puff  held  in  place  by  a  tiny  cord.  The 
high-colored  stencilled  handkerchief  is 
the  fad  of  the  hour  in  San  Francisco. 

A  "color  service"  has  been  installed 
by  a  New  York  department  store  for  the 
use  of  their  sales  girls.  A  flat  counter 
case  has  been  prepared  which  is  placed 
on  top  of  the  showcase.  By  using  this 
the  saleswomen  can  tell  what  colors  and 
color  combinations  should  be  used  with 
certain  things.  The  chart  is  made  of  a 
series  of  colors  varying  in  intensity  and 
arranged  in  checkerboard  fashion.  By 
the  use  of  a  "mask"  or  a  piece  of  paper 
over  the  chart,  all  the  colors  that  will 
harmonize  with  a  given  color  are  auto- 
matically picked  out.  The  makers  of  the 
chart  claim  that  20,000  combinations  can 
be  selected  with  scientific  accuracy. 


MAKES  PERSONAL  SELECTION 
FOR  CUSTOMERS 

F.  K.  Hardy  of  the  F.  K.  Hardy  Co., 
of  Toronto  has  recently  returned  from 
a  trip  to  the  Motherland.  Mr.  Hardy 
is  the  head  of  the  tailoring  firm  of  the 
above  name  and  his  object  in  going  to 
England  was  to  select,  first-hand,  ma- 
terials for  his  customers.  He  believes 
that  the  best  service  can  be  given  his 
clientele,  so  far  as  materials  are  con- 
cerned, by  going  in  person  to  the  great 
woollen  markets  of  the  world  to  make 
a  personal  selection. 

In  conversation  with  Dry  Goods  Re- 
view, Mr.  Hardy  stated  that  he  believed 
most  of  the  distress  merchandise  in 
piece  goods  had  disappeared.  Manufac- 
turers he  said,  were  eager  for  business 
but  they  had  nothing  in  their  ware- 
houses and  could  not  give  immediate 
deliveries.  He  believes  that  manufac- 
turers will  not  again  make  up  great 
quantities  for  their  warehouses,  on  ac- 
count of  the  great  losses  they  have  had 
to  take  during  the  last  eighteen  months 
because  of  the  great  quantities  of  dis- 
tress merchandise.  In  future,  he  thinks 
they  will  only  make  up  according  to  or- 
ders placed. 
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Tells  Commercial  Travelers  of  International  Labor 
Conference  at  Geneva  Eight-Hour  Day  Discussion 


S.  R.  Parsons  Addresses  Concluding  Seasonal  Luncheon  at  King 
Edward — Believes    International    Conference    Can    Accomplish 
Little  for  Either  Capital  or  Labor — Too  Much  Politics? — Co- 
operation, the  Key  to  the  Difficulty 


AT  THE  concluding  Saturday  lun- 
cheon of  the  season  of  the  Commer- 
cial Travelers  Association  of  Canada 
held  at  the  King  Edward  on  May  6th,  S.R. 
Parsons  told  the  gathering  of  the  League  of 
Nations  Labor  Conference  which  was  held 
at  Geneva  in  October  and  November  of 
1921.  Mr.  Parsons  has  been  the  employers' 
delegate  at  this  conference  on  two  occasions 
and  his  conclusions — after  attending  them, 
are  that  they  cannot  accomplish  anything  of 
permanent  benefit  to  either  employer  or 
employee  because  of  the  diversity  of  inter- 
est in  the  various  countries  represented,  the 
difference  in  the  character  of  the  industries 
engaged  in,  and  the  apparent  disposition  of 
government  delegates  at  these  conferences  to 
"play  politics." 

Before  Mr.  Parsons  was  called  on  for  his 
address,  J.  Harry  Dodgson,  first  vice-pre- 
sident, gave  a  five  minutes  talk,  urging  the 
members  of  the  association  to  be  more  en- 
thusiastic in  the  work  of  the  organization. 
He  emphasized  the  fact  that  the  commercial 
travelers  of  this  country  could  have  one  of 
the  finest  organizations  in  Canada  if  the 
rank  and  file  would  take  a  more  active  inter- 
est in  the  meetings  by  attending  them  and 
getting  others  to  attend  them.  His  re- 
marks  were   loudly   applauded. 

S.   R.   Parsons 

Mr.  Parsons,  in  speaking  of  the  labor  con- 
ference in  connection  with  the  League  of 
Nations,  first  told  of  the  machinery  that 
had  been  set  up  by  the  League  for  the  dis- 
cussion of  world  labor  problems.  It  was 
provided  that  each  country  signatory  to  the 
League  should  have  four  representatives  to 
this  conference;  Canada  had  two  represen- 
tatives appointed  by  the  government,  one 
from  the  employers  and  one  from  labor. 
The  first  conference  had  been  held  at  Wash- 
ington, the  second  and  third  at  Geneva; 
and  the  speaker  said  he  had  had  the  honor 
of  representing  the  employers  at  two  of 
these  conferences.  The  speaker  explained 
that  these  conferences  were  not  given  legis- 
lative powers,  but  merely  advisory,  and 
their  deliberations  were  sent  on  to  their 
respective  countries.  It  remained  with  the 
government  of  the  day  whether  these  delib- 
erations were  crystallized  into  law.  Mr. 
Parsons  said  that  a  subject  might  be  brought 
before  the  conference  in  two  ways;  either  as 
a  recommendation  or  by  convention,  the 
latter  being  the  more  important  way.  Any- 
thing that  was  endorsed  by  the  convention 
method  was  usually  considered  to  be  effec- 
tive for  a  ten  year  period. 

The   Eight-Hour   Day 

Mr.  Parsons  devoted  the  principal  por- 
tion of  his  address  to  an  explanation  of  the 
discussion  on  the  eight-hour  day  proposition. 
He  said  the  provisions  of  this  proposal  were 


A  NOBLE  DEED 

The  Commercial  Travellers  As- 
sociation of  Canada  Ivave  added  to 
their  laurels  recently.  They  have 
held  four  luncheons  within  the  last 
few  months  and  at  these  luncheons 
they  have  taken  up  collections  for 
a  cot  in  the  Sick  Children's  Hospi- 
tal at  Toronto,  The  announcement 
was  made  at  their  concluding  lun- 
cheon on  Saturday,  May  6th,  that 
enoiiqh  wovey  had  been  collected  to 
equip  and  furnish  a  cot  in  the  Sick 
Children's  Hospital  which  will  be 
known  as  the  Commercial  Travel- 
ers Cot. 


severe  and  drastic  and  that  only  four  of  the 
countries  represented  in  the  League  had 
endorsed  it,  and  thev  were  not  really  inr>us- 
trial  countries  at  all.  Great  Britain  had 
said  that  conditions  were  such  at  the  time 
that  she  could  not  agree  to  an  eight-hour 
dav. 

The  speaker  believed  that  the  chief  mis- 
take made  at  this  conference  was  that  too 
much  was  attempted.  As  a  matter  of  fact, 
Great  Britain  and  Canada  had  the  eight- 
hour  day  but  by  agreement  between  em- 
ployers and  employees  rather  than  bv  legis- 
lative enactment.  The  speaker  felt  that  the 
question  was  largely  a  continental  question 
and  because  the  United  States  was  not  a 
member  of  the  League  of  Nations  it  would  be 
next  to  impossible  for  Canada  to  take  any 
step  in  this  direction  that  was  not  effective 
in  the  United  States  as  well. 

In  discussing  the  question  of  an  eight- 
hour  day  as  applied  to  agriculture,  Mr. 
Parsons  asked  the  question  if  some  of  the 
government  delegates  were  playing  politics. 
He  said  that  France,  for  instance,  had  sub- 
mitted a  petition  against  the  mere  consider- 
ation of  the  question  at  all;  yet  when  it 
came  to  a  vote  the  French  delegates  refrain- 
ed from  casting  their  votes.  Though  the 
British  government  delegates  spoke  against 
it,  they,  too  refrained  from  casting  their 
votes.  There  was  also  a  certain  amount  of 
dissatisfaction  because  non-industrial  coun- 
tries had  the  same  voting  power  as  industrial 
countries  like  Great  Britain,  for  instance. 

The  speaker  believed  there  was  a  general 
dissatisfaction  with  this  international  labor 
conference  and  its  ability  to  bring  about  a 
solution  of  outstanding  labor  problems. 
What  then,  had  they  to  look  forward  to  so 
far  as  the  solution  of  these  vexed  problems 
was  concerned?  Was  there  any  way  by 
which  industrial  peace  could  be  brought 
about?  So  far  as  tbe  speaker's  experience 
went,  he  did  not  believe  that  any  interna- 
tional labor  conference  could  bring  about 
industrial   peace.     Neither   did   he   believe 


that  any  world-wide  organization  composed 
of  representatives  of  the  employers  and  em- 
ployees could  settle  these  problems.  In 
such  conferences  two  great  armies  were 
opposing  each  other  with  nothing  in  common 
to  bring  them  together.  When  these  two 
armies  had  interests  that  were  common  and 
employers  and  employees  all  feel  that  they 
can  work  together  for  a  common  end,  then 
they  would  have  industrial  peace.  He  felt 
that  they  must  get  back  to  the  time  when  the 
employer  took  more  interest  in  the  employee, 
in  his  life  and  comforts;  both  employer  and 
employee  must  take  a  greater  interest  in 
each  other's  work. 

Co-Operative   Committees 

Mr.  Parsons  believed  that  this  could  ba 
brought  about  through  the  instrumentality 
of  co-operative  ccmmittees.  It  was  im- 
possible to  lay  down  a  program  for  individual 
industries.  This  had  been  attempted  undei 
the  Whitley  plan  in  England  but  the  expect- 
ed results  had  not  been  obtained  because  it 
pre-supposed  two  great  organizations  of 
capital  and  labor  lined  up  against  each  other. 

The  employer  should  think  and  plan  for  the 
employee,  he  should  plan  to  give  him  the 
things  he  did  not  have  and  was  entitled  to, 
he  should  formulate  schemes  by  which  he 
could  help  the  employee  to  save.  For  once  a 
man  began  to  save,  he  became  a  capitalist 
for  a  capitalist  is  a  man  who  had  a  dollar 
left  over  from  yesterday.  Individual  sav- 
ings would  do  away  with  Bolshevism,  be- 
cause when  a  man  had  savings  he  had  some- 
thing at  stake. 

Speaks  of  Re-establishment 

After  Mr.  Parsons's  address,  a  five-min- 
ute talk  was  given  by  Mr.  Hirst  who  out- 
lined what  had  been  done  for  soldiers'  re- 
establishment  in  the  Niagara  Peninsula. 

W.  H.  Judge  presided. 


Almy's  of  Montreal  won  a  2  to  0  vic- 
tory from  Goodwin's  of  the  same  city  in 
the  feature  game  of  the  Mid-week  soc- 
cer league. 


The  machinery  and  business  of  the 
J.  C.  Baker  Hat  Co.,  in  Belleville,  Ont., 
have  been  purchased  by  S.  Kronick  of 
the  American  Hat  Co.  Operations  will 
be  resumed  in  the  near  future  on  a  large 
scale. 


James  M.  Ross  who  has  been  in  busi- 
ness in  Moncton  since  1877,  died  on  May 
12,  at  the  age  of  seventy.  He  conducted 
a  tailoring  and  men's  furnishing  business 
in  Moncton  for  many  years.  He  was  in- 
terested greatly  in  civic  affairs,  having 
been  at  one  time  an  alderman. 
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The  McElroy  Mfg.  Co.,  Ltd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(RES.) 

"DRESS  FABRICS" 

F.  A.  RODDEN  &  CO. 

Dry  Goods 

Commissioners  and  Importers 

52  Victoria  Square  MONTREAL 


The  "AVECTA"  ARMBAND 

British  Made  by  British  Labor 

Joined  by  patent  invisible  clip,  not  sol- 
dered. Fitted  with  inner  tape  to  stop 
overstretch.  Boxed  in  pairs.  Each 
dozen  in  cuter.  Order  a  sample  to-day. 
Buy  from  your  jobber  or  from  us  direct 
but  insist  on  getting  the  "AVECTA." 
DISTRIBUTORS  FOR  CANADA 

THE  RIDEAU  SPECIALTY  COMPANY 

SMITHS  FALLS  ONTARIO 


The  hides  of  some  3,500  musk- 
rats,  which  last  autumn  were 
frisking  round  the  shores  of 
waters  in  the  vicinity  of  Montreal 
have  heen  counted  by  the  provin- 
vial  game  officers.  This  is  not 
nearly  as  large  a  catch  as  last 
year.  The  price  has  therefore 
been  kent  un.  It  ranees  between 
,$1.25  and  $2.25  a  pelt. 

A  comnany  with  a  canital  of 
£250.000  has  been  organized  to 
undertake  the  scientific-  culture 
of   pedigreed   flax   in    Egypt. 

Gordon  Self  ridge,  the  Chicago 
merchant  who  invaded  and  con- 
quered London,  stated  on  his  v'sH 
to  the  United  States,  that  th° 
English  afternoon  ten  habit  gives 
/noise  and  "nen."  When  he  onen- 
ed  his  department  st^re  thirteen 
years  ago,  instead  of  discouraging 
this  national  custom,  which  his 
salespeople   loved,    he    accented    it. 

Since  evervbody  else  in  t««* 
country  did  it  no  time  or  busi- 
ness was  lost  bv  giving  time  for 
tea  to  his  3.000  emplovees.  The 
American  has  a  breakdown  at 
fiftv  he  says  while  the  English- 
man swings  a  wicked  golf  club  at 
sixty-five.  It  is  this  relaxing 
pause  in  the  day's  work  which  is 
one  of  the  forms  the  English- 
man's unhurried  habits  take — 
hahits  which  result  in  great  calm 
and   balance   in   business. 

The  Textile  Color  Card  Associ- 
ation of  the  United  States  has 
released  its  fall  season  color  card. 
It  contains  80  colors,  66  in  silk  and 
12  in  woolen.  A  few  of  the  new 
shades  are:  the  tans — muffin,  toast 
and  tiffin;  the  greens — Killarney 
and  Erin,  and  several  oriental  and 
Russian  colors — Kashan.  a  deep 
turquoise,  Ranenon  and  Mandalay. 
both  brown.  The  violet  tones  are 
named  nunc*o,  pontiff  and  vat'can. 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It     makes     them     more     attractive. 
Economical,    Fast,    Practical,    Neat. 

E.  W.  McMARTIN 

45   St.   Alexander  St.  MONTREAL 


WILL  P.  WHITE,  LIMITED 


Head  Office: 

Toronto 
65  Simcoe  St. 


Montreal 
137  McGill  Street 


<£rjc  (Canabian  HHa&g  Jlress  <£o. 

|Cimttr& 

Kitchener,  Ont. 

Manufacturers  of 

"The  Canadian  Lady    Dress" 

Ginghams.  Crepes,  Chambruys,  Prints 
Write  us  for  catalogue  and  Prices 


THE  TRAINOR  MFG.  CO. 

Socialists    in    Stamped   and    Made-up 
Ladies'  Undergarments,  Infants'  &  Children's  Dresses 
49-53    East    21st   Street  New   York   City 

STAMPED     GOWN     SPECIALS 
No.     900 — Nainsook     Gown.     Made     up     in 

three    designs,    a    doz $6.50 

64-60    count,    full    length,    full    width,    two- 
inch    hem     Sizes    15,    16,    17,    18. 
SPECIALS    IN     INFANTS'    AND     BABY 

DRESSES    MADE    UP 
No.    145-146-147— Short    Baby    Dress,    a 

doz $5.50 —    Gross     $60.00 

No.     0145-0146-0147— Long     Infants     Dress, 
a    doz $6.00   —    Gross    .  .  .  $66.00 

Stamped     Three     Designs.     Three     Shaped 

Yokes.     Set-in    Sleeves. 

Terms    3%    10    Days 


Manufacturers'   Agents    and    Distributors 
Textile  and  Smallwares  Specialities. 

Wholesale  and  Manufacturers  Only  Supplied. 


Why  not  have  a 
double  check  on  all 
sales?  All  kinds  of 
cash  and  parcel  car- 
riers and  pneumatic 
tubes. 

Gipe-Hazard    Store    Service 

Co.,  Limited 

113    Sumach   St.,  Toronto. 
Ont. 


By  the  aid  of  our  Cash  Carriers  all  transactions  of  sales,  whether  cash 
or  credit,  are  placed  on  file  in  your  office  without  needless  steps  of  the  Bales- 
men,  thus  saving  time  and  labor  to  them.  Does  this  mean  anything  to  the 
nerchant? 

All  money  and  records  are  in  the  care  of  one  person  who  is  responsible 
for   them.     Does  this   mean   anything  to  the   merchant? 

Also  there  is  the  double  check  against  errors,  viz.,  the  cashier  thus 
checking  t)he  salesmen,  and  the  salesmen  the  cashier.  Is  there  any  other 
method  or  mechanical  device  to  accomplish  this?  If  so  we  are  desirous  ol 
seeing    it. 
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COMFORTERS 

COTTON-DOWN-WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.Ltd. 
215I-55-5]    )   undis  St.  W.,  Toronto 


TAPES 

ALL  WIDTHS  AND  QUALITIES 
CARRIED  IN  STOCK 

Walter  Williams  &  Co. 

SOS  READ  BLDC,  MONTREAL 
WELLINGTON  ST.  W..  TORONTO 

Bias    Tapes  and 
Ric  Rac  Braid 

We  specialize  in  these  necessary, 
every-day  lines.  Write  for  sam- 
ples   and   quotations. 

BATES  &  KEIR 
Peterborough         Ontario. 


"HOOSIER" 

The  but  36-inch  brown 
domestic  in  America 

Buy  it  by  the  bait; 
•til  it  by  tht  bolt 

Indiana    Cotton    Mill 

Cannelton,  1  nd.JJ.S.  K 


9 


Thm 


T.  H.  Birmingham  &  Co 

U  NOTED 

533  College  St.,  TORONTO 

Makers  ■< 

Women's  High  Grade 

Neckwear 

Eiclutive    Ntchwar    Hou$»' ' 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free  for  the  asking. 

The  Botanical  Decorating  Company 

(Incorporated) 

208  W.  Adams   St.,  Chicago,  111. 


Announcement 

M.  Chassagne  Limited  have  opened  a 
Purchasing  Office  at  48  rue  Richer,  Paris 
under  the  personal  management  of  Mr. 
M.  Chassagne,  who  will  gladly  introduce 
prospective  buyers  visiting  France,  to 
the  manufacturers. 


Fred  Jones  &  Company 

Mtnuftcturtri  and  Import*! 

Babies'  Hand  Crochet  Goods  Notions 

Babies'  Hand  Knit  Goods  Novelties 

Art   Needlework  Materials 

Room  712  Empire  Building 

64    WELLINGTON    ST.    WEST   TORONTO 


To  Buy  or  to  Sell  in  Canada 

USE 

Fraser's  Trade  Directories 

For  Sample  Copy  Address 
Head  Office— 128  Bleury   St.,    Montreal 
Branch    "    — 122  Wellington  W.,  Toronto 

(The  Six  Specialized  Red  Directories  of  Canadian 
Trade.) 


SILKS 

1  represent  In  this  country  some  of  the 
n>u»i  reliable  Manufacturers  of  High- 
lira.le    SILKS.     In    plain,     fancy    weaves. 

(Quality    and    Novelty    Is    my    motto. 

J.  H.  GAGNON 

108  Dandurand  Bldg.        Montreal 


The  merchants  of  Fifth  Avenue, 
New  York,  are  considering  a  pro- 
posal that  they  eliminate  after- 
business  show  windows.  The  sug- 
gestion is  that  front  windows  be 
screened  when  the  stores  are  closed 
for  two  reasons:  one  is  to  preserve 
the  dignity  and  exclusive  character 
of  Fifth  Ave.,  and  the  other  and 
by  far  the  more  important,  is  to 
prevent  "window  shoppers"  and 
unscrupulous  garment  makers  from 
copying  models  shown  in  their 
windows. 


NEW  TEST  FOR  LINEN 
A  new  rough  and  ready  test  to 
tell  whether  a  fabric  is  made  of 
pure  linen  or  linen  and  cotton 
(union)  has  been  devised  by 
Charles  Anderson,  of  the  Castel- 
island  Linen  Co.  It  does  not  re- 
quire any  chemicals  nor  micro- 
scope and  is  applicable  especially 
for  small  pieces. 

A  thread  is  pulled  out  carefully, 
so  that  it  will  not  be  weakened, 
from  the  warp  and  filling.  In  case 
one  of  these  threads  is  a  ply-yarn 
it  is  to  be  separated  into  its  com- 
ponent paris  so  that  both  the  warp 
and  filling  will  be  approximately 
of  the  same  thickness.  These  two 
threads  are  then  gently  pulled  be- 
tween the  fingers  to  remove  the 
sizing  as  much  as  possible,  the 
natural  dampness  of  the  skin  being 
sufficient  for  this.  The  threads 
must  not  be  untwisted,  however. 

The  two  threads,  which  must  be 
about  three  inches  long,  are  then 
held  firmly  between  two  fingers 
and  pointed  upward.  They  must 
be  held  a  short  distance  from  each 
other  so  that  they  will  not  touch; 
each  must  protrude  the  same 
length.  If  any  of  the  threads  are 
of  cotton  they  will  invariably  bend 
down  under  their  own  weight, 
while  linen  threads  will  remain 
erect. 


VEILINGS  and 
SILK  NETS 


HODGES  & 

232  McGill  St- 


LETTAU 

Montreal 


CLIMAX  PAPER 
BALERS 

ALL  STEEL-FIREPROOF 
"7"urn»    Wattt 

into  Profit" 
12  SIZES 

Stnd  for  Ca  I  a  log 

CLIMAX  BALER  CO 
Hamilton,     Ont 


Buttons 

Plain  and  Fancy  Pearls 

We  are  making  a  very 

complete  line  of  all  Kinds 

Write  for  Samples  and  Prices 

SHULER  BUTTON  CO. 

Brantford,   Ont. 


HABERDASHERY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking, 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 
8&9Hamsell  Street,  London,  E.C  I. 

Established  1871 


DB.  Fisk&Co. 
Chicago 

MERCHANDISE  ^ 

New  York  Salesroom: 
Open   Throughout  the  Year 
411  Fifth  Avenue 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Fe££y  Cloth-  Blankets 

/II5  Worth  St.,  NY 
\  775ummerSt..8oslon 


StAtoC 


01 


,226  West /MamStOiic^o 


RIBBONS    OF    DISTINCTION 

"J-C"   Ribbons   have   peculiar 
charm.     Widely   advertised   to 
the      consumer      under     their 
trade- mark     names     for     the 
protection  of  the  dealer. 
"8  ATTN     DE     LUXE" 
"TROUSSEAU" 
"T^ADY    FAIR" 
"SANKANAC"    "VIOLTBT" 
"DIEMOORAOT" 
JOHN80N.    OOWiDIN   A  OO.,     40   X.   *Xh   Bt. 
New   York.    N.I.  Made  In   U.S.A. 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 
Made  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 

SHERBROOKE,     QUEBEC 
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The  McCaskey 


A  combination  which,  while 
giving  complete  Adding 
Machine     Service,     constitutes 

A  CASH  REGISTER 

Equal  to  any  four  or  eight 
drawer  Cash  Register. 

ADDING 
MACHINE 


By  use  of  duplicate  tape 
on  adding1  machine,  a 
cash  receipt  can  be  given 
to  customer,  the  duplicate 
remaining  on  rewind  pin 
as  record. 

PRICE- 
ADD.  MACHINE  $175.00 
CASH  DRAWER  60.00 
COMPLETE  235.00 


ADDING  MACHINE 
GASH  DRAWER 
GASH  REGISTER 

Choice  of  three  keyboard 
arrangements. 

One  or  two  rows  of  9 
symbol  keys  will  give 
complete  Department  and 
Clerk  control. 

CASH 
DRAWER 

A  Cash  System  for  all 
lines  of  business — without 
equal  in  price  and  service. 

Sold  on  liberal  monthly  pay- 
ment terms. 

A  Two  Years'  Guarantee  with 
each   Machine. 

Another  addition  to  the  already 
famous  "McCaskey"  line  of 
specialties  in  Account  Systems. 


McCaskey  Systems  Limited  %%S$3£2%S1 

Gait,  Ontario  Pads,  Counter  Check  Books 


Fereral  (/ooil  territories  open  Jor  lire  and  able  Salesmen. 


Kwik  Showcard  Outfit,  $4 

A  Complete  Equipment  for  the  Showcard  Writer 

Outfit  Consists  of--- 


1  bottle  Black  show- 
card   color 

1  bottle    Red    show- 
card    color 

1  bottle   Blue   show- 
card   color 

1  No.  8  best  quality 
red  sable  showcard 
brush 

1  No.  4  best  quality 
red  sable  showcard 
brush 

2  pen  holders 

4  Soennecken  pens 


1   art  gum 

4  thumb  tacks 

1   compass 

1   protractor 

1  T  square 

1  pencil 

1  ruler 

1  complete  set  of  les- 
sons including  nine 
modern  up-to-date 
alphabets  with  full 
i  n  s  t  r  u  ctions  on 
showcard  writing. 


Write  for  Illustrated 

Catalog     of    Supplies 


The  Kwik    Showcard    School 


81   Bond  Street,  Toronto 
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THE  INQUIRER'S  CORNER 

You  may  want  to  know  where  a 
certain  line  of  merchandise  in  the 
Dry  Goods  Trade  can  be  procur- 
ed; you  may  have  on  your  hands  a 
problem  in  connection  with  your 
business  that  is  difficult  to  solve. 
Dry  Goods  Review  can  render  you 
a  service  and  will  cheerfully  do  so 
if  you  will  fill  in  this  blank. 


INFORMATION  WANTED 

Dry  Goods  Review, 

153  University  Ave.,  Date  li 

Toronto,  Ontario. 

Please  tell  me   

Name    ■ 

Address 
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The  Secret  of 

Gold-Seal  Congoleum's  Success 


Attractive  patterns,  high  quality,  service,  guaranteed  satisfaction,  advertising. 

Those  few  words  tell  you  the  secret  or  Congoleum  success.  They  explain  why 
^old-Seal  Congoleum  Rugs  and  Floor-Coverings  are  today  the  fastest  selling  floor- 
coverings  in  the  world — why  they  give  an  average  turnover  or  4  to  6  times  a  year. 

As  you  no  douht  know,  attractive  patterns  are  the  strongest  single  selling  feature 
any  floor-covering  can  have.  But  beauty  of  design  is  only  one  of  Gold-Seal 
Congoleum  s  superiorities. 

A  40%  heavier  wearing  surface  than  that  on  any  other  printed  floor-covering 
means  far  longer  service. 

A  base  of  long-fiber,  waterproof  felt  insures  against  rotting  of  the  under  surface 
— insures  a  floor-covering  that   will  lie  positively  flat  without  fastening. 

Gold-Seal  Congoleum  Rugs  and  By-the-Yard  floor-coverings  are  guaranteed.  If 
a  woman  isn  t  satisfied  with  the  service  they  give,  you  can  make  good  to  her 
•with  absolute  assurance  that  we  will  make  good  to  you.  The  Gold-Seal  Guarantee 
is  our  pledge  to  both  you  and  your  customers. 

Gold-Seal  Congoleum  advertising  is  telling  the  women  of  Canada  the  truth 
about   Gold-Seal  Congoleum. 

And  it  is  also  telling  them  about  the  Gold-Seal  Guarantee,  which  insures  their 
complete  satisfaction. 


B 


Gold  Seal 

(ONGOLEUM 

^     _/4rt-Rugs 

Made  in  Canada 
by  Canadians for  Canadians 


Gold-Seal  Congoleum  is  the  best  value  in  the 
market  today.  Get  your  stock  in  shape  for 
increased    business.      bend    your    order    in    today. 

Congoleum  Company 
of  Canada,  Limited 

1270  St.  Patrick  St.,  Montreal,  Quebec 
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Crochet  and 
Embroidery  Cotton 


^T  0  MATTER  what  size  or  shade  you  are  asked  for — if  your  stock  of 
^■^  Crochet  and  Embroidery  Cotton  is  Corticelli — you  have  it. 

Long  fibre  Sea  Island  Cotton  guarantees  maximum  service  and  elasticity. 
Mercerization  shrinks  and  toughens  the  fibre  imparting  a  brilliant  and 
permanent  lustre  to  the  thread,  which  lasts  as  long  as  the  article  itself. 

Is  your  stock  complete  to  supply  promptly  the  many  varied  items  demand- 
ed by  your  customers? 

Our  prompt  shipment  of  mail  orders  will  enable  you  to  keep  your  stock 
up  to  peak  efficiency. 


Famous  for 


Quality 

None  so  good 


Shades 

Variety  and  Lustre 


Sizes 

Full  range  for  good  service 


Molding  ~w&rtJ£elli 


j£+miL-J 


Montreal         Toronto  Winnipeg         Vancouver 
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A/T  ILTON'S  Limited,  "The 
Jaeger  Shop"  Yonge  Street, 
Toronto,  catering  in  wearing 
apparel  to  the  finer  needs  of 
discriminating  men  and  women, 
is  truly  the  "last  word"  in  ex- 
clusive shops.  The  woodwork  in 
Black  Walnut  together  with  the 
plate  glass  enclosed  display 
cases  provide  a  fitting  setting 
for  the  display  of  those  famous 
English  lines  for  which  this 
store   is  justly   famous. 


Another  Link ! 

— in  the  chain  of  Kenl-McClain  achievement;  bind- 
ing, more  closely  than  ever,  the  idea  of  Retail  Mer- 
chandising and  the  institution  of  Kent-McClain. 

™  •f  T»  *t* 

The  beautiful  new  Toronto  store  of  Milton's 
Limited,  "The  Jaeger  Shop,"  is  further 
evidence  of  the  important  part  Kent- 
McClain  is  daily  playing  in  the  creation  of 
leading  retail  stores  throughout  the  Do- 
minion. 

This  new  shop  was  planned,  designed  and 
equipped  with  such  signal  success  that  it  is 
now  recognized  as  one  of  Canada's  finest 
merchandising  establishments. 

It  will  remain  for  many  years  an  outstand- 
ing example  of  Modern-Merchandising 
Store  Equipment. 


feft-fQan 

(Toronto  ShowCase Co)    Limited 


Canada  s  Outstanding  Designers  and  Builders  of 

Modern- Merchandising  Store  Equipment 


183  CARLAW  AVENUE,  TORONTO 
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"EFFICIENCY 

Is  Our  Motto 


Having  access  to  the  markets 
of  the  world  we  are  in  a  splen- 
did position  to  supply  you  with 
the  best  merchandise — season- 
able goods  that  will  stimulate 
your  business. 

Our  organization  is  composed 
of  eighteen  separate  depart- 
ments, each  one  efficiently 
equipped  to  care  for  your 
needs.  Let  us  know  what  you 
want,  and  the  goods  will  be 
on  their  way  the  same  day 
that  your  order  is  received. 

We  have  now  on  hand  the 
largest  and  best  assorted  stock 
since  pre-war  days.  We  solic- 
it enquiries,  and  send  samples 
on  request. 


ilSaas, 


& 
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GREENSHIELDS  LIMITED 


THE  HUB  OFTHE  DRYGOODS 

TRADE  IN  CANADA 


17  Victoria  Square 


Montreal 


Sales  Rooms  FromThe  Atlantic  To  The  Pacific 
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We  always  have  the  best  sellers 

RATINE 

(Rough  Surface.) 

The  Season's  Hit. 

in  stock 

Colors:  White,  Sky,  Pink,  Mais,  Helio,  Jade,  Sunburnt, 
Tile,  Pumpkin,  Rose,  Black,  Brown,  Navy. 

Swiss  Organdy 

|  65  shades  | 

Dotted  Swiss 

All  colors         New  prices 

'Peeress     Hair  Nets 

without  doubt  the  finest  quality  that  can  be  put  up. 
Take  advantage  of  our  popular  Counter  Cise. 

Mona  Lisa    V eils 

Laces  Nets 

V  eilmgs 

the  finest  range  we  have  ever  shown  is  now  out  for  Fall. 
Value  and  patterns  worth  seeing. 

We  only  handle  the  Best. 

Always  did !  Always  jvill ! 

SAMPLES? 

|     CANADA  VEILING  CO.,  LIMITED     | 

84-86  Wellington  Street  West,  Toronto 
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"IRON  DUKE" 
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Overalls  and  Smocks  for  Men 
Made  of  the  Strongest  Cloth 
On  the  Largest  Cut 
For  the  Hardest  Wear 


Samples  by  Mail  or  see  our  Representative 


I 


John  M.  Garland,  Son  &  Co. 

Limited 


Ottawa 


Canada 


Wholesale  Dry  Goods 
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Made  in  a  fine  quality  of  Pure  Wool  in  combination  colors.    Priced  at  a  reasonable 
figure.     Can  be  secured  through  our  dealers.      Every  car  owner  should   have  one. 

THE    BROOK   WOOLLEN  COMPANY,  Limited 
Simcoe        -        Ontario 

Selling  Agents 

HARVEY  BROTHERS  &  SEMPLE,  LIMITED 

Toronto  Winnipeg  Edmonton  Vancouver 
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WAYAGAMACK 


PURE 


KRAFT 


Stands  Unrivalled 

as  a  wrapper  or  cover  for 


Dry  Goods 

Groceries 

Liquors 

Hardware 

Provisions 

Canned    Goods 

Furniture 

Meats 

Bottled   Goods 

Wayagamack   Pure  Kraft 

which  means 

Strength  and  Security 

when  converted  into  bags,  envelopes,  notion  bags,  etc., 
is  admittedly  the  best  and  cheapest  container  for 


Haberdashery 

Vegetables 

Sugar 

Notions 

Fruits 

Coffee 

Candies 

Cereals 

Tea 

It  is  stocked  in  Glazed  and  Unglazed  finish  and  in 
Broadstripe,  Finestripe  and  Plain  patterns  and  is  sold 
by  all  the    principal    wholesalers    from    Coast  to  Coast. 
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"It's  the  clocking 


On  the  stocking 


*» 


Winsojjjg 

'      PURE  THREAD 

SILK  HOSIERY 


MADE  IN  CANADA 


— that  makes  the  big  appeal  to  customers 
this  season.  Have  you  seen  our  new  beau- 
tifully clocked  lines  of  Winsome  Maid?  In 
pure  silk  and  in  our  fashionable  silk  and 
wool  mixture  we  are  featuring  the  clock  of 
contrasting  color. 

You  have  only  to  display  these  lines  to  have 
them  sell  "like  hot  cakes." 

WRITE  FOR  PRICES 


ALLEN  SILK  MILLS  LIMITED 


43  DAVIES  AVE. 


TORONTO 


The  finest   Trade  Buys    "Winsome    Maid" 


If  You  Know  Anything 
About  the  Season's  Styles, 

then  you  know  that  homespun  suits  and  dresses  are 
Fashion's  greatest  triumph.  And  that  always  with 
the  homespun  suits,  go  the  heather  stockings. 

A.  B.  C.  Hosiery 

features  heather  for  men,  women  and  children 
in  the  smartest  and  most  popular  combinations 
of  colors. 

The  following  are  quick  sellers: — 

Silk  and  wool  1  and  1  rib. 


FOR  CHILDREN  —  three-quarter 
length  heather  socks  with  roll 
top. 

— Heather  mixtures  in  regula- 
tion  length  stocking. 
Pure  Silk  1  and   1   rib  beautiful 
quality. 

All  seamless,  with  reinforced  heels  and  toes. 


FOR   MEN   AND   WOMEN— Silk 

and      wool      mixtures.       heather 

effect. 

Cashmere   plain    weave,    heather 

effect. 


ALLEN  BROS.  CO.  LIMITED 

883  DUNDAS  ST.  E.        -        TORONTO 
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Many  hundred  thousands  of 
Hoover  advertisements  are  circu- 
lated each  month  through  leading 
periodicals   that  cover    Canada 


A  Small  Investment,  Small  Floor  Space, 
Monthly  Turnovers,  Large  Yearly  Profits 


The  Hoover  Hag 
Is  A  Iways  Properly  Held 

(4  nother  Patented  Hoover  Feature) 

REGARDLESS  of  the  position 
of  the  Hoover  handle,  and  no 
'matter  whether  the  bag  is  in- 
flated or  deflated,  it  cannot  get  caught 
under  the  wheels,  nor  can  any  strain 
be  put  upon  it  to  tear  the  seams  or 
to  pull  the  fabric  out  of  the  frame  at 
the  exhaust  opening.  This  automatic 
protection  is  accomplished  by  the 
Hoover  bag-sliding  hook.  When  the 
bag  is  deflated,  or  the  handle  is  raised, 
the  hook  slides  down.  As  bag  inflates, 
the  hook  travels  upwards.  The  bag 
is  also  easily  unhooked  for  emptying. 
Covered  by  a  Hoover  patent  granted 
May  1,  1917.  Over  eighteen  patents 
now  protect  The  Hoover.  Other 
applications  for  patents  are  pending. 


Four  important  factors  of  the 
Authorized  Hoover  Dealer  fran- 
chise are  named  above. 

Frequent  ordering  is  encouraged 
as  Hoover  dealers  are  urged  to 
strive  for  monthly  turnovers. 

This  makes  it  possible  for  a  dealer 
to  secure  twelve  profits  a  year  on 
his  investment.  And,  no  matter 
whether  his  order  is  for  three  or 
three  hundred  Hoovers,  the  same 
discount  applies. 

Then,  too,  a  dealer  need  devote 
only  a  small,  well-located  space  in 
his  store  for  demonstrating  and 
displaying  The  Hoover. 

When  his  machines  arrive,  aHoover 
man — trained  in  the  best  methods 
of  retail  selling — will  spend  ample 


time  with  the  dealer  to  post  him  on 
successful  methods  of  making  sales. 

Display  and  advertising  literature 
will  be  liberally  provided.  Further- 
more, this  Hoover  man  will  con- 
tinually keep  in  close  touch  with 
the  dealer,  to  assist  him  to  build 
up  his  volume. 

Does  not  this  franchise  appeal  to 
you?  Largely  because  the  Hoover 
organization  backs  up  its  dealers 
in  this  sincere,  helpful  manner, 
The  Hoover  is  the  largest  selling 
electric  cleaner  in  the  world. 

Without  obligation,  of  course,  will 
you  not  permit  our  representative 
to  go  fully  into  this  matter  with 
you?  Please  let  us  know  when  he 
mav  call. 


The    Hoover   Suction    Sweeper   Company   of   Canada,    Limited 

Factory  and  General  Offices:  Hamilton,  Ontario 


//  BEATS--  as  it  Sweeps  — as  it  Cleans 
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Made 

in 

Four 

Sizes 

00  0 

00 

0 


COLONIAL  MAID 


SIZE 


DRESS  FASTENER 

MADE   IN    CANADA. 


It's    all    in 
the    Spring 


Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 


Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


CH  I  S  IS  NOT  A 
FRICTION  FASTENER. 
-/  D  .  •  MADE 
DUt  IS  WITH 
HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS  WHEN  TO  HOLD 
AND  WHEN  TO  LET  GO 


BRASS 

will  not 

rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE  AND    BLACK.     .-.     .-.    SIZES  00-0-1 

To  he  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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Habtetf'  l^ear  Htmtteb 
Announce 

the  opening-  display  of  their  entirely 
new  line  of  Dresses  for  Misses  and 
Women. 

We  assure  you  that  our  creations  are  styled  to 
the  moment  and  are  priced  to  bring  them 
within  the  buying  range  of  every  reputable 
store.  We  believe  that  you  will  sell  these 
Dresses  with  the  same  feeling  of  pride  and  con- 
fidence with  which  we  produced  them. 

Materials  include   Satin  faced   Canton    Crepe, 
Crepe    de    Chine,     Charmeuse    Satins,    Crepe 
Romains,     Gratte    Knit     and     Poiret    Twills. 
Prices  range   from  $25.00   to  $75.00  for   your 
trade. 

The  display  will  be  ready  for  your  inspection 

at   our  Toronto   showroom,  and  by  our 

salesman  on  the  road  early  in  July 

Ladies   Wear  Limited 

Manufacturers  and  Distributors  of  High  Class  Ladies'  VPear 

W.  F.  Gofortn,  President 

563  College  Street,  Toronto 
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LACES  A  HOSIERY 

EMBROIDERIES  ^^^^a  BRASSIERES 

DRESSTRIMMINGS  ^B                ^T  HANDKERCHIEFS 

GEORGETTES  ^HB«  WASH  G00DS 

CHIFFONS  W^*A  RIBBONS 


The  Blue  Star  Line 


always  contains  the  newest,  most  unique  novelties 
as  well  as  staple  goods.  Our  entire  buying  organi- 
zation is  continually  on  the  watch  for  those  lines  that 
bid  to  become  the  season's  "best  sellers'*. 


The  newest  importations  include  a  splendid  variety 
of  exquisite  (aces  and  embroideries  that  are  certain 
to  prove  irresistible  to  the  feminine  shopper. 


In  our  staple  lines  as  well,  constant  turnover  keeps 
our  stocks  always  fresh  and  up-to-date. 


jWuser  pronjersi  (Canaba)  Htmtteb 


Manufacturers    and  Jlmporters    of    Laces, 

Dress  Trimmings  and   Embroideries. 

Importers  of  Fancy  Dry  Goods. 


|  1 2  ST.  HELEN  STREET,  MONTREAL  | 

^=  New  York,  Boston,  Philadelphia,  Chicago,  Baltimore,  Los  Angeles,  San  Francisco,  ^ 

^55  London,  Nottingham,  Paris,  Calais,  Caudry,  Le  Puy,  St.  Gall  JE 

K^llUIIIIH 
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STOFFEL  &  CO.,  ST.  GALL 

The  Largest  Manufacturers  of  Cotton  Fabrics  in 

SWITZERLAND 


:-■■•  ;-::m 


Fine  Muslins 


Jaconas 


Voil 


es 


Crepes 


Nainsooks 


Batistes 


Calicots 


Fancies 


The    Var  Races  at  Nice 

TRANSPARENT  ORGANDIES  IN   100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

"IT  IS  STOFFEL'S" 

The  finest  praise  that  can  be  bestowed  upon  an  Organdie  or  Dotted  Swiss 

STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Man  ufacturing  Trade  only 

HERON   &  TAYLOR 


235  Coristine  Bldg., 

20  St.  Nicholas  Street, 

Montreal,  Que. 

Tel.  Main  6248 


Sole  Agents  for  Canada 
77  York  Street, 
Toronto 

Tel.  Adel.  2253 


Western   Representatives 
McRae  &  Walker, 
106  Hammond  Block, 
Albert  Street,  Winnipeg,  Man. 

Tel.  A.   7265 
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OTTAWA 

111    Sparks  St. 


HAILEYBURY, 
ONT. 

Mat  aba  nick 


SUDBURY,   Ont. 
Balmoral 


LONDON 

ONT. 

145    Carling   St. 


SHERBROOKE 
QUEBEC 

■>0   Wellington  S* 


NUMEROUS  CONTRACTS 
BUILDING  HOUSES. 


The  number  of  Permits  issued  for  New  Construction  or  Additions 
or  Remodelling  of  HOMES  in  1922  is  the  Largest  for  the  past 
Eight   Years. 

THIS  MEANS 
BIG  BUSINESS  FOR  FALL 
IN 
HOME    FURNISHINGS. 

For    Floor  Coverings,  Bed    Coverings,    and 

Draperies 

THE  HOUSE    OF  RACINE 

offers 

THE  MOST  EXTENSIVE  RANGE 

To    be    found  anywhere    in    Canada 


Dept.  G.  —  Carpets,  Squares,  Rugs,  Lino- 
leums, Oilcloths,  Blankets,  Quilts,  Comfort- 
ers, Afghans,  Lace  Curtains,  Curtain  Nets 
Cretonnes,  Art  Sateens,  Repps,  Velours, 
etc.,  etc.,  etc. 

ASSORTMENT: -Vast  Variety  and 
Dernier  Designs. 

VALUE: — Competitive  and  Popular 
Priced. 

SERVICE: — Courteous  and  Informa- 
tive. 


J.  M.  O.  GAGNON 
Manager  Dept.   G. 


The  Leading  House  of  Canada  in  House  Furnishing! 


3t.    hyacinth: 

QUEBEC 


TORONTO.  Ont. 
72     Bay    Street 


HAMILTON 

ONT. 

Lister     Chmbrs. 


SVDNEY.  C.  B. 

]  269  Charlotte  St. 

HALIFAX 

N.  S. 
110  Roy  Bid*. 


THREE    RIVERS 
QUE. 


St.  PASCAL 
QUE. 


EDMUNSTON 

N.    .>. 


ST.    JOHN.    N.    B. 
85  Germain  St. 
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High   Quality  Stockings 
at  a  Low  Price 

T)  OCK  RIB  and  Hercules  hose  are  just  the  kind 
to  show  mothers  of  sturdy,  active  youngsters 
— who  are  anxious  to  make  their  hosiery  money  go 
farther. 

They  are  specially  made  to  stand  the  strain  of  rough  and 
tumble  sports.  Knitted  from  extra  long  yarn,  with  double- 
ply  elastic  rib  legs  and  triple-ply  heels  and  toes.  Mothers 
find  their  first  cost  reasonable — their  wearing  qualities 
remarkable. 

Sizes  5  to  lOi/ij  boxes  of  one  dozen. 

Stock  these  three  lines  regularly.  You'll  find  them  steady, 
profitable  sellers.    Your  wholesaler  can  supply  you. 

The  Chipman-Holton  Knitting  Company, Limited 
Hamilton,  Ontario 

Mills  at  Hamilton  and  Welland,  Ontario 

ROCK  RIBHERCULES 

JBoj?&  and  Girls 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


PRINCESS 


Princess  stockings  are  ex- 
cellent for  the  girls.  Made 
from  two-ply  English  Lisle 
yarn.  These  stockings  are 
hard  wearing,  and  have 
a  most  attractive  appear- 
ance.     Sizts  4 1-2  to  K. 


R  EGISTER  E  D 


/* 


.% 


*r  *±J  %-i 


CHARM! 

A  bowl  of  flowers,  glistening 
silver,  sparkling  glassware — 
and  "Old  Bleach"  Damasks  to 
complete  the  charm  of  a  per- 
fectly set  table. 
"Old  Bleach"  Linens,  made 
from  pure  selected  flax  yarn 
and  bleached  by  the  sun,  ap- 
peal to  the  finer  sentiments. 
When  a  woman  handles  "Old 
Bleach"  Damasks  and  thinks 
of  how  they  will  look  on  her 
table,  the  price  consideration 
is  remote. 

And  that  means  that  the  sale 
is  a  likely  conclusion. 

The 

"OLD  BLEACH"  LINEN  CO. 

LIMITED 
Reg.  Trade  Mark 

44-46  East  25th  Street  :    :  New  York 

W.    H    STELEY 

Canadian     Representative 

2?  We-»  Wellington  Street,  Toronto,  Ont. 


DRY    GOODS    REVIEW 

I  i  1 1 1 1 1 1 1 1 1 1  III  lllll  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1,1 1,1 1 1 1 1 1 1 1,1 1 II 1 1 1 II 1 1 1 1 1 1  II.LIIililllllllllllJ  LllllJ'IIITJTIJ'lil.liI  1 1 1,1 1,1 


Merri  Maid  Dresses 

for    Okilaren 
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K 

New   Hot   Weather   Styles 

out  this  month  include  the  Sleeveless  Dresses  for  the  little  Miss,  many  showing 
the  new  peasant  neck,  hand  embroideries  and  rose  bud  trimmings,  in  Voile,  Organ- 
dies and  Dotted    Swiss  combination. 

Sizes  2  to    1 2  years 
Quick  Delivery 

H.  P.  RITCHIE  &  COMPANY 


^Manufacturers  J^letallic  Laces,  Silk  Lingerie^  Embroideries, 
Handkerchiefs,  Merri-9*laid  Dresses  for  Juniors. 


38-42  CLIFFORD  STREET 


TORONTO 
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IT 

:  -  ! 


READY-TO-WEAR 


Ladies'  Jumpers 


in 

SERGE  FLANNEL  HOMESPUN 

in 

BLUE      NAVY      COPEN      SAND 

CARMINE 

and 

A  beautiful  range  of 

GEORGETTE  AND  CREPE  DE  CHINE 

BLOUSES 

to  wear  with  them 
in 

FLESH     SAND     WHITE 


also 


LADIES'  SUMMER  DRESSES 


in 


VOILES,  GINGHAMS,  ETC 

TWO   SPECIALS 


AUTO  SHAWLS 

IN 

POPULAR  COLORS 

$33  per  doz.  J^  doz.  in  box 


HOMESPUN 

GOLF    SKIRTS 


IN 
SAND 


BLUE     -     SAND     -     BROWN 

$4.50Each 


11  DEPARTMENTS 

"Each  One  a  Specialty  House  in  Itself" 

HODGSON,  SUMNER  &  CO.,  LIMITED 


83-91  St.  Paul  St.,  West 


21  St.  Sulpice  St. 

MONTREAL 


84-92  LeRoyer  St. 


Sample  Rooms: 

7  Charest  St.,  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg\,  28-30   Wellington  St.  West,  TORONTO 

Can.  Bank  of  Commerce  Bldg\,  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

Empire  Bldg-.,  HAMILTON  Grig-g-  House,  LONDON 

503   Mercantile  Bldg-.,   VANCOUVER  50  Bon  Accord   St..  MONCTON,  N.B. 


iMi 


-t3»ii«*C» 


■»am)ig» 
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%?  Gloves  and  Hosier  7/ou&e  <q/  Ganada 


"Venus  Pure  Thread  Silk  Hose 

Makes  Firm  Friends  Where'er  It  Goes" 


E^RIENDS  among  retailers  because  it 
builds  a  steadily  growing  business  of 
satisfaction  and  profit,  friends  among 
wearers  because  they  can  ask  for  "Venus 
Silk  Hose"  instead  of  just  "a  pair  of 
silk  hose"  and  know  by  experience  that 
the  name  "Venus"  is  an  assurance  of 
the  qualities  that  mean  more  than  value 
for  their  money. 

Venus  Silk  Hosiery  Mills 

Limited 

TORONTO  -  ONTARIO 


VA)U  cannot  emphasize  too  strongly 
1  the  real  economy  of  QUEEN  QUAL- 
ITY glove  silk  lingerie.  Service,  not  first 
cost,  is  the  true  criterion  of  value  and 
on  this  basis  QUEEN  QUALITY  is 
second  to  none.  A  display  in  your 
store   will   prove  QUEEN   QUALITY 

The  Buy  word  for  Silk  Lingerie" 

St.  Catharines  Silk  Mills 


Limited 


ONTARIO 


tfchard  LBaker&Got 

84-WelIi'r^tonStWest 
Toronto 
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%?  Glov&$  and  IHoshty  °Hou<sq  <gf  Qanada 


Griffin 
"Griffin  Gloved- Well  Gloved" 

\V  7ELL  gloved  because  Griffin  Gloves 
are  the  leaders  in  style,  not  merely 
content  to  follow  the  lead  but  always 
setting  the  pace.  In  no  other  glove  is 
the  same  combination  of  smartness  and 
washability  to  be  found.  Griffin  Gloves 
have  put  washable  fabric  gloves  on  a 
new  footing  with  discriminating  women. 

MADE  IN  CANADA 

Griffin  Gloves  Limited 

TORONTO,  ONTARIO 


iqndonknit 
Hose 

"London  Knit 

For  Wear  and  Fit" 


I  'HE  slogan  tells  the  story.  London  Knit  is  made  in  every  particu- 
A    lar  with  that  solid,  dependable  quality  that  insures  utmost  wear 
and  perfect  fit,  the  two  essentials  of  saleable  hosiery. 

Cotton,  Lisle,  Silk  Lisle,  Cashmere,  Fibre  Silk 


CANADA 


LONDON  HOSIERY  MILLS 


LIMITED 


ONTARIO 
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MANTLES 


in  the  following  sizes: 

CHILDREN'S— 19-24  Blanket  Cloths. 

CHILDREN'S— 3  to  6  yrs.,  in  Blanket  Cloths. 
Also  Tweeds,  Whitneys  and  Chinchilla  Reefers. 

CHILDREN'S— 6  to  9  yrs.,  in  Blanket  Cloths 
and  Tweeds. 

CHILDREN'S— 10  to  14  yrs.,  in  Blanket  Cloths, 
Tweeds  and  Burberrys. 

MISSES'— 13  to  19  yrs.,  in  Blanket  Cloths,  Bur- 
berrys, Velours,  Black  Baby  Lamb. 

LADIES' — sizes  18  to  44,  in  Blanket  Cloths, 
Velours,  Black  Baby  Lamb,  Black  Plush  (Salts), 
Duvetyn,  Burberrys. 

Ready-to-Wear  Department 

Our  travellers  are  on  the  road  showing  our  new 
Fall  range. 


THE  W.R.  BROCK  CO.,  (LIMITED) 

WHOLESALE   DRY  GOODS 

MONTREAL 
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FOR    SMARTNESS    THERE    IS    NOTHING 
LIKE  A  WELL  MADE  TAILORED  WAIST 


THE  GOLF  GIRL,  THE 
MOTORIST,  THE  TENNIS 
GIRL,  THE  GIRL  IN  THE 
MOUNTAINS,  AT  THE 
SEASHORE,  OR  IN  THE 
CITY,  WANTS  A  TAILORED 
WAIST  FOR  COMFORT, 
STYLE  AND  ECONOMY. 


IN  THE  LATEST 

Collegiate  Collar  Styles 
Peter  Pan  Collar  Styles 
Bramley  Collar  Styles 
Tuxedo     Collar    Styles 

ALL  ONE  PRICE 

$30.00  per  dozen. 


Send  your  mail  order  in  for  one  dozen  assorted,  as  they  are 
all  sure  winners  for  your  Blouse  Department.      Sizes   34  to   44 

Organdie  Blouses  come  in  combination  of  Rose  and  White, 
Bisque  and  White,  Blue  and  White,  White  and  Blue,  White 
and  Bisque,  White  and  Rose,  and  White  and  Helio. 

All  White  Dimities  with  Irish  Crochet  and  Filet  Lace.  Also 
some  plain  with  finely  tucked  fronts. 

AMERICAN    WAIST    &    DRESS  CO. 
LIMITED 

Dubrule  Bldg.  Montreal 


THOSE  PICTURED 
HERE  ARE  A  FEW  OF 
OUR  STYLES  SHOWING 
FOR  IMMEDIATE 
DELIVERY.  IN  COM- 
BINATION COLOUR 
ORGANDIES  AND  IN 
FINE  QUALITY  DIM- 
ITIES. 
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HEAD    OFFICE— Bay    and    Wellinsrton    Sts.,    Toronto 

Imported  Wilton  Rugs 

Celebrated  English   Makes   In 
Tasman,  Rock,  Superfine   Qualities 

Sizes:  46  x  6,  46  x  T 
69  x  76,  69  x  9,  69  x  106 
9x9,      9  x   10,      9  x  12 

Distinctive  Patterns  which    will  readily  commend  themselves  to    our 
customers. 

These  beautiful   Rugs     are     wonderful     reproductions    of    the    most 
famous  Orientals. 


TO  w  Ix^w) 


;   >^-^ 


TORONTO 


Letter   order  department   always   at   your  service. 
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STOCKINGS    AND    SOCKS    OF 

PURE  WOOL 

Pure  Silk  and  Artificial  Silk  as  well  as  Soft  Cotton  {Cashmere 
or[.Lldma';Fitiisk)i/M&  Lisle 

Thread  are;  now  being  dyed  "Hawley's  Hygienic  Black." 


attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 
Offices  of 

The 

Dry  Goods 

Review, 

143-153 

University 

Avenue, 

Toronto, 

and 

128 

Bleury  Street, 

Montreal. 


Hawley's 

Hygienic 

Black 


British  Dye 


hose  Socks 

Every  pair  bearing  the  name  HAWLEY'S "  is  warranted! 

Fast&Stamless  to  Wishing, Vfear  and  Perspiration 


Every  pair  is  clearly  stamped  with  the  name  "Hawley's " 

and   is  a  guarantee    to    the    purchaser    of  the    Fast    and 

Stainless  qualities  of  the  Dye* 


To  meet 

the 

Great  Public 

Demand  for 

"Hawley's 

Hygienic 

Dye"  upon 

Hose  and 

Socks  in  all 

makes  and 

Materials  I 

Retailers 

should  at  1 

once  place 

orders 

for  a  full 

range  of 

these  goods 

with  their 

wholesale 

houses. 


5 


Should  any  difficulty  arise  in  respect  to  supplies  of  any  particular  line  of  goods  dyed  "  Hawley  s 
Hygienic  Black,"  names  of  Wholesalers  who  are  in  a  position  to  supply  will  be  gladly  given  in 
answer  to  an  inquiry  addressed  to  the  Publicity  Dept.,  Sketchley  Dye  Works,  Hinckley,  England. 
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Volume  xxxiv. 


TORONTO,  CANADA,  JUNE,  1922 


Number  6 


The  Budget --and  the  Amendments 

Increase  in  Sales  Tax  of  50  Per  Cent.  An  Important  Item  to  Re- 
tailers— The  New  Stamp  on  Receipts  Not  Yet  Clear  As  to  Its 
Application — Depreciated  Currency  Legislation  Introduces  a  Few 
Difficulties  Not  Yet  Cleared  Away — Leaves  Much  in  Hands  of 

Appraisers 


SO  FAR  as  the  dry  goods  dealers 
of  Canada  are  concerned,  the  bud- 
get of  the  Minister  of  Finance 
brought  down  on  the  23rd  of  May  will 
not  make  any  very  great  difference  to 
him.  It  does  not  add  to  his  perplexi- 
ties; it  will  throw  little  or  nothing  in 
the  way  of  a  further  restriction  to  busi- 
ness. It  may  bring  some  lines  of  mer- 
chandise to  his  counter  cheaper  than  be- 
fore the  23rd  of  May;  but  on  most  lines 
there  will  be  little  difference,  and  it  is 
barely  possible  that  on  some  lines  there 
may  be  a  slight  upward  tendency. 
Sales  Tax  Increase 
The  principle  feature  of  the  new  bud- 
get so  far  as  the  retailer  is  concerned  is 
the  increase  in  the  sales  tax.  This  under- 
goes a  general  increase  of  50  per  cent. 
Formerly,  the  retailer  paid  a  1%  per 
cent,  sales  tax  to  the  wholesaler,  a  3 
per  cent,  sales  tax  to  the  manufacturer; 
now  he  will  pay  2x/4  and  4%  per  cent, 
respectively.  Formerly  the  tax  on  the 
sale  of  imported  goods  by  the  manu- 
facturer to  the  jobber  was  2  per  cent, 
and  now  it  is  3  per  cent.  The  same  ap- 
plies on  the  sale  from  the  jobber  to  the 
retailer,  making  a  total  of  6  per  cent, 
sales  tax  collected  on  imported  goods  be- 
fore they  reach  the  retailer.  Under  last 
year's  sales  tax  the  amount  of  $72,000,- 
000  was  secured.  As  formerly,  however, 
this  tax  is  placed  on  the  invoice  and  the 
customer  knows  nothing  about  it. 
Absorbed  Or  Passed  On? 
There  is  one  feature  of  this  sales  tax, 
however,  that  creates  a  new  problem  for 
the  retailer.  Formerly  many  retailers 
absorbed  this  sales  tax  and  forgot  it. 
According  to  some  of  the  keenest  mer- 
chandising men  in  the  trade,  this  will 
now  be  impossible.  The  new  sales  tax, 
they  say,  will  have  to  be  considered  a 
part  of  selling  expense  or  overhead  and 
taken  into  consideration  when  the  sell- 
ing price  to  the   customer  is  fixed.   On 


Tax  and  Tariff  Changes  Affecting   Dry 

Goods  Trade 

Sales  tax  increased  by  50%. 

Passenger  automobiles  increased  5%   up  to  $1,200;  10%   above  $1,200. 

Tax  on  receipts  on  bills  of  $10  and  upwards,  2  cents. 

Cheques,  2  cents  up  to  $50;  2  cents  on  each  additional  $50  up  to  $5,000. 
Tax  not  to  exceed  $2. 

Insurance,  5%  on  premiums  paid  unlicensed  companies. 

Telegrams  and  cables  increased  from  1  cent  to  5  cents. 

Cotton  fabrics,  grey,  bleached  or  dyed,  reduced  under  the  preferential 
tariff,  2'/2%. 

Cotton  clothing  reduced  2y2%. 

Enameled  ware,  reduced  2'/2%. 

Window  shades,  2'/2%. 

Corsets   and   cotton  clothing,   2'/2%. 

Flannels,  lustres,  mohair,  2'/2%. 

Alpaca  and  Italian  linings,  2'/2%. 

Woollen  fabrics,  woollen  clothing,  cloths,  doeskins,  cassimeres,  tweeds, 
coatings,  overcoatings  and  felt  cloth  not  otherwise  provided  for,  reduced 
2</2%. 

Rubber  clothing,  2'/2%. 

Knitted  goods,  2'/2%: 

Boots  and  shoes,  2'/2%. 

Collars  and  cuffs,  5%. 

Blankets,  cotton,  2'/2%. 

Clothes  wringers,  2'/2%. 

German  goods  or  goods  from  a  country  where  the  currency  is  depre- 
ciated must  be  assessed  at  English  value  and  the  duty  so  levied.  In  ex- 
plaining this  feature  of  the  budget,  the  Finance  Minister  said:  "The  effort 
of  the  Government  was  to  obtain  a  standard  by  valuing  the  mark  and 
determining  what  value  should  be  put  upon  it,  having  regard  to  various 
considerations. 

"The  way  we  are  trying  to  do  is,  we  are  not  thinking  of  the  value  of 
the  mark,  but  we  propose  to  have  the  value  of  the  article  determined  by 
the  standard  of  English  value.  If  two  parcels  come  into  Canada  on  the 
same  day,  one  being  from  England  and  the  other  from  Germany,  both  of 
the  same  character,  the  value  shall  be  determined  by  the  value  of  the 
English  article  if  the  articles  are  made  in  England  of  like  value. 

"Where  the  articles  are  not  made  in  England  and  therefore  you  cannot 
get  the  English  standard  of  value  to  serve  your  purpose,  you  take  the 
value  in  a  neighboring  country,  where  the  currency  has  no  substantial 
depreciation.  We  might  take  Holland  or  Switzerland  or  some  of  those 
countries  where  there  is  no  substantial  depreciation.  The  standard  is  the 
English  value.  Whatever  is  the  English  value  of  the  article  we  will  take 
as  the  value  of  the  foreign  country,  in  any  case  in  which  there  is  a  depre- 
ciation of  currency." 
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the  other  hand,  some  retailers  have  said 
they  intend  to  absorb  it  as  before. 

,  Amendments 

So  far  as  the  original  budget  is  con- 
sidered, that  is  about  all  there  is  to  be 
said  about  it.  The  amendments  that 
were  brought  down  by  the  Minister  of 
Finance  on  June  12th  have  brought  some 
changes  of  considerable  importance  into 
the  field  of  merchandising.  At  this  time 
of  writing,  some  of  these  points  have 
not  yet  been  made  clear  and  we  will  have 
to  leave  to  another  issue  the  full  elucid- 
ation of  these  points. 

One  of  the  new  regulations  and  an  al- 
together new  tax  is  the  stamp  that  has 
to  be  placed  on  receipts.  This  does  not 
come  into  effect  until  the  first  of  Janu- 
ary, 1923,  and  long  before  then  it  will 
be  understood  just  what  is  required.  Mr. 
Fielding  stated  that  a  2-cent  stamp  must 
be  placed  on  all  receipts  of  $10  and  up- 
wards but  whether  this  applies  to  a  cash 
transaction  or  merely  to  an  account  is 
not  yet  clear.  It  is  said  that  this  new 
tax  is  fashioned  after  the  English  law. 
If  that  is  the  case,  as  we  understand  it, 
this  new  tax  will  apply  only  to  an  ac- 
count and  not  at  all  to  a  counter  sale  or 
a  cash  transaction.  As  we  understand 
it,  in  England  a  customer  may  demand  a 
stamped  receipt  when  making  even  a 
cash  purchase  if  he  so  desires,  but  in 
the  majority  of  cases  he  does  not  so 
desire,  and  consequently  the  tax  is  not 
paid. 

It  would  certainly  make  a  great  dif- 
ference here  if  this  tax  applies  to  all 
cash  or  counter  sales.  Difficulties  would 
immediately  arise.  Take,  for  instance, 
the  case  of  returning  goods  to  stores 
that  have  adopted  the  exchange  prin- 
ciple. If  a  consignment  of  $12  worth  of 
goods  were  bought  and  $3  worth  re- 
turned, it  can  easily  be  seen  where  dif- 
ficulties would  arise.  Or  if  a  stamp  has 
to  be  placed  on  every  sales  slip  of  $10 
and  over — a  slip  that  is  really  a  receipt 
— it  will  mean  many  dollars  during  the 
year  to  dealers.  This  point  requires  full- 
er explanation  but  it  should  not  be  for- 
gotten that  it  is  not  in  effect  till  Janu- 
ary of  next  year.  E.  M.  Trowen,  Domin- 
ion Secretary  of  the  R.M.A.,  declined 
to  make  a  statement  to  Men's  Wear  Re- 
view on  this  point,  because  he  said  he 
was  not  at  all  certain  about  it  as  yet. 

Depreciated  Currency 

In  the  original  budget  of  May  23  the 
depreciated  currency  legislation  was 
wiped  out  entirely.  The  Minister  of  Fin- 
ance stated  that  it  had  not  worked  sat- 
isfactorily in  any  case,  and  he  was  prob- 
ably right.  What  seems  to  have  gone 
on  under  this  provision  is  this:  Com- 
mission agents  have  acted  for  many 
firms  in  this  country,  buying  from  for- 
eign countries,  having  the  goods  enter 
England  under  the  Free  Trade  regula- 
tions, and  then  re-shipped  to  Canada. 

On  the  12th  of  June,  an  amendment 
was  brought  down  by  Mr.  Fielding  in 
which  it  was  set  forth  that  goods  from  a 
foreign  country  where  the  currency  was 
depreciated,  must  be  assessed  at  English 
value  and  the  duty  so  levied.    Mr.  Field- 


ing's elaboration  of  this  amendment  is 
given  in  another  section  of  this  issue 
and  is  worth  considering.  At  the  pres- 
ent time,  there  is  considerable  uncertain- 
ty regarding  the  effect  this  will  have  on 
goods  coming  in  from,  say,  Germany, 
Austria  or  Italy.  In  these  countries  the 
currency  is  greatly  depreciated. 

Leaves  Much  To  Appraiser 

In  the  first  place,  the  application  of 
this  new  regulation  will  leave  much  in 
the  hands  of  an  appraiser.  For  instance, 
a  Canadian  wholesaler,  purchases  some 
Italian  or  Austrian  hats.  An  appraiser 
who,  in  all  probability,  knows  little  or 
nothing  about  hats,  places  it  beside  a  hat 
of  English  make  and  says  that  "this 
Italian  hat  shall  be  considered  to  be 
the  equivalent  of  this  English  hat,"  and 
he  proceeds  to  levy  the  duty  on  the 
Italian  hat  as  if  it  were  really  an  Eng- 
lish hat.  The  same  would  apply  to  any 
line  of  merchandise  from  a  foreign  coun- 
try, no  matter  what  it  might  be.  Unless 
there  are  Appraisal  Boards  with  expert 
knowledge  of  merchandise  there  is  bound 
to  be  some  trouble  in  store  for  import- 
ers. 

Importers  are  asking  themselves 
where  the  difference  is  between  the  or- 
iginal budget  of  May  23,  and  the  amend- 
ment of  June  12,  so  far  as  depreciated 
currency  legislation  is  concerned.  Some 
say  that  it  is  only  a  change  of  words 
with  very  little,  if  any,  change  of  mean- 
ing. The  Italian  lire  or  the  German 
mark  are  still  the  lire  and  the  mark  at 
a  greatly  depreciated  value  and  while 
the  duty  is  levied  on  the  equivalent  in 
English  merchandise,  it  does  not  in- 
crease the  value  of  the  lire  or  the  mark; 
consequently  does  not  erect  a  barrier 
to  a  much  larger  importation  of  foreign 
goods  from  countries  where  the  curren- 
cies are  greatly  depreciated.  On  the 
other  hand,  others  say  that  this  regula- 
tion brings  foreign  currency  up  to  Eng- 
lish valuation  and,  therefore,  puts  the 
products  of  the  two  countries  on  a  par 
so  far  as  productive  costs  are  concern- 
ed. It  really  makes  a  vast  difference 
which  of  these  two  interpretations  is  the 
correct  one,  and  at  this  time  of  writing 
we  are  unable  to  clear  up  the  point. 

Under  revised  regulations,  the  fol- 
lowing rates  of  duty  are  applicable  to 
certain  dry  goods'  lines: 

Window  Shades 

Window  shade  or  blind  rollers,  Bri- 
tish Preferential  Tariff  20  per  cent,  In- 
termediate, 30  per  cent;  General  35  per 
cent. 

Window  shade  cloth  in  the  piece  and 
window  shades  when  out  to  size  or 
hemmed  or  mounted  on  rollers,  Br.  pref. 
20  per  cent,  intermediate,  30  per  cent, 
and  general,  35  per  cent. 

Fabrics   of   Cotton   and  Flax 

White  cotton  fabrics  and  fabrics  of 
flax  bleached,  tailors'  hollands  of  linen 
and  towelling  of  linen  or  cotton  in  the 
web,  colored  or  not,  Br.  preferential  15 
per  cent.,  intermediate  22%  per  cent, 
and  general  25  per  cent. 


Grey  cotton  fabrics  and  fabrics  of 
flax  unbleached,  Br.  pref.,  12  per  cent., 
intermediate  22%  per  cent.,  general  25 
per  cent. 

Fabrics  of  cotton  or  flax  printed,  dyed 
or  colored,  Br.  pref.  22%  per  cent.,  in- 
termediate 30  per  cent.,  and  general  32  % 
per  cent. 

Linen,  Wool  and  Cotton  Yarns 

Linen  yarn,  when  imported  by  manu- 
facturers of  tailors'  hollands  of  linen, 
for  use  exclusively  in  the  manufacture 
of  tailors'  hollands  in  their  own  factories 
is  free  from  duty. 

Batts,  batting  and  sheet  wadding  of 
wool,  cotton  or  other  fibre,  cotton  warps 
and  cotton  yarns,  dyed  or  not,  Br.  Pref. 
15  per  cent,  intermediate  22%  per  cent, 
and  general  25  per  cent. 

Flannels   and  Blankets 

Flannels  plain,  not  fancy,  fabrics  of 
wool  or  of  cotton  and  wool,  commonly 
described  and  sold  as  lustres,  mohair, 
alpaca  and  Italian  linings  Br.  pref.  20 
per  cent,  intermediate  30  per  cent.,  gen- 
eral 35  per  cent. 

Blankets  are  admitted  free. 
Fabrics 

Fabrics,  manufacturers,  wearing  ap- 
parel and  ready-made  clothing  composed 
wholly  or  in  part  of  wool,  worsted,  the 
hair  of  the  goat,  or  other  like  animal, 
cloths,  doeskins,  cassimeres,  tweeds, 
coatings,  overcoatings  and  felt  cloth,  Br. 
pref.  27%  per  cent,  intermediate,  35  per 
cent,  general  35  per  cent. 

Knitted  Goods 

Knitted  undershirts,  drawers  and 
knitted  goods  not  otherwise  provided 
for,  Br.  pref.,  20  per  cent,  intermediate, 
30  per  cent.,  general  35  per  cent. 

Laces,   Handkerchiefs,   Etc. 

Embroideries,  lace,  braids,  tapes  of 
cotton  or  linen  not  over  1%  inches  in 
width  (not  including  measuring  tape 
lines)  fringes,  cords,  elastic  (round  or 
flat)  garter  elastic,  tassels,  handker- 
chiefs, lace  collars  and  all  manufactures 
of  lace,  nets  and  nettings  of  cotton,  lin- 
en silk  and  other  material,  shams  and 
curtains  when  made  up  trimmed  or  un- 
trimmed  (all  of  these  unless  otherwise 
provided  for)  are  subject  to  a  Br.  pref. 
tariff  of  25  per  cent,  intermediate  32% 
per  cent,  and  general  35  per  cent. 

Corsets 

Corsets  of  all  kinds  and  linen  and 
cotton  clothing  unless  otherwise  provid- 
ed, Br.  pref.  22%  per  cent,  intermediate 
32%  per  cent,  and  general  35  per  cent. 

Oiled  clothing  and  oiled  hats  made 
from  cotton  or  linen,  Br.  pref.  20  per 
cent.,  intermediate  30  per  cent  and  gen- 
eral 30  per  cent. 

Silk  Cloth 

Silk  cloth  woven  in  the  gum,  not  boil- 
ed or  bleached,  measuring  not  less  than 
20  inches  in  width,  when  imported  for 
the  purpose  of  being  dyed  and  finished 

(Continued   on   page   30) 
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Recent  Displays  Seen  in  Detroit 

Originality  in  Arrangement  and  Conception  Attract  Many  Eyes 

in  the  Border  City — Displays  of  Summer  Frocks  and  Sporting 

Goods — Bathing  Suits  Shown  in  a  Very  Attractive  Beach  Scene — 

A  Number  of  Displays  Described. 


A  STAFF  member  of  Dry  Goods  Re- 
view within  the  last  *  few  days 
spent  some  hours  among  Detroit 
shops.  The  value  of  display  is  fully 
appreciated  by  the  American  stores — 
it  is  becoming  more  and  more  appreciat- 
ed on  this  side  of  the  line.  Attractive 
display  is  in  the  first  classe  of  adver- 
tising, especially  where  thousand^  |of 
people  are  passing  windows  every  hour 
of  the  day  as  they  are  in  Detroit.  The 
originality  of  a  number  displays  seen 
there  was  such  that  they  immediately 
attracted  attention — and  that  is  one  of 
the  essentials  of  successful  window  dis- 
play work.  In  the  belief  that  some  of 
these  displays  would  interest  the  Can- 
adian trade,  we  have  described  them. 

A  Ribbon  Display 

Hudson's  used  a  very  attractive  ribbon 
display  with  a  background  in  pastel.  In 
the  background  were  three  T  stands,  an 
eight-foot  stand  in  the  centre  and  a  six- 
foot  stand  on  either  side  of  it.  Ribbons 
of  different  widths  were  gracefully  drap- 
ed from  these  stands  to  the  floor  of 
the  window.  Between  these  stands  and 
more  to  the  front  of  the  window,  four- 
foot  stands  were  used  on  which  many 
artificial  flowers  made  from  ribbons 
were  shown. 

Here  and  there  were  pictures  of  girls 
showing  how  summer  ribbons  should  be 
worn  with  the  hair.  The  window  was 
a  twelve-foot  window  and  the  floor  was 
in  black. 

Wash  Goods 

Summer  displays  of  wash  goods  were 
quite  frequent  in  Detroit.  Newcombe, 
Endicott  Co.,  had  one  that  attracted  a 
good  deal  of  attention.  Only^six  pieces 
of  wash  goods  were  shown  in  the  win- 
dow. At  each  end  of  the  window  a  five- 
foot  stand  was  used  with  the  T-bar  on 
an  angle  of  forty-five  degrees.  One 
length  of  wash  goods  was  draped  over 
this  stand  to  the  floor  and  a  second 
length  from  one  corner  of  the  top  T- 
bar  to  the  other  and  then  to  the  floor. 
Two  T  stands  were  used  in  the  fore- 
ground of  the  window,  suitably  draped. 
Two  other  lengths  wer^  drajed,  ens 
over  a  wicker  chair  and  the  other  over 
a  form  to  show  the  effect  after  the  waist 
was  made  up.  Little  accessories  such  .as 
purses,  and  ribbons,  and  one  hat  were 
used  to   complete  the  window. 

In  the  next  window  the  same  idea  was 
used  with  summer  voiles,  the  wicker 
chair  and  the  draped  form  taking  op- 
posite positions  to  give  harmony  of  plac- 
ing to  both  windows. 

A  Bathing  Scene 

A  bathing  scene  when  properly  ex- 
ecuted will  always  attract  attention.  One 


arranged  by  this  same  firm  of  New- 
combe, Endicott  Co.  was  no  exception  to 
the  rule.  It  was  a  beach  scene  and  the 
particular  merchandise  shown  was  the 
newest  bathing  suits  for  ladies.  Sand 
was  spread  on  the  floor  over  about  three- 
quarters  of  the  floor  space.  The  other 
quarter — the  front  window — was  covered 
with  a  blue  silk  that  gave  the  effect  of 
water  washing  up  on  the  beach.  At  the 
rear  and  to  the  right  of  the  window  was 
a  small  bathing  house  in  the  door  of 
which  was  placed  a  female  figure.  The 
house  stood  on  cedar  posts.  The  young 
lady  sitting  in  the  doorway  of  the  house 
held  over  her  arm  a  highly  colored  bath- 
ing robe. 

The  central  figure  of  the  window 
showed  a  large  rock  on  which  sat  anoth- 
er young  lady,  bedecked  with  the  latest 
in  bathing  suits,  stockings,  etc.  On  each 
side  of  her  an  erect  figure  stood.  Ac- 
cessories of  robes,  caps,  shoes  and  beach 
cushions  were  shown  here  and  there  in 
the  window.  The  background  represent- 
ed a  painting  showing  a  clear,  blue  sky 
in  the  distance  with  birds  flying  across 
the  horizon. 

"We  are  ready  for  your  dip,"  was  the 
one  and  only  card  used  in  the  window. 

Bed  Spreads 

This  same  firm  had  a  good  display  of 
tufted  bed  spreads  in  an  eighteen  foot 
window.  In  the  centre  of  the  window  and 
to  the  back,  one  was  pinned  straight  out 
and  allowed  to  reach  the  floor  of  *he 
window.  A  little  forward  and  on  each 
side  of  the  window,  two  others  were 
draped  over  T  stands.  In  the  centre 
of  the  window  and  at  the  very  front  a 
bedstead  stood  with  one  of  the  spreads 
drsped  over  it;  and  on  either  side  of 
this  on  smaller  T  stands  two  others 
were  shown. 

In  the  very  next  window  to  this  ruffled 
white  marquisette  curtains  were  shown. 
They  were  draped  as  they  would  look 
at  the  window,  an  old  rose  shade  being 
used  to  bring  out  the  effect.  Three  or 
four  of  these  were  shown  over  wide  T 
stands. 

Effective   Background 

Finsterwald's  had  arranged  a  very  at- 
tractive and  effective  background  for  a 
furniture  display.  This  was  a  square 
latticed  fence  with  climbing  vines  in- 
tertwining their  way  throughout  the  lat- 
tice work.  This  fence  was  not  more  than 
five  feet  high  and  summer  furniture  was 
shown. 

Summerfield  &  Hecht  used  a  similar 
background,  only  the  fence  was  about 
nine  feet  high  and  archways  were  seen 
in  the  fence.     In  a  thirty-five  foot  win- 


dow they  had  three  archways  and  in  a 
fifteen-foot  window  they  had  two. 

It  might  be  borne  in  mind  that  this 
background  could  be  used  very  effective- 
ly in  displaying  summer  frocks.  Such 
a  background  used  to  picture  a  garden 
party  scene  would  be  most  appropriate 
and  attractive. 

Sporting  Goods 

Many  new  ideas  are  shaping  them- 
selves in  displays  of  sports  goods.  Fin- 
sterwald's in  displaying  some  of  their 
sporting  togs  used  golf  bags,  tennis 
racquets,  balls  and  nets  in  profusion. 
They  gave  a  very  realistic  touch  to  the 
window.  In  nearly  all  of  the  Detroit 
windows  where  sporting  togs  are  shown, 
many  of  the  actual  sporting  impedimenta 
were  used  with  them.  To  appeal  to  the 
man  or  woman  who  would  go  a-sporting, 
it  is  necessary  to  attract  his  or  her  eye 
by  the  thing  in  which  they  are  most  in- 
terested in  a  sporting  way. 


WAX    MANNEQUINS    THAT 
BREATHE 

Staid  London  was  startled  recently  by 
seeing  wax  mannequins  move,  in  a 
West  End  shop  window.  There  was  none 
of  the  jerkiness  usually  associated  with 
mechanism  of  this  kind.  The  figures 
moved  with  grace  and  dignity  and  were 
as  natural  as  human  ingenuity  could 
make  them.  Electricity  is  responsible 
for  these  creations. 

The  models  breathe,  move  their  lips 
and  eyes,  turn  and  nod  their  heads,  and 
move  all  their  limbs  just  like  human 
beings. 

The  best  of  the  models  represents 
Falstaff,  drinking.  He  has  in  one  hand 
a  jug  of  wine  which  he  pours  into  a  mug 
held  in  the  other  hand.  He  then  raises 
the  mug  to  his  lips,  swallows  its  con- 
tents and  lowers  it  with  a  deep  sigh  of 
satisfaction! 

The  wine  returns  to  the  jug  through 
a  tube  running  across  his  shoulders  and 
down  his  arm,  and  thus  the  drinking 
goes  on  indefinitely. 

Another  contrivance  consists  of  a  man 
in  a  top  hat  and  morning  dress  who  at- 
tracts attention  by  tapping  the  window 
with  his  foot.  He  then  points  to  the  ad- 
vertised goods,  opens  his  eyes  wide, 
raises  his  eyebrows,  and  smiles. 

Other  models  include  a  woman  in  a 
new  gown  who  admires  herself  in  front 
of  a  full-length  mirror;  a  clerk  who  puts 
her  hand  to  her  head,  thinks,  dips  her 
pen  in  an  inkwell,  shakes  it  and  then 
makes  a  note;  and  a  housewife  who  op- 
erates over  a  gas-stove  with  a  sauce- 
pan in  one  hand  and  a  wooden  ladle  in 
the  other. 
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Representative  Business  Men  On  The  New  Budget: 
Retailers  Express  Opinions  To  Dry  Goods  Review 

Some   Favor   Turnover  Tax   And   Say   it  Would   Mean    More 

Revenue — Dealers  Will  Now  Have  to  Take  Account  of  Increased 

Sales  Tax   in   Their  Transactions,   Say   Others — Has  Little   to 

Commend  It,  Says  Managing  Director  of  One  Firm 


WHAT  DO  representative  dry 
goods  dealers  think  of  the  new 
budget  and  effect  it  will  have 
on  their  business?  What  difference 
will  it  make  to  dealers  that  there  has 
been  a  50  per  cent,  increase  in  the  sales 
tax?  Will  the  cancellation  of  the  de- 
preciated currency  legislation  material- 
ly change  the  situation  so  far  as  the 
importation  of  foreign  goods  is  concern- 
ed? 

These  are  questions  of  supreme  inter- 
est to  the  Canadian  retailer,  and  Dry 
Goods  Review  has  sought  answers  to 
them  by  getting  in  touch  with  represen- 
tative dealers.  Their  answers  are  var- 
ied and  as  interesting  as  they  are  var- 
ied. One  phase  of  it  that  is  raised  very 
frequently  is  that  with  reference  to  the 
absorption  of  the  sales  tax  as  it  now 
is.  There  is  no  doubt  that  many  firms 
absorbed  this  tax  formerly.  Will  they 
do  so  now  that  it  has  increased  fifty  per 
cent.?  Men  who  are  leaders  in  the 
merchandising  field  say  that  it  will  now 
have  to  be  accounted  for  in  all  transac- 
tions and  that  it  can  no  longer  be  ab- 
sorbed. Herewith  are  representative 
answers  vgrom    representative    dealers: 

John  O'Connor,  manager  of  the  Mur- 
ray-,Kay  Co.,  Ltd.,  Toronto:— "While 
newspaper  reports  indicate  that  this 
tax  is  meeting  with  general  favor,  I 
can  hardly  bring  myself  to  believe  that 
those  who  express  favorable  opinions 
have  given  the  matter  much  serious 
thought. 

"I    am  opposed   to   the   fullest   extent 
to  the  present  method  and  am  strong 
in    favor   of   a    turnover   tax      whereby 
every  business  activity  shall  contribute. 

"The  attitute  that  a  limited  number 
of  retailers  should  take  all  the  bur- 
den and  assume  the  onus  of  collecting 
the  tax  from  the  ultimate  consumer  is 
entirely  wrong  in  my  opinion  and  I  do 
not  believe  that  business  conditions  ir- 
Canada  will  be  stabilized  to  the  fullest 
extent  until  every  man  in  business  (and 
out  of  it  for  that  matter)  is  prepared  to 
contribute  his  share  toward  wiping  out 
our  public  debt. 

"The  lowering  of  duty  on  British  im- 
ports and  increasing  the  sales  tax  50 
per  cent,  merely  adds  to  our  mathemat- 
ical difficulties;  as  a  kindergarden  for 
compelling  larger  interest  in  fractions, 
vulgar  and  otherwise,  it  may  serve  a 
useful  purpose,  'Twill,  however,  as  far 
as  I  can  see,  do  nothing  to  lighten  the 
already   heavy   burden   of   taxation." 

One  of  the  directors  of  the  Robert 
Simpson   Co.,  Ltd.   of  Toronto,  who   did 


"With  regard  to  the  Sales  Tax  our  opinion  is  that  this  should  be  put 
on  at  the  source  of  supply  whether  the  goods  were  manufactured  in  Canada 
or  abroad  and  in  that  way  the  necessary  money  could  be  raised,  while  the 
handling  of  goods  other  than  at  the  source  would  be  saved  the  vexatious  tax. 
On  account  of  the  Increase  of  the  Sales  Tax  as  coming  through  the  Cus- 
toms, the  difference  in  the  reduction  in  duty  will  be  infinitesimal. 

"In  regard  to  the  cancellation  of  the  depreciated  currency,  this  should 
not  have  any  material  effect  on  the  trade,  as,  before  this  was  cancelled, 
parties  were  able  to  get  what  foreign  goods  they  required  through  another 
country  and  the  feeling  is  not  strong  now  for  goods  of  foreign  origin. 

"We  are  pleased  that  the  Marking  Act  (which  never  went  into  effect) 
has  been  done  away  with  as  this  would  have  been  unworkable  and  very 
irritating  to  the  trade  in  general." — John  Macdonald,  President  of  John 
Macdonald  &  Company,  Limited,  Toronto. 


not  wish  his  view  to  be  used  as  express- 
ing the  view  of  the  company  said  the 
following: 

"Re  Sales  Tax.  It  was  perhaps  a 
very  natural  action  for  the  government 
to  take  in  view  of  the  general  accep- 
tance of  the  previous  taxation.  When 
the  sales  tax  was  introduced  there  was 
very  little  complaint  from  anyone  and 
the  same  situation  remained  when  the 
first  increase  was  made  in  the  rate-  The 
returns  from  th's  taxation  have  shown 
that  in  the  face  of  declining  commodity 
prices  the  sales  tax  revenue  increased 
in  about  the  same  proportion  as  the 
rate   of  taxation. 

"It  is  probable  that  a  turnover  tax 
which  would  be  a  smaller  percentage 
which  would  cover  all  commodities  which 
have  passed  from  the  raw  product  stage 
to  a  process  of  manufacture  or  into 
trade  transactions  would  have  met 
more  general  acceptance  and  have  rais- 
ed a  much  larger  revenue.  Such  a  tax 
would  have  been  more  generally  spread 
and  would  fall  less  heavily  upon  the 
necessities  of  life  wh:ch  are  more  heav- 
ily taxed  under  the  present  law.  I  be- 
lieve that  the  present  increase  will  meet 
with  general  acceptance.  The  size  of 
the  tax  is  such  that  no  trader  can  dis- 
regard it.  The  difficulty  about  the 
smaller  rates  of  sales  taxation  was  that 
many  dealers  would  fail  to  realize  the 
effect  it  had  on  the  net  results  of  trad- 
ing and,  therefore,  failed  to  take  it  into 
account  in  the  margin  of  profit  sought. 

Must  Now  Take  It  Into  Account 

"The  larger  levy  means  that  any  ten- 
dency to  careless  consideration  r 
smaller  tax  will  be  eliminated  and  all 
merchants  will  be  on  the  same  basis  be- 
cause of  the  necessity  for  carefully  tak- 
ing into  account  the  important  percent- 


age which  is  now   added  to  all  trading 
transactions. 

"Disadvantage  is  sure  to  be  felt  on 
all  lines  subject  to  the  tax  that  are 
more  or  less  sold  at  a  recognized  fixed 
retail  price.  There,  no  doubt,  will  also 
be  lines  of  merchandise  of  the  staple 
kinds  in  respect  to  which  the  tempta- 
tion will  be  to  sell  with  little  or  no  pro- 
fit. 

The  Tariff  Changes 

"I  do  not  think  there  will  be  any  im- 
portant change  in  trade  because  of  this 
easement  which  is  largely  in  the  exten- 
sion of  the  preference  to  British  goods. 
After  the  increased  sales  tax  has  been 
added  at  the  time  of  importation  there 
is  very  little  difference  in  the  laid  down 
cost  of  such  goods;  but  while  it  must 
be  borne  in  mind  that  this  is  true,  there 
is  an  increase  in  domestic  goods  by  rea- 
son of  the  increased  sales  tax  which 
comparatively  gives  the  British  goods 
some  advantage  as  against  the  old  con- 
dition. 

Depreciated  Currency 

"Trading  conditions  in  the  countries 
where  currencies  are  largely  depreciat- 
ed are  so  difficult  by  reason  of  the  fluc- 
tuation of  their  exchange  that  it  is 
questionable  if  there  will  be  any  great 
immediate  increase  in  transactions. 
There  is  no  doubt  about  the  good  sense 
of  the  change  in  the  law  because,  as 
pointed  out  by  the  Finance  Minister,  the 
goods  were  coming  through  indirectly 
from  Holland,  England  and  other  inter- 
mediaries, so  that  the  large  difference 
in  exchange  was  virtually  offset.  In 
such  transactions,  however,  there  was 
the  profit  of  the  intermediary  and  some- 
times duties  into  these  other  countries 
which  only  increased  the  cost  of  the 
goods  to  the  consumer  and  did  no  bene- 
fit to  either  our  federal  revenue  or  any 
Canadian  trader." 
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FEW    POINTS    OF   COMMENDATION 

George  Hutchings,  vice-president  and 
managing  director  of  Stanley  Mills  Co., 
Ltd.,   Hamilton: — 

"The  enormous  debt  which  Canada 
has  to  liquidate  can  only  be  done  so  by 
additional  taxation. 

"The    1922  budget  now  introduced  by 
.  the   Hon.    Mr.   Fielding,   to   my   way    of 
thinking,  has  very  few  points  for  com- 
mendation. 

"In  the  first  place  it  illustrates  the 
old  axiom  of  'stepping  out  of  the  frying 
pan  into  the  fire." 

"Secondly:  The  Hon.  gentleman  must 
think  very  little  of  the  intelligence  of 
the  progressive  party  of  this  country  if 
he  believes  2%  per  cent,  will  satisfy 
them.     This   is   adding  insult  to  injury. 

"Thirdly:  The  increase  in  British 
Preference  tariff  is  all  thrown  to  a  dis- 
advantage  by    other    sundry    taxes. 

"Fourthly:  Additional  sale  tax  at 
this  period  to  say  the  least,  is  very  re- 
grettable and  cannot  help  in  any  way 
whatsoever  other  than  additional  price 
to  the  consumer  which  they  are  not 
looking  for. 

"Fifthly:  The  stamp  tax  on  cheques 
is  most  unfair.  In  Great  Britain 
where  a  cheque  has  had  to  bear  a  tax  of 
two  cents  for  years  previous  to  the  war, 
it  was  only  increased  to  four  cents,  and 
there  is  now  a  movement  on  foot  to  have 
this   additional   taxation   rescinded. 

"The  Hon.  gentlemen  is  not  helping 
business  conditions  in  any  way  what- 
ever. This  will  have  a  tendency  to  stop 
investments  'in  this  country  because  it 
has  become  now  the  custom  of  payment 
by  cheque,  and  in  some  business  tran- 
sactions such  as  brokerage  houses,  law- 
yers and  trust  companies,  where  funds 
have  to  be  withdrawn  so  many  times 
from  the  bank,  will  increase  the  burden 
very  much.  The  writer,  to  overcome 
this  form  of  taxation,  would  suggest  a 
two  cent  tax  on  every  receipt. 

"Further  comments  can  be  summed 
up  as  follows:  Has  the  Honorable 
member  considered  he  is  throwing  Can- 
adian commerce  right  into  the  hands  of 
Germany,  regardless  of  any  thought  to 
the  financiers,  manufacturers  and 
working  classes  of  this  country? 

"Does  he  want  to  see  our  factories 
remain  idle  any  longer  by  giving  this 
opening  to  our  late  enemies?  Appar- 
ently the  stand  that  he  has  taken  in 
this  matter  will  mean  that  many  con- 
cerns will  be  most  reluctantly  compelled 
to  handle  German  merchandise  to  meet 
the  competition  of  the  soulless  trader 
who  would  rather  buy  German-made 
merchandise  than  that  of  allied  nations, 
which  was  so  clearly  demonstrated 
the  moment  the  war  was  over." 

Norman  C.  Ryan  of  G.  B.  Ryan  &  Co., 
Guelph,  Ontario:  "With  regard  to  the 
new  budget  I  would  say  that  the  sales 
tax,  in  which  the  retailer  is  v'tally  con- 
cerned, is  equitable  because  it  imposes 
but  a  light  burden  and  on  all;  effective 
because  it  will  mean  a  huge  revenue  to 
the    government;    harmless    because   the 


percentage   is   not   large   enough  to   af- 
iect  trade  to  any  noticeable  degree. 

"The  present  higher  sales  tax  I  be- 
lieve will  be  better  for  the  retailer  than 
the  lower  one,  because  the  percentage 
is  sufficiently  large  that  when  added  to 
the  cost  of  the  merchandise  forces  the 
selling  price  higher,  but  on  the  low- 
er sales  tax,  which  existed  before  the 
new  budget,  the  percentage  was  so 
small  that  when  added  to  the  cost  of 
the  merchandise,  in  many  instances,  it 
did  not  change  the  selling  price  and  in 
consequence  the  sales  tax  was  not  pass- 
ed on  to  the  consumer  but  very  largely 
assumed  as  an  expense  by  the  retailer. 

"Reduction  in  the  Preferential  Tariff 
and  increase  in  the  sales  tax,  as  it  af- 
fects the  dry  goods  business,  leaves  the 
laid  down  cost  of  British  goods  much 
;n  the  same  position.  It,  of  course,  1 
the  effect  of  encouraging  British  trade 
as   against  other   markets. 

"Cancellation  of  the  depreciated  cur- 
rency legislation  as  I  see  it  will  un- 
doubtedly encourage  French  and  Ger- 
man trade.  If  this  is  desirable  it  should 
be  a  very  effective  way  of  accomplish- 
ing it." 

Win   Still    Be    Absorbed 

H.  E.  Hodgins  of  J.  C.  Turnbull  Co 
Ltd.:  "As  to  the  sales  tax,  it  will  have 
to  be  absorbed  the  same  as  in  the  past 
and  it  seems  to  us  as  fair  a  way  of  rais- 
ing the  money  to  meet  the  country's 
obligations  as  could  be  devised  under 
present  condi:ions.  We  would  certain- 
ly rather  have  it  as  it  is  than  have  had 
the   turnover  tax  as   was   proposed." 

A  Voice  From  The  West 

W.  W.  Cooper  of  Swift  Current,  Sask- 
a  chewan: 

"We  are  of  the  opinion  that  the  busi- 
nsss  men  should  be  called  into  consulta- 
tion before  such  moves  are  made. 

"There  are  men  who  get  into  parlia- 
ment who  are  no;  business  men,  but  get 
into  politics  and  because  they  are  wind 
joiners  they  are  elected.  Then  some  of 
them  try  to  tell  real  business  men  who 
have  actual  experience  how  to  operate 
their  business  or  impose  such  penalties 
that  it  is  most  difficult  to  remain  in 
business.  Only  last  evening  I  heard  a 
young  man  complain  as  to  the  cost  of 
sending  mail  to  England.  He  said  he 
couldn't  write  often  owing  to  the  charge 
for  postage.  Think  then  what  was  be- 
ing lost  by  the  stationer,  etc.  Cheaper 
rates  would  mean  more  letter  writing." 

The  Royal  Embroidery  Shop  was 
opened  for  business  on  Bleury  Street, 
Montreal  this  month  with  a  full  line  of 
art  and  fancy  goods. 

Miss  Evans,  manager  of  the  lace  and 
embroidery  departments  :>f  Goodwins 
Limited  sailed  this  month  for  Europe  to 
be  gone  six  weeks  in  the  interests  of 
her  departments. 

J.  L.  Jeffries  late  manager  of  the  F. 
M.  Stavert  Company  of  Sudbury,  Ont., 
has  been  appointed  to  the  same  position 
with  Richard  Hall  and  Sons  of  Peter- 
borough, Ont. 


BREAK  RECORDS  OF 
FIFTY-SIX  YEARS 

Ogilvy's  of  Montreal  Hold  Annual  Sam- 
ple Sale — Indicates  Improved 
Conditions. 

The  custom  of  holding  an  annual 
"Sample  Sale"  was  again  carried  out  by 
the  Montreal  firm  of  Jas.  A.  Ogilvy  in 
May,  when  the  sales  records  for  56 
years  were  broken  on  the  initial  day  of 
the  sale.  Preparat'ons  for  this  event 
had  been  made  f.r  nearly  a  year  in 
advance  and  the  entire  store  was  trans- 
formed into  a  bower  of  wisteria  and 
smilax  for  the  occasion. 

The  general  plan  of  the  event  was 
to  give  prominence  to  certain  depart- 
ments each  day  of  the  sale,  so  that  in 
the  course  of  six  days  the  entire  store 
was  called  upon  to  feature  bargains  and 
offerings  of  especially  tempting  charac- 
ter. Each  department  was  in  gala  ar- 
ray with  flags  of  all  nations  strung  up, 
and  over  many  of  the  ground  floor  sec- 
tions oriental  booths  were  erected,  over 
which  were  entwined  artificial  flower- 
ing vines  and  cages  of  singing  canaries. 
Japanese  lanterns  lent  an  additional; 
note  of  bright  color  overhead,  hung  on 
slender  fish  poles  so  as  to  sway  to  and 
fro. 

Certain  days  were  set  apart  as  "sample 
giving  days"  and  charming  girls  gown- 
ed in  crisp  gingham  frocks  carrying 
market  baskets  full  of  samples  of  var- 
ious goods  threaded  their  way  through 
the  crowds  giving  away  their  wares  to 
all  who  asked.  In  the  basement  store, 
many  different  demonstrations  were 
carried  on}  and  sample  tasting  and  guess- 
ing contests  were  enjoyed  by  many  cus- 
tomers throughout  the  week.  Guessing 
the  weight  of  a  huge  bar  of  soap  proved 
a  great  attraction.  Many  additional 
sales  clerks  were  engaged  for  the  event 
which  was  characterized  as  the  aost 
successful  in  the  store's  history. 

In  an  announcement  made  in  the  press 
following  the  "Sample  Sale"  the  man- 
agement voiced  the  opinion  that  the  sale 
demonstrated  the  improved  condition  of 
business  in  general.  The  announcement 
concluded  with  these  words: 

"These  are  forward  marching  days; 
days  of  forward  marching  men  and  in- 
stitutions. Commercial  success  is  only 
realized  by  those  who  go  after  it  with 
vigor,  enterprise  and  everlasting  ef- 
fort. If  you  borrow  money  to-day  and 
pay  it  back  to-morrow  the  accommoda- 
tion is  inexpensive.  If  you  buy  goods 
to-day  and  sell  them  to-morrow  only  a 
small  profit  is  necessary  to  pay  the 
carrying  charge.  The  customer  invari- 
ably profits  from  this  economy  and  se- 
cures the  additional  satisfaction  of  se- 
lecting from  stocks  that  are  always  new 
and  fresh,  and  styles  up  to  the  minute. 
This  is  the  plan  of  the  Ogilvy  store,  and 
it  is  the  vital  thing  about  its  success.- 
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THE  NEW  BUDGET 

THERE  is  no  one  who  does  not  appreciate  the  task 
of  a  Minister  of  Finance  in  the  Federal  Govern- 
ment in  raising  between  four  and  five  hundred 
millions  of  dollars  with  which  to  carry  on  the  af- 
fairs of  the  country.  It  is  a  tremendous  task — a 
task  which  can  readily  be  understood  by  hundreds 
of  business  men  all  over  the  country  who,  like  Mr. 
Fielding,  are  striving  for  favorable  balance  sheets 
on  a  somewhat  declining  market  with  a  general 
slowing  off  of  business.  Canadians  are  beginning 
to  understand  what  the  war  cost  in  actual  dollars 
and  cents — and  must  continue  to  cost  for  years  to 
come.  And  there  have  been  other  government 
policies  which,  in  the  carrying  out,  have  increased 
the  national  debt  to  what  it  is  now,  namely,  about 
two  and  a  half  billions  of  dollars. 

But  so  long  as  budgets  are  made,  so  long  will 
there  be  criticisms  of  the  methods  adopted  by  the 
Minister  of  Finance  to  raise  this  enormous  sum  of 
money.  This  budget  is  no  exception  to  the  rule, 
though  business  men  seem  agreed  that  its  provisions 
have  not,  nor  are  they  likely  to  cause  any  serious 
dislocation  of  business  as  some  of  the  former  bud- 
gets have.  By  way  of  comparison,  then,  that 
may  be  regarded  as  a  commendable  feature. 


THE    SALES  TAX 


CO  FAR  as  the  retailer  is  concerned,  there  have  not 
been  a  great  many  serious  objections  to  the 
increase  in  the  Sales  Tax  which,  after  all,  is  the 
outstanding  feature  of  it  with  the  majority  of  mer- 
chants throughout  the  country.  Some  of  the  very 
large  concerns  are  objecting  strenuously  to  the 
extra  charge  levied  on  cheques,  saying  it  will 
mount  up  to  a  considerable  sum  during  the'  year. 
There  are  some  who  still  believe  that  a  turnover 
tax  is  the  best  possible  kind  of  tax. 


But  the  increase  in  this  Sales  Tax  of  fifty  per 
cent  creates  a  new  situation  for  many  retailers 
and  will  have  to  result  in  a  new  decision.  We 
know  there  have  been  many  dealers  who  have 
absorbed  the  Sales  Tax  hitherto  and  have  taken 
no  account  of  it  in  their  selling  price  to  the  con- 
sumer. That  was  possible  when  the  tax  was  one 
and  a  half  and  three  per  cent.  Now,  however,  they 
will  have  to  make  a  change.  As  it  is,  many  of 
them  have  operated  on  a  smaller  margin  of  profit 
during  the  last  several  months  because  they  de- 
sired to  force  business  and  end  the  year  with  bal- 
ance sheets  not  too  unfavorable  as  compared  with 
those  of  the  previous  year.  With  a  three  and  a 
four  and  a  half  per  cent  Sales  Tax  now  operating 
they  will  have  to  pass  this  along  to  the  consumer. 
It  is  not  likely  that  serious  objections  will  be  raised 
by  the  consumer;  but  it  is  as  well  that  he  should 
realize  that  no  great  benefit  comes  to  him  in  a 
shuffle  that  reduces  one  tariff  and  raises  another 
tax. 

There  are  varying  opinions  with  regard  to  the 
cancellation  of  the  depreciated  currency  legisla- 
tion. We  understand  that  representations  have 
been  made  to  the  Government  with  regard  to  this 
and  some  other  phases  of  the  new  budget;  and  it 
may  not  be  wise  to  assume  that  all  of  the  pro- 
visions as  originally  introduced  by  the  Minister  of 
Finance  are  going  to  stand. 


DON'T  CROSS  THE  BRIDGE- 


IT  IS  an  old  saying  which  warns  us  not  to  cross 
the  bridge  until  we  come  to  it.  The  approach  to 
the  bridge  may  be  bristling  with  difficulties,  and 
the  best  a  man  can  do  is  to  equip  himself  that, 
as  these  difficulties  present  themselves,  they  may 
be  faced  and,  if  possible,  overcome.  Foresight,, 
energy  and  wisdom  will  do  a  great  deal  to  over- 
come these  difficulties. 

Thus  it  is  that  a  certain  well-known  retail  or- 
ganization known  to  us  figured  out  that  the  year 
1922  would  be  nearly  as  good  as  1921.  In  fact, 
they  would  not  have  been  surprised  if  business 
fell  off  about  25  per  cent.  They  counted  on  that 
and  were  satisfied  to  stand  it.  That  was  part  of 
their  foresight.  But  they  had  energy  behind  it 
and  were  determined  that  they  would  not  "lay 
down  on  the  job."  The  result  of  their  energy  is 
that,  up  to  the  end  of  May,  they  stood  ten  per 
cent,  better  than  they  anticipated  and  they  believe 
the  best  of  the  year  is  ahead  of  them.  The  crop 
situation  in  their  section  of  the  country  is  a  promis- 
ing one,  and  if  the  yield  corresponds  to  the  outlook 
they  will  do  good  business  all  through  the  fall. 
The  director  of  the  firm  told  Dry  Goods  Review 
that  there  was  more  than  a  fighting  chance  that 
the  record  of  1922  would  equal  that  of  1921,  after 
all. 

Things  are  not  always  as  bad  as  they  seem  if 
you  really  start  out  to  overcome  what  seems  to 
stand  in  the  way  of  your  progress.  The  man  who 
allows  himself  to  admit  that  things  are  really 
worse  than  he  had  anticipated,  is  the  man  who 
did  not  first  plan  his  work  and  then  bend  all  his 
energies  to  working  his  plan. 
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Dry  Goods  Markets  at  a  Glance 

May  and  June  Were  Good  Months  for  Summer  Merchandise — 
Placing  Business  Only  Fairly  Active — Revised  List  on  Cottons 
Shows  Upward  Tendency — Silks  Firm  and  White  Summer  Fab- 
rics Selling  Well — Good  Business  on  Summer  Dresses 


JUNE  HAS  been  a  very  good  month  for  Summer 
merchandise  and  there  has  been  an  active  de- 
mad  from  the  retail  trade  for  many  lines  of  hot 
weather  goods.  It  is  apparent  that  retailers  are 
working  hard  to  get  all  the  holiday  trade  they  can 
get;  and  there  is  no  reason  why  they  should  not 
make  some  handsome  profits  during  the  next  two 
months  on  these  lines  of  merchandise.  The  sport- 
ing craze  is  very  widespread  all  over  the  country, 
and  it  is  one  of  those  crazes  on  which  the  aggres- 
sive retailer  can  cash  in. 

Fall  placing  is  not  very  active  as  yet  so  far  as 
quantities  are  concerned,  though  wholesalers  state 
they  are  booking  large  numbers  of  orders  but  in 
very  small  parcels.  One  encouraging  feature  of 
the  last  ten  days  is  that  orders  from  the  West  are 
coming  in  with  greater  freedom  than  they  have 
for  some  months.  Apparently,  Western  merchants 
are  becoming  more  confident  of  Fall  business  be- 
cause of  the  crop  outlook  and  they  are  willing  to 
make  commitments  whereas  they  have  held  back 
before.  Industrial  centres  continue  to  buy  in  a 
very  cautious  way  until  they  see  a  more  marked 
and  permanent  improvement  in  the  outlook.  The 
general  tendency  of  the  retail  trade  is  still  to  buy 
from  hand  to  mouth,  except  in  a  few  staple  lines 
where  they  realize  that  manufacturers  must  have 
orders  many  weeks  ahead  if  they  are  to  make  de- 
liveries in  plenty  of  time. 

Fabrics 

One  of  the  leading  Canadian  cotton  mills  has 
just  issued  a  revised  list,  revising  upwards  some 
of  the  prices  given  in  their  list  which  was  issued 
toward  the  middle  of  May.  This  revision  is,  for 
the  most  part,  on  unbleached  cottons  and  the  in- 
creases run  from  five  to  ten  per  cent.  The  raw 
cotton  market  continues  very  firm  and  wholesalers 
are  of  the  opinion  that  prices  for  Fall  lines  are  now 
very  stable. 

Silk  houses  report  that  white  goods  are  begin- 
ning to  move  very  freely  and  they  look  for  a  good 
Summer  season.  The  price  tendency  on  both  Swiss 
and  Japanese  lines  continues  firm  with  an  upward 
tendency.  In  Japan,  the  raw  silk  took  a  drop 
some  time  ago  but  it  has  recovered  and  is  now 
higher  than  it  was  before  the  drop  took  place. 
There  have  been  some  advances  in  Swiss  lines  no- 
ted by  wholesalers  in  this  city  which  have  been 
passed  on  to  the  retailers.  Reports  indicate  that  rib- 
bon underwear  and  hosiery  people  have  not  gone 
into  the  market  yet  for  anything  like  their  normal 
requirements.  On  the  other  hand  European  mills 
are  sold  up  with  orders  from  the  fabric  buyers,  and 
further  orders  will  result  in  an  increase  in  their 
present  production.  Organdies  are  enjoying  a 
much  better  sale  than  a  month  ago.  On  Fall  buy- 
ing, velours,  bolivias  and  velvet  are  reported  to  be 
selling  well.  All  kinds  of  sport  fabrics  are  selling 
well,  with  a  marked  demand  for  white. 


As  has  been  the  case  for  some  months,  hosiery 
lines  continue  to  move  with  great  freedom.  While 
the  demand  for  colored  hosiery  is  still  pronounced, 
there  is  a  growing  demand  for  black  and  for  white 
lines.  The  holiday  season  is  responsible  for  a  de- 
mand for  woven  articles  such  as  flannel  skirts  and 
blazers.  Knit  goods  men  say  that  their  silk 
sweaters  are  meeting  with  a  good  response  from 
the  retail  trade. 

Accessory  Lines 

There  is,  generally  speaking,  an  active  demand 
for  most  accessory  lines.  Reports  from  style 
centres  seem  to  indicate  that  girdles  are  to  be  a 
strong  thing  for  the  Fall  season,  though  some  of 
the  importers  are  not  disposed  to  place  very  large 
orders  as  yet.  There  is  also  a  good  deal  of  talk 
about  tinsels  and  metals  in  gold,  silver  and  colors 
to  be  featured  in  girdles,  necklaces  and  bags  for 
the  Fall  trade.  Radiums  are  still  selling  and 
wholesalers  say  that  their  sales  of  Spanish  laces 
are  improving  every  day.  Close-patterned  laces 
seem  to  be  most  in  demand.  While  there  is  little 
disposition  on  the  part  of  retailers  to  place  orders 
for  their  Christmas  handkerchiefs,  there  is  a  very 
active  demand  for  colored  handkerchiefs  for  im- 
mediate delivery. 

Homefurnishings 

During  the  past  few  weeks,  Dry  Goods  Review 
had  an  interview  with  the  president  of  one  of  the 
best  known  linen  societies  in  the  world  and  his 
statements  confirm  what  we  have  said  for  months 
past  with  regard  to  the  price  of  linens.  After  all, 
as  he  points  out,  it  gets  back  to  the  raw  material 
market  and  the  acreage  devoted  to  flax  is  not  on 
the  increase  but  on  the  decrease.  That  can  only 
bring  about  one  result — higher  prices  on  all-linen 
articles.  As  he  says,  there  may  be  fluctuations 
due  to  one  cause  and  another  but  with  new  stock 
being  made  up  by  the  manufacturer  the  price  must 
continue  to  advance. 

During  the  month  of  June  and  in  May  retailers 
have  done  a  lively  business  in  many  lines  of  home- 
furnishings  due  to  the  custom  of  young  ladies 
to  get  married  in  the  month  of  June.  On  general 
lines  of  furnishings,  however,  the  wholesale  trade 
does  not  report  very  active  business  but  they  say 
there  has  been  good  business  on  Summer  cottage 
outfittings.  In  the  linen  lines,  table  linens  have 
sold  well  and  there  has  been  a  strong  demand  for 
the  Madieras. 

Ready-to- Wear 

Manufacturers  report  business  very  brisk  in 
Summer  dresses.  The  season  looks  like  a  good  one 
for  the  retailer,  judging  by  his  demands  of  the 
wholesale  houses  during  the  last  few  weeks.  Sports 
and  polo  coats  are  also  selling  well ;  in  fact,  wher- 
ever the  sports  element  enters  into  ready-to-wear, 
these     lines     are     moving     satisfactorily. 
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Giving  the  Trade  Better  Service 

Montreal  Wholesale  Houses  Adopt  New  Plan  to 
Keep  Sales  Force  Efficient  During  Noon  Hour — 
Will  Close  Between  12.30  and  1.45  Each  Day, 
Commencing  June  19th — Disadvantage  of  the 
Present  System  Pointed  Out — Ask  Co-operation 
of  the  Trade 


AN  ANNOUNCEMENT  of  interest 
to  men's  wear  and  dry  good?  and 
allied  trades  was  made  this  month 
by  leading  wholesale  firms  of  Montreal 
with  regard  to  the  plan  of  closing  for 
luncheon  at  mid-day  between  the  hours 
of  12.30  and  1.45  p.  m. 

All  the  Montreal  houses  agree  that 
by  the  present  system  of  sending  their 
staffs  in  two  shifts  for  lunch,  business 
is  disorganized  and  inefficent  during 
these  hours,  and  only  with  all  the  per- 
sonnel available  is  it  possible  to  render 
maximum  service  with  full  information 
and  attention. 

The  adoption  of  this  plan  of  closing 
the  different  warehouses  at  mid-day 
was  put  into  effect  June  19th,  1922,  and 
it  is  hoped  that  the  trade  in  general 
will  co-operate  with  the  wholesalers  in 
carrying  out  this  idea,  designed  to  be 
mutually  beneficial. 

Some  of  the  disadvantages  of  the  pres- 
ent system  of  the  warehouse  being  kept 
open  at  noon,  and  the  staff  going  in  two 
shifts  to  lunch  for  an  hour  and  a  half 
each,  are  as  follows: 

1.  For  three  hours  each  day,  the  de- 
partments offer  only  50  per  cent,  effi- 
ciency in  personnel,  and  during  July  and 
August  holidays,  when  25  per  cent,  of 
the  staff  are  away  all  the  time,  only 
37  %  per  cent,  efficiency. 

2.  The  salesman  who  now  goes  at 
11.30  a.  m.  with  order  unfilled,  most 
often  has  no  chance  to  fill  it,  until  after 
the  second  shift  is  back  at  2.30  p.  m. 

3.  The  half  on  duty  are  delayed  by  the 
other  half  having  some  information  that 
must  await  their  return. 

4.  The  closing  of  the  shipping  depart- 
ment at  11.30  a.  m.  makes  positive  de- 
livery same  day  as  order  received,  much 
more  difficult  than  if  kept  open  till 
12.30  p.m.,  since  the  time  from  receiv- 
ing orders  is  too  short  for  their  prepar- 
ation, ready  assembled  for  invoicing,  or 
completely  ready  to  ship,  as  the  case 
may  be,  and  the  break  at  11.30  a.m.  dis- 
connects the  even  and  correct  handling, 
and  causes  loss  of  time,  besides  afford- 
ing greater  chances  for  mistakes. 

5.  It  is  always  noted  that  in  the  de- 
partments between  11.30  a.m.  and  2.30 
p.m.  there  is  not  the  same  speed  or 
business  attention  displayed;  in  fact,  it 
is  during  this  space  of  time  that  waste 
of  minutes,  fooling,  gossip  and  general 
laxness  are  observed. 

6.  Keeping  open  at  noon  hour,  oppor- 
tunity is  given  for  retail  buying  by 
friends  or  clerks  from  other  ware- 
houses, which  is  undesirable,  a  tremen- 
dous and  unnecessary  loss  of  time,  and 
wholly  unprofitable  to  any  wholesale 
house. 


7.  It  is  during  these  hours,  in  the 
middle  of  the  day  when  opportunity  for 
stealing  presents  itself. 

These  are  some  of  the  objections  to 
the  inefficient  service  of  the  present 
system  of  operating  business  with  half 
the  personnel  being  away  three  hours 
out  of  the  present  9  hours  a  day. 

A  survey  of  the  total  staff  shows  that 
only  1-3  of  all  the  employees  come  into 
actual  contact  with  customers  in  the 
warehouse,  which  means  1-6  only,  (% 
during  July  and  August)  who  at  pre- 
sent are  obliged  to  remain  in  the  middle 
of  the  day  when  the  warehouse  is  kept 
open. 

To  sum  up,  the  wholesalers  of  Mon- 
treal believe  that  this  closing  of  one 
hour  and  a  quarter  at  noon  will  do  away 
with  any  further  necessity  of  night 
work,  and  will  provide  the  proper  ser- 
vice demanded  to-day  by  the  retail  trade. 
It  will  develop  among  the  employees 
working  as  a  whole  body,  a  better 
"house  spirit"  and  a  keener  knowledge 
of  what  a  business  day  means;  further- 
more, merchants  will  be  only  too  glad 
to  accomodate  their  lunch  hour  to  be- 
tween 12.30  and  1.45  when  they  will 
have  every  reason  to  feel  confident  that 
their  orders  will  be  better  handled. 


THE  BUDGET  AND 

THE  AMENDMENT 

(Continued   from  page  24) 

in  Canada,  under  regulations  prescribed 
by  the  Minister  of  Customs  and  Excise, 
Br.  pref.  10  per  cent,  intermediate  17% 
per  cent.,  and  general  30  per  cent. 

Shoes 

Boots  and  shoes,  pegged  or  wire 
fastened,  with  unstitched  soles,  close 
edged,  Br.  pref.  15  per  cent.,  interme- 
diate 22%  per  cent,  and  general  25  per 
cent. 

Boots,  shoes,  slippers  and  insoles  of 
any  material,  Br.  pref  17%  per  cent.,  in- 
termediate 27%  per  cent,  and  general 
30  per  cent. 

Rubber  Clothing 

India-rubber  clothing  and  clothing 
made  waterproof  with  India-rubber, 
rubber  or  gutta-percha  and  cotton  or 
linen  hose  lined  with  rubber,  rubber 
mats  or  matting  and  rubber  packing, 
Br.  pref.  20  per  cent.,  intermediate  30 
per  cent  and  general  35  per  cent. 

Collars  and  Cuffs 

Collars  and  cuffs  of  cotton,  linen, 
xylonite,  xyolite  or  celluloid,  Br.  pref. 
20  per  cent  intermediate  35  per  cent  and 
general  37%   per  cent. 


Murray-Kay  Sales 

Up  to  Best  Year 

Revenue    Curtailed    by    Deflation — Look 
For  Improvement  During   1922 

NOTWITHSTANDING  the  trials 
of  the  period  of  deflation  the 
Murray-Kay  Co.  of  Toronto  was 
able  to  report  in  its  statement  for  the 
year  ending  January  31  last  net  income 
well  in  excess  of  dividend  requirements. 
Income  from  all  sources,  according  to 
the  report,  amounted  to  $133,885,  to 
which  was  added  the  balance  at  credit 
of  profit  and  loss  of  $103,252.  From 
the  combined  total  of  $237,138  there 
was  appropriated  the  sum  of  $4,737  on 
account  of  bad  debts,  $78,615  as  deprec- 
iation in  value  of  merchandise,  and  $70,- 
000  in  dividends  on  the  preferred  stock 
of  the  company.  The  balance  after  all 
charges  amounted  to  $83,785. 

Worst  is  Over 

Referring  to  the  experience  of  the 
year,  president  Richard  T.  Gough  says, 
in  part:  "The  year  1921  was  a  year  of 
drastic  deflation  and  liquidation,  and 
while  it  may  not  be  quite  ended,  still  we 
believe  the  worst  is  over  and  with  care 
and  caution  the  coming  season  should 
show  marked  improvement.  The  reduc- 
ed purchasing  power  of  the  people  as  a 
whole,  owing  to  somewhat  unsettled  con- 
ditions, must  have  had  its  effect  on  gen- 
eral business.  However,  in  reviewing 
the  company's  operations  for  the  period 
just  closed,  we  find  the  volume  of  busi- 
ness transacted  almost  equal  to  our 
largest  year's  turnover,  and  had  it  not 
been  for  this  deflation  in  merchandise 
our  results  would  have  been  most  sat- 
isfactory. 

"All  stocks  have  been  taken  at  cost  or 
lower  and  not  greater  than  replacement. 
Department  stocks  are  well  assorted  and 
marked  at  favorable  prices  that  should 
command  good  spring  business.  There- 
fore, with  economy  in  management  and 
operation,  and  with  assurance  that  in- 
ventory values  are  well  within  the  pre- 
sent market  price,  your  directors  look 
to  a  decided  improvement  in  business  in 
1922." 

The  Balance  Sheet 

The  balance  sheet  shows  liquid  assets 
totalling  $1,402,556,  as  against  current 
liabilities  totalling  $602,555.  Cash  on 
hand  totals  $11,264.  Accounts  receiv- 
able amount  to  $364,678,  as  against  ac- 
counts and  bills  payable  of  $432,555. 
Merchandise  on  hand  is  valued  at  $1,- 
010,750,  after  depreciation.  Goodwill  is 
written  down  in  the  statement  at  $500,- 
000.  Among  the  current  liabilities 
there  is  the  sum  of  $170,000  due  the 
banks.  Provision  has  been  made  for 
dividends,  exchange,  taxes,  and  bad 
debts  to  the  extent  of  $61,130.  Reserves 
total  $303,785,  and  include  depreciation 
reserves,  $120,000,  reserve  account, 
$100,000  and  the  balance  at  credit  of 
profit  and  loss  $83,785. 
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Saving  Accounting  Expense 

Mcintosh  Brothers  of  Belleville,  With  Six  Stores, 
Use  System   Which   Gives  Accuracy    With    Lrittle 
Expense — Know  Whether  Daily  or  Weekly  Turn- 
over is  Correct 


HOW  TO  take  care  of  the  account-* 
ing  end  of  a  business  without  go- 
ing to  considerable  expense,  is  a 
problem  which  faces  many  retailers. 
While  they  know  that  the  perpetual  in- 
ventory system  is  an  accurate  method 
of  determining  just  where  they  stand 
from  day  to  day,  they  feel  that  they 
cannot  afford  the  luxury  of  maintain- 
ing a  staff  sufficient  co  take  care  of  it. 
Mcintosh  Brothers,  dry  goods  mer- 
chants of  Belleville,  Ont.,  believe  they 
have  -a  system  which  takes  care  of  their) 
business  as  accurately  as  is  possible 
with  ordinary  accounting  expenditures. 
They  have  six  stores  in  Eastern  Ontario 
w.th  the  store  in  Belleville  as  their 
headquarters.  There  is  a  staff  of 
three — an  accountant  and  two  girls  as 
assistants — to  manage  the  accounting 
for  the  six  stores.  Except  for  the  re- 
turns which  are  made  regularly  by  the 
managers  of  the  branches,  there  are  no 
others  employed  solely  and  entirely  for 
office  work.  The  system  is  so  simple 
that  there  is  no  duplication  or  overlap- 
ping  and   the   accounting   is,   therefore^ 


according    to   the    management,    a    mini- 
mum in  these  stores. 

Knowing    Whether    Branch    is 
Overstocked 

The  principal  basis  of  the  system  is 
an  approximate  comparison  of  current 
purchases  with  current  sales.  This  in- 
dicates if  the  turnover  each  week  and 
even  each  day  is  satisfactory.  The  ap- 
proximate mark-up  in  each  department, 
is  of  course  left  to  the  various  manag- 
ers but  whether  their  various  methods 
are  correct  or  not  can  be  easily  deter- 
mined when  they  make  their  returns. 

Every  now  and  then  an  average  of 
the  mark-downs  is  taken  and  an  allow- 
ance made  for  them.  As  a  result  no 
branch  and  no  department  of  a  branch 
can  become  overstocked.  Another  fac- 
tor of  materia!  assistance  in  determin- 
ing whether  a  store  is  properly  stocked1, 
is  the  me:hod  of  having  a  central  buy- 
ing point,  Belleville.  Managers  may 
come  and  give  advice  as  to  what  they 
need  but  they  may  not  buy  for  them- 
selves. 


The  following  are  reproductions  of  the  accounting  forms  used  by 
Mcintosh  Bros.,  who  operate  six  stores  in  Eastern  Ontario  with  head 
office  at  Belleville. 

These  three  are  the  reports  made  by  the  managers  of  each  branch 
every  week.  They  are  made  out  on  ordinary  cards  which  can  be  easily 
filed.  The  "Analysis  of  Sales"  card  and  the  "Summary  of  Disbursement's" 
card  give  the  weekly  sales'  receipts  and  overhead  expenses;  the  third  card 
(below)  indicates  the  amounts  of  the  daily  sales  and  disbursements  as 
well  as  summarizing  the  amounts  of  the  other  cards. 
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This  is  the  yearly  report  of  the  standing  of  each  department  and  is 
made  cut  by  the  accountant  from  the  records  shown  above. 
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LATE  R.  J.  W.  BARKER 

ivho  was  sales  manager  of  Jones 
Bros.  &  Co.,  Ltd.,  the  well  known 
show  case  firm  of  Toronto.  Mr. 
Barker  died  very  suddenly  while 
in  Ottawa  on   business. 


Seen  in  New  York 


Several  straight  eponge  frocks  have 
been  noticed  in  various  colorings,  with 
contrasting  pipings  and  flaring  sleeves 
decorated  with  startling  clusters  of 
wool  fruit.  These  dresses  appear  both 
on   the  Avenue  and  at  country  places. 

When  the  sheer  materials  are  used, 
tiny  ruffles  are  popular  trimmings,  In 
organdie  and  similar  materials,  the  high 
colors  are  said  to  be  selling  best,  and 
white,  so  much  spoken  of  for  women's 
fashions,  is  said  to  be  almost  negligible 
in  children's  clothing. 

White  frocks  of  organdie,  net,  chif- 
fon, georgette,  crepe  de  Chine  and 
Canton  crepe,  trimmed  with  ruffles  and 
embroidery,  are  increasing  in  demand 
in  the  larger  department  stores  and  wo- 
men's specialty  shops.  These  are  dress- 
es suitable  for  confirmation  and  gradu- 
ation and  are  sized  up  to   16  years. 

A  more  slender  black  cape,  quite  long, 
was  brightened  by  a  close  allover  spot- 
ting of  steel  beads,  with  the  novelty 
touch  in  the  arrangement  of  a  fancy 
steel  fringe  border  around  the  shoul- 
ders in  such  a  way  to  give  the  garment 
a  double  tier  effect,  although  it  was  ac- 
tually in   one   piece. 

An  unusually  striking  example  ofth" 
long  skirt  mode  was  made  up  in  black 
cire  satin,  with  wrapped  skirt  falling 
longer  at  the  left  than  at  the  right, 
and  with  sleeves  cut  in  an  exaggerated 
version  of  the  peasant  mode,  worn  with 
a  hat  of  the  same  material,  twisted  with 
monkey    fur. 
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MEN'S    WEAR    SECTION 


Dry  Goods  Review 


Not  only  is  it  true  that  the  camera  cannot  lie  but  it  in  equally  true  that  it,  can  tell  some  very  pleasant  truths  and 
the  accoin varying  reproductions  can  tell  a  better  story  than  any  word  description  of  Milton's  Limited,  fine  new 
store  at  S_4  Yonge  Street,  could  tell.  Miltons  were  formerly  on  King  Street  between  Yonge  and  Bay  Streets,  and 
they  moved  into  their  nevj  home  somewhat  over  a  month  ago.  As  will  be  seen,  Miltons  carry  both  men's  and 
women's  lines  of  merchandise.  The  upper  picture  is  the  men's  wear  section;  the  lower,  the  ladies'  section  which 
is  just  at  the  rear  and  around  the  corner  of  the  men's  wear  section.  The  manager  of  Miltons,  Mr.  Tucker,  says 
they  have  had  splendid,  increase  in  business  since  moving  to  Yonge  Street.  "The  much  better  display  we  are  able  to 
give  our  merchandise  together  with  the  better  location  have  resulted  in  a  good  increase  in  business,"  he  said.  It 
is  an  up-to  the-minute  store  in  every  respect. 


Dry  Goods  Review 
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Oak  Halls,  Ltd.,  A  New  Organization 

Walter  A.  McCutcheon  and  James  Paterson  Head  New  Company 

That  Breaks  Away  From  Sanford  Manufacturing  Co.,  Ltd.,  After 

Fifty  Years'  Connection— First  Stores  in  Toronto  and  Hamilton 

— Stock  Sold  Only  to  Employees — The  New  Officers 


FIFTY  YEARS  ago  the  late  Senator 
Sanford,  one  of  the  commercial 
leaders  of  the  country  at  that  time, 
organized  the  W.  E.  Sanford  Manufac- 
turing Company.  From  that  day  till 
this  Sanford  clothes  have  stamped 
themselves  indelibly  on  the  clothing  in- 
dustry of  this  country.  And  at  the  same 
time,  there  sprang  into  being  what  was 
called  the  Oak  Hall  stores,  a  chain  of 
retail  stores,  linked  up  with  the  San- 
ford Company,  that  reached  from  Hali- 
fax to  Vancouver.  This  chain  of  stores 
is  really  a  bit  of  Canadian  history.  Con- 
federation was  barely  under  way  when 
the  first  of  these  stores  made  its  ap- 
pearance in  the  City  of  Hamilton,  to  be 
soon  followed  by  a  second  one  in  the  City 
ol  Toronto.  During  the  last  half  cen- 
tury of  Canadian  history,  Oak  Hall 
stores  have  dotted  the  country  in  many 
quarters;  their  ideals  of  commercial 
honor  are  reflected  in  the  rugged  name 
given  this  chain  of  stores.  Not  only 
have  they  grown  like  the  Oa.c  b  ; 
their  name  for  two  generations  has  been 
and  is  one  that  is  highly  respected  for 
the  service  they  have  given,  for  the  high 
standard  of  commercial  morality  that 
has  governed  their  business  dealings  and 
enterprises,  for  their  honesty  of  pur- 
pose in  all  their  transactions.  They 
were  successful  because  they  were  hon- 
est, they  were  aggressive,  they  cherished 
the  ideal  of  the  "square  deal." 

The  announcement  recently  made  that 
a  new  company  called  Oak  Halls,  Limit- 


JAMES   PATERSON 
Vice-President    of    Oak    Halls,    Limited. 


WALTER  A.  McCUTCHEON 

President  and  Managing  Director  of  the 

newly  organized  Oak  Halls,  Limited. 

ed,  had  been  formed  is  of  interest  to  the 
retail  and  wholesale  and  manufacturing 
trade  of  Canada.  According  to  this  an- 
nouncement the  Oak  Hall  chain  of  stores 
now  has  passed  into  the  exclusive  con- 
trol of  this  new  company,  capitalized  at 
$1,000,000.  Their  head  office  is  in  Ham- 
ilton. Their  present  branches  are  to  be 
found  in  Toronto,  Hamilton,  Brantford, 
Gait,  London,  Owen  Sound,  Peterboro, 
St.  Thomas,  St.  Catharines,  Welland  and 
Windsor.  In  Toronto,  there  are  two 
branches;  one  corner  of  Yonge  and  Ade- 
laide, and  the  other  on  Danf  orth  Avenue. 
The  consummation  of  this  deal  means  se- 
paration from  the  old  firm  of  W.  E. 
Sanford  Manufacturing  Co.  Limited. 
Not  only  will  it  mean  buying  in  the  open 
market  for  the  Oak  Hall  stores  but  it 
will  mean  a  more  intensive  effort,  no 
doubt,  on  the  part  of  the  Sanford  Com- 
pany. Those  facts  are  of  very  consid- 
erable moment  to  the  retail  and  whole- 
sale trade  in  Canada.  It  is  worthy  of 
note  that  one  of  the  policies  of  the  new 
company  is  that  no  stock  will  be  sold  to 
those  not  employed  in  the  services  of  the 
Company.  As  a  retail  force  in  Canada, 
the  adoption  of  such  a  policy  will  doubt- 
less mean  a  more  aggressive  selling  or- 
ganization. 

Walter  A.  McCutcheon  is  the  president 
of  the  newly  organized  firm  of  Oak  Halls, 
Limited.  His  whole  life  has  been  given 
to  the  department  of  mercantile  life  in 
which  he  now  becomes  a  leading  figure. 


He  was  born  at  Listowel,  Ontario.  Six 
years  of  his  life  in  his  native  town  were 
given  to  the  parent  firm,  twelve  years  in 
Gait,  nine  in  London  and  the  last  five 
with  the  Sanford  firm  in  Hamilton  where 
he  has  acted  as  supervisor  and  merchan- 
dise manager  of  the  Oak  Hall  stores.  He 
has  mastered  every  detail  of  the  busi- 
ness, and  by  experience,  ability  and 
character  is  well  fitted  to  occupy  the  po- 
sition of  president  and  mahaging  direc- 
tor of  the  new  firm.  Like  many  another 
successful  business  man,  he  began  at  the 
very  bottom  and  his  industry  and  abili- 
ty have  brought  him  the  just  reward. 

The  new  vice-president  is  James  Pater- 
son. He  started  his  career  in  the  cloth- 
ing trade  in  the  city  of  Brantford  and 
then  spent  ten  years  in  some  of  the 
leading  American  cities  where  he  gather- 
ed1 valuable  experience.  During  the  last 
fourteen  years  he  has  been  with  the 
Sanford  Company  in  Hamilton  where  he 
has  acted  as  buyer  in  the  European 
woollen  markets  for  the  Company. 

Edward  McCann  who  has  been  chief 
accountant  in  the  office  of  the  Sanford 
Company  is  the   secretary-treasurer. 

Two  directors  are  Thomas  Bryden, 
manager  of  the  Oak  Hall  store  at  Wind- 
sor; and  F.  R.  Smith,  manager  of  the 
Hamilton  store. 

The  deal  just  consummated  is  one  of 
the  largest  in  Canada's  retail  history, 
the  entire  stocks  of  men's  and  boys' 
clothing-,  furnishings  and  fixtures 
amounting  in  all  to  over  $800,000. 


EDWARD  McCANN 
Secretary-Treasurer  of   Oak  Halls,   Ltd. 
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The  VELVETEENS 


that  give  real  pleasure  and  complete  satisfaction  in  wear  are  those  dyed  by 
IB  V  LL.L,  V  ill  I  L-jLLllJ  J.  &  J.  M.  Worrall,  Ltd.,  the  Premier  Velveteen  Dyers  of  the  World.  What- 
ever the  make — or  the  color — you  should  always  ask  for  a  guarantee  that  the  cloths  are  in  WorralPs  Fast-to-Rubbin£ 
Dyes. 

J.    &     J.     M.     WORRALL,     LIMITED,     MANCHESTER, 

are   not   merchants.      All   inquiries   for   velveteens   in   their   dyes    should    be    sent    through    the    usual    wholesale    channels. 


Dry  Goods  Review 
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Another 


Triumph 


An  Absolutely  Fadeless  Cotton 


This  is  "SOLPRUFE"— the  cotton  goods  dyed  by  the  "Sol 
prufe''  process  which  insures  colours  that  are  fast  to  sun  and 
wash  tub  and  will  outlast  the  fabric. 

"SOLPRUFE"  Cottons  command  a  ready  sale  on  account 
of  the  charming  shades  and  the  unconditional  guarantee  of 
fadeless  colours. 

"SOLPRUFE"  Cottons  are  suitable  for  Curtains  and  Fur- 
niture Covers,  and  Women's  and  Children's  garments. 

Think  what  it  means  to  have  a  complete  line  of  Cottons  that 
you  can  guarantee  to  be  unaffected  by  sun  or  wash-tub. 

"SOLPRUFE"  is  the  absolute  and  satisfying  answer  to  the 
wide  demand  for  fadeless  colours  in  cottons. 

All  genuine  "Solprufe"  Cottons  bear  these  distinguishing 
marks:  fi 
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Cotton  Imports  Switching  from  Britain  to  America; 
Returns  Show  Radical  Change  Since  the  War 

More  Than  Six  Million  Yards  Formerly  Imported  From  United 

Kingdom    Now    Come   From   United    States— Figures    Indicate 

That  Americans  Have  Picked  up  Business  That  British  Have 

Dropped— Complete  Table  Showing  Imports  of  Cottons 


OTTAWA.— Nearly  five  million 
yards  of  dyed  cottons  and  more 
than  a  million  yards  of  the  print- 
ed cottons  imported  into  Canada  last 
year  were  sw.tched  from  British  to 
American  goods. 

In  the  goods  -classified  by  Canadian  cus- 
toms appraisers  as  "cotton  fabrics, 
yarn  or  pieces  dyed,"  the  imports  from 
the  United  Kingdom  declined  from  17,- 
154,000  yards  to  11,916,000  yards,  while 
the  receipts  of  such  goods  of  United 
Sta'tes  manufacture  increased,  from 
19,672,000   yards   to    24,081,000   yards. 

In  "cotton  fabrics,,  printed"  of  which 
Canada  imports  less  than  half  as  much 
as  of  dyed  cottons,  the  receipts  of  Brit- 
ish goods  fell  off  from  7,823,000  yards 
to  6,508,000  yards,  while  American 
goods  rose  from  7,134,000  yards  to  8,- 
800,000  yards. 

Total  Imports  the  Same 

The  total  imports  of  these  two  class- 
es of  goods  were  almost  the  same  dur- 
ing the  fiscal  year  ended  March  31, 
1922,  as  during  the  preceding  twelve 
months.  Dyed  goods  fell  off  only  about 


350,000  yards  and  printed  goods  gained 
about  the  same  amount.  Considering 
the  two  together  the  decrease  in  im- 
ports was  only  about  11,000  yards, 
which,  in  a  grand  total  of  more  than 
52,000,000  yards,  shows  a  remarkable 
steadiness  of  import  business  in  those 
lines.  In  view  of  this  constant  volume 
of  goods  received  and  of  the  fact  that 
the  United  Kingdom  and  the  United 
States  supply  practically  the  whole  of 
Canada's  imports  of  colored  cottons, 
the  evidence  is  unquestionable  that 
Canadians  in  1921-22  bought  six  million 
yards  of  American  goods  in  place  of 
the  six  million  yards  of  British  goods 
that  they  consume'd  in  the  previous 
year. 

In  other  words.,  between  eleven  and 
twelve  per  cent,  of  the  whole  import 
trade  in  such  goods  was  switched  from, 
the  British  to  the  American  manufac- 
turer. 

Big   Change    Since    War 

In  the  last  year  before  the  war  Brit- 
ain sent  to  Canada  53,515,000  yards  of 
"printed,    dyed    or   colored      cotton    fab- 


rics," while  the  United  States  sold  14,- 
497,000  yards  in  Canada.  The  close  of 
the  war  found  the  supply  of  British 
goods  down  to  16,332,000  yards  and  the 
American  goods  up  to  26,850,000  yards. 
Of  course  the  total  imports  had  drop- 
ped from  69,000,000  to  43,738,000  yards, 
but  the  Americans  had  succeeded,  in 
picking  up  business  that  the  British  had 
dropped  to  the  extent  of  more  than 
twelve  million   yards. 

Increase  Since  The  War 

In  19201,  the  first  fiscal  year  entirely 
outside  the  war  period,  Canada  increas- 
ed her  purchases  in  those  lines  by  near- 
ly ten  million  yards.  The  Americans 
held  all  their  trade  of  the  previous 
year  and  sold  nine  million  yards  of  the 
new  Canadian  business,  while  the  Brit- 
ish got  the  other  million  yards. 

In  the  next  year,  1921,  the  Ameri- 
cans lost  the  whole  nine  million  yards 
of  this  new  business  and  7,500,000 
yards  of  it  went  to  the  British  produc- 
er. A  decrease  of  about  a  million 
yards  in  Canadian  imports  that  year 
(Continued  on  next  page) 


Imports    into  Canada   for   Consumption  of  Printed  and  Dyed 

Cotton  Fabrics 

(Fiscal  Years  Ended  March  31) 

1914                 1919  1920                 1921               1922 
Fabrics,  printed — 

From  United  Kingdom  Yd.                  No  separate  4,662,083         7,822,562  6,507,808 

$  1,773,666         3,544,462  1,458,554 

United  States  Yd.  9,543,927         7,134,325  8,800,272 

$                         statistics.  2,696,238         2,195,797  1,641,497 

Total    Imports    Yd.  14.293,111  15,126,826  15,456,467 

$  4,501,885         5,964,745  3,192,757 

Fabrics,  ya:n  or  piece  dyed — 

From   United  Kingdom Yd.                  No  separate  12.693,964  17,153,996  11,916,116 

$  5,487,670         8,559,668  3,530,064 

"       United  States  Yd.                           statistics.  26,189,863  19,671,711  24,081,394 

$  8,097,729         6,059,570  4,820,765 

Total  Imports  Yd.  39,123,230  37,403,394  37,053,025 

$  13,736:294  15,087,895  8,903,991 

Fabrics,  printed,  dyed  or  colored — 

From  United  Kingdom  Yd.           53,514,578         16,331,696  17,356,047  24,976,558  18.423,924 

$                  4,749,667           5,046,691  7,261,336  12,014,130  4,988,618 

"      United   States   Yd.           14,496,992         26,849,670  35,733,790  26,806,036  32.881,666 

$                  1,600,314           6,990,071  10,793,937         8.255,367  6,462,262 

Total  Imports  Yd.           69,103,236         43,737,679  53,416,341  52,520,220  52,509,492 

$                 6,580,065         12,157,316  18,238,179  21,052,640  12,096,748 
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Metallic  Materials  In  Fabrics  and  Trimmings: 

Forecast  From  Paris  Indicates  New  Vogue 


Girls  of  the  Folies  Bergere  Are  Wearing  Gowns  Longer  and 

Looser — Brighter  Shades  Replacing  the  Black  in  Paris — Heavy 

Consignments  of  Silk  Velvets  From  French  Centre — Advances 

Recorded  in  Some  Silk  Prices 


T 


INSELS  and  metals  are  the 
thing  for  next  winter,"  says  a 
Toronto  buyer.  In  Paris,  he 
says,  one  hears  of  nothing  but  these. 
Not  only  in  silver  and  gold  but  in  the 
high  shades  also.  Paris  is  by  no  means 
tired  of  the  glorious  hues;  in  fact,  the 
colors  for  next  season  are  brighter  if 
possible.  Jade,  poinsettia  and  geranium 
are  three  of  the  best. 

All  these  metallic  materials  both  in 
fabrics  and  in  trimmings  are  prominent 
at  the  Folies  Bergere,  which  after  all, 
are  the  best  fashion  indicators  in  Paris. 
When  our  buyers  go  to  France,  they 
consider  an  evening  at  the  Folies  and 
at  one  or  two  ol  the  other  prominent 
shows  as  well  as  several  trips  to  fash- 
ionable restaurants,  very  necesary  be- 
fore placing  their  orders.  The  girls  in 
the  Folies,  says  our  informant,  are 
wearing  their  gowns  longer  and  looser, 
if  possible  than  ever.  The  bodice  is  ex- 
tremely low  and  yards  and  yards  of 
materials  are  required.  This  call  for 
about  twice  as  much  material  as  was 
used  last  year,  is  a  great  boon  to  fabric 
and  accessories  departments  and  as  one 
importer  who  expressed  his  dislike  for 
the  new  style,  was  told,  "Everyone  must 
boost  for  the  flowing  gown."  The  day 
of  the  yard  goods'  man  has  finally  ar- 
rived and  he  must  seize  every  opportuni- 
ty. 

Though  to  our  American  and  Canadian 
minds,  the  long,  draped  garments  seem 
at  first  rather  untidy  after  the  smart 
sports'  types  of  the  last  two  years,  there 
is  something  so  distinctly  feminine  about 
them,  that  they  make  a  strong  appeal 
to  many  people.  After  all,  as  one  Pari- 
sian designer  expressed  it,  next  winter's 
gowns  are  nothing  but  an  expression  o: 
woman's  natural  reversion  to  feminine 
charm  after  six  or  seven  years  of  "This 
Freedom,"  which  one  prominent  writer 
speaks  of  so  much. 

French    Glad    to    Abandon    Black 

Neither  makers  nor  retailers  are 
sorry  to  see  the  bright  shades  replace 
black.  The  last  year  has  taught  them 
that  the  more  women  wear  black,  the 
fewer  gowns  they  find  it  necessary  to 
have.  Their  advice  to  the  trade  in  this 
country  is  to  sell  the  colors  as  much  as 
possible  and  let  the  black  sell  itself.  The 
natural  time  for  black  is  when  times  are 
good  and  the  utility  question  has  not  to 
be  carefully  considered.  Just  now  when 
business  must  be  forced,  shades  which 
attract  and  which  tire  are  the  logical 
ones  to   promote. 


Importers  are  receiving  very  heavy 
shipments  of  velvet  from  France  in  ex- 
pectation of  the  biggest  season  they  have 
ever  had.  Then  there  are  crepe  and 
velvet  combinations,  the  ground  being 
usually  of  crepe  and  the  velvet  appliqued 
in  the  same  or  a  contrasting  shade. 

Not  only  will  velvet  be  used1  in  gowns 
but  it  will  figure  most  prominently  in 
capes  and  cloaks.  It  is  believed  that 
opera  wraps  will  be  of  velvet  next  sea- 
son as  much  as  of  fur.  "What  about 
such  cloaks  in  Canada?  Are  they  warm 
enough  for  evening  wear?"  asked  Dry 
Goods  Review.  This  buyer  believes  that 
women  will  like  them  here  just  as  much 
as  in  Paris  or  New  York  because  they 
are  disregarding  climatic  conditions 
more  and  more  each  year. 

Two-toned  taffetas  are  another  line 
which  Paris  is  smiling  on  for  next  win- 
ter. The  shades  which  have  already 
reached  here  are  the  vivid,  with  the 
shot'  effect,  have  a  soft  radiating  glow 
in  the  nightlight. 

Crepe  is  still  the  best  day  in  and  day- 
out  seller  in  Paris  although  satins  are 
beginning  to  be  seen  again.  As  a  rule 
satin  is  used  as  a  facing  for  crepe  or 
crepe  as  facing  for  satin  when  the  latter 
material  is  stressed  at  all.  Many  of 
these  satins  have  a  damask  pattern  also. 

Silk  Market  a  Surprise 

This  buyer  went  over  to  the  continent 
filled  with  the  idea  that  he  could  buy 
at  any  price  he  pleased.  He  like  many 
others  both  in  Canada  and  the  United 
St?tes,  had  delayed  ordering  thinking 
that  the  longer  he  waited  the  better  he 
could  dictate  prices.  It  was  a  great  sur- 
prise to  him  to  find  that  the  market  had 
advanced — this  in  spite  of  the  fact  that 
the  hosiery',  ribbon  and  underwear  firms 
in  America  have  done  no  buying  at  all 
for  the  fall.  He  found  that  manufac- 
turers in  France  and  Switzerland  are 
not  even  producing  for  stock,  so  many 
are  the  regular  orders  for  immediate 
shipment.  After  the  hosiery,  ribbon 
and  underwear  firms  have  ordered,  he 
gives  as  his  opinion,  there  will  be  no 
possible  chance  of  a  price  drop,  so  he 
has  bought  his  complete  range  now. 
Some  of  the  best-known  buyers  for  the 
retail  houses  in  New  York  are  of  the 
same  opinion.  They  say  that  if  there  is 
a  drop  it  will  be  in  the  late  Fall,  too 
late  in  fact  to  affect  next  season's  trade. 

The  largest  silk  syndicate  on  the  con- 
tinent is  sold  up  to  October  1,  was  an- 
other piece  of  information  this  Toronto 
importer  received  and  which  we  pass  on 


to  our  readers  for  what  they  think  it  is 
worth.  Contrary  to  last  year,  the  best 
manufacturers  are  only  accepting  bona 
fide  orders. 

75  Per  Cent.  World's  Raw  Silk  Used  in 
America 

Europe  and  the  other  continents  use 
only  about  one  quarter  of  the  raw  silk 
that  is  produced,  was  the  statement 
made  by  one  of  the  biggest  manufactur- 
ers in  Switzerland.  The  rest  comes  to 
America.  Electricity  is  responsible  for 
a  good  share  of  the  quantity  consumed 
here.  There  is  no  doubt  however,  that 
the  proportion  of  people  wearing  silk 
for  almost  every  article  of  clothing,  is 
much  larger  here  than  on  the  continent. 

Most  of  the  raw  silk  comes  this  year 
from  Japan  because  o:  the  small  quanti- 
ty which  Italy  can  turn  out.  Of  course 
the  lack  of  rain  is  to  blame  for  the  short- 
age but  the  fact  that  all  the  mills  in  that 
country  are  run  by  water-power  instead 
of  electricity,  has  also  neen  responsible 
for  the  small  output. 

There  is  a  certain  amount  of  conjec- 
ture already  that  the  crop  in  Japan  will 
be  a  little  smaller  this  summer  but  there 
is  no  real  reason  for  worry  just  yet. 


COTTON    IMPORTS 

(Continued  From  Previous  Page) 
accounts  for  most  of  the  difference 
This  left  Britain  still  with  less  than 
half  ;he  volume  of  this  trade  that  she 
had  before  the  war  and  the  Ameri- 
cans still  had  almost  double  their  pre- 
war Canadian  business  in  these  lines. 

But  last  year  the  pendulum  swung 
back  again  and  the  1920  state  of  affairs 
was   nearly  repeated. 

Values,  of  course,  show  less  differ- 
ence in  Canada's  purchases  from  the 
two  great  cotton  weaving  countries. 
The  average  price  per  yard  of  British 
cottons  is,  and  has  always  been,  much 
higher  than  that  of  the  American  goods 
we  buy. 

While  the  total  quantity  imported 
was  nearly  the  same  n  1922  as  in  1921, 
the  total  valuat'on  fell  from  $21,000  000 
to  $12,000,000.  The  great  general  da- 
cline  in  price  seriously  obscures  the  ac- 
tual details  of  the  change  in  trade,  but 
it  would  appear  tvat  Canadians  used  a 
cheaper  grade  of  colored  cottons  in 
1921-22  than  they  demanded  in  1920- 
21,  and  turned  from  the  British  to  the 
American  producer  as  a  source  of  sun- 
ply. 

The  table  on  previous  page  tells  the 
whole   story:    . 
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DRESS    FABRICS 


Dry  Goods  Review 


Heavy  Placings  on  Fall  Fabrics 

Tweeds,  Homespuns  and  Cheviot  Suitings  Are  Popular  With  Can- 
adian Women— Remarkable  Values  Offered  in  Serges— Steady 
Advance  in  Botany  Wool  Since  First  of  the  Year— Some  New 

Crepe  Weaves. 


FALL  tendencies  in  dress  fabrics 
and  coatings  are  now  an  established 
matter  with  Montreal  warehouses 
whose  stocks  are  now  complete.  Dis- 
cussing the  coming  season  with  Dry 
Goods  Review  a  wholesaler  commented 
on  the  extraordinary  hold  which  tweeds, 
homespuns  and  cheviot  suiting  have  ac- 
quired in  the  hearts  of  Canadian  wo- 
men. Homespuns  this  season  have  out- 
sold any  other  woollen  material  and  look 
good  for  Fall  though  probably  in  some- 
what quieter  colorings,  such  as  browns 
and  blues.  Tweed  effects  will  undoubt- 
edly be  in  great  demand  with  the  trade 
which  caters  to  the  medium  class  for  no 
other  type  of  material  is  so  eminently 
suited  for  making  up  good  looking  busi- 
ness suits  or  tailored  sports  suits.  It 
has  taken  the  Canadian  woman  a  long 
time  to  become  accustomed  to  wearing 
rough  finished  suitings  as  her  English 
sister  does,  but  now  that  the  utility  and 
smartness  of  tweeds  has  been  at  last 
appreciated,  it  is  not  at  all  improbable 
that  they  will  henceforth  be  accepted  as 
a  staple  item  in  the  feminine  wardrobe. 
While  navy  tricotine  is  expected  by 
this  authority  to  continue  its  career  as 
the  staple  all  round  suiting,  there  are 
rumors  heard  of  its  withdrawal  in  favor 
of  navy  gabardine.  Many  wholesale 
buyers  profess  to  believe  that  gabardine 
will  be  the  season's  favorite  next 
Spring  and  are  placing  their  orders  ac- 
cordingly. 

Serges  Offer   Remarkable  Values 

Notwithstanding  that  little  is  said 
about  serges  of  late,  wholesalers  report 
that  60  per  cent,  of  fabrics  sold  are  of 
this  material  which  represents  the  very 
best  values  on  the  market  to-day.  When 
it  is  realized  that  a  pure  wool  serge  can 
be  bought  at  to-day's  price  aroand  50 
cents  a  yard  while  a  cotton  ratine  costs 
as  much  as  95  cents,  some  idea  of  the 
extraordinary  values  in  serges  may  be 
better  imagined.  While  the  average 
fabric  costs  approximately  100  per  cent, 
above  pre-war  levels  this  season,  serge  is 
only  30  per  cent,  above  and  represents 
an  entirely  erroneous  idea  of  its  actual 
worth.  Serges  which  cost  S3. 25  a  yard 
at  the  peak  are  now  pricerl  at  $1  a  yard 
and  will  show  an  increase  if  anything 
from  now  on,  where  price  is  concerned. 
Shortage  of  Botany  Yarns 
Prices  on  all  woollen  fabrics  have  ad- 
vanced steadily  from  the  mills  since  the 
beginning  of  the  year,  owing  in  great 
measure  to  the  scarcity  of  Botany  spun 
yarns.  Hosiery  mills  in  England  have 
absorbed  so  much  of  these  finer  grade 
yarns  that  a  real  shortage  has  sprung 
up  of  late  months  and  little  available 
supplies    are   reported    available.     Cross 


bred  woollens  have  advanced  from  7% 
to  10  per  cent,  while  Botany  wools  have 
jumped  ahead  as  much  as  10  per  cent, 
to  15  per  cent,  on  a  conservative  esti- 
mate. 

Where  coatings  are  concerned,  enthu- 
siasm is  shown  by  the  wholesale  trade 
over  the  new  materials  produced  by 
Canadian  mills,  samples  of  which  are 
now  hein<i-  shown  to  the  retail  trade.  In 
the  matter  of  velours  coatings,  nothing 
finer  has  been  produced  anywhere  and 
prices  are  moderate.  The  favorite 
shades  tend  towards  darker  hues  of 
brown,  navy  blue  and  a  few  lighter  neu- 
tral colors.  Plaid  or  check  back  coat- 
ings in  either  rough  or  smooth  finish  are 
exceedingly  popular,  especially  in  lovat 
and  heather  mixtures  and  solid  dark 
colors. 

There  is  little  demand  for  plush  or 
sealette  fabrics  this  season,  attributed  in 
part  to  the  fact  that  an  electric  seal  or 
dyed  rabbit  coat  can  be  bought  by  the 
woman  in  search  for  a  popular  priced 
garment  at  very  little  more  than  the 
cost  of  the  plush  and  the  making. 
Silk  Duvetyne  Favored  for  Fall 
According  to  another  leading  Mon- 
treal house  the  demand  for  fine  French 
Duvetyne  has  been  phenomenal  of  late 
and  stocks  only  just  received  are  com- 
pletely sold  out.  This  demand,  coming 
as  it  has  after  a  season  when  hand  to 
mouth  buying  seemed  an  established 
habit,  has  encouraged  buyers  in  the  hope 
that  retailers  are  tired  of  this  procedure 
which  leaves  stocks  in  bad  shape,  and 
that  business  will  be  resumed  for  Fall 
on  a  more  satisfactory  basis  all  round. 
As  a  feeler  for  early  Fall  business  there- 
fore, the  strong  demand  for  Duvetyne 
would  indicate  that  emphasis  is  likely 
to  be  placed  upon  the  finer,  smooth  fin- 
ished fabrics. 

Velvets  Predicted  as  Leaders 
Second  in  demand  after  Duvetyne  are 
the  fine  French  chiffon  velvets  which  this 
season  are  priced  at  the  almost  unbe- 
lievable figure  of  $2.85  a  yard.  This 
drop  in  price,  together  with  the  fact 
that  large  stocks  of  this  fashionable  ma- 
terial are  on  hand,  accounts  for  the  sud- 
den interest  shown  in  velvets  all  over 
Canada  for  FalL  Not  only  ,are  the 
brightest  colors  called  for,  but  the  sale 
of  all  black  velvet  leads  buyers  to  state 
that  this  is  to  be  a  "black  velvet  season." 
Velveteens  are  likewise  proving  of  more 
than  usual  interest,  especially  for  child- 
ren's wear,  as  fashion  predicts  a  return 
of  the  "Little  Lord  Fauntleroy"  type  of 
costume  for  both  boys  and  girls. 

This  Montreal  house  is  giving  wide 
prominence  to  Crepe  Morocain  this  Fall 
as  a  leader  in  the  crepe  family  and  to 


supersede  to  a  certain  extent  ,the  ever 
popular  Canton.  This  latter  material, 
it  was  said,  will  continue  in  good  demand 
in  the  heaviest  weights  only.  Morocain 
is  shown  in  about  15  leading  shades  and 
is  priced  approximately  at  $3.50  a  yard. 

Among  the  other  wanted  silks  for 
early  Fall  selling  are  Kitten's  Ear  and 
Crepe  Romaine,  the  latter  said  to  be 
popular  since  its  introduction  as  a  lead- 
ing fabric  for  Princess  Mary's  trousseau. 
Tricolette  and  taffeta  have  settled  down 
into  the  staple  class  and  show  little  of 
interest  insofar  as  Fall  trade  is  con- 
cerned. 

Inexpensive   Linings    Popular 

To  satisfy  the  demand  for  an  inex- 
pensive brocade  lining  for  fur  coats, 
one  leading  Montreal  silk  importer  has 
just  received  a  shipment  of  really  strik- 
ing patterns  in  bold,  outstanding  motifs 
on  rich  colored,  mercerized  grounds,  so 
closely  resembling  pure  silk  as  to  deceive 
experts.  These  new  linings  are  priced 
at  less  than  $2  a  yard  and  are  being 
quickly  snapped  up  by  furriers  and  oth- 
ers for  re-lining  old  coats  and  other  fur 
pieces.  Real  metallic  lame  brocades  are 
just  in  as  well,  and  show  a  decided  tend- 
ency to  feature  metallic  thread  embroid- 
eries again  for  the  coming  winter.  High 
shades  will  continue  in  vogue  and  pat- 
terns will  be  bold. 

Characterising  the  season  as  a  whole, 
one  wholesaler  told  Dry  Goods  Review 
•  hat  more  yardage  has  been  sold  in  the 
last  four  months'  placing  than  ever  be- 
fore at  this  season,  and  every  reason  is 
held  to  expect  a  good  Fall  business. 


The  firm  of  F.  D.  Burkholder  has  pur- 
chased the  entire  stock  of  M.  J.  Isaacs, 
furriers,  at  34  Sparks  St.,  Ottawa,  Ont., 
and  will  in  future  manufacture  and  sell 
furs  exclusively. 

Mr.  and  Mrs.  John  Catto  of  Toronto 
celebrated  their  diamond  wedding  an- 
niversary the  other  day.  Mr.  Catto  is 
one  of  the  best-known  dry  goods  mer- 
chants  in  Canada. 

The  Canadian  Co-operative  Wool 
Growers'  Association  have  opened  up  a 
collecting  station  at  Charing  Cross, 
Ont.,  and  will  later  have  one  at  Dres- 
den, Ont-  From  these  points  they  in- 
tend to  ship  wool  from  Middlesex  Coun- 
ty on  the  co-operative  basis. 

John  Pearse  Field,  senior  member  of 
the  firm  of  Field  Bros.,  Cobourg,  Ont., 
died  on  May  21.  Although  seventy 
years  of  age,  he  was  until  a  short  time 
ago  interested  in  munic;pal  affairs  and 
in  organizations  interested  in  the  wel- 
fare of  Cobourg. 
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Wide  Variety  of  Knitted  Underware  in  Style  and 
Price  Suggested  by  Newspaper  Advertisement 

Montreal  Store  Used  Advertisement  Pointing  Out  That  There 

Were  129  Styles  of  Vests,  34  of  Combinations,  17  of  Drawers 

and  23  of  Bloomers — Selling  Points  on  Knitted  Underwear — 

Moderate  Price  a  Popular  Appeal. 


A  CERTAIN  advertisement  about 
knit  goods  noticed  in  a  Montreal 
.jwspaper  this  month  caused  con- 
siderable comment  although  it  was  in  no 
way  unusual  nor  even  striking  in  ap- 
pearance or  wording.  It  ran  in  this 
wise: 

Women's  Summer  Underwear 
— A  Valuable  Variety 

129  Styles  of  Vests 
Supplying  your  bodily  needs  and  satis- 
fying your  temperament  whatever  it  is. 
The  range  is  from  .30  to  3.00 —  and  in- 
cludes 40  styles  at  .50  and  24  styles  in 
oversizes. 

34  styles  of  Combinations. 
17  styles  of  Drawers. 
23  styles  of  Bloomers. 
That  was  all  there  was  about  the  un- 
derwear, not  even  a  cut  to  arouse  still 
greater  interest,   but   dozens   of  women 
were  heard  to  express  surprise  that  such 
a    wide    range   of   knit    underwear    was 
available   for  their  selection.     The   idea 
of  selection  from  129  different  styles  of 
vests   alone   seemed   incredible   to   them, 
while  it  did  not  seem  possible  that  there 
could  be  as  many  as  23  different  styles 
of  bloomers. 

This  advertisement  proved  the  subject 
of  an  interesting  discussion  with  the 
sales  clerks  of  this  section,  one  of  whom 
informed  Dry  Goods  Review  that  the 
study  of  knit  underwear  was  not  only 
apparently  inexhaustible  but  was  as 
interesting  as  any  line  of  merchandise 
she  had  ever  handled,  both  from  the  buy- 
ing and  selling  aspects. 

"The  public  likes  to  think  it  can  find 
just  the  very  style  which  will  fill  a  par- 
ticular need,"  she  said,  "and  nearly  every- 
one has  some  individual  preferences 
about  underwear  and  not  a  few  preju- 
dices as  well,  many  of  which  are  erron- 
eous, unfortunately,  and  need  consider- 
able knowledge  of  the  subject  to  dis- 
pel." 

Underwear  Must  Be  Comfortable 
With  July  and  the  "dog-days"  not  far 
off,  a  short  symposium  on  the  subject 
is  suggested  by  this  unusual  and  com- 
pelling advertisement.  For  example, 
why  should  it  be  necessary  to  mention 
the  question  of  temperament  in  connec- 
tion with  knit  underwear?  Somehow, 
the  idea  of  this  merchandise  does  not 
link  up  in  the  imagination  with  personal 
characteristics  such  as  the  artistic  in- 
stinct, or  the  craze  for  outdoor  life,  one's 
enthusiasms  or  one's  worries.  Yet,  away 
down  underneath,  no  other  part  of  our 
wearing  apparel  exercises  as  much  in- 
fluence upon  our  lives  as  the  invisible 
protection   which    comes    closest    to   the 


skin.  And  just  because  no  two  persons 
experience  the  same  needs  and  prefer- 
ences in  the  way  of  bodily  comfort,  the 
makers  of  knit  underwear  have  been 
forced  to  exert  their  ingenuity  to  put  as 
many  as  129  styles  of  vests  on  the  mar- 
ket. Still  when  all  is  said  and  done, 
there  is  a  good  deal  of  sameness  about 
the  range  of  knit  underwear,  which  is 
perhaps  responsible  for  the  lack  of  de- 
velopment in  the  majority  of  underwear 
departments.  It  has  not  the  same  style 
element  which  makes  millinery  or  neck- 
wear easy  to  sell,  and  it  seems  to  be  the 
one  thing  that  people  buy  only  because 
they  need  it. 

One  of  the  main  reasons  why  knit 
underwear  has  such  a  wide  sale  is  the 
fact  that  there  are  so  many  different 
physical  needs  to  be  met  because  not  all 
of  us  are  alike  in  habit  or  diversions. 
Certain  kinds  of  fabrics  and  materials 
will  give  better  satisfaction  than  others 
under  certain  circumstances  and  so  in 
making  a  sale  of  undergarments,  the 
sales  staff  should  endeavor  to  find  out 
from  customers  what  their  tastes,  hob- 
bies or  personal  habits  are,  in  order  to 
better  determine  the  sort  of  merchandise 
to  recommend  from  the  entire  range. 
Such  questioning,  naturally  requires  both 
tact  and  good  judgment  and  forms  the 
■"oundwork  of  good  salesmanship  in  this 
department. 

Popular  Prices  Have  Widest  Appeal 

The  question  of  price  is  also  an  es- 
sential point  to  bear  in  mind.  In  the 
advertisement  before  mentioned,  no  few- 
er than  40  styles  of  vests  are  featured 
at  50  cents  each,  showing  that  this  is  a 
favorite  price  with  average  trade  this 
season.  In  another  department  store 
this  month  thousands  of  Swiss  ribbed 
vests  were  sold  in  one  day  at  the  low 
price  of  29  cents  each,  many  customers 
remarking  that  they  had  refrained  from 
buying  until  they  could  secure  their 
underwear  at  something  like  pre-war 
prices.  Instead  of  buying  a  single  vest 
they  bought  half  a  dozen,  and  the  habit 
of  quantity  buying  is  now  likely  to  be 
once  more  established.  The  sales  staff 
should  encourage  the  idea  of  personal 
cleanliness  during  the  hot  weather 
months  by  advising  the  sale  of  at  least 
three  inexpensive  vests  rather  than  one 
at  a  higher  price.  Anyone  can  wash  out 
a  lightweight  ribbed  cotton  vest  at  night 
and  if  the  weather  be  warm  and  dry  it 
should  be  ready  to  don  in  the  morning. 
Having  at  least  three  vests,  however,  is 
the  ideal  course  for  hot  weather,  and 
even  though  constant  laundering  will 
tend  to  wear  them  out  quicker,  yet  great- 


er comfort  and  economy  will  be  secured 
from  three  50  cent  vests  than  "*>-  "f 
$1.50. 


one   at 


How  to  Keep  Opera  Straps  Up 

Many  women  are  particular  about  the 
style  of  shoulder  strap  on  the  vest  and 
complain  when  the  straps  slip  off  the 
shoulder  easily  in  the  Opera  styles.  One 
sales  girl  told  Dry  Goods  Review  that 
she  always  managed  to  please  this  type 
of  customer  by  suggesting  that  they 
remove  the  tape  or  ribbon  strap  and 
substitute  a  slightly  shorter  length  of 
the  narrowest  white  elastic.  The  latter 
type  of  support  will  hug  the  shoulder 
yet  will  not  make  itself  felt  uncomfort- 
ably -and  usually  launders  several  times. 

Why  Knitted  Wear  is  Coolest 

When  the  next  customer  asks  you  why 
knit  underwear  is  cool,  here  are  some 
good  reasons  to  give  her.  "Knit  under- 
wear is  healthy  because  it  absorbs  and 
evaporates  the  excess  moisture  of  the 
body  most  rapidly,  and  if  moisture  in  the 
form  of  perspiration  is  allowed  to  re- 
main on  the  skin,  the  slightest  draught 
is  likely  to  cause  a  chill,  and  it  must  be 
remembered  that  this  moisture  given 
off  by  the  skin  pores  is  a  poison  ex- 
pelled by  nature  in  her  effort  to  rid  the 
body  of  contamination.  The  function  of 
absorbing  and  evaporating  is  therefore 
perfectly  performed  by  knitted  under- 
wear. Inhabitants  of  such  warm  coun- 
tries as  Italy,  Mexico,  Spain  and  Africa 
keep  water  cool  by  using  a  semi-porous 
jug.  It  is  the  rapid  evaporation  of  sur- 
face moisture  that  accomplishes  this  and 
the  same  principle  is  involved  when  knit- 
ted underwear  is  worn.  The  more  open 
structure — loosely  spun  yarn — allows  a 
freer  circulation  of  air  to  envelop  the 
body,  and  in  turn,  helps  cool  the  surface 
o:  the  skin  by  aiding  evaporation.  Thus, 
the  rapid  absorption  and  consequent  rap- 
id evaporation  is  a  great  factor  in  re- 
ducing body  temperature.  Further,  knit 
underwear  does  not  thicken  up  in  wash- 
ing and  it  rarely  shrinks,  so  that  its  orig- 
inal qualities  are  retained  until  its  period 
of  usefulness  is  done. 

Always  Measure  Customers 

In  selling  any  type  of  underwear,  it 
is  always  best  to  measure  the  customer 
rather  than  accept  her  word  for  the 
size.  Some  manufacturers  are  provid- 
ing a  tape  measure,  recording  80  inches 
on  one  side  and  sizes  on  the  other,  to- 
gether with  full  instructions  for  meas- 
uring customers.  These  conveniences 
are  much  appreciated  by  salesclerks  and 
should  be  provided  to  enable  them  to  sell 
with   greater  assurance   of   satisfaction. 
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All  Together 


Maximum 
Quality 


Spells  Success 


Minimum 
Prices 


DRESS 
FABRICS 
LIMITED 


We'll  do  our  best  to  deserve  Success 

Montreal      Toronto       Winnipeg 

Salesmen  Constandy  Out  to  Serve  You 
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cMormandy  Fabric 

Look  for  the  name 
on  the  selvage ! 

IT  is  customary  for  fabric  makers  to  advise  the  consumer  to    Look 
for  the  name  on  the  selvage."  But  Butterfield  feels  a  tremendous 
responsibility,  too,  to  the  retailer.  We  realize  that  every  reliable  mer- 
chant wants  to  be  protected  from  selling  his  customers  unworthy  goods. 

The  beauty  and  success  of  Normandy  Fabric  have  naturally  led  many 
makers  to  attempt  to  produce  similar  fabrics.  Our  long  experience 
in  the  making  of  Normandy  Fabric  showed  us  the  enormous  diffi- 
culties to  be  overcome.  This  experience  has  proved  to  us  that  the  state 
of  perfection  which  we  have  reached  with  our  product  is  not  likely  to 
be  reached  by  any  other  manufacturer,  without  the  same  years  of  experi- 
ments, and  guarantees  to  you  the  features  which  characterize  the  gen- 
uine Normandy  Fabric.  These  are  absolutely  necessary  to  its  success :  — 

The  clean-cut  dots — uniform  in  size.         The   fineness   of  the    'voile. 


The  lack  of  streaks  and  smears  from 
the  color  in  the  dots. 

The    indestructibility   of  the    dots. 


The  demonstrated  fast  color  of 
the  applied  patterns — proof 
against  light  and  isoashing. 


For  your  own  protection,  then,  be  sure  the  name  Normandy  Fabric — 
is  on  the  selvage.  Then  you'll  know  you  are  buying  the  quality  which  no 
jobber,  manufacturer,  or  retailer — to  our  knowledge — has  ever  carried 
over  from  a  former  season — or  been  compelled  to  close  out  at  a  sacrifice. 

To  add  to  your  protection,  we  have  taken  steps  to  safeguard  the  1923 
patterns  in  Normandy  Fabric  with 


FRED.  BUTTERFIELD  &  CO.,  INC.,  361-363  Broadway,   New  York 


United  States  Patents 
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For  Every  Occasion 

For  Every  Woman 
Fabrics  of  Loveliness 


Canton  Crepe 

Ninons 

Crepe  Georgette 

Chiffons 

Crepe  de  Chine 

Novelties 

Liberty  Satins 

Silk  Dress  Nets 

We  wish  to  announce  to  the  trade  that  we  will  be  in 
a  position  to  fill 

Late  Summer  and  Fall  Orders 

in  any  of  the  above  lines,  in  all  the  new  Fall  colorings. 

Early  in  July. 

Write  us  for  samples. 


Les  S 


uccesseurs 


ALBERT  GODDE,  BEDIN  &  CIE 


PARIS 


TARARE 


LYONS 


LONDON 


NEW  YORK 


Empire  Building  :   64  Wellington  Street  W..     —     TORONTO 
Telephone  :  Adelaide  3062     E.  DESNOUX.  Rep. 

Eastern  Canada  Agent:  G.  B   WYNNESS  -  113  Metcalfe.  MONTREAL 

Western  Canada  Agent :  EDWIN  J    KIRKBRIGHT.  205  Bower  Building 

VANCOUVER,  B.C. 


What  the  eye 
doesn't  see — 


is  nevertheless  an  important  fac- 
tor with  your  cloth.  Unless  the 
cloth  is  properly  shrunk,  good 
tailoring    becomes    wasted    labour. 

Why  risk  your  customer's  good- 
will by  supplying  him  with  in- 
sufficiently shrunk  cloth  with 
nameless  stamps  such  as  "Well 
Shrunk"  or  "London  Shrunk," 
etc.? 

The  best  guarantee  and  absolute 
satisfaction  is  obtained  when  the 
cloth  bears  the  name 

JENNENS,  WELCH  &  CO.,  LTD. 

LONDON  -    HUDDERSFIELD  -    BRADFORD 

The  world's  premier  firm  of  cloth 
workers,  shrinkers,  finishers,  etc., 
are  also  proprietors  of  the  re- 
nowned JENNWEL  Waterproof 
Rubberless  finish  applied  to 
Tweeds,  Serges,  Coverts,  Fancy 
Worsteds,    Costume    Cloths,    etc. 


JENNENS,  WELCH  &  CO .,  LTD. 

SPRINGWOOD  WORKS,  HUDDERSFIELD 


AH  Made  of 


Think  of  the  thousands  of  summer  things — 
Dresses  and  Petticoats,  Camisoles  and  Nighties, 
and  Children's  Undies — that  are  being  made  of 
Horrockses'  Diaphalene,  Nainsook,  Cambric,  India 
Long  Cloth  and  other  sheer,  dainty,  durable 
cottons. 

We  are  steadily  advertising  all  these  staple 
Horrockses'  fabrics — and  dealers  who  feature 
Horrockses'  lines  are  finding  their  sales  smartly 
increasing. 

Is  Your  Stock  Complete? 

JOHN  E.  RITCHIE 

Canadian   Agent: 

591    St.   Catherine   St.   West,    Montreal 
Branches:   Toronto  and  Vancouver 

LTnited  States  Agents: 

WRIGHT  &  GRAHAM  CO. 

110  Franklin  St.,  New  York  City 

Made  by 

Horrockses,  Crewdson  &  Co.,  Limited 

Cotton  Spinners   and   Manufacturers, 
Manchester,  England 
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HAWTHORN 
HOMESPUNS 

The  Fashionable 
Fabric 

Wherever  you  go  the 
Homespun  dress,  suit,  coat 
or   cloak   predominates. 

If  you  don't  know  where  Hawthorn 
Homespun  garments  are  obtainable 
write  us  and  we  will  furnish  you 
with  the  names  of  leading  Canadian 
garment  makers  who  feature 
Hawthorn   Homespuns. 


^>T.^,..Ol.^,. 


'       *> 


HAWTHORN  FABRIC 

CANADA  PRODUCT 


j   j 


S&ade  in  Carleton  !Place,  Ont,  hy  Hawthorn  Mills,  Limited 
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asp 


P 


OSEPH 


DOYLE 

J[     |&  SON  LIMITED 


]Vf  O  WT^R.EAE 

swr.  .A rcher  FZ o berfson 

327  Z3 o and  of  Trade  3uild/ngs 

VANCOUVER.  B.C. 
Mr.  C.S.McConne/l 
/754  3  ere /ay  S freer 


W/res    "/foy/e,  Longwood-Yorks" 

Codes:- Marconi,  Bent/ey's  A. B.C.  5th  Edilion  and  A. 

ZsOzyj/wooc/ 

ENCIAND 


ro/"  over  Aaqfa  century 
rrLanufu.czzirers  of~ the 
AiaAest^  aua/tfy Juorics-. 

GENTLEMEN'S  SUITINGS 
OVERCOATINGS  COVERT 
COATINGS  •  CAP  CLOTHS. 
SPORTS  TWEEDS. 

LADIES'  MANTLE  & 
DRESS  MATERLALS  • 

TABLE  CLOTHS.  ART 
SERGES  •  CURTAINS 

UPHOLSTERY  CLOTHS 

•  *  •  -for  AXotor  Cars 


rpc 


^n 


m 
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Buy  British  Goods 


Prices  are  now  established, 
and  full  ranges  of  cottons, 
linens,  draperies,  blankets, 
etc.,  are  ready.  Stock  also 
carried  in  Montreal  and 
Vancouver.  If  you  are  not 
on  our  mailing  list,  please 
write  us. 

JOHN  E.  RITCHIE 

Dry  Goods  Commission  Agent 
591  ST  CATHERINE  ST.  WEST,    MONTREAL 

Branches:  64  Wellington  St.  W.,  Toronto 
29  Minshull  Street,  Manchester,  England 
615    Pender    Street    W.,    Vancouver,    B.C 


INFANTS  FOOTWEAR  Limited 
LONDON,  ENGLAND 

Soft  Sole  Shoes 
in  Kid,  Silk, 
Poplin,  Wool, 
etc.,  and  Ha  rd 
Sole  Shoes, 

Children's  Woolly-Wear,  Bonnets, 

Gaiters,  Mitts,  etc. 

CANADIAN     BRANCH 

GREENE-SWIFT     BUILDING 

LONDON,      ONTARIO. 


Cfjattllon,  Jfloulp, 
&ou£&e(  &  Cte. 

Silk  Manufacturers 

at:  LYONS,  TARARE,  VEYRINS,  CORBELINS, 
(France) 

CREPES 

PARIS  MUSLINS  LYONS 

LONDON  S  A  TINS  NICE 

NEW  YORK  DAMASKS  MILAN 

BROCADES 
FANCIES 

All  the  Newest  Creations 

M.  AUBIN 

Canadian  Representative 

275  Craig  St.  West,       MONTREAL 


The  Future 
of  SUNSET 


"24  Reasons  Why 

Women  Want 
SUNSET  DYES" 

This  is  the  title  of  a 
new  folder  which  is 
full  of  pretty  con- 
vincing stuff.  A  post 
card  will  bring  it  to 
you  by  return  of  mail. 

Have  you  received  our 
card,  "The  Season's 
Colors"? 


In  the  past  SUNSET  has  proved  itself  more 
than  just  a  money-maker,  it  has  been  a  busi- 
ness builder  and  a  creator  of  goodwill  for  every 
dealer  who  handles  it.  SUNSET  performs  everything  that  is 
promised  by  all  other  dyes  combined — and  then  some! 

The  future  of  SUNSET  is  a  bright  one  because  our  methods  of 
merchandising  are  untrammeled  with  offers  of  absurd  profits, 
which  in  themselves  are  an  admission  of  inferior  quality. 

You  will  eventually  handle  SUNSET  because  the  insistent  de- 
mand of  the  trade  is  for  a  real,  modern,  fast  dye  instead  of  in- 
ferior dyes  which  have  little  if  any  repeat  value  or  goodwill 
quality. 

Write  us  to-day  for  literature  which  will  show  you  how  vou  can 
share  in  the  successful  future  of  SUNSET  SOAP  DYES. 

The  Buying  Public  likes  a  Square  Deal. 


sHKsd%s 

ONE  Real  Dye  For  ALL  Fabrics 


Sales  Representatives 

Harold  F.  Ritchie  &  Co.,  Ltd. 

10  McCaul  St.,  Toronto, ^Canada 
North  American  Dye  Corporation,  Ltd. 

Manufacturers 

Toronto,  Canada 
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The  Violet  May  Store  of  Montreal 

Unique  Background  Makes  for  Attractive  Window  Displays — 
Special  Attention  Paid  to  Flappers  and  Matrons — Makes  No  Ef- 
fort to  Force  the  Seasons — Policies  of  Salesmanship  Outlined. 


A  MILLINERY  shop  which  is  pat- 
ronized by  smart  women  of 
Montreal  is  known  under  the  at- 
tractive title  of  "Violet  May  Regd. 
From  Bond  Street,  London,"  and  has 
ten  years  of  successful  history  behind 
it,  to  which  the  owners  and  managers 
are  adding  fresh  laurels  as  each  season 
passes.  The  success  achieved  by  the 
store  is  in  a  sense  unique  as  most  of 
the  merchandizing  methods  employed 
to  promote  the  sale  of  high  class  mil- 
linery in  Montreal  by  Mr.  and  Mrs.  Da- 
vies,  the  originators  of  the  business, 
are  both  novel  and  profitable. 

Unlike  many  stores  with  a  name  of 
unusual  charm,  the  Violet  May  Shop  is 
named  for  its  founder,  originally  an 
English  girl  from  London,  now  Mrs.  C. 
J.  Davies.  Accustomed  to  designing 
hats  for  English  women  of  distinction 
and  taste,  Violet  May  soon  found  that 
there  was  a  definite  opening  for  a  mil- 
linery shop  with  similar  merchandise 
for  the  Canadian  women  to  whom  indi- 
viduality and  expert  workmanship  pos- 
sess a  tangible  worth  not  expressed  by 
price. 

Window   Displays    of    Unusual    Charm 

The  appointments  of  the  store  both 
as  regards  its  display  windows  and  the 
interior  bespeak  dignity  and  conserva- 
tive good  taste.  The  background  of 
the  windows  is  quite  unique,  for  instead 
of  the  conventional  silk  draperies  or 
solid  setting,  an  archway  composed  of 
gilded  Ionic  pillars  divides  the  windows 
from  the  store  proper,  between  Wie  col- 
umns of  which  are  placed  two  very 
beautiful  reproductions  of  Gainsbor- 
ough's famous  heads,  wearing  the  pic- 
ture hats  named  after  this  painter.  The 
floor  of  the  windows  is  usually  piled 
with  misty  clouds  of  tulle  in  a  tint  har- 
monizing with  the  main  color  scheme  of 
the  display,  or  again,  each  hat  stand 
may  be  draped  in  a  length  of  chiffon  or 
georgette  which  will  set  off  the  hat  in 
question.  In  the  latter  case,  white  is 
often  used  to  display  a  showing  of 
black  hats  with  excellent  effect. 

The  interior  of  the  store  is  quiet  and 
inconspicuous,  both  carpet  and  walls 
being  of  the  softest  buff  tones,  provid- 
ing an  admirable  ground  for  colorful 
sports  and  garden-party  hats  displayed 
around  the  walls  in  cases  or  upon 
stands.  A  large  glass  show  case  con- 
taining a  quantity  of  imported  flowers 
and  foliage  also  lends  color  to  the  store, 
while  here  and  there  curtained  off  re- 
cesses reveal  the  mirrors  of  a  dressing 
table  in  readiness  for  fitting  hats.  A 
mezzanine  floor  above  provides  addi- 
tional space  for  a  workroom  where  hats 
are  created  as  well  as  altered  as  occa- 
sion demands. 


Gilded   pillars    between   which   are   placed   well   executed   oil   paintings   oj 
Gainsborough's  heads,  provide  the  unusual  background  of  this  artistic  dis- 
play of  spring  millinery  featured  recently  by  the  Montreal  store  of  Violet 
May  Regd.,  of  Bond  Street,  London. 


Violet  May's  customers  are  nearly  all 
of  several  years  standing,  women  who 
regularly  'four  times  a  year  select 
appropriate  chapeaux  for  their  various 
outfits,  or  else  they  are  friends  of  cus- 
tomers, sent  to  the  store  because  they 
haye  expressed  dissatisfaction  with 
methods  used  elsewhere.  A  policy 
which  has  built  up  the  present  large 
following  of  the  store  is  said  to  be  the 
guarantee  of  individuality  in  each  hat 
sold,  completely  obviating  the  duplica- 
tion of  models  frequently  objected  to  by 
smart  women.  According  to  Mr.  Davies 
there  is  a  good  demand  for  models  pric- 
ed from  $18  to  $25  apiece  but  others 
are  sold  as  high  as  $75  each,  depending 
upon  the  trimming.  Likewise,  French 
and  American  imported  hats  command 
a  ready  purchase  as  well  as  English 
sport  hats,  which  are  a  specialty  with 
Violet  May  Regd. 

Two  Types    of    Customers 

There  are  two  distinct  specialties  in 
types  of  millinery  also,  featured  in  this 
store.  First,  flappers'  hats,  diesigned 
for  young  girls  with  bobbed  hair,  who 
require  a  head  size  an  inch  or  two 
smaller  around  than  the  ordinary  size, 
and  second,  matrons'  millinery,  of  a 
style  at  once  conservative  but  smart 
and  dignified.  Commenting  upon  the 
various  problems  of  serving  customers, 
Mr.  Davies  pointed  out  the  fact  that  the 
young  girl  is  after  all,  the  most  diffi- 
cult patron  to  suit,  since  she  unfortu- 
nately does  not  always  know  her  own 
mind,  and  takes  up  valuable  time  try- 
ing on  models,  many  of  which  are  un- 
suitable for"  ihen  Not  only  does  she 
have  to  be  satisfied  herself  regarding 
a  purchase  but  there  is    usually  a    long 


retinue  of  relations  and  friends  who 
must  be  consulted  as  well,  and  against 
these  conflicting  forces,  the  saleswo- 
man often  has  a  most  difficult  time. 

Never    Forces   the   Season 

There  is  no  effort  whatever  made  by 
the  Viole;  May  Regd.  to  force  seasons 
with  the  display  of  millinery.  Mr. 
Davies  is  strongly  against  the  habit  of 
showing  straw  hats  in  December  and 
velvet  shapes  in  July.  He  has  develop- 
ed1 a  four-season  demand  among  his 
own  clientele  by  observing  the  ordinary 
changes  of  spring  to  summer,  fall  into 
winter  and  so  on,  and  has  educated  his 
customers  to  recognize  that  the  well 
dlriesseld  woman  does  not  indulge  in 
freakish  extremes.  New  hats  are  not 
shown  months  ahead  of  their  season, 
only  at  the  outset,  but  interest  is  rous- 
ed in  advance  of  the  different  months 
by  the  sending  out  of  personal  letters 
along  with  actual  photographs  of  new 
models  just  received.  These  letters  are 
not  typewritten,  nor  are  they  form  let- 
ters in  any  way  but  are  written  on 
personal  note  paper  in  handwriting, 
just  as  though  addressed  to  a  personal 
friend.  The  photographs  are  taken  by 
a  Montreal  photographer  on  living  models 
and  according  to  Mr.  Davies,  the  re- 
turns from  this  method  of  attracting 
purchasers  are  100  per  cent.  good.  An- 
other clever  method  of  doing  business 
which  results  in  eliminating  "carry- 
overs" in  stock,  is  the  plan  of  telephon- 
ing to  regular  customers  to  announce 
the  regular  end  of  season  sales,  when 
special  discounts  are  nut  in  force.  Many 
a  customer  will  respond  to  an  invitation 
to  come  and  see  the  sale  of  sports  hats 
at  25  per  cent,  off  in  the  month  of  July, 
(Continued  on  next  page) 
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The  Making  of  The  Straw  Hat 

Began  in  the  Early  Part  of  the  Seventeenth  Century  With  Prison- 
ers on  Straw  from  Alsace-Lorraine — Eighteen  Major  Operations 
Performed — Japanese  and  Chinese  Are  Adepts  in  Braid  Industry 
— Process  of  Manufacture  Described. 


LUTON,  Bedfordshire,  England  is 
the  home  of  the  straw  braid  indus- 
try in  England.  The  making  of 
this  for  hats  and  other  mercantile  pur- 
poses, began  with  the  prisoners  in  that 
country  in  the  early  seventeenth  century. 
They  discovered  that  they  cou:d  grow 
certain  varieties  of  wheat  such  as  were 
produced  in  Alsace-Lorraine,  where  the 
plaiting  industry  originated.  The  fin- 
er grades  of  straw,  notably  Tuscan  and 
Leghorn,  still  come  from  France,  (usu- 
ally from  Tuscany)  and  others  from  It- 
aly and  Switzerland,  but  England  pro- 
duces   excellent   coarse    straws. 

Of  late  years  a  great  deal  of  straw 
braid  is  being  imported  from  Canton, 
China,  and  from  Japan.  As  a  result, 
though  the  trade  at  Luton  has  extend- 
ed to  huge  proportions,  the  actual  num- 
ber of  people  employed  is  considerably 
less   than   it  was   twenty  years   ago. 

The  Japanese  and  Chinese  are  adept 
in  the  hand-work  required  in  the  straw 
braid  industry.  They  cut  and  gather 
the  wheat  straw  by  hand,  dry  it  in  the 
sun,  and  then  tie  it  in  bundles  to  be 
graded  according  to  its  weight  and 
quality.  The  plaiting  is  done  by  hand, 
little  g^rls  starting  at  the  age  of  four 
to  work  at  it.  Each  child  works  on  a 
single  strand  of  braid,  plaiting  it  uni- 
formly and  with  amazing  speed.  It  is 
then  made  into  bales  and  weighed.  A 
bale  consists  usually  of  240  pieces,  each 
piece  containing  120  yards.  It  reaches 
our  factories  in  this  state  and  in  the 
natural  color. 

Eighteen  Major  Operations  for 
Women's    Straws 

It  takes  three  days  to  make  a  straw 
hat  for  a  woman.  There  are  usually 
28  operations  in  producing  men's 
straws  and  they  require  10  days. 

The  straw  braid  in  the  natural  shade 
is  first  bleached,  unless  it  is  to  be  used 
in  colored  hats.  Bleaching  done  in  the 
usual  way  requires  18  days  and  color- 
ing, 3  days.  Large  supplies  of  braid 
are  always  kept  on  hand  in  the  colors 
and  quality  required.  They  are  sorted 
into  huge  pigeon-holes  ready  for  the 
workers  at  a  moment's  notice. 

Straw  hats  are  shaped  on  plaster 
moulds.  In  a  room  of  fifty  or  sixty 
operators,  there  are  as  many  plaster 
casts.  These  are  placed  to  the  left  of 
each  worker  so  that  the  correct  turn  and 
twist  can  be  accurately  made  on  the 
sewing  machine  by  fitting  the  straw  to 
the  mould  as  often  as  required.  With 
the  aid  of  a  ruler,  the  straw  can  be 
made  to  fit  the  mould  exactly.  For 
men's  and  children's  shapes,  there  are 
six  sizes  of  moulds  for  each  shape  re- 
quired, these   differing   in   measurement 


This  article  was  written  by  a 
representative  from  Dry  Goods  Re- 
view who  was  permitted  to  visit  the 
factory  and  watch  the  operations 
of  the  Robert  Crean  and  Company. 


by  an  eighth  of  an  inch.  Women's  hats 
are,  as  a  rule,  not  made  in  so  many  siz- 
es but  even  then  there  are  often  as 
many  as  300  shapes  used  in  one  factory 
in  a  single  season. 

Where  two  or  more  shades  are  re- 
quired in  making  a  hat,  the  braids  are 
sewn  together  in  the  same  way  as  when 
only  one  is  used.  For  example,  if  the 
brim  is  in  navy  and  the  outer  edge  in 
red,  the  red  is  attached  at  the  place  in- 
dicated on  the  mould,  the  stitching  in 
that  case  being  red  on  the  row  of  blue 
where  the  two  meet. 

"How  is  a  hat  with  a  crown  smaller 
at  the  bottom  than  at  the  top,  taken 
off  a  mould  after  fitting?"  Dry  Goods 
Review  asked.  The  answer  was  that 
the  moulds  for  these  types  are  made  in 
two,  three  or  even  four  pieces  so  that 
the  parts  can  be  easily  removed. 

The  second  operation  is  sizeing.  The 
same  material  as  is  required  in  mea:s 
and  jellies — that  is  gelatine,  is  used  for 
this.  A  certain  amount  of  shaping  is 
done  during  the  sizeing  process.  The  hat 
is  then  dried. 

Hand-pressing  is  very  necessary  to 
obtain  the  best  results.  Every  hab  is 
carefully  pressed  by  hand  before  go- 
ing to  the  hydraulic  press.  The  last 
named  process  is  one  of  the  most  inter- 
esting operations  of  all.  Every  hat  is 
encased  in  a  metal  mould  with  rubber 
saddles,  which  go  with  the  hat  into  the 
press.  They  are  all  necessary  to  pre- 
vent the  slightest  deviation  from  the 
required  shape. 

For  those  who  have  not  seen  these 
presses  it  might  be  interesting  to  know 
that  they  stand  about  eight  feet  high 
and  are  five  or  six  feet  in  breadth.  They 
are  worked  by  water  pressure,  the  pres- 
sure varying  from  50  to  250  pounds  to 
the  square  inch  according  to  the  weight 
of  the  straw  which  is  being  subjected  to 
it.  The  part  which  holds  the  hat  is 
like  a  huge  iron  cauldron  in  a  more  or 
less  conical  shape  and  having  a*  tightly- 
fitting  lid.  A  few  minutes  in  the  press 
and  the  shape  is  considerably  altered. 
A  hat  with  a  flat  crown  goes  in  for  a 
few  seconds  and  comes  out  with  a  ridge 
down  :he  centre  corresponding  to  its 
metal  mould.  After  the  pressing  op- 
eration the  hat  is  in  perfect  shape 
ready  for  varnishing. 

Hats  are  varnished  on  the  under  side 


only  before  being  lined,  otherwise  the 
needle  would  not  penetrate  very  easily 
They  then  go  to  the  finishers  who  have 
linings  in  the  required  width  and  in  dif- 
ferent materials  according  to  the  qual- 
ity to  be  used.  The  length  they  cut 
off  by  measuring  each  hat  )  exactly. 
Men's  hats,  have  of  course  leather 
bweat-bands  which  are  a  little  more  dif- 
ficult to  handle.  They  are  sewn  in  by 
hand. 

The  trimming  is  done  when  the  hat 
is  thoroughly  dried  after  its  coat  of 
varnish  on  the  upper  side.  Men's  hats 
require  hand-sewing  in  making  bows 
while  women's  and  children's  are  usual- 
ly trimmed  by  machine.  Hand-pressing 
is  again  necessary  after  trimming  and 
the  hat  is  then   ready  to  be  shipped. 

This  review  of  ;he  operations  requir- 
ed in  making  straw  hats,  is  by  no 
means  intended  to  cover  all  the  minor 
processes  used.  It  is  only  an  attempt 
to  give  salespeople  some  idea  of  the 
skill,  time  and  machinery  required  in 
making  hats — hats  which  they  sell  to 
customers  who  are  hardly  aware  of  the 
fact  that  they  are  buying  the  product 
of  the  wheat. 


THE  VIOLET  MAY 

(Continued  from  previous   page) 

even  though  she  may  have  already 
bought  one,  because  these  end  of  sea- 
son sales  at  the  Violet  May  Regd.  are 
renowned.  The  store  thus  begins  each 
season  without  a  single  old  model  in 
stock,  and  if  it  does  so  happen  that  a 
few  odd  shapes  remain,  the  firm  sends 
them  to  some  church  to  be  given  to  the 
needy  poor,  rather  than  endeavor  to  sell 
them  for  a  trifle,  which  action  would 
tend  to  lower  the  prestige  of  the 
business. 

Individuality  Accented 

Style  and  individuality  are  the  para- 
mount ideas  behind  every  sale  effected 
by  the  Violet  May  Regd.  and  the  man- 
agement endeavor  to  convey  to  their 
customers  the  fact  that  a  good  hat 
chosen  to  express  the  wearer's  own  in- 
dividuality is  an  investment  not  to  be 
reckoned  in  dollars  and  cents.  But 
rather  than  sell  anything  which  does 
not  satisfy  both  the  store  and  the  cus- 
tomer, the  latter  is  bidden  to  go  else- 
where first  and  try  every  means  of  ob- 
taining her  exact  wants.  "I  do  not 
think,  that  we  ever  lost  a  sale  by  rec- 
ommending that  unsatisfied  customers 
go  elsewhere,"  concluded  Mr.  Davies, 
"because  no  woman  wants  to  feel  as 
though  she  were  in  the  clutches  of  a 
salesperson  determined  to  sell  or  die 
in  the  attempt." 
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Dry  Goods  Review 


Live  Retailer  Parades  Mannequins  at  Woodbine: 
Says  Canadian  Women  have  Best  Taste  in  the  World 

J.  Creed  of  Toronto  Shows  Many  Garments  at  Popular  Race- 
Track — Gets  Immediate  Results  From  Novel  Plan  Never  Before 
Tried  in  This  City — Says  Home  Life  in  Canada  Contributes  to 
Refinement  in  Taste  and  Dress. 


FOR  THE  first  time  in  the  history 
of  the  Woodbine  races,  mannequins 
appeared  at  the  spring  meet  in 
Toronto.  One  would  have  thought  it 
was  Epsom  Downs  or  Ascot,  so  smart 
were  these  Canadian  models.  Among 
a  wealth  of  color  and  style,  these  strik- 
ing mannequins  attracted  as  much  at- 
tention in  ihe  members'  stand,  as  the 
horses  themselves. 

The  man  who  was  responsible  for  this 
fashion  parade  was  J.  Creed,  a  high- 
class  costumier  furrier  of  Toronto.  He 
tr.ed  it  out  as  an  experiment  and  be- 
cause he  has  faith  in  the  taste  of  Can- 
dian  women.  The  models  shown  were 
for  fall  and  were  furs  entirely  so  chat 
the  contrast  with  the  very  springlike 
clothes  of  Toronto  society  women  was 
all  the  more  marked.  There  were  three 
mannequins  who,  keeping  always  to- 
gether, paraded  the  grounds.  More- 
over, they  changed  their  costumes  for 
each  race  so  that  members  were  con- 
stantly on  the  lookout  for  them.  They 
wore  fur  coats  and  cloaks  of  very  ex- 
clusive design  for  the  most  part.  Not 
a  word  as  to  their  origin  was  mention- 
ed but  somehow  on  the  first  day  of  the 
meet  almost  everyone  at  the  races  had 
heard  they  were  from  "that  exclusive 
shop   on  Bloor   St,  called   Creed's." 

The  following  day  the  accompanying 
illustration  appeared  in  the  daily  pa- 
pers. As  a  result,  people  were  on  the 
lookout  for  the  second  appearance  of 
the  mannequins.  Mr.  Creed  says  that 
the  week  after  the  races,  thousands  of 
Toronto  women  who  had  not  heard  of 
him  before,  showed  their  interest  in 
.some  way  or  other.  Before  going  to 
press,  Dry  Goods  Review  learned  that 
he  had  disposed  of  several  of  the  most 
expensive  models  and  had  had  many  or- 
ders for  others,  which  were  directtly 
traceable  to  the  races. 

Mr.  Creed  is  not  looking  for  competi- 
tive business  and  for  this  reason  does 
not  make  fur  coats  such  as  are  carried 
by  every  furrier.  He  prefers  the  cape- 
coat  style  rather  than  the  coat  or  the 
cape  because  it  combines  both  individ- 
uality and  genera!  usefulness.  More- 
over, few  others  make  these. 

This  designer  gives  it  as  his  opinion 
that  competition  has  reached  a  danger- 
ous point  in  Canada.  It  is  this  working 
on  a  basis  of  price-competition  which 
has  caused  the  death-blow  of  many  of 
our  manufacturers  and  of  not  a  few  of 
our  retailers.  He  makes  the  assertion 
also  that  the  financial  difficulties  of 
the   last   twelve   months    in    New     York 


were  not  due  to  competition  nearly  as 
much  as  they  were  here.  "It  is  style 
which  defeats  New  York,"  he  stated,  af- 
ter many  years'  experience  with  Amer- 
ican   business    methods. 

Take  for  example  the  manufactured 
in  New  York  compared  with  one  in 
Montreal  or  Toronto.  The  American 
manufacturer  gambles  all  the  time, 
the  Canadian  does  not.  A  New  York 
house  will  turn  out  a  novelty  on  the 
chance  that  it  will  "go  over"  and  in  this 
way  makes  and  loses  many  a  fortune. 
In  nine  cases  out  of  ten  the  Cana- 
dian waits  until  the  move  comes  from 
the  retailer  or  even  from  the  consumer. 
A  large  pencentage  of  the  novelties 
our  manufacturers  attempt  have  been 
actually  worn  first  by  Canadian  women 
who  brought  them  from  Paris  or  from 
New  York.  In  other  words,  the  New 
York  man  makes  them  if  Paris  is  wear- 
ing them;  the  maker  here  does  not  be- 
gin when  Paris  says  so  or  even  when 
New  York  has  smiled  but  when  a  few 
women  are  wearing  them  in  Montreal 
or  in  Toronto.  Both  methods  have  ad- 
vantages. The  slow  and  sure  system 
has  the  big  disadvantage  of  encourag- 
ing  the    competitive   method. 

In  New  York,  at  the  end  of  six  weeks, 
a  novelty  has  either  been  a  success  or 
a  failure  and  the  wise  man  abandons  it 
in  both  cases  and  avoids  price-cutting. 
In  Canada,  most  firms  come  into  the 
market  within  a  few  days  of  each 
other  the  result  is  price-cutting  tand 
very   often   small  profits. 

This  is  why  Mr.  Creed  will  not  han- 
dle goods  that  other  retail  houses  are 
carrying.  There  is  no  chance  for  com- 
parison. If  customers  do  not  like  his 
prices  they  cannot  give  evidence  of  bet- 
ter ones.  By  way  of  illustration  he 
mentioned  gowns.  He  carries  import- 
ed models  for  fall  and  spring.  He  will 
not  stock  summer  lines  because  these 
prices  are  low  enough  to  encourage 
competition   with   other   stores. 

Dry  Goods  Review  has  found  some 
salespeople  who  are  under  the  impres- 
sion that  a  French  model  is  exclusively 
theirs.  Mi1  Creed  says  there  is  no 
reason  why  a  Paris  house  should  not 
make  thousands  alike  just  as  our  manu- 
facturers do.  There  would  be  no  prof- 
it otherwise.  Usually,  importers  a;' 
for  some  slight  changes  in  color  or  de- 
sign when  they  know  that  other  firms 
are  ordering  a  certain  model  but  even 
this  is  not  necessary.  It  is  merely  the 
large  field  for  distribution  which  pre- 
vents a  French  model  from  appearing 
in    our   stores   more   often. 


Cloth  coats,  suits  and  gowns  are  car- 
ried in  this  store  as  attractions  and  be- 
tween-season  helps  to  furs.  Customers 
like  to  know  that  every  model  is  French 
and  that  when  it  is  sold  nothing  will 
take  its  place.  Three  weeks  ago  Mr. 
Creed  had  over  one  hundred  of  these. 
The  last  will  be  disposed  of  before 
June  15  and  no  more  will  be  stocked  un- 
til fall  models  appear  late  in  July.  That 
month  will  be  devoted  to  orders  for 
furs  for  next  winter. 

The  clothing  industry  has  not  reach- 
ed the  height  in  France  that  it  has  in 
America,  says  this  importer.  This  is 
one  of  the  principal  reasons  why  Paris 
models  are  so  expensive.  A  great  deal 
of  the  work  is  done  by  hand  because 
manufacturers  in  France  have  not  the 
intricate  machines  used  here.  As  a  re- 
sult the  output  is  very  much  less  and 
prices  consequently  higher  than  here 
and  in  New  York  where  production 
has  been  brought  to  the  nth.  degree 
The  principal  cause  of  this  difference 
is  the  lack  of  capital  in  France  as  com- 
pared   with    America. 

This  assertion  seems  at  first  a  little 
difficult  to  believe  but  when  it  is  re- 
membered that  Mr.  Creed  has  lived  in 
Paris  as  designer  for  Bernard,  in  Lon- 
don as  designer  for  Bradley  and  in  New 
York  at  various  times,  one  is  inclined 
to  listen  to  his  opinion. 

He  says  that  the  smartest  woman 
will  not  be  found  in  Paris  but  in  New 
York.  Though  the  Frenchwoman's 
taste  may  be  superior,  her  financial  re- 
sources are  so  much  less  that  she  can- 
not compete  with  the  ultra-smart 
American. 

As  for  taste  in  dress  generally,  how- 
ever, he  gives  honor  to  Canadian  wo- 
men. One  hundred  women  chosen  from 
those  on  any  street  in  this  country  will 
look  better  than  those  of  the  same  type 
from  France,  England  or  the  United 
States.  The  Frenchwomen  will  fall  be- 
low them  because  of  their  comparative 
poverty,  the  English  because  of  their 
natural  easy  carelessness  in  wearing 
their  clothes  and  the  Americans  be- 
cause the  average  American  lacks  the 
culture  of  the   average  Canad:an. 

He  believes  that  when  restaurant  life 
and  apartment  dwelling  reach  the  stage 
here  that  they  have  in  the  United 
States,  our  women  will  lose  much  of 
the  refinement  they  now  have.  Home 
life  and  home  conditions  such  as  are 
found  usually  in  our  towns  and  small 
cities  is  reflected  in  the  splendid  taste 
our  women  use  in  selecting  their 
clothes. 
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These  models  from  Creed's,  21  Bloor  St.  West,  Toronto,  wore  original  coats  and  wraps  of  fur  at 
the  Woodbine  track.  They  were  advance  styles  for  next  winter  from  Paris  and  New  York  and  were 
said  to  be  the  most  beautiful  ever  shown  in  Canada. 

The  model  on  the  left  is  of  caracul  with  sable  trimmings.  Note  the  uneven  hem  line.  The  one 
in  the  centre  is  of  mole  the  lower  part  of  the  ooat  being  covered  with  petals  of  mole.  That  on  ike 
right  is  of  kolinsky  with  lining  of  brown  and  flame  color. 
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Sales  Total  $1, 500,000  At  May  Auction 

Prices  Reflect  New  York  and  London  With  Several  Advances 
Recorded — Largest  Number  of  Buyers  Registered  At  Any  Auction 
— Something  About  the  Leading  Pelts — Fall  Sale  to  be  Held  on 

September  12th 


MONTREAL  was  once  again  the 
Mecca  for  fur  buyers  from  all 
over  the  world  during  the  sec- 
ond week  of  May,  when  during  the  brief 
space  of  three  days  the  sum  of  $1,500,000 
was  realized  from  the  sale  which  was 
held  as  usual  under  the  auspices  of  the 
Canadian  Fur  Auction  Sales  Company. 
According  to  representatives  of  the  Com- 
pany, the  prices  obtaining  were  practic- 
ally the  same  as  those  which  were  re- 
corded at  the  preceding  auctions  at  New 
York  and  London,  and  generally  speak- 
ing, the  most  notable  advances  were  re- 
gistered in  wolf,  raccoon,  muskrat,  and 
lynx  cat,  while  beaver,  lynx,  otter  and 
mole  held  their  own.  Some  idea  of  the 
quantities  of  pelts  on  sale  may  be  gath- 
ered from  the  following  list  of  the  larger 
offerings: 

45,000  (Southern)  muskrat;  95,000 
muskrat;  18,700  mink;  123,350  moles; 
6,000  wolf;  44,000  ermine;  18,000  skunk; 
41,000  squirrel;  11,870  beaver;  6,000 
opossum;  4,000  marten;  2,000  Australian 
red  fox. 

About  325  buyers  were  registered  at 
the  beginning  of  the  sale,  the  largest 
number  ever  recorded  at  a  Canadian  auc- 
tion, of  whom  New  Yorkers  were  con- 
siderably in  the  majority.  Buyers  from 
France  and  England  were  present,  as 
well  as  from  Toronto,  Winnipeg,  Ed- 
monton, Sudbury,  Fort  William,  Kenora, 
Ottawa  and  Quebec,  and  P.E.I.,  and  in 
addition  two  visitors  from  Tien-Tsin, 
China.  Considerable  disappointment  was 
expressed  by  several  buyers  that  there 
were  not  more  "rats"  offered  at  this 
sale,  but  in  the  main,  buyers  were  satis- 
fied with  the  quality,  freshness  and 
comprehensiveness  of  the  offerings. 
Frank  H.  Pingree,  general  manager  of 
the  company,  acted  as  auctioneer  and 
disposed  of  the  2,225  lots  offered  in  24 
hours'  selling  time. 

Montreal's  position  as  a  fur-buying 
centre  was  clearly  established  by  the  at- 
titude of  Canadian  and  American  buy- 
ers, the  consensus  of  opinion  being  that 
the  city  is  the  normal  and  logical  place 
in  which  to  buy  this  Canadian  merchan- 
dise. It  was  especially  notable  that  a 
large  percentage  of  the  goods  sold  had 
come  direct  to  Montreal  from  the  trap- 
pers instead  of  being  previously  handled 
by  dealers.  A  number  of  freak  skins 
aroused  particular  interest,  among  those 
being  14  midget  silver  fox,  each  of  which 
was  half  the  size  of  the  normal  skin,  and 
there  were  also  four  snow-white  beaver 
skins  which  brought  from  $21  to  $22 
each.  A  white  otter  skin  also  fetched 
$40. 

The   Leading   Pelts 

Taking  the  more  popular  pelts  indiv- 
idually  the    following    information    has 


been  issued  by  the  Fur  Auction  Sales  Co. 
as  being  of  interest  to  the  trade: 

Beaver. — A  good  offering  brought  full 
February  prices,  it  is  officially  stated. 
Best  blacks  ranged  up  to  $35.50,  with 
extra  large  and  large  ones  and  twos 
fetching  from  $27  to  $31;  medium  ones 
and  twos,  $16  to  $18,  and  small  ones  and 
twos,  $11  to  $13.  Bidding  was  spirited 
throughout,  and  the  collection  was  wide- 
ly distributed.  Both  shippers  and  buyers 
appeared  to  be  highly  satisfied  with 
prices  on  the  whole. 

Otter. — This  article  was  also  unchang- 
ed in  price  as  compared  with  February. 
Eastern  Canadian  extra  large  and  large 
dark  skins  brought  from  $32  to  $39.50. 
The  offering  was  of  good  quality,  con- 
sisting  largely    of    Dominion    goods. 

Lynx. — Full  market  prices  were  real- 
ized on  this  article.  The  collection  was 
not,  however,  of  particularly  good  qual- 
ity. No.  1  and  2  extra  large  and  large, 
fetched  up  to  $37,  while  the  bulk  of  the 
offering  was  sold  within  a  range  of  $26 
to  $29.50. 

Fisher. — Interest  in  the  sale  dropped 
off  considerably  when  this  article  was 
placed  on  the  auction  block.  The  collec- 
tion was  of  good  quality,  but  failed  to 
bring  satisfactory  prices.  The  Canadian 
Fur  Auction  Sales  Co.  reports  this  ar- 
ticle as  10  per  cent,  lower  than  in  Feb- 
ruary, but  it  appeared  to  be  the  consen- 
sus of  opinion  among  observers  of  the 
sale  that  the  decline  was  close  to  30  per 
cent.  The  desirable  dark  mediums  and 
smalls  brought  good  prices,  but  other 
grades  were  neglected.  The  top  figure 
was  $162. 

Cross  Fox. — This  sold  slowly,  and  the 
bidding  dragged  perceptibly.  The  collec- 
tion was  only  a  fair  one  and  consisted 
of  357  skins.  The  best  price  was  $95, 
realized  on  a  finely  silvered  skin.  Cross 
fox  is  officially  quoted  as  10  per  cent, 
lower  than  in  February. 

Gray  Fox. — A  collection  of  1,427  skins 
attracted  a  fair  amount  of  interest,  sell- 
ing at  full  February  prices,  within  a 
range  of  50  cents  to  $2.25. 

Russian  Sable. — The  offering  of  this 
article  was  an  insignificant  one.  The 
best  price  paid  was  $168.  A  few  lots 
were  sold  at  about  $165.  The  bulk  of  the 
collection  was  withdrawn.  Sable  is  quot- 
ed officially  at  a  decline  of  10  per  cent, 
from  February  levels. 

Marten. — A  30  per  cent,  decline  was 
registered  by  this  collection,  which  was 
described  by  officials  of  the  auction 
company  as  the  best  ever  gathered 
under  one  roof.  Dark  B.  C.  skins  brought 
up  to  $82;  large,  pale  Alaskas,  $26;  pale 
Eastern  Canadians,  $12  to  $18;  with 
coasts,  $12  to  $15. 


Timber  Wolf. — A  small  collection  of 
266  skins  ranged  from  $9.50  to  $13.50  for 
average  merchandise  with  an  exception- 
al pelt  bringing  $46. 

Kolinsky. — Mostly  bought  back.  This 
was  a  poor  collection.  The  nominal  high 
price  was  $3.30. 

Fitch. — A  mediocre  collection  which 
brought  up  to  $2.80. 

Lynx  Cat  and  Wild  Cat. — A  small  of- 
fering of  691  skins  registered  an  ad- 
vance of  about  20  per  cent,  above  Feb- 
ruary sale  prices.  The  top  figure  was 
$6.25.  Bidding  was  good. 

Bear. — Black  and  brown  bear  were  a 
fair  collection  of  325  skins  which  brought 
full  market  prices  ranging  from  $8  to 
$15.  Polar  bear  brought  good  prices,  also 
selling  as  high  as  $100. 

Australian  Red  Fox. — This  constituted 
another  offering  of  little  consequence. 
The  top  price  was  $160. 

Australian  opossum  brought  up  to 
$3.50. 

Ringtail  opossum  sold  at  11  cents. 
Nutria  brought  about  $2.75. 

Persians  sold  fairly  well,  at  last  Feb- 
ruary's prices.  The  collection  of  more 
than  10,000  skins  went  mostly  to  Cana- 
dian buyers.  The  top  price  was  $7.40. 

Muskrat. — Keen  bidding  developed 
during  the  sale  of  this  article,  which  the 
auction  company  quotes  10  per  cent, 
higher  than  in  February.  The  best  lot  of 
Eastern  Canadian  springs  brought  $3, 
while  average  Eastern  Canadian  springs 
fetched  from  $2.25  to  $2.55;  winters  and 
falls,  $1.75  to  $2.  Western  Canadian 
springs,  $2  to  $2.25;  winters  and  falls, 
$1.65  to  $1.90.  Southern  tops  brought  up 
to  $1,  with  ones  and  twos  running  from 
40  to  70  cents. 

Practically  all  those  attending  the  sale 
participated  in  the  bidding.  Among  those 
who  succeeded  in  getting  part  of  the 
collection  were  a  number  of  Canadian 
manufacturing  retailers. 

Wolf. — There  appeared  to  be  no  limit 
to  the  demands  of  buyers  for  lots  of  this 
article,  which  brought  full  market  prices 
and  registered  an  advance  of  from  20 
to  30  per  cent,  above  February  figures. 
The  best  price  in  Canadian  funds  was 
$20.25,  at  which  figure  two  lots  were 
knocked  down  to  a  New  York  house. 
Practically  the  entire  collection  went  to 
the  United  States,  with  Canada  as  the 
seller. 

In  an  official  report  the  Canadian  Fur 
Auction  Sales  Co.,  Ltd.,  state  that  Can- 
adian wolf  was  25  per  cent,  higher  than 

(Continued   on  next   page) 
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Deferred  Payments  Build  Business 

Experience  of  A.  J.  Freiman  Co.,  of  Ottawa — Encourage  Habit 

of  Deposits  on  All  Expensive  Merchandise — Plan  Rids  Customer 

of  Storage  Worry — Eighty-five  Per  Cent.  Sold  on  Deposit  Plan — 

Special  Attention  Given  to  Stout  Sizes 


~j%  /■"  ARCH  and  August  have  become 
V/ 1  the  two  busiest  months  in  the 
•^  *  -*■  fur  section  of  the  A.  J.  Freiman 
C  ompany  store  of  Ottawa,  due  to  the 
lact  that  intensive  methods  of  merch- 
andising have  been  applied  to  the  pro- 
motion of  sales  in  this  department  of 
the  store,  which  have  met  with  surpris- 
ingly successful  results.  "Fun  gar- 
ments and  small  pieces  are  profitable  if 
properly  merchandized,"  explained  the 
manager  of  the  department  to  Dry 
Goods  Review,  "but  success  rarely  fol- 
lows if  the  retailer  attempts  to  do  no- 
thing but  a  cash  business.  The  only 
way  to  sell  expensive  merchandise  or 
any  line  which  calls  for  considerable 
outlay  of  cash  on  the  part  of  the  cus- 
tomer, is  to  encourage  the  habit  of  de- 
posits and  instalment  payments 
throughout  the  summer.  When  this  plan 
i.«  followed,  it  not  ,only  saves  money  to 
the  customer  but  it  also  relieves  her  of 
any  anxiety  regarding  storage  and  in- 
surance, etc.,  during  the  summer 
months.  Thus  she  makes  a  three-fold 
saving  by  buying  late  in  the  spring 
and  the  store  benefits  as  a  rule  by  her 
vMsits  in  connection  with  additional 
payments." 

Prominent    Location 

In  the  Freiman  store,  the  fur  depart- 
ment is  attractively  arranged  and  given 
more  prominence  than  is  usually  found 
in  other  firms.  Located  just  beside  one 
of  the  main  entrances  and  occupying  an 
entire  side  of  the  building,  the  display 
of  coats  and  small  piieces  is  extensive. 
Not  only  are  several  large  glass  wall 
cases  required  to  contain  the  exhibits 
of  fine  peltries,  but  downstairs  there 
is  a  capacious  and  well-arranged  stor- 
age cellar,  in  which  every  available  inch 
is  already  packed  with  fur  garments 
which  have  been  sold  during  the  past 
two  months  on  the  instalment  plan  and 
are  being  stored  free  for  the'ir  future 
owners.  As  many  as  500  high  grade 
coats  of  Hudson  seal  and  Persian  lamb, 
etc.,  are  hanging  on  the  racks  of  this 
storage  room  amid  the  necessary  pro- 
tective aids  such  as  camphor,  and  chill- 
ed air,  and  each  coat  bears  its  owner's 
name  and  address  in  readiness  for  de- 
livery next  fall. 

Satisfaction  Ensured 

Touching  on  the  unprecedented  de- 
mand for  coats,  a  representative  of  the 
firm  peiinted  out  that  fully  ten  coats 
are  sold  to  a  neckpiece  this  year,  de- 
spits  the  tightness  of  money.  Of  the 
total  number  of  garments  sold,  fully 
85  per  cent,  are  sold  on  deposit  as  be- 
fore explained,  but  all  are  sold  on  a 
positive  "satisfaction  guaranteed"  ba- 
sis.    This  means  that  if  by  any  chance 


some  defect  should  appear  at  any  time 
in  the  garment,  such  as  a  rip  at  the 
armhole,  a  loose  button  or  any  of  the 
accidents  to  which  even  the  finest  coats 
are  liabii?,  the  fur  department  of  the 
Freiman  store  offers  to  repair  and  make 
good  the  damage  whatever  it  is,  with- 
out charge.  Every  fur  piece  sold  car- 
ries this  assurance  of  satisfaction  with 
it,  so  it  never  happens  that  a  dissatis- 
fied customer  returns  with  complaints 
about  the  coat  or  scarf  she  bought  from 
them.  On  the  contrary,  if  such  defects 
come  to  light,  the  customer  will  drop  in 
to  the  store  with  a  friendly  manner  and 
ask  for  the  necessary  adjustment  with- 
out the  slightest  attitude  of  annoyance 
or  ill   nature. 

The  buying  of  furs  necessitates  the 
cstabl'shing  of  complete  confidence  be- 
tween buyer  and  seller^  and  in  order  to 
reach  the  hghest  form  of  service  in  the 
fur  section,  it  is  essential  that  the  staff 
be  thoi\)ughly  experienced  in  handling- 
furs.  An  experienced  staff  who  know 
little  about  the  dressing,  dyeing  and 
manufacturing  of  fur  garments,  nor  the 
properties  characteristic  of  each  class 
of  pelt,  are  worse  than  useless  to  a 
store  and  will  not  save  money  in  the 
end.  In  the  Freiman  store,  the  staff 
are  instructed  to  tell  the  customer 
everything  about  the  garment  which  is 
selected.  If  a  cheaper  type  has  been 
decided  upon,  the  salesman  takes  pains 
to  emphasize  that  dyed  coney  or  rabbit 
skin  will  not  give  the  service  that  Hud- 
son seal  gives,  and  they  recommend 
types  of  fur  which  will  stand  up  under 
years  of  wear.  At  the  same  time  they 
are  careful  not  to  make  the  customer 
dissatisfied  with  her  choice,  since  it  may 
be  the  only  thing  sh?  can  afford.  In 
such  cases,  instructions  on  how  to  care 
for  and  preserve  the  freshness  of  furs 
is  always  given,  such  as  a  warning 
against  rubbing  and  brushing  when  im- 
itation seal   is  wet,  and   so  on. 

Features  Outside  Garments 

Especial  pains  are  taken  with  stout 
customers  in  the  Freiman  store,  and  it 
has  been  found  that  outside  garments 
are  wanted  fully  as  much  as  are  smaller 
garments.  All  coats  are  stocked  in 
sizes  from  34  to  46  and  in  such  furs  as 
Persian  lamb,  Hudson  seal,  muskrat  and 
raccoon,  which  sell  on  the  average  at 
between   $350   and    $400   apiece. 

Fur  sales  are  often  run  but  the  main 
features  of  the  season  are  the  March 
and  August  events  at  which  hundreds 
of  garments  are  disposed  of  each  year. 
The  biggest  business  of  the  entire 
twelve  months  is  done  between  August 
1st  and  September  1st,  it  was  said. 

Although  the  vogue  for  fur  trimmed 
suits  and  coats   to   some   extent   affect- 


ed the  sale  of  neck  pieces  this  season, 
yet  the  demand  for  kolinsky,  squirrel 
and  mole  scarves  has  been  exceptionally 
good.  Fox  also,  especially  in  double 
furred  effect,  has  been  a  popular  peltry 
with  smart  Ottawa  women,  with  Lucille 
fox  as  the  leading  variety. 

Importance  of  a  Permanent  Display 

So  much  depeneds  upon  the  manner 
in  which  fur  goods  are  shown  and  dis- 
played by  the  staff,  it  was  pointed  out, 
and  in  the  Freiman  store  all  furs  are 
shown  under  glass  and  none  are  to  be 
found  on  tables.  Each  d  spiay  case  is 
fitted  with  several  rows  of  rods  upon 
which  the  furs  are  hung,  overlapping 
a  little  from  top  to  bottom.  The  effect 
is  striking  and  encourages  careful  ex- 
amination, even  though  all  cases  are 
glass  enclosed.  The  policy  of  perfect 
frankness  and  honesty  in  selling  advo- 
cated by  the  store  has  never  lost  a 
sale  yet,  according  to  the  management, 
who  are  of  the  opinion  that  the  more 
the  customer  knows  about  furs,  the 
better  for  busin:ss   in   the   end. 


SALES  TOTAL 

(Continued  from  previous  page) 
in  February,  while  northwestern  and 
southwestern  goods  advanced  15  per 
cent.  Best  lots  of  Canadian  firsts  and 
seconds,  the  report  states,  brought  up 
to  $20.25,  while  average  lots  of  firsts 
and  seconds,  extra  large,  ranged  from 
$15  to  $18. 

Silver  F.ox. — While  the  auction  com- 
pany quotes  this  article  as  only  10  per 
cent,  lower  than  in  February,  fur  men 
following  the  sale  expressed  the  view 
that  goods  realized  30  per  cent,  less  than 
at  previous  auctions,.  The  best  price  was 
$380,  but  this  was  paid  by  a  Montreal 
manufacturer  who  was  buying  on  an 
order  from  some  consumer. 

Best  Western  Canada  Red   Fox,   ones 
and    twos,      bringing    $20,    and    Eastern 
Canada  ones  and  twos  $13  to  $20. 
General   Results 

The  results  of  the  sale  as  compared 
with  last  February's  prices  are  as  fol- 
lows: 

Wolf,   Canadian,   25   per   cent,   higher. 

Wolf,  Northwestern  and  Southwestern, 
15  per  cent,  higher. 

Lynx,  unchanged. 

Lynx  Cat,  20  per  cent  higher. 

Bear,  unchanged. 

Polar  Bear,  unchanged. 

Ermine,  10  per  cent,  decline. 

Mole,  unchanged. 

Skunk,  10  per  cent,  advance. 

American  Opossum,  unchanged. 

Mink,  15  per  cent  decline. 

Raccoon,  15  per  cent  advance. 

Beaver,   unchanged. 
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Cave  Man  Stuff 

BACK  near  the  beginning  of  things,  our  pre-historic 
forebears  would  have  perished  from  the  earth  if 
they  had  not  understood  the  science  of  reading  adver- 
tising. 

The  cavemen  didn't  know  much  about  underwear,  neck- 
ties or  overcoats,  but  they  did  have  to  eat.  The  one  who 
could  follow  the  tracks  of  the  game  he  hunted,  or  read 
the  meaning  of  a  twisted  leaf  or  broken  twig,  was  best 
off  in  life. 

Then,  as  now,  the  most  consistent  reader  of  advertising 
was  best  dressed,  best  fed  and  most  contented. 

There  has  been  something  of  an  evolution  in  advertising 
in  the  last  few  thousands  of  years,  but  the  principle  is 
just  the  same. 

The  consistent  reader  of  the  advertisements  is  invariably 
best  informed  on  what  to  eat  and  where  to  get  it ;  what  to 
wear  and  how  much  to  pay  for  it ;  what  to  do  and  how- 
to  do  it.  He's  up  on  the  most  important  things  in  life. 
Consequently  he  gets  most  from  life. 

Throughout  the  ages,  advertising  has  done  much  to 
make  life  livable  and  pleasant.    We  owe  it  much. 


Let's  make  the  most  of  it. 
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"Scotch  Knit"  and  all  that 
Scotch  Knit  implies — that 
is  Pesco  Underwear. 

A  product — based  on  knowledge  and  experi- 
ence— knitted  stitch  by  stitch  to  the  stand- 
ards set  by  the  stockingers  of  old — partak- 
ing of  the  character  of  the  Scottish  people 
in  the  thoroughness  and  honesty  of  its 
workmanship — built  up  bit  by  bit  through 
conscientious  effort  to  the  premier  position 
it  enjoys  to-day! 

Undoubtedly  the  brand  of  SUPREME  qual- 
ity for  high-grade  trades.  The  proved  best 
brand  in  the  home  market,  and  the  most 
attractive  imported  line  for  the  Canadian 
dealer  catering  for  people  who  love  good 
clothes. 

We  invite 
your  enquiries 

J  Peter  Scott  &  Co.,  Ltd. 

Hawick,  Scotland 


Canadian  Agents  for  Pesco  Underwear. 

(Pure  Wool,  and  Silk  and  Wool,  for  Ladies,  Gentlemen 
and  Children,  and  in  shapes  for  the  Canadian  market.) 


Messrs.    C.    and    A.    G.    Clark 

36    Wellington   Street   West, 
Toronto,    Ont. 

Mr.   R.  C.  Poyser 

418    King's    Hall    Building,    St. 

Catherine    Street   W. 

Montreal 


Messrs.    Hanley    &   Mackay   Co., 

Hammond    Building,    Winnipeg. 

Mr.    J.    J.    Mackay 

804   Bower  Building,  Homer  St. 
Vancouver,    B.    C. 
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Hosiery  Lines  Moving  Quicky 

Light  Shades  Are  Being  Favored  at  Present  Time — Good  Chance 

for  Retailer  to  Link  Up  Bathing  Suit  Business  With  Y.M.  and 

Y.W.C.A.  Schools  of  Instruction — New  York  Stresses  Silk  and 

Wool  Mixtures — Knickers  in  Toronto 


LIGHT  shades  of  silk  hose  both  in 
plain  and  in  mixtures  are  moving 
very  fast  these  days.  Sand,  flesh 
and  natural  in  the  plain  and  rose  and 
blue  in  the  mixtures  are  much  in  demand 
to  match  the  homespun  suits.  This  has 
of  course,  hurt  the  black  and  white 
trade  to  some  extent,  although  neither 
retailers  nor  manufacturers  are  at  all 
alarmed.  They  say  that  with  the  first 
real  warm  weather,  the  white  will  re- 
vive since  white  shoes  are  now  regarded 
as  summer  staples.  The  greater  part  of 
the  trade  in  black  is  expected  to  be  in 
clock  hose,  which  our  manufacturers  are 
making  very  well  these  days.  Besides 
white  clocks  on  black  hose,  retailers  are 
asking  :or  the  black  on  white. 

As  to  fall  business  in  hosiery,  there 
seems  to  be  a  certain  amount  of  hesi- 
tancy in  the  minds  of  most  dealers.  One 
or  two  firms  believe  silk  homespun  will 
last  all  through  the  winter,  especially  in 
the  light  shades,  several  are  counting  on 
the  heavy  mixtures  again,  while  there 
are  some  looking  for  business  in  cash- 
mere. They  say  that  one  season  was  not 
sufficient  to  kill  the  demand  for  light 
color  and  as  these  sre  not  attractive  in 
the  very  heavy,  ribbed  lines  sold  last 
fall,  women  will  want  cashmere.  They 
are  being  shown  in  very  good  qualities 
in  both  all-wool  and  in  cotton  mixtures. 
The  shades  manufacturers  are  depend- 
ing on  are  light  brown,  biscuit  and  beige. 

Bathing  Suits  Moving 

Though  not  many  retailers  have 
stressed  their  bathing  suits  for  this  sum- 
mer, thosa  who  have  say  that  brisk  busi- 
ness can  be  done  in  them.  Most  of  the 
Y.  M.  C.  A.  branches  are  featuring 
swimming  lessons  beginning  June  1  and 
this  is  bound  to  help  business.  One  re- 
tailer informed  Dry  Goods  Review  that 
he  believed  bathing  suits  were  a  line  the 
trade  left  too  much  to  their  customers. 
People  who  intend  going  away  for  a 
week  or  two  in  July  or  August,  will  buy 
in  June  if  they  get  any  encouragement. 

Jersey  suits  are  one  of  the  best  sell- 
ers both  here  and  in  the  United  States. 
Bright  colors  are  the  big  inducement  in 
this  type.  Silk  and  wool  are  also  getting 
a  fair  market.  There  are  a  few  imported 
models  in  Toronto  in  canton  crepe  and 
silk  jersey  and  one  or  two  are  to  be  seen 
with  trimming  of  Terry  cloth  and  cre- 
tonne. 

Silk  and  Wool  Sweaters 

New  York  is  stressing  silk  and  wool 
mixtures  in  sweaters  and  there  is  every 
promise  of  their  selling  here  in  the  next 
few  weeks.  Most  of  these  are  two-toned 
models  heavily  embroidered. 

Mohair  embroidered  in  Russian  design 
is  one  o:  the  best  offerings  in  the  better 


grades.  Navajo  type  is  good  also  and 
variations  of  it  are  coming  forth  every 
day. 

Sleeveless  slip-ons  are  very  good,  af- 
ter the  style  of  the  coat-dresses  so  fash- 
ionable this  season.  The  more  formal 
Tuxedo  coat  with  wide  sleeves  in  both 
knitted  and  woven  materials  is  gaining 
■as  the  summer  days  approach. 

Embroidery  varies  from  borders  and 
frieze  motifs  to  all  over  designs  with 
striped  effects  at  the  top  and  more  in- 
tricate patterns  at  the  lowest  parts.  On 
many  models  several  colors  are  used  to 
obtain  a  rich  effect.  On  navy  there  is 
sometimes  purple,  gold,  yellow,  copper 
and  red. 

Sport  Skirts  in  Toronto 

So  far  none  of  the  shops  are  featuring 
any  but  the  all-white  skirt,  although 
they  are  showing  many  colors  in  their 
:abric  departments.  Flannel  seems  to  be 
the  favorite  in  white  either  quite  plain 
or  with  a  pocket  or  colored  stripes.  The 
promotion  of  the  white  skirt  has  helped 
colored  sweaters  considerably,  Dry 
Goods   Review   is   informed. 

New  York  js  now  showing  an  Angora 
wool  sweater.  Women  have  already 
taken  kindly  to  it  because  it  can  be 
laundered  as  simply  as  a  silk  skirt. 

Homespun  is  not  losing  any  prestige  as 
an  all-round  sports  skirt.  It  has  followed 
in  the  wake  of  the  homespun  suit  very 
easily  and  takes  the  rjlace  of  the  striped 
and  pleated  skirt  of  last  summer  foj 
utility  purposes.  For  dress  occasions, 
though  the  separate  skirt  business  is  a 
little  later  than  last  year,  retailers  in 
Toronto  are  looking  forward  to  good 
sales  in  plain  satins,  crepes  of  all  kinds 
including  marocain  and  roshanara  and 
pongees.  If  there  is  any  preference  in 
stvle,  it  is  for  the  plain  rather  than  the 
pleated  model  this  summer. 

Knickers   Please  Toronto  Women 

Early  in  the  season  many  stores 
would  not  stock  knickers  because  they 
felt  the  time  had  not  come  yet.  Those 
that  have  been  more  than  satisfied 
with  the  results  obained.  There  are  of 
course  difficulties  attending  this  new 
fad.  The  fitting  of  knickers  requires 
more  time  on  the  part  of  the  saleswo- 
man than  does  the~  skirt.  Buckles  and 
buttons  at  the  knee  and  the  waist  rarely 
fit  without  adjusting.  But  women  are 
wearing  them  especially  on  the  golf 
links  and  when  camping,  so  that  most 
stores  are  now  carrying  them.  This 
trade  is  as  yet  more  or  less  exclusive 
and  just  when  it  is  restricted  is  the 
time  for  good  profits.  Toronto  retailers 
are  no  longer  allowing  New  York,  De- 
troit and  Buffalo  to  have  the  first  buy- 
ers.    They  say  that  exchange  conditions 


o"  the  last  two  years  made  women  buy 
here  who  had  not  done  so  for  a  long- 
time. They  are  now  satisfied  with 
Canadian  goods  and  it  is  the  intention 
of  most  stores  to  keep  them  so. 

There  are  sports  shops  on  Yonge  St. 
and  on  Bloor  which  now  have  the  entire 
trade  of  prominent  society  women  who 
tell  them  that  they  formerly  bought  all 
their  clothing  in  New  York. 


The  sportswear  houses  dealing  with 
woven  fabrics  have  just  begun  to  show 
their  first  Fall  models,  and  the  collec- 
tions are,  of  course,  very  incomplete, 
the  mcdJs  being  put  on  as  "feelers." 

Coats  and  capes  are  practically  the 
only  things  shown,  and  in  these  there  is 
very  little  difference  from  the  styles  of 
last  season.  The  plain  mannish  top- 
coats appears  with  almost  no  modifica- 
tions, except  for  an  occasional  throw 
scarf  or  a  short  over-cape  for  motoring. 

But  if  there  is  little  that  is  new  in 
the  styles,  there  is  much  that  is  new  in 
fabric,  and  the  greatest  variety  of  im- 
ported and  domestic  materials  are 
found.  Of  course  there  are  the  usual 
conventional  toned  cloths,  with  herring- 
bones or  overplaids,  never  very  conspic- 
uous. Most  color  interest  comes  per- 
haps in  the  mixtures  and  in  the  broken 
checks,  where  bright  and  dull  colors  are 
blended  together. 

Some  fabrics  on  the  zybelline  order 
are  found,  and  there  are  shaggy  fabrics 
of  foreign  make  which  suggest  that  pos- 
sibly cloths  of  that  type  may  become 
important  style  factors  later  on.  The 
majority  of  the  cloths,  however,  are  the 
heavy  fleeces,  the  novelty  tweeds,  and 
the  double  faced  fabrics. 


Miss  Louise  Bengle  has  just  opened  a 
women's  specialty  shop  in  the  Windsor 
Hotel,  Montreal. 


The  marriage  of  Miss  Jennie  Heillig, 
daughter  of  Mr.  and  Mrs.  K.  Heillig  to 
Horace  R.  Cohen,  son  of  Mr.  and  Mrs. 
Lyon  Cohen,  took  place  on  Tuesday,  June 
20,  in  Montreal. 


A.  W.  Newson,  who  has  been  for  sev- 
eral years  with  the  Thompson  Lace  and 
Veiling  Co.,  Toronto,  is  now  a  partner 
of  the  H.  G.  Tod  Company,  Toronto.  Mr. 
Newson  covers  his  old  territory  in  Wes- 
tern Ontario. 


Dry  Goods  Review 


KNITTED    GOODS 


55 


Knit  Goods  Men  On  The  Budget 

One  Manufacturer  Says  That  Prices  Will  Necessarily  Be  Higher  With 
Increased  Sales  Tax — Retailer  Will  Not  Have  to  Pay  Much  More, 
But  Will  Have  to  Ask  More — Very  Sane  Budget  is  Opinion  of  Agent 


FOLLOWING  are  the  opinions  of 
some  of  the  representative  Knit 
Goods  men  on  the  new  Fielding 
budget: 

Mr.  Clark,  of  C.  and  A.  G.  Clark,  To- 
ronto: 

The  Fielding  budget  marks  another 
milestone  in  Canadian  commerce.  Per- 
haps no  previous  budget  created  as 
much  interest  as  the  one  just  brought 
down.  Tariff  revision,  taxation,  the  enor- 
mous national  debt,  were  perhaps  up- 
permost in  most  men's  minds.  The  fact 
that  as  a  nation  we  were  not  paying  our 
way,  while  interest  charges  on  accum- 
ulating debt  charges  made  us  all  wonder 
how  Mr.  Fielding  would  approach  the 
task  before  him. 

Viewing  it  from  a  business  standpoint, 
we  must  admit  that  the  budget  has  done 
as  little  to  upset  business  conditions  as 
could  be  hoped  for.  Any  revision  of  tar- 
iff which  would  have  caused  an  advance 
in  the  cost  of  living  would  have  had  a 
very  serious  effect  on  business.  The  pub- 
lic are  more  ready  to  resent  anything 
in  the  way  of  advancing  prices  than  ever 
before. 

The  changes  which  stand  out  most 
prominently  are  the  increased  sales  tax, 
which  must  be  figured  in  the  cost  of  all 
merchandise  placed  on  the  counter.  The 
reduction  in  customs  tariff  of  2%<7<-  on 
British  textiles,  reduces  the  protection 
to  the  manufacturer  correspondingly. 
The  tax  on  automobiles  would  seem  to 
be  as  fair  as  taxes  generally  are,  as 
most  people  buying  an  automobile  can 
afford  taxes. 

The  repeal  of  the  deflated  currency 
regulation  is  open  for  a  lot  of  contro- 
versy, but  the  facts  are  that  the  law 
was  mainly  observed  in  the  violation  of 
it  as  Belgium,  Italian,  German  and  Aus- 
trian goods  were  purchased  in  terms  of 
dollars  and  simply  shipped  through  an- 
other country. 

It  is  regrettable  that  a  simple  regula- 
tion, made  simple  enoug-h  to  be  work- 
able, could  not  be  put  into  force  where 
the  country  of  origin  should  be  marked 
on  the  containers,  tickets  and  so  forth, 
of  all  goods  being  imported  into  Can- 
ada. Public  sentiment  would  strong-ly 
support  such  regulations,  keeping  before 
us  the  fact  that  the  cost  of  living  should 
not  be  increased.  With  a  huge  tax  bill 
which  had  to  be  met  it  would  be  hard 
to  suggest  a  saner  budget  than  the  one 
brought  down  by  Mr.  Fielding. 

W.  Mitchell,  President  of  Circle-Bar 
Knitting   Co.,    Limited,   Kincardine: 

"The  2V&  per  cent  increase  of  the 
British  preference  does  not  apply  to 
hosiery  as  it  does  to  knitted  goods  and 
underwear.  The  tariff  on  hosiery  still 
remains  at  25  per  cent  from  Great  Brit- 
ain, 32%  per  cent,  intermediate,  and  35 
per  cent,  general  tariff.  This  means  that 


the  tariff  on  hosiery  is  the  same  as 
heretofore,  but  the  sales  and  importa- 
tion taxes  had  been  increased  50  per 
cent.,  and  is  now  4%  per  cent  against 
the  former  3  per  cent.  This  with  the 
stiffening  of  prices  on  all  lines  of  fine 
botany  and  merino  yarns,  can  have  only 
one  result,  that  is  to  make  all  wool  and 
percentage  hosiery  a  little  higher  in 
price  for  the  incoming  Fall  season.  As  to 
the  other  changes  in  the  tariff  and  the 
effect  they  will  have  on  the  knit  goods 
business  and  trade  in  general,  when 
taken  into  consideration  with  the  in- 
creased sales  tax  and  other  increases  in 
the  cost  of  doing  business,  such  as  the 
check  stamp  tax,  increase  in  the  tax  in 
telegrams,  etc.,  and  the  effect  it  will 
have  is  problematical,  so  is  also  what 
the  outcome  will  be  of  the  depreciated 
currency  act,  and  we  do  not  care  to  give 
our  opinion  as  to  just  how  these  changes 
will  affect  business." 

Will  Pay  About  Same 

C.  Turnbull,  of  the  C.  Turnbull  Co.,  of 
Gait,  Limited:  "We  are  of  the  opinion 
with  regard  to  the  reduction  of  the  pre- 
ferential tariff  and  the  increase  in  the 
sales  tax  that  it  will  not  make  very 
much  difference  to  the  retailers  as  to 
the  prices  they  will  have  to  pay  for 
their  goods,  but  they  will  have  the  ad- 
ditional sales  tax  to  add  to  same,  and 
collect. 

"The  knit  goods  manufacturers,  owing 
to  increase  of  sales  tax  on  their  raw 
material,  and  the  fact  that  no  reduction 
in  tariff  has  been  made  on  the  material 
they  use,  in  the  way  of  yarns,  etc.,  will 
not  be  able  to  manufacture  as  cheaply 
as  before,  and  for  these  reasons  do  not 
expect    any    material    change." 


Active  Movement 

of  Novelties 

Big    Demand    For    Boys'    Sport    Caps — 

Christmas    Orders    Reported 

Slow  As  Yet 

This  is  the  season  of  the  year  when 
every  store  get  its  share  of  business 
in  novelties.  Fancy  goods  houses  re- 
port i'hat  never  in  the  history  of  the 
trade  have  the  border  towns  bought  as 
many  lines.  This  apiplies  particularly 
to  Ontario.  Windsor,  Niagara  Falls  and 
Ottawa  are  doing  a  remarkable  trade 
in  novelties. 

Reports  are  not  so  good  in  the  west. 
The  head  of  one  of  the  largest  manu- 
facturers of  souvenir  lines  in  Canada 
found  business  very  slow  in  Winnipeg. 
The  sale  p'an  has  reached  such  huge 
proportions  out  there  that  when  these 
are    applied    to    novelties,    there    is    no 


profit  left  for  either  the  manufacturer 
or  the  dealer.  The  Mountain  resorts, 
especially  Banff  and  Lake  Louise  are 
showing  more  promise.  Nearly  all  the 
novelty  shops  are  placing  good  orders 
for  great  crowds  are  expected  there 
this  summer.  The  general  attitude  is 
to  put  off  ordering  until  later  on  when 
the  crop  conditions  will  be  a  little  more 
certain. 

A    Few    of   the  Best   Lines 

Dealers  say  there  is  an  enormous  de- 
mand for  boys'  sports  caps  this  season. 
There  have  been  so  many  societies 
formed  in  the  last  year  in  the  interests 
of  young  men,  most  of  them  requiring 
uniforms,  that  the  rush  on  these  is  re- 
markable. Those  in  felt  are  probably 
the  best  and  most  of  the  orders  are  for 
caps  with  names  of  towns  or  organiza- 
tions and  crests,  rather  than  for  the 
staple    Canadian    emblem. 

In  ivory,  it  is  remarkable  that  the 
less  useful  thing  goes  first.  Step] 
brushes,  boxes  and  mirrors  are  not  mov- 
ing so  fast  as  the  racks  for  what-nots 
and  picture-frames.  This  is  of  course 
in  line  with  general  conditions  this 
year.  The  merchant  who  carries  sta- 
ples, whether  it  be  sweaters  or  dress 
fabrics  or  furs,  is  not  getting  the  sales 
the   novelty  man   is    obtaining. 

A  very  new  ivory  piece  and  one 
which  the  few  who  have  seen  it  have 
taken  a  great  fancy  to,  is  the  vase  for 
buds.  There  is  a  base  of  ivory  with  the 
national  emblem  on  the  front  or  plain 
if  desired  and  a  container  of  glass — in 
reality  a  small  test-tube. 

Cushions  with  local  views  are  sell- 
ing we'.l.  Manufacturers  in  this  coun- 
try have  made  great  strides  in  this  line 
of  late.  The  covers  made  here  equal 
in  style  and  value  those  of  any  of  the 
imported    ones. 

The  powder-puff  has  been  launched 
on  its  summer  trip  with  a  vengeance 
this  season.  The  demand  is  altogether 
for  the  one  covered  on  both  sides.  The 
puff  with  the  sateen  or  satin  back  is 
said  to  be  less  desirable.  It  is  not  so 
strong,  does  not  wash  quite  as  well  and 
gives    only    half    the    service. 

Christmas    Orders    Slow 

Not  many  retailers  have  shown  inter- 
est in  Christinas  lines  yet.  Outside  of 
handkerchiefs,  there  are  few  things  on 
order.  Travellers  are  selling  for  July 
1  trade  even  yet,  so  reluctant  have  the 
trade  been  on  the  whole.  They  are  very 
pleased  however  with  the  amount  of 
business  being  done  and  say  that  re- 
tailers are  feeling  more  encouraged  in 
regard  to  December  business  because 
of  the  way  things  are  moving  now, 
than  they  were  when  approached  with 
Christmas    lines   a   month   ago. 


Above  all,  be  courteous  at  all  times, 
under  all  conditions.  Adjust  a  com- 
plaint, or  make  an  exchange  with  the 
same  smile  with  which  you  make  a  sale- 
Courtesy  100% — courtesy  unadulterated. 
We  countenance  no  middle  course  in 
courtesy  here. 
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"It  is  not  what  we  pay  for  an  article,  but  what  we  get  for 
what  we  -pay  that  governs  the  measure  of  our  satisfaction." 

Travelling   Rugs   and    Blankets 


LOOK  FOR  THE  TRADEMARK. 


for  home  or  camp  in  various  styles  or  qual- 
ity.    Every  merchant  in  Canada  would  put 
in  a  stock  of  these  Blankets  if  he  Knew  how 
readily  they  sell. 


Bird  s     Tweeds     by     the     yard     or     in     Clothing 

As  in  our  other  goods  our  aim  was  to  produce  a  line  of  Tweeds  which 
would  be  in  a  class  by  themselves,  and  we  feel  perfectly  justified  in 
saying  they  are  the  best  heavy  Tweed  on  the  market. 

Merchants  who  sell  Bird's  Yarn  say  it  is  the  only  yarn  customers 
want.     Our  name  is  on  every  skein. 


//  you   cannot    ge  t    these    goods  from   your    wholesaler,    write    us. 

The  Bird  Woollen  Mill  Co.,  Ltd. 

Bracebridge,  Ont. 
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MARK 


REGISTERED 


O.V  BRAND 

PURE  WOOL  UNDERWEAR 

For  Men  and  Soy 8 


The    O.    V.    Brand    label    guarantees    every 
garment  for  service  and  comfort. 

A  quick  seller  and  a  long  wearer.  Supreme 
for   15  years. 

Sold    Through    Wholesale    Trade. 


BATES  &INNES  Limited 

Carleton  Place,  Ont. 

Agents  : 

H.  J.  FOX,  C.  E.  WINKS,  W.  R.  MILLER, 

152  Bay  St.,  44  Aiken  Bldg.,  807  Mercantile  Bldg., 

Toronto  Winnipeg  Vancouver 

General    Sales    Office:    35    St.    Nicholas    St.,   Montreal 


Exclusive  Sportwear  for  Afield  or  Afloat 

Golf  Hose 

for    Men,    Women,   Boys    and    Children,    in   all   the 
wanted    shades 

Motor  Shawls 

In  Smart  Colors 

Lavoie  Knitters 

PETERBOROUGH,  ONTARIO 

Selling    Agents:    RICKERT    AND    McLAUGHLIN, 
275  Craig  Street   West,   Montreal 


ORDER  NOW! 


Extra  Copies   of  8th  Annual 

Government      and 

Municipal    Review 

Number 

— of— 

The  Financial  Post 
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Prepare  to  go  After  Business 
As  Never  Before 


In  design  and  colorings  which  pull  business 
at  the  outset,  of  value  and  wearing  qualities 
which  keep  that  business,  our  range  of  Silk 
Stockings  is  the  type  of  stock  it  pays  to  carry. 

Our  Ladies'  Cashmere  Hosiery 

in  plain,  clocked  and  fancy,  in  all  colors,  are 
essential  to  the  man  seeking  big  volume,  re- 
peat order  business.  Quality  right,  prices 
right  and,  above  all,  wear  and  service  which 
is   satisfactory. 

Place  your  order  now  for  Fall 


A.  Burritt  &  Co. 

Mitchell,  Ontario 

ESTABLISHED    1875. 

Manufacturers    of    Sweaters.    Pure    Camel    Hair   Men's 

Seamless    Gloves.    Pullovers,    Toques,    Boys'   and    Men's 

Ribbed   Worsted   Hosiery. 


JEM  KNIT  GOODS 

Made  in  Canada 
For  Infants  and  Children 

Your  customers  are  looking 
for  extraordinary  values. 
Satisfy  them  with  JEM  knit 
goods  and  be  assured  of 
their  future  trade. 

If  you  have  not  already  seen 
our  1922  line,  we  shall  be 
glad  to  have  our  traveller 
call. 

PROMPT  DELIVERY 


J.  M.  Robertson  Knitting  Co. 

Limited 
35  BRITAIN  STREET,  TORONTO 
Sales  Rooms  66  Wellington  St.  West 
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Key-note  to  the  Superiority 

of 

CIRCLE-BAR  Hosiery 

Having  been  retail  hosiery  dealers  before 
we  were  manufacturers,  we  know  from  ex- 
perience why  the  average  make  of  hosiery 
fails  to  give  complete  satisfaction. 

Profiting  by  this  knowledge  we  have  overcome  defects  which  other 
manufacturers  overlook,  and  in  consequence  Circle-Bar  Hosiery  is  un- 
mistakably better  in  quality,  fit  and  durability,  than  other  lines. 

Circle-Bar    always    attracts    the    best 
class  of  custom. 

The  CIRCLE-BAR  KNITTING  Co.,  Limited 

Head  Office       -  Kincardine,  Ont. 

hosieby  Mills  at  Kincardine  and  Owen  Sound. 


CELTIC 


SILK  HOSIERY 

Celtic  Pure  Silk  Hosiery  will  find  imme- 
diate favor  with  your  customers  because 
of  their  perfect  fit  and  appearance,  wear- 
ing qualities   and  price. 

All  the  popular  shades  are  now  being 
shown,  plain,  and  with  hand-finished  em- 
broidered clocks  in  a  variety  of  original 
designs. 

Selling  Agents 

HARVEY  BROS.  &  SEMPLE  Ltd. 


224   Empire   BIdg. 
TORONTO 


313   Fort  St. 
WINNIPEG 


325    Howe   St. 
VANCOUVER 


THE  CELTIC  KNITTING 

CO.,  LIMITED 

14  Turgeon  St.  Montreal 
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Regisferea   No  262  005 


The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cost. 

FIRST  IN  THE   FIELD  AND  STILL  LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP,  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS. 
THE    INSTEP   AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF  HOSE 
FOR    HARD   WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  House* 
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WE  ARE  in  an  excellent  position 
to  fill  your  rush  sorting  orders 
for  Bathing  Suits  with  the  most  up-to- 
date  saleable  styles.  Mail  us  your  order. 

Monarch-Knit 

Bathing  Suits 

For  Men  and  Women 


These  garments  are  the 
newest  and  most  attrac- 
tive styles,  including  em- 
broidered designs,  and 
they  are  all  characterized 
by  that  perfection  of  work- 
manship and  finish  which 
is  a  special  feature  of  all 
Monarch-Knit  products. 


Monarch-Knit   Hosiery 

Monarch  Knit  Sweaters 

Monarch  Yarns 


ADVERTISING  CUTS  FREE 

Do  you  wish  for  some  attractive  cuts  to  use  in  your  news- 
paper advertising?  On  request  we  will  send  you  electrotypes 
of   one   or   both    cuts   shown    on   this  page — free   and   postpaid. 


The  Monarch  Knitting  Company,  Limited 

Head  Office:  Dunnville,  Ont. 
Factories:  Dunville,  St.  Catharines  and   St.  Thomas,  Ont. 


TORONTO 

Ogilvie  Bldg. 

Cor.  Bay  and  Wellington  Sts. 


MONTREAL 

Dubrule  Bldg. 

Phillips    Square 


VANCOUVER 

408-409 

Mercantile  Block 
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Profit  in  Repeat  Sales 

are  not  unusual  with  Peerless  Underwear. 
The  popularity  it  has  won  among  Canadian 
women  has  been  well  founded  upon  supreme 
quality,  long-lasting  wear,  neat  fit — and 
popular  price. 

For  Women— Children— Infants 

MOODIES' 


Peerless  Underwear 
Company,  Limited 


Controlled    by 

J.  R.  Moodie  &  Sons,  Limited 

Hamilton,   Ont. 


Symbols  of  Integrity 


The  Publisher,  the  Advertiser  and  the  Advertising  Agency  to-day  are  all  included  in 
the  membership  of  the  Audit  Bureau  of  Circulations;  all  are  proud  to  guide  and  be 
guided  by  its  audited  reports.  Thousands  of  these  audits  havs  been  made  and  their 
honesty  never  has  been  impugned.  They  represent  a  fixed  and  sterling  integrity  of  which 
the  Bureau  is  proud. 

The  Publisher  is  glad  to  show  his  A. B.C.  reports.  They  certify  his  circulation  and 
indicate  where  it  goes,  and  to  whom  it  goes. 

The  Advertiser  eagerly  studies  his  A. B.C.  reports.  They  help  him  to  extend  his  market, 
to  select  new  and  profitable  sales  fields  and  to  buy  white  space  economically. 

The  Advertising  Agent,  in  his  varied  labors,  has  learned  to  look  upon  A. B.C.  reports 
as  the  most  conclusive  and  effective  help  in  selecting  white  space  in  publications  which 
will,  most  economically,  give  his  client  good  merchandising  results. 

There  is  no  boundary  line  between  the  United  States  and  the  Dominion  of  Canada, 
insofar  as  the  work  of  the  A.B.C.  is  concerned.  Canadian  publications  and  the  publica- 
tions of  the  United  States  alike  subscribe  to  its  high  principles. 

England,  Australia  and  the  lands  beyond  the  sea  are  raising  the  standard  of  certified 
circulations  and  before  long  the  principles  of  the  A.B.C.  will  be  world-wide  in  their  scope. 
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Established  over  a  Ccntury-and-a-halj 

WM.  GIBSON  &  SON 

LIMITED 


Hosiery  and  Underwear  Manufacturer 


Head  Office  and  Warehouse: 
THURLAND  STREET,  NOTTINGHAM,  ENG. 

Telegraphic  Address  :  "Wigibson,  Nottingham" 


Factories: — 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.     Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands  : 
ACTtEON,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 

Allan  &  Macpherson,   31-33  Melinda  St.,  Toronto 


JECarnall&G 

Redcross  St.  Leicester, 

England. 
^v\*nufactur£Rs 

seamless  hose, 
2  hose  &^  hose. 

plain  sl  ribbed, 
fine  &  coarse  makes, 
mens  self,  &  fancy 
mdcture.hose  &  half  hose 

LADIES  SPORT  HOSE. 


GENTS  EMBROIDERED 

HALF  HOSE. 


West 
W.J.WATTAM, 


18,  DISMORR  BLOCK 
327,  PORTAGE  AVE.' 
WINNIPEG  . 


AGENTS'-      East, 

H.A.MUMFORD. 


f 


'W 


ROOM   19, 
34,  VICTORIA  ST 
TORONTO. 


The  Underwear 
that  Overyears 

ATLANTIC  UNDERWEAR  Limited 

MONCTON,  N.B.  47 

E.  H.  Walsh  &  Company 
Montreal  8s  Toronto 
Selling  Agents  for  Quebec,  Ontario  and  Western  Provinces 
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ACCESSORIES 
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Making  Kid  and  Leather  Gloves 

Process   from   Selection   of   Raw   Skins  to   Delicate   Finishing 

Touches  is  an  Intricate  One — Skins  Gathered  from  Four  Corners 

of  the  Earth — Three  Classifications  of  the  Raw  Skins — Various 

Processes  Are  Indicated  and  Explained 


THE  IMPORTANCE  of  gloves  in 
the  feminine  wardrobe  are  fully 
understood  by  most  salespeople 
who  are  engage  1  in  the  selling  of  these 
interesting  accessories,  but  not  all  of 
them  are  familiar  with  the  multiplicity 
of  processes  and  the  infinite  care  and 
skill  which  underlies  the  apparently 
simple  things  that  is  known  as  a  glove. 

Processes  are  Intricate 

One  of  the  most  interesting  and  in- 
structive studies  imaginable  is  that 
which  is  connected  with  the  manufacture 
of  kid  or  leather  gloves,  the  construction 
of  which  entails  the  use  of  no  fewer  than 
thirty  pieces  of  leather  for  even  an  or- 
dinary wrist  length  style.  The  average 
woman  has  no  idea  whatever  of  the_ex- 
traordinary  difficulty  and  hazard  which 
attends  the  making  of  a  pair  of  gloves 
from  its  Initial  step  connected  with  the 
selection  of  the  raw  skins  to  the  f'na 
delicate  finishing  touches.  The  glove  in- 
dustry is  one  which  requires  years,  even 
a  lifetime  of  patient  and  incessant  study, 
and  Involves  the  investment  of  immense 
capital,  owing  to  the  element  of  style 
uncertainty,  which  affects  the  sale  an 
demand  for  gloves  to  a  marked  degree. 
The  materials  from  which  gloves  are 
made  come  from  all  the  corners  of  the 
earth  and  thus  we  have  the  skins  of 
such  animals  as  the  kid,  doe,  buck,  as 
well  as  those  leathers  known  as  cace 
mocha,  etc.,  which  are  derived  from  Af- 
rica, Persia  and  other  foreign  lands. 

Supplies  From  the  World  Over 

The  various  stages  connected  with  the 
manufacture  of  a  pair  of  gloves  out  of 
lamb  or  kid  give  a  fairly  accurate  idea 
of  the  general  principle  of  glove  making 
all  over  the  world.  First  of  all  the  raw 
or  "brute"  skins  are  selected  by  "brok- 
ers" who  scour  the"  country  districts  of 
those  countr'es  whose  animals  are  fam- 
ous for  their  hides,  and  they  also  hold 
what  are  know  as  "Skin  Fairs,"  at  which 
are  assembled  all  the  hides  bought  from 
the  peasants,  usually  In  the  months  of 
April  and  May.  All  the  various  hides  are 
carefully  graded  and  tagged  to  show 
what  location  they  emanated  from,  since 
the  influence  of  altitude  has  a  very  great 
effect  upcn  the  value  of  leathers.  Na- 
turally, the  larger  sk'ns  command  the 
best  prices  because  more  gloves  can  be 
obtained  from  each  dozen  skins.  When 
manufacturers  are  bidding  for  the  hides 
they  always  bear  .in  mind  the  fact  tha 
skins  differ  in  quality,  and  therefore 
must  be  carefully  picked  n  order  that  as 
many  pairs  of  wrist  length  gloves  as 
possible  may  be  got  out  of  one  dozen 
sk'ns.  Twenty  pairs  is  considered  as  a 
good  average.  The  skins  most  favoured 


are  while  haired  goat  skins  because  they 
are  easier  to  dress  than  those  w  th  black 
hair.  The  work  of  the  dresser  consists 
of  removing  the  hair  and  ridding  the 
skin  of  any  fat,  and  this  Initial  step  is 
one  of  the  most  important,  for  upon  it, 
all  the  quality  of  the  glove  depends. 
Many  precautions  are  taken  with  the  raw 
skins  to  prevent  injury  through  vermin 
or  insects  and  they  are  never  allowed  to 
remain  long  in  storage. 

Dressing  Process  is  Complicated 

The  first  step  in  manufactur'ng  is  the 
grading  or  classifying  of  the  raw  skins 
into  three  groups,  called  medium,  fine 
and  superfine.  They  are  placed  in  a  cold 
water  tank  for  48  hours  and  then 
thoroughly  washed  in  running  water  af- 
ter which  they  are  aga  n  put  through  a 
cold  water  tank  for  48  hours. 

The  lime  bath  follows  and  this  process 
softens  the  skin  and  loosens  the  hair  and 
requires  from  10  to  25  days,  depending 
on  the  origin  of  the  skin.  Extraordinary 
care  has  to  be  exercised  In  th's  process, 
lest,  if  the  skins  stay  in  too  long,  they 
are  completely  spoiled.  Every  48  hours 
they  are  carefully  tested  to  see  if  the 
pores  of  the  leather  have  opened  enough 
to  permit  the  removing  of  the  hair. 

Bran  Bath  Softens  Skins 

Another  cold  bath  follows,  after  which 
the  skins  are  scraped  to  remove  the  ha'r 
and  the  fat,  and  the  first  trimming  takes 
place.  All  traces  of  the  lime  are  removed 
by  a  hot  chemical  bath  after  which  the 
skins  are  put  on  wooden  blocks  and 
scraped  aga'n.  Then  the  effects  of  the 
chemical  bath  are  also  removed  by  soak- 
ing the  skins  in  another  hot  bath  which 
expands  the  pores  gently.  A  lukewarm 
bran-bath  follows  n  which  the  skins  are 
kept  moving,  then  scraped  and  placed  in 
another  bran  bath  until  the  dresser  con- 
siders the  scraping  process  complete. 

Naturally,  all  these  scrapings  and 
soak'ngs  reduce  the  quality  of  the  skins 
so  that  artificial  means  have  to  be  re- 
sorted to,  to  enrich  and  beautify  the 
texture.  For  24  hours  they  rema'n  in  a 
mixtxure  of  egg  yolks,  meal  and  alum 
which  is  said  to  nourish  the  skins,  after 
which  they  are  dried  in  a  current  of  heat- 
ed air,  bundled  in  packets  of  72  each  and 
left  for  a  fortn'ght  or  longer  in  a  dry 
storeroom. 

They  are  somewhat  stiff  after  all  these 
processes  and  are  therefore  put  through 
another  cold  water  bath  and  a  set  of  rol- 
lers which  makes  them  supple.  The  next 
step  calls  for  the  use  of  blunted  steel 
knives  over  which  the  skins  are  passed, 
flesh  side  to  the  blade,  when  they  are 
ready  for  sorting  and  grading  aga'n 
prior  to  the  dye  process. 


An  expert  then  decides  what  colors  are 
best  suited  to  the  texture  and  quality  of 
the  various  skins,  for  the  color  value  is 
a  matter  of  vital  importance  in  the  suc- 
cess of  the  entire  finishing  process.  The 
greater  number  of  skins  can  be  depend- 
ed upon  to  dye  black  or  bleach  white,  but 
the  obtain  ng  of  tans  and  grays  requires 
experienced  judgment  and  no  little  skill. 
The  dye  is  brushed  on  by  hand  in  several 
coats  until  the  desired  richness  of  color 
is  obtained  and  by  this  process,  which 
's  largely  used  for  the  best  grades  of 
kid  and  lamb,  the  under  side  remains 
white.  Cape  skins  and  other  heavier  lea- 
thers are  usually  dipped  in  the  dye  which 
colors  both  sides.  Exceedingly  great  care 
must  be  taken  to  ensure  the  shades 
matching  and  being  even  all  through 
there  is  much  risk  in  this  process  be- 
cause the'  colors  must  be  guessed  at  at 
least  six  months  in  advance,  and  when  it 
sometimes  happens  that  the  guess  is 
wrong,  a  goodly  number  of  gloves  are 
likely  to  be  found  on  sale  at  bargain 
tables,  for  no  other  reason  than  their 
colors. 

The   Final   Touches 

After  dyeing,  the  skins  are  given  to 
the  cutters  who  reduce  the  skin  to  uni- 
form thickness  with  a  broad  flat  knife, 
after  which  they  are  cut  into  oblong 
pieces,  known  as  'tranks,'  out  of  wh'ch 
the  glove  sections  are  stamped  later.  The 
cutters  must  first  ascertain  whether  the 
glove  is  to  be  pique,  pr'xseam  or  over- 
seam  style  and  then  endeavor  to  cut  as 
many  oblong  pieces  as  possible  without 
waste.  The  scraps  are  saved  to  be  used 
for  piecing,  binding,  etc.  After  the 
stamping  process  comes  the  embroider- 
ing wh'ch  may  be  either  handwork  or 
machine;  then  the  sewing  of  the  glove 
itself;  the  addition  of  clasps,  and  the 
f'nishing,  which  includes  laying  the 
gloves  on  steam  tables  to  give  the  final 
soften'ng. 

Enormous  Risks  Assumed 
As  can  be  seen,  each  of  these  many 
processes  is  important  and  calls  for  ex- 
pert workmanship  which  naturally  has 
an  appreciable  effect  on  the  price  of  the 
finished  gloves.  Manufacturers  have  to 
invest  large  sums  of  money  a  long  time 
ahead  in  the  making  of  enormous  quan- 
tit'es  of  kid  gloves,  and  heavy  losses 
are  frequently  suffered  through  such  ex- 
tra items  as  transportation  charges,  cus- 
toms, insurance,  packing  charges,  or 
even  a  cancellation  of  orders  and  ad- 
justments for  defects.  For  notwithstand- 
ing the  skill  employed  by  the  glove  ma- 
kers flaws  inevitably  occur,  and  a  cer- 
tain percentage  of  defects  is  naturally 
antic'pated  each  season,  but  taking  into 

(Continued  on  next  page) 


Dry   Goods  Review 


ACCESSORIES 


63 


Promoting  Ribbons  In  Dull  Season 

Novel  Scheme  of  Freiman  of  Ottawa  Sells  500  Bobbed  Hair 
Bows  in  One  Day — Introduced  by  the  Sales'  Staff — Another 
Successful  Plan  by  Murphy's  of  Montreal  Sells  Many  Ribbons — 

Getting  Rid  of  Remnants 


ONE  OF  THE  various  phases  of 
ribbon  merchandising  which  every 
saleswoman  dreads  but  neverthe- 
less recognizes  as  an  inevitable  event  in 
this  department  of  the  dry  goods  store, 
is  the  dull  season.  This  peculiar  slack- 
ness of  demand  is  not  as  a  rule  depend- 
ent upon  regular  seasons  but  happens 
almost  when  least  expected,  and  all  too 
often  when  the  buyer  has  just  stocked  up 
more  heavily  than  usual  on  the  i-egu»ar 
varieties.  This  Spring  has  brought 
about  one  of  these  periodic  dull  seasons 
in  many  ribbon  departments  which  have 
been  doing  unprecedented  business  un- 
til within  the  last  month  or  two,  and  in 
consequence,  many  buyers  are  racking 
their  brains  to  devise  and  invent  novel- 
ties or  means  to  stimulate  the  usual 
staple  ribbons,  in  order  to  keep  their 
quota  of  sales  up  to  normal. 

Results  From  Hair  Ribbon  Week 

Hair  Ribbon  Week  was  observed  by 
the  majority  of  energetic  buyers  with 
good  results  last  month,  and  from  re- 
ports received  the  week  had  a  beneficial 
effect  upon  the  entire  department.  In 
the  Freiman  Company  store  of  Ottawa 
more  than  500  bobbed  hair  bows  were 
sold  in  one  day  by  means  of  the  simpic 
expedient  of  advertising  them  upon  a 
bevy  of  attractive  sales  girls  who  hap- 
pened to  have  bobbed  locks.  Customers 
remarked  the  smart  bows  upon  these 
girls  and  enquired  the  reason  for  the 
style,  and  finding  that  all  sorts  and 
descriptions  of  these  bows,  already  made 
up,  were  on  sale  in  the  ribbon  depart- 
ment, they  purchased  readily.  These 
hair  bows  were  all  made  up  of  wide 
ribbon  and  were  g;nerally  attached  to 
little  metal  slides  or  barrettes  to  fast- 
en to  the  hair  and  were  reasonably 
priced.  The  fact  that  they  were  smart- 
ly tie^J  in  a  crisp  bow,  and  were  mat.cn- 
ed  with  sash  ribbons  or  any  dress  trim- 
mings desired,  was  an  additional  impetus 
to  sales. 

Remember  that  the  straight  length  of 
hair  ribbon  is  no  longer  a  practical 
sales  item  for  the  reason  that  when  tied 
on,  it  is  apt  to  be  too  heavy  to  stay 
"put"  and  unless  fastened  with  a  s.ide, 
will  only  fall  off  and  get  lost.  The 
bobbed  hair  bow  is  therefore  the  most 
satisfactory  solution  to  the  problem  or 
how  to  promote  the  sale  of  three  to  five 
inch  width  ribbons. 

Another  plan  which  has  kept  the  cash 
r°gister  busy  in  the  John  Murphy  & 
Company  store  of  Montreal,  is  the 
special  order  line  of  handmade  ribbon 
trimmings  for  hats,  dresses,  waists,  etc., 
which  are  evolved  out  of  two  inch  satin 
ribbons  in  any  color  desired  and  mount- 
ed upon  buckram  ready  to  be  sewed  upon 


the  article  at  a  moment's  notice.  Orders 
for  these  smart  and  up-to-date  trim- 
mings can  be  filled  inside  of  a  few 
hours  by  the  store  workroom,  and  these 
are  a  boon  to  the  woman  who  desires 
an  unusual  and  hand-made  finish  to  a 
simple  frock  or  to  freshen  up  an  old  hat, 
and  one  which  she  can  attach  herself 
in  a  few  seconds.  Such  sets  usually 
comprise  five  medallions  or  flat  flow- 
ers of  the  ribbon  and  are  mounted  on 
cardboard.  The  price  for  a  set  of  five 
medallions  measuring  about  two  inches 
across  is  $2.50  per  set.  A  rackful  of 
the  season's  most  popular  colors  in  these 
ribbons  are  displayed  in  the  middle  of 
the  section,  so  that  customers  can  pick 
their  preference  without  going  through 
a  number  of  bolts  first.  According  to 
Mrs.  Stride,  buyer  of  this  section,  busi- 
ness has  been  stimulated  lately  entirely 
by  these  means. 

Other  sets  of  flat  bow  and  streamer 
effects  are  also  sold  in  this  department 
for  trimming  brides'  lingerie,  especially 
nightgowns,  which  this  season  show 
more  ribbon  trimmings  than  any  other 
kind  of  underwear.  These  sets  include 
one  long  streamer  and  two  short  ones  for 
the  sleeves,  each  finished  off  with  flut- 
ed pleats.  Garter  ribbons  in  the  new 
tubular,  double  faced  effects,  are  en- 
joying a  wide  sale  for  summer  wear  in 
this  department  also,  either  made  up  or 
by  the  yard.  These  are  recommended 
for  both  formal  and  sports  wear  in  hot 
weather,  and  many  pairs  are  being  sold 
to   accompany   bathing   costumes. 

Ties    Bows   for   Customers 

In  Almy's  Limited  of  Montreal  rib- 
bons are  still  selling  in  the  usual  volume 
owing  to  energetic  measures  adopted  by 
the  manager,  Miss  Morin,  who  not  only 
buys  stock  and  sells  across  the  counter, 
but  is  also  the  creator  of  many  of  the 
exquisite  novelties  which  fill  the  four 
long  show  cases  on  display.  Each  of  these 
cases  is  trimmed  in  a  distinctive  man- 
ner and  only  one  color  is  shown  in  each 
case.  Old  rose,  pink,  pale  yellow  and 
crchid  are  the  most  popular  tints  after 
white,  in  demand  with  this  department, 
and  consequently  these  shades  are  play- 
ed up  in  all  widths,  including  hair  bows, 
sashes,  millinery  ribbons  and  lingerie 
accessories.  Cire  ribbons  in  both  dark 
and  white  shades  are  in  heavy  demand 
in  this  section  and  Miss  Morin  finds  it 
distinctly  worth  while  to  tie  bows  for 
customers  as  a  free  courtesy  if  the  rib- 
bon is  purchased  at  the  department. 
Thus,  many  yards  are  sold  to  customers 
who  would  have  hesitated  to  tie  a  bow 
themselves.  Two  summer  hats  are 
placed  upon  the  counter  on  stands  and 
kept  there  to  provide  suggestions  to  cus- 


tomers as  to  the  amount  of  ribbon  need- 
ed to  go  round  a  crown  or  form  a  bow, 
etc.  One  of  these  hats  is  a  big  droop- 
ing garden  hat  and  the  other  a  trim 
little   mushroom   shape. 

No   Remnants   In   This   Store 

No  remnants  are  ever  sold  as  such 
in  this  department  because  Miss  Morin 
believes  that  they  should  be  reguiariy 
made  up  into  dainty  and  useful  novelties 
and  sold  at  special  sales  more  profitably 
than  when  marked  down  and  sold  out 
of  the  bargain  basket.  Periodically  she 
stages  a  sale  of  boudoir  caps,  vanity 
bags,  dress  girdles,  etc.,  all  evolved  out 
of  ribbon  ends,  and  these  are  far  more 
profitable  than  in  the  form  of  short 
lengths  of  ribbon.  Other  popular  novel- 
ties which  sell  especially  well  in  June 
for  showers  and  bridal  events  are  shoe 
trees  covered  with  ribbons,  coat  hang- 
ers padded  and  scanted,  handkerchief 
cases,  ribbon  holders  and  bodkins,  rib- 
bon streamer  rosettes  for  trimming  voile 
or  organdie  frocks,  powder  cases,  cor- 
set bags,  cushion  covers,  tea  cosies  and 
pin  cushions. 

Cheaper  Ribbons  Most  Favored 

The  main  difficulty  that  the  average 
store  encounters  is  the  unwillingness 
of  the  customer  to  pay  for  high  priced 
ribbons  this  spring.  By  all  [means 
meet  this  tendency  half  way,  by  giving 
publicity  and  prominence  to  the  daintiest 
effects  in  stock  at  the  more  reasonable 
prices.  Give  instructions  in  making  up 
novelties  if  the  price  of  the  finished 
article  proves  insuperable  to  the  cus- 
tomer; better  to  sell  one  yard  of  ribbon 
with  proper  directions  than  nothing  at 
all. 

Sell  Bunches  of   Lingerie   Ribbon 

One  final  hint  with  regard  to  lingerie 
ribbons.  Wind  off  three  yard  lengths 
and  tie  them  up  in  bunches.  Put  them 
in  bins,  priced  from  about  10  cents  up 
to  75  cents  for  the  3  yard  lengths,  ac- 
cording to  width  and  quality.  Mix  the 
colors  together.  Customers  will  buy  the 
3  yard  length  without  thinking,  when 
otherwise  they  would  ask  for  a  shorter 
length  sufficient  to  run  in  one  garment. 


MAKING  KID   AND   LEATHER 

(Continued  from  previous  page) 
consideration  the  complexity  of  opera- 
tion in  the  making  of  gloves,  the  indus- 
try has  built  up  an  enviable  reputation 
for  itself  which  is  based  upon  both  art 
and  mechan'cal  skill,  which  together 
have  evolved  from  the  old  time  elumsy 
hand-covering  a  new  conception  of  util- 
ity, combined  with  beauty. 
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Paris  Novelties  For  Hot  Weather 

Run  on  Sponge  Cloth  Cleans  Out  Stocks  of  Paris  Stores — Good 

Fur  Business  With   Thermometer  at  93.2 — Hat   Trimmings  in 

Flowers  and  Ribbons — Narrow  Belts  Preferred — Sunshades  of 

One  Color  Match  the  Dress — Fans  and  Bags 

Written   Especially   for   Dry    Goods   Review   by   Our   Paris   Correspondent 


Paris,  May,   1922 

THE  SUDDEN  spell  of  broiling 
heat  we  are  just  enjoying  (if  I 
may  say  so),  has  caused  business 
to  be  remarkably  brisk,  in  every  kind 
of  Summer  article. 

Sponge  cloth,  which  was  expected  to  be 
very  fashionable  this  season,  ha®  been 
so  extensively  asked  for,  that  every  dry 
goods  store  is  completely  sold,  in  spite 
of  the  many  various  specimens  shown; 
plain  one  shade  material,  white  with 
colored  stripes,  dark  or  light  ground 
with  stripes,  checks  of  others  shades,  op- 
en-worked cloth,  everything  sells 
readily.  The  same  applies  to  cottton  cre- 
pon,  which  Is  printed  with  large  fancy 
designs.  For  more  dressy  purposes, 
we  have  ninon,  used  for  endless  pagode 
sleeves,  and  panels  on  silk  material,  gen- 
erally darker,  crepe  marocain,  which 
has  the  appearance  of  popeline,  and  is 
made  of  silk  and  wool,  and,  as  usual, 
plenty  of  lace,  dyed  to  match  the  re- 
mainder of  the  dress. 

This  Summer,  the  shade  mostly  fash- 
ionable is  mauve,  parma  violet  shade. 
Black  mixed  with  white  and  grey  is  also 
very  much  in  demand,  in  spite  of  the 
campaign  against  black  early  in  the 
Spring. 

Young  lad'es  have  often  some  taffetas 
dresses,  as  I  will  tell  you  next  month, 
when  I  take  up  weddings  and  trous- 
seaux. 

Good  Business  in  Furs  - 

When  the  thermometer  marks  93.2  in 
the  shade,  one  would  think  that  all  furs 
are  rapidly  being  sent  to  cold  storage- 
Yet,  it  is  not  so  for  every  kind  of  furs, 
for  in  that  department,  a  fairly  good 
business  is  still  made  in  silver  foxes, 
fishers,  white,  grey  and  Sitkak  foxes, 
worked  into  scarfs,  and  fancy  little 
coatees  in  ermine  and  mole.  This  is 
due  probably  to  people  going  away  to 
the  seaside  or  mountains  where 
draughts  may  be  feared.  At  any  rate, 
the  fur  business  is  not  absolutely  slack 
here. 

Feathers  are  also  very  fashionable, 
although  they  are  hotter  to  wear  than 
fur. 

Boas  are  made  of  uncurled  ostrich 
feathers,  marabout,  more  or  less  big, 
and  quite  a  number  of  scarfs,  in  the 
shapo  of  "palatines,"  that  is  wh'ch  cov- 
er the  shoulders,  are  made.  Many  are 
a  mixture  of  ostrich  and  marabout.  The 
shades  are  most  varied,  now  that  all 
feathers  are  dyed  to  match  any  color 
of  material,  but  black,  brown  and  all 
the  range  of  greys  are  amongst  the 
most  staple. 

There  are  still  a  few  feathers  on  hats, 


but  apart  from  "couteaux"  that  trim 
very  daintily  stiff  straw  hats,  flowers 
or  ribbons  are  preferred.  I  might  men- 
tion that  the  latest  novelty  in  hat  trim- 
mings consists  of  garlands  of  all  field 
flowers  mixed;  poppies,  daisies,  corn- 
flowers, goldencups,  e'c.  The  latter 
are  still  very  fashionable  for  trimmings; 
in  flows,  as  fringes,  in  ruffles  of  all 
sizes,  they  come  on  many  dresses  both 
for  ladies  and  children.  A  good  way 
of  renewing  a  cape  of  last  year,  is  to 
replace  the  collar  that  was  on  '.t  by  a 
big  ruffle  or  bouillonne  of  ribbon  at  the 
neck,  looking  like  an  ancient  frieze.  On 
each  the  end  is  left  hanging,  to  be  fast- 
ened when  needed. 

Another  dainty  trimming  on  dresses, 
this  Summer,  consists  of  galalith  "pail- 
lettes" of  various  shades;  tiny  ones  are 
preferred  generally,  and  are  .  sewn 
around  the  neck,  at  the  sle~ves,  and  on 
the  belt  in  Greek  motifs,  pointed  designs 
etc.,  and  constitute  a  rather  pretty 
adornment,  quite  as  elaborate  as  the 
usual  beads,  but  newer.  In  fact,  on 
Summer  serge  dresses,  say  navy,  with 
red  paillettes,  they  look  very  dainty. 
On  any  other  material,  dai-k  on  light 
ground,  or  vice-versa,  they  would  be 
ve'y  effective.  I  have  seen  big  ones, 
but  they  look  a  bit  gaudy. 

New    Belt    Styles 

Belts  are  still  very  fashionable,  they 
are  narrow  as  a  rule,  and  made  of  all 
kinds  of  materials;  some  are  nothing 
but  copies  of  old  medallions  open-worked 
'.n  steel,  fancy  silver,  others  are  medals 
jomed  by  bits  of  chain,  more  or  less 
long.  Galalith  motifs,  of  all  shades, 
are  extensively  seen.  The  plain  pat- 
ent leather  belt  is  only  seen  if  made 
fanciful  by  means  of  rings,  or  open 
work,  etc.  This  is  what  you  can  buy 
in  shops.  It  would  be  a  hard  task  to 
describe  every  kind  of  belt  one  sees  in 
the  street,  worn  by  our  midinettes,  who 
devised  them  according  to  their  partic- 
ular taste,  and  which  are  generally  made 
of  nothing  valuable,  but  quite  dainty, 
all  the  same.  Ordinary  bone  rings, 
twisted  with  a  bit  of  ribbon  in  an  ar- 
tistic manner,  steel  motifs,  or  wood 
circles  covered  with  worthless  bits  of 
silk,  are  made  into  chains,  and  look 
smart. 

Our  midinettes'  necklaces  are  also 
miracles  of  taste;  fancy  wooden  beads, 
or  nothing  but  a  ribbon  with  a  pretty 
galalith  pendant-  What  they  are  fond 
of,  but  cannot  always  get,  is  an  ivory 
flower,  beautifully  carved,  which  they 
wear  with  a  narrow  black  moire  ribbon. 
Sunshades 

Sunshades    are    still      the      object      of 


much  care.  The  shape  adopted  last 
year,  with  a  flat  sunshade  witn  many 
bones,  like  the  Japanese  one  is  still 
much  in  demand.  The  materials  are 
not  quite  so  gaudy,  and  a  good  many 
sunshades,  this  Summer,  are  only  one 
shade,  matching  the  dress,  and  often 
lined  with  white.  Ninon,  or  any  light 
silk  is  adopted  for  fine  ones,  and  the 
handles  are  still  valuable  carved  ivory. 
Cheaper  ones  have  wooden  handles.  I 
have  seen  some  vePy  fine  specimens 
of  sunshades  that  had  exactly  the  shape 
of  flowers,  for  instance  yellow  daisies. 
They  were  very  pretty.  Others  are  a 
mixture  of  two  or  three  light  fabrics, 
frilled  or  gathered  into  bouillonnes.  In 
any  case,  bright  silk  is  never  seen.  Dull 
materials  are  preferred,  and  none  thick. 

Fans 

Fans  are  of  course  a  necessity,  at 
this  time  of  the  year. 

They  may  be  made  of  feathers,  like 
during  the  Winter,  big  ostrich  feathers, 
of  all  shades.  Others,  and  they  are 
none  the  worse,  are  made  of  ancient 
lace,  or  hand  painted  silk,  like  old  fash- 
ioned fans,  with  each  branch  made  of 
carved  ivory.  I  have  seen  quite  a  few 
most  amusing  ones,  very  tiay,  which 
show,  once  open,  the  picture  of  a  favor- 
ite pet,  cats'  heads  or  pekinese  dogs. 
They  are  very  pretty,  and  sure  to  catch 
the  fancy  of  dog  or  cat  friends.  An- 
other pretty  fan  I  saw  was  made  of 
lace,  and  frilled  with  marabout  feathers. 

Vanity    Shapes   In   Bags 

Our  bags  are  still  fanciful;  beads 
have  not  yet  gone  out  of  fashion;  the 
shapes  are  more  varied.  We  have  the 
regular  old  fashioned  pouch  the  square 
portfolio,  for  notes  and  coins  (now  that 
these  have  returned,  we  had  to  change 
the  shape  of  our  purses).  The  fash- 
ion is  getting  stronger  every  day  for 
ballroom  "trousses,"  such  as  described 
last  season,  viz.,  a  kind  of  portfolio  con- 
taining a  looking  glass,  powder  bow, 
rouge    stick. 

As    mentioned    above,    next    month,    I 
will  tell     you     about     wedding     gowns, 
bridesmaids'  apparel,  and   trousseaux. 
Yours  very  truly, 
Jeanne  Gsell 


The  Premier  Silk  Mills  are  loc*>fine 
at  Cowansville,  Quebec,  shortly.  They 
have  purchased  a  three  storey  factory 
which  they  are  remode'ling.  They  intend 
manu'acturing  all  kinds  of  broad  silks 
both  in  skein  dyed  and  piece  dyed  goods. 
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Metallic  Effects  in  Accessories 

Manufacturers   Turning   Out   Metal   and   Tinsel   Accessories   in 

Great  Quantities — Tassels  for  Nearly  Every  Article  of  Apparel 

— Improvement  in  Neckwear  Trade — New  Fancy  Mesh  Veilings 

— Spanish  Shawls  in  Lace  and  Embroidery 


BEADS  are  being-  looked  upon  with 
great  favor  on  the  continent.  In 
Germany,  Switzerland,  and 
France,  manufacturers,  are  keeping 
their  prices  fairly  steady  and  will  on  no 
account  sacrifice,  because  of  the  news 
from  Paris  that  beads  will  be  one  of 
the  strongest  dress  trimmings  for  next 
Fall. 

Belts  of  varied  designs  with  bright 
colored  beads  a:e  also  being  used  by 
exclusive  designers.  Beaded  ornaments, 
particularly  fringes  are  good  too.  One 
of  the  new  lines  to  be  added  to  the  bead 
collection,  is  the  embroidery.  Black  and 
steel,  steel  and  red,  black  and  red  and 
all  the  high  color  combinations  are  used 
in  embroidery.  Russian  effects  are  par- 
ticularly fancied  in  it. 

Hand  in  hand  with  the  vogue  for  tin- 
sel in  fabrics,  go  all  the  metal  and  tin- 
sel accessories  which  European  manu- 
facturers are  turning  out  in  enormous 
quantities.  In  ribbons,  especially  for 
millinery,  there  are  some  lovely  tinsel 
novelties.  Tunics  of  metal,  particularly 
gold,  have  already  found  their  way  to 
Tororto.  Embroidered  on  strong  net 
grounds,  the  pattern  is  much  closer  than 
it  was  last  year. 

Tassels  On  Everything 

The  retailer  can  make  no  mistake  in 
getting  in  a  supply  of  tassels  this  sea- 
son. They  will  appear  on  almost  every 
article  of  apparel.  Gowns,  heavy  coats, 
hats,  handbags  and  lingerie  lines  will 
have  these  charming  lit'.le  ornaments. 
They  will  be  good  in  silk  and  in  metal 
and  in  combinations  of  the  two-  Very 
often  the  inner  part  is  of  silk  and  the 
outer  tinsel;  sometimes  the  strands  are 
just  tipped  with  metal.  Silver,  gold, 
coral,  henna  and  jade  are  some  of  the 
best  tinsel  colors.  Occasionally  one 
sees  the  strands  of  silk  bound  in  the 
metal. 

Metal    In    Laces    Too 

Spanish  allover  in  metallic  effects  is 
one  of  the  strongest  laces  this  Fall. 
Spanish  laces  will,  on  the  whole,  retain 
their  early  Spring  popularity.  They  will 
be  good  also  on  net  grounds  in  flounc- 
ings  and  in  bandings.  White  and  black 
are  prophesied  as  the  best  colors  but 
this  is  by  no  means  authentic. 

Business  in  wool  lace  is  fair  at  the 
moment  and  radiums  are  st:U  selling 
though  Toronto  stores  are  allowmg 
them  to  go  much  cheaper  than  they  did 
a  month  ago.  Ocean  and  light  yellow 
are  very  much  fancied  as  also  are  silver 
and  gold,  thes?  colors  getting  their  pop- 
ularity no  doubt  because  of  Summer 
weddings. 

In  commenting   on   the  trend  of  Paris 


styles  and  prevalence  of  crepe  chiffons 
and  other  gauzy  materials  for  Fall,  de- 
signers say  that  lightweight  laces  are 
bound  to  have  a  certain  prominence. 
They  will  be  good  in  bandings  from  9  to 
18  inches  in  width  and  in  flouncings 
from  18  to  36  inches.  This  lace  will  be 
on  the  Chantilly  order  for  the  most  part 
but  there  will  be  a  revival  of  shadow 
laces  and  Carr.'ck-ma-cross  is  promised- 
Metallic  laces  generally,  in  both  fine 
and  coarse  designs  will  vie  with  both 
th2  plain  Spanish  and  Chantilly  for  first 
place. 

The  Trend   In  Neckwear 

General  business  in  neckwear  is  get- 
ting better  every  day.  Guimpes  are 
particularly  good  since  the  coming  of 
warm  weather.  These  favor  V-necks 
al  chough  round  and  square  ones  are  by 
no  means  lacking  in  favor,  stores  in  To- 
ronto declare.  In  cream  colored  net, 
some  attractive  guimpes  have  been 
shown,  enriched  by  real  lace.  Often  two 
or  more  laces  are  used,  these  being  as  a 
rule,  Irish  and  filet.  Heavy  embroidery 
is  occasionally  combined  with  filet  and 
Venise  in  alternating  rows. 

In  separate  collar  and  cuff  sets,  white 
organdie  is  selling  well  and  linen  and 
crash  are  still  in  demand  particularly 
for  sports'  costumes. 


Accessory  Lines 

Seen  In  Paris 

Buyer     Urges     That     Canadians    Follow 
New  York  and  Paris  Carefully 

"Canadians  should  be  interested  in 
what  Paris  and  New  York  are  wearing 
rather  chan  what  they  are  showing," 
says  a  buyer  of  many  years'  experience. 
This  seems  very  good  advice,  for  wo- 
men's tastes  are  much  the  same  the 
world  over  and  no  matter  how  much 
the  manufacturer,  the  designer  or  the 
importer  talks,  they  will  not  wear  what 
they  do  not  like.  When  gowns  and  hats 
are  seen  along  the  Riviera  and  in  the 
fashionable  Parisian  restaurants,  and 
when  they  appear  a  little  later  at 
American  country  clubs,  rest  assured, 
ho  advises,  that  the  echo  will  be  very 
strong  here.  It  is  equally  true,  he  says, 
that  all  the  publicity  given  by  a  novelty 
in  shops  or  in  wholesale  houses  either 
in  France  or  the  United  Scates  will  not 
do  as  much  for  it  as  the  silent  wearer 
on  the  street. 

Here    are    some    of   the   things    which 


Pans  women  are  sponsoring  a:  the 
moment  and  which  are  due  here  either 
in  the  Fall   or  early  Summer. 

Lace  scarves  are  very  much  fancied 
for  evening  wear  and  fur  ones  are  lik- 
ed as  well.  Jenny  has  created  one  in 
fur  which  hangs  down  the  back  like  a 
square  collar  and  winds  around  the  arm 
to  simulate  a  sleeve.  Quite  a  sensa- 
tion has  been  caused  by  it  because  it 
dispenses  with  another  piece  of  femin- 
ine attire — the  number  of  which  seems 
now  indescribably  small. 

Prominent  dressmakers  in  Paris  are 
obtaining  splendid  results  with  raffia 
s:raw  in  braids  and  strips.  They  make 
with  it,  waistbands,  jacket-edgings,  and 
millinery  ornaments.  Pearls  and  coral 
beads  are  used  as  trimmings  for  even- 
ing gowns  just  now. 

Crepes  are  b,y  far  the  best  materials 
in  Paris  gowns.  Denise;te  is  the  name 
of  the  newest  one.  Of  course  satins 
are  seen  but  usually  with  a  crepe  back. 
Lacquered  satin  is  very  good  in  black, 
mauve,  red  and  in  oriental  designs. 

In  spite  of  the  fact  ^hat  a  month  ago, 
Paris  spoke  with  disdain  of  the  girdle, 
there  now  seems  a  chance  of  its  return- 
ing. There  is  no  questioning  why  that 
fickle  centre  of  feminine  creations 
should  vacillate  so.  It  is  just  Paris. 
Waistbands  already  appearing  on  the 
boulevards  in  paten;  leather,  suede  and 
jet,  gold,  silver,  and  steel. 

More  About   Scarves 

The  smart  thing  in  Paris  is  to  appear 
protected  from  the  cold  only  by  a 
scarf.  Even  on  cool  days  these  scarves 
are  of  crepe  de  chine  or  voile  de  soie. 
They  are  fringed  or  embroidered  with 
silk,  gold,  silver  or  steel.  When  one 
considers  that  the  Parisienne's  afternoon 
dress  is  more  like  the  evening  dresses 
worn  here,  this  scarf  seems  light  indeed 
when  worn  over  a  bare  throat  and 
shoulders  as   a  substitute  for  a  coat. 

Some  of  the  lace  scarves  are  used  as 
dress  accessories  as  well.  They  come 
from  the  shou'ders  down  over  the  dress 
ending  in  a  lovely  flounce  below  the 
hips. 

The  use  of  flowers  is  very  general 
this  year  in  Paris.  They  are  even  ap- 
pearing on  Spanish  combs.  A  few  coats 
have  appeared  with  rosebuds  and  leaves 
in  place  of  a  button  and  button  hole. 

There  are  two  other  little  fancies 
which  may  some  day  find  their  way  in- 
to our  country.  These  are  a  suede  van- 
ity bag  with  a  watch  set  in  the  centre 
and  a  pair  of  soft  kid  gloves  with 
gauntlet  top  of  lace. 
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Laces,  Handkerchiefs,  Embroideries 

Spotted  Swiss  Muslins 


77/£  S£viZ.  OF 

SUPERIOR 

SERVICE 


MAIL   ORDERS 

GIVEN    SPECIAL 

ATTENTION 


Organdies 


These  are  lines  that  are  needed  now. 
Are  you  prepared  for  the  rush  selling 
that  the  warm  weather  will  bring  ? 

If  not  write  or  call  to  see  us 

We  have  a  range  of  colors  and  spots 
at  varying  prices  from  which  to  make 
your  selection. 


WESTLAKE  BROTHERS  LIMITED 


24  Wellington  St.  W., 


TORONTO 


LOOK  FOR  THIS 

TRADE 
MARK 


The  Moulton  Line 

of 
TRIMMING 

can  always  be  relied  upon  to  fill  all 
requirements  in  all  seasons. 

We  would  like  our  customers  to  know 
-that  there  has  been  no  change  in 
management  or  otherwise,  that  we 
have  increased  our  plant  and  we  are 
in  a  position  to  give  better  service 
than  ever  before. 

THE  MOULTON 
MFG.  CO.,  LIMITED 

4  Inspector  St.,  Montreal 


Japanese 
Kimonos 


in  the  prevailing  colors,  to  meet  the 
popular  demand  for  lower  cost. 

Vacation  time  is 
Kimono  time.  Pre- 
pare now.  Imme- 
diate delivery. 

Blue  Prints  for  Summer  Homes. 


Serviettes — 12". 
Table  cloths— 30"-54"-60". 
Bedspreads — 72"x90". 
Runners — 17"x51". 


If  It's  Japanese  We  Have  It 


rt 


The  Mikado  Company 

Japanese  Goods 

TORONTO  MONTREAL 

33  Melinda  St.  248  St.  James  St. 
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iSecfetoear 


and 


JUoutfe* 


Summer  Specials: 


Organdy  Vestees 
Sets 

Pleatings 
Sashes 
Net  Guimpes 
Vestings 
Bandings 
Patent  Leather  Belts 
White  Kid  Belts 


Big  Demand        Be  Prepared 


Originators  and  Manufacturers 

Ladies'  Waists       Ladies'  Neckwear 
Pleatings 

14  Breadalbane  St.    Toronto 


ffirifififfifftiif^firfiliri^^ 


A  New  Creation 


Introducing 

jQl  jDJQtAAA*  No.    1030,   a   beautifully 
tailored    corset,    in     imported    French    Silk 

Brocade. 

Novelty  features  of  left  side  fastening, 
full  front  elastic  inset  at  top  and  silk 
torchon  trimming  add  to  its  beauty  and 
comfort. 

Boned  with  "MARVELBONE"  of  course 
(Write     for    the     E.     T.     1922     Spring     Prices) 

gS^  CORSET  CO. 

1|4     I  LIMITED 

^Jjj^Z       St.    Hyacinthe,   Que. 

General  Sales  Office 
Coronation   Bldg.,  Montreal 

TORONTO  WINNIPEG 

66    Wellington    Street    W.  403    Canada    Bldg. 


'^^SM^^MM^MMMMMM^^^^^^^^^m 
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Not  Enough  Corset  Advertising 

Persistent  Advertising  at  Regular  Intervals  Brings  Results— Ex- 
perts Say  That  Newspaper  Advertising  Brings  Best  Results En- 
courage Personal  Fittings— Hot  Weather  Corsetry  Can  Be  Suc- 
cessfully Introduced  by  Expert  Service 


MIDSUMMER  months  need  not 
mean  cessation  of  business  in 
the  corset  department  of  the 
average  store,  yet  in  a  survey  of  news- 
paper advertisements  run  in  several 
Canadian  papers  last  summer,  it  would 
appear  as  though  corsets  received  less 
advertising  space  than  any  other  line 
of  merchandise.  Discussing  this  fact 
with  a  corset  manufacturer,  Dry  Goods 
Review  was  informed  that  this  opinion 
is  correct,  not  only  as  regards  summer 
business  but  also  all  the  year  round. 
According  to  this  man's  statistics  glean- 
ed from  newspapers  all  over  the  country 
show  that  corset  departments  are  under- 
advertised.  The  occasional  department 
which  does  advertise  persistently,  con- 
sistently and  artistically,  invariably  gets 
more  than  its  share  of  the  corset,  bras- 
siere and  bandeau  business  in  its  par- 
ticular locality.  Each  season  lias  a 
peculiar  appeal  to  every  woman  if  pains 
are  taken  to  play  up  different  phases  of 
interest,  he  said. 

Newspaper  Copy  Brings   Best  Results 

Insofar  as  the  summer  business  in 
these  lines  is  concerned,  buyers  inter- 
viewed by  Dry  Goods  Review  differed  in 
opinion  as  to  which  means  of  publicity 
bring  most  satisfactory  results.  Ac- 
cording to  one  woman  there  is  nothing 
better  than  a  live  newspaper  with  a 
bona  fide  circulation  which  goes  to  all 
city  homes  as  well  as  summer  resorts. 
In  summer  with  so  many  people  away, 
newspapers  are  often  more  thoroughly 
read  than  is  the  case  in  winter  when 
various  activities  occupy  a  woman's 
time  during  every  second.  A  cleverly 
worded  announcement  regarding  a 
special  sale,  a  special  line  just  intro- 
duced, something  new  in  the  way  of  fit- 
ting service,  etc.,  will  do  much  to  at- 
tract women  buyers  when  they  come  to 
town  to  do  their  shopping.  Visitors  to 
town  also  are  often  attracted  by  good 
advertising  on  corsetry,  s;nce  many 
women  from  small  towns  are  apt  to 
seize  the  chance  of  getting  a  good  pair 
of  corsets  or  a  new  style  of  brasserie 
while  they  are  visiting  a  city  of  larger 
size. 

Judging  by  the  amount  of  space  thus 
used  in  the  past  year  or  so  by  Canadian 
stores,  t  would  seem  as  though  buyers 
upheld  this  idea  in  theory  only  and 
when  it  came  to  practice,  they  excuse 
themselves  on  the  grounds  of  economy. 

Here  are  some  helpful  hints  given  by 
a  buyer  who  has  successfully  promoted 
the  sale  of  corsets  all  through  the  sum- 
mer months  by  dint  of  consistent  pub- 
licity. 

Fe?|jure  Corsets    Once   a   Week 

"There   is    only    one   way    to    avoid    a 


summer  slump  year  after  year  and  that 
is  to  plan  a  schedu  e  in  advance  and 
then  stick  to  it.  If  the  corset  adver- 
tising is  to  be  department  advertising, 
that  is,  part  of  a  large  general  ad — 
then  decide  in  advance  how  much  space 
shall  be  given  to  corsets  and  abide  by 
the  decision.  I  recommend  that  the 
corset  department  should  receive  some 
space  at  least  once  a  week,  and  though 
this  space  must  necessarily  vary  accord- 
ing to  the  total  amount  of  space  allot- 
ted, yet  in  no  case  should  it  be  less  than 
six  column  inches;  that  is,  either  a  six- 
inch  single-column  space  or  a  three- 
inch  double-column  space.  That  would 
give  a  total  of  302  inches  of  space  in  a 
year  and  this  should  be,  in  my  opinion, 
the  absolute  minimum  for  any  corset 
department. 

"I  advise  all  buyers  also  to  get  away 
from  the  bargain  idea  in  their  copy. 
With  the  clearance  sales  coming  on 
soon,  of  course  the  cut  price  appeal  is 
well  enough  and  can  be  presented  in 
good  s'zed  space,  but  for  regular  week 
to  week  ads,  cater  to  quality  trade  and 
present  the  kind  of  merchandise  wh'ch 
will  bring  you  both  immediate  profit 
and  good  will  for  the  future  Make  each 
advertisement  as  specific  as  possible 
and  forget  the  general  statements.  Per- 
sonally, I  always  aim  each  ad.  at  a 
particular  type  of  woman  who  will  be 
interested  in  the  particular  corset  I  am 
advertis'ng.  I  keep  in  mind  the  various 


H.  C.  Saidt  of  Montreal  who. 
for  many  years,  represented 
Hugh  C.  MacLean,  Western, 
Limited,  was  recently  appointed 
General  Sales  Manager  of  the 
E.  T.  Corset  Company,  St.  Hy- 
acinthe.  Mr.  Sault  has  opened 
an  office  in  the  Coronation 
BmLding*  Montreal,  from  which 
he\will  control  the  firm's  sales 
and  advertising  policy. 


fields  to  be  covered  such  as  athletic 
corsets,  dancing  corsets,  corsets  for 
stouts,  bathing  girdles,  corsets  for  grow- 
ing girls,  brassieres,  bandeaux  and 
brassiere   corsets   and   so  on. 

Encourage    Personal    Fittings 

"In  each  ad.  mention  definite  models 
which  actually  represent  a  new  design, 
not  a  stock  illustration,  if  possible  to 
avoid  the  latter.  In  addition  to  the  de- 
tailed ads  there  should  be  perhaps  one 
general  ad.  each  month,  touching  on  the 
personal  fitting  service.  The  first  prin- 
siple  of  any  corset  department  should 
be  to  stop  women  from  buying  corsets 
across  the  counter  and  to  try  the  bene- 
ficial effects  of  a  personal  fitting  ser- 
vice. The  outlet  for  better  merchan- 
d  se  will  be  immediately  increased  by 
this  action. 

Next  to  the  newspaper,  the  best  me- 
dium of  publicity  is  direct  mail  adver- 
tising in  order  to  make  new  corset  cus- 
tomers. But  much  money  can  be 
wasted  in  this  form  of  advertising  un- 
less carefully  selected  lists  are  used. 
Such  l'sts  should  be  built  up  with  dis- 
crimination and  should  contain  the 
names  of  only  logical  prospects  for  high 
grade  corsets.  In  the  average  store 
probably  not  more  than  two  or  three 
mailings  a  year  should  be  used  and  the 
best  ammunition  for  such  sales  letters 
is  personal  fitting  service.  It  is  a 
good  idea  to  play  up  the  personality  of 
the  store's  corsetiere  and  it  is  best  that 
she  should  sign  each  letter  personally. 
Some  stores  which  go  after  high  class 
business  use  note  paper  instead  of  the 
regular  store  letter  head  in  order  to 
achieve  the  truly  dainty  feminine  touch. 

Expert    Demonstration    Helpful 

The  demonstration  by  a  visiting  ex- 
pert is  an  excellent  way  to  introduce 
hot  weather  corsetry.  Even  in  these 
days  of  unrestricted  movement,  there 
are  still  women  who  are  obliged  to  wear 
boned  corsets  rather  than  the  brassiere- 
corsets  so  popular  at  present  with  young 
girls.  An  announcement  of  such  ser- 
vice in  connection  with  the  saies  of  cool 
and  comfortable  girdles,  etc.,  would 
probably  arouse  interett  eveen  though 
spring  corsets  had  only  just  been 
bought.  The  dominant  note  of  such  ad- 
vertising should  be  that  of  inexpensive- 
ness,  coolness  and  comfort.  Now  that 
there  are  so  many  unusual  corset  novel- 
ties introduced,  it  is  a  good  plan  to  fea- 
ture some  of  these  as  well,  including  a 
range  of  gingham  corsets  and  brassier- 
es, mesh  corsets  with  elastic  tops,  and 
a  few  new  models  in  the  corset  and 
brassiere    combination. 
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Vogue  tor  Three-Piece  Undergarments 

Brassiere-Top  Combination  Added  to  Warm-Weather  Apparel — 
Negligees  and  Pyjamas  Shown  in  Flame  Colors — Toronto  Houses 
Stress  Hand  Embroidery — Retailers  Demanding  Petticoats — The 

Corset  Problem. 


NEW  YORK  women  are  now  limit- 
ing their  undergarments  to  three 
pieces,  says  a  woman  designer  for 
a  lingerie  manufacturer  in  Toronto.  On 
a  recent  trip  to  that  city  she  made  it  a 
point  to  enquire  from  the  salespeople  of 
leading  stores,  as  to  the  exact  garments 
worn.  Instead  of  the  vest,  corsets,  bras- 
siere, camisole,  and  bloomers  of  last 
year,  they  choose  merely  an  elastic  girdle 
with  suspenders  attached  (this  being 
worn  next  the  figure),  brassiere,  and 
step-ins.  Sometimes  they  add  a  Prin- 
cess slip  and  those  women  who  prefer 
corsets  to  girdles  use  the  vests  as  well. 
Still  another  combination  garment  has 
been  added  to  the  list  of  warm-weather 
apparel,  the  idea  being  that  the  more 
pieces  which  can  be  made  into  one,  the 
cooler  is  the  wearer.  This  creation  is  a 
brassiere-top  combination.  It  was  in- 
troduced about  a  year  ago  but  the  fad 
for  a  few  pieces  had  not  advanced  suf- 
ficiently at  that  time  to  give  the  neces- 
sary approval.  The  top  of  this  garment 
fits  just  as  a  brassiere  does  and  the  low- 
er is  a  step-in.  There  are  hooks  down 
the  back  and  sometimes  elastic  at  the 
waist.  Pessimists  declare  this  garment 
requires  such  exact  sizing  that  most 
manufacturers  will  find  difficulty  in  pro- 
ducing it.  In  the  meantime  the  models 
so  far  offered  are  selling  remarkably 
well. 

Bright  Shades  in  Negligees 

The  retailer  who  has  a  weakness  for 
the  bright  colors  in  nightgowns  and 
allied  lines  makes  no  mistake  in  display- 
ing them  on  all  occasions.  The  smartest 
shops  in  Toronto  are  showing  negligees 
and  pajamas  in  flame,  orchid  bright 
blues.  The  correct  thing  is  to  show  a 
negligee  of  one  shade  over  pajamas  or 
nightdress  of  another. 

One  hears  so  little  of  boudoir  caps 
these  days  that  one  is  inclined  to  think 
they  are  no  longer  being  worn.  It  was 
rather  a  surprise  to  hear  the  other  day 
that  one  Toronto  house  had  orders 
amounting  to  500  dozen.  These  are 
from  all  over  Canada  including  both  the 
very  small  and  the  very  large  centres. 

New   Features  on  Old   Garments 

The  step-ins  are  being  made  very 
much  wider  than  last  year.  This  is  for 
both  wear  and  assistance  in  dispensing 
with  the  petticoat — again  the  idea  of 
coolness. 

Pongee  is  the  material  of  the  hour  in 
nighties.  New  York  is  featuring  them 
very  strongly  in  medium-priced  goods. 
All  of  the  Canadian  manufacturers  are 
counting  a  great  deal  on  them  for  Sum- 
mer and  early  Fall  business.  They  re- 
quire little  trimming  and  are  very  effec- 


"It  seems  to  the  writer  that  the  revision  downward  is  not  justified, 
for  the  'Made  in  Canada'  article  requires  a  tariff  commensurate  with  a 
rating  that  safeguards  and  affords  ample  protection.  Other  progressive 
countries  at  this  time  deem  it  advisable  to  build  a  high  tariff  wall,  why 
then  do  we  Canadians  not  do  likewise,  offering  encouragement  and  protec- 
tion to  Canadian  manufacturers,  thus  urging  the  manufacture  of  other 
commodities  in  this  country  not  yet  produced  here?  I  question  very  much 
whether  the  loss  that  is  bound  to  ensue  from  the  reduced  Customs  duties 
will  be  sustained  by  the  augmented  taxation.  Just  at  a  time  such  as  this 
the  various  industries  require  relief  and  not  burdensome  taxation.  The 
2'/2%  reduction  in  the  preferential  tariff  will  not  affect  Canadian  corset 
manufacturers  to  a  great  extent.  The  50'/c  increase  in  the  Sales  Tax, 
however,  is  an  item  that  requires  serious  reflection,  simply  indicating  an 
advance  in  the  cost  of  merchandise  to  the  average  consumer,  who  cannot 
and  will  not  forbear  any  upward  trend  in  the  price  of  any  commodity." 
— Gordon  A.  Ross,  Secretary-Treasurer  of  Parisian  Corset  Manufacturing 
Company,  Limited,  Quebec. 


tive.     Blue,  pink  or  rose  in  bands  is  the 
usual  contrasting  color  on  them. 

The  one  thing  all  manufacturers  are 
endeavoring  to  do  with  the  bloomer  is 
reinforce  it.  They  are  taking  advant- 
age of  the  present  lull  to  get  their  Fall 
lines  ready.  One  firm  has  a  bloomer 
now  which  is  reinforced  all  the  way  to 
the  bottom  of  the  hem,  instead  of  to  the 
top  row  of  stitching  on  it.  This  bloomer 
has  the  added  feature  of  a  full  back  and 
a  plain  front,  to  answer  the  demand  for 
something  less  bulky  than  formerly. 
Much  Hand-Embroidery 

Following  the  lead  of  New  York,  near- 
ly all  the  lingerie  houses  in  Toronto  are 
stressing  hand  embroidery  these  days. 
Many  of  them  have,  as  well,  machines 
for  monogramming,  drawn-work  and 
hemstitching  which  can  hardly  be  de- 
tected from  handwork. 

Inserts  of  lace  are  still  being  used,  the 
inserts  themselves  being  very  often  of 
handmade  lace,  imported  from  Mexico  or 
Italy. 

Spotted  Swiss  muslin  is  in  demand  for 
both  combination  and  separate  garments 
and  other  Summer  materials  such  as 
cotton  crepe  and  raw  silk  are  being 
turned  out  in  great  numbers  in  two-piece 
sets  of  vest  and  step-in. 

Revival  of  the  Fittest 

When  a  famous  Parisian  style  journal 
says  the  following  about  the  poor  dis- 
carded petticoat  it  is  high  time  that 
•something  should  be  done:  Weird  re- 
sults come  from  doing  away  with  skirt 
linings  and  combinations  There  are 
many  women  who  take  all  the  edicts  of 
fashion  literally  and  refuse  to  wear  any- 
thing under  their  dresses  no  matter  o: 
what  kind.  The  result,  with  some  skirts, 
is  that  the  legs  are  seen  through.  The 
skirt  is  also  liable  to  cling  closely  to  the 
legs  and  the  effect  is  dreadful.  It  is  all 
very  well  to  be  in  fashion  but  there  is 
such  a  thing  as  exaggeration  and  it 
should  be  avoided. 


Though  the  Princess  slip  is  selling  be- 
yond all  expectations  and  manufacturers 
are  counting  on  it  again  for  Fall,  they 
say  that  pressure  is  being  brought  by 
leading  retailers  for  the  good  old  petti- 
coat. The  soft  materials  for  this  Sum- 
mer really  require  a  slip  or  a  petticoat 
although  many  flappers  will  not  yet  ad- 
mit it. 

White  and  flesh,  Toronto  retail  stores 
report,  are  best  in  underskirts.  They 
are  in  soft  fabrics  for  the  most  part,  no 
doubt  a  direct  result  of  the  liking  for 
the  soft  materials  in  bloomers  which  was 
so  strong  last  year.  There  is  little  call 
for  taffeta  skirts  in  any  color.  Satine 
is  in  demand  and  the  panel  front  or 
shadowproof  underskirt  is  wanted  in  al- 
most every  material  shown.  Reports 
come  from  Buffalo  and  Detroit  that  the 
demand  for  petticoats  is  very  much 
ahead  of  last  year.  In  Toronto,  buyers 
and  managers  for  lingerie  departments 
make  the  same  statement. 

The  Corset  Problem 

It  is  very  encouraging  to  stores  in  this 
country  as  well  as  to  manufacturers  to 
know  that  the  corset  is  still  a  staple 
among  Canadian  women.  There  is  no 
doubt  that  many  will  choose  the  girdle 
or  girdle  brassiere  combination  during 
the  very  warm  weather  but  there  is  little 
danger  of  this  craze  reaching  the  pro- 
portions it  has  in  the  United  States. 

Corset  firms  on  the  other  side  continue 
to  protest  against  the  corset,"  which  is  a 
corset  in  name  only."  They  say  the  cor- 
set replacer  is  selling  at  the  expense  of 
corset  sales  and  the  average  selling 
price  of  such  garments  is  less  than  the 
average  sale  price  of  a  corset.  One  re- 
tailer in  New  York  says  that  "while  we 
are  maintaining  our  volume  in  the  num- 
ber of  pieces  sold,  we  find  it  a  difficult 
problem  to  maintain  our  dollars  and 
cents  quota." 
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On  June   1st  our  salesmen  in  Canada  and  the  United 
States  will  be  showing  their  new  Fall  samples. 

Several  of  our  customers,  from  coast  to  coast,  have  requested  us  to 
broaden  out  our  range  so  that  we  w,3uld  have  models  for  every  type 
of  figure.  We  have  done  so  and  also  you  will  find  many  new  features 
which  our  designers  have  worked  out  and  which  will  only  be  shown 
in  the  Warner  Line. 


JfjSrher's 
Corsets— 

{MADE  IN  CANADA) 
(The  Corset  which  Assures  Complete  Satisfaction) 


It  is  interesting  to  know  that  many  styles  in  the  Canadian  line  correspond  exactly 
in  price  with  our  United  States  numbers.  This  means  your  customers  obtain  the 
same  good  fitting  numbers  with  our  unqualified  guarantee  and  at  the  same  cost  as 
though  they  lived  across  the  border. 

Do  not  fail  to  see  the  new  type  of  corsets  for  figures  desirous  of  perfect  freedom  and 
yet  designed  to  give  sufficient  control  to  keep  the  figure  trim  and  neat. 

Send  us  a  post  card  requesting  a  salesman  to  call.     You  will  be  under  no  obligation  but 
von  will  be  interested  to  know  what  your  trade  will  be  calling  for  this  Fall. 


THE  WARNER  BROTHERS  COMPANY 


Canadian  Factory  and  Sales  Office 


356  St.  Antoine  St.,  Montreal,  P.Q. 
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Selling  Ideas  for  Art  Needlework 

How  the  Economy  Idea  Might  Be  Made  the  Best  Use  of — Getting 
Vacationists  Interested  in  Christmas  Presents — Featuring  Holi- 
day Requirements — Having  an  Odd-Price  Sale  From  Year  to 
Year — Popular  or  Low  Prices  Carry  Appeal. 


IF  YOUR  art  needlework  department 
is  not  registering  its  usual  success 
th's  Spring  and  is  in  need  of  n:-w 
ideas  to  give  business  a  much  needed 
fillip  before  vacation  time  sends  cus- 
tomers to  mountains  and  seashore,  per- 
haps some  of  these  ideas  glean?d  from 
buyers  in  various  Canadian  stores  will 
supply   the   wanted   stimulus. 

The  John  Murphy  store  of  Montreal, 
has  an  L-shaped  balcony  which  bristles 
with  ideas,  both  in  the  way  of  display 
methods      and      merchandising.  Miss 

Scott,  who  heads  this  department,  points 
out  that  the  falling  off  in  business  ex- 
perienced by  many  stores  is  only  a 
logical  effect  reflected  in  every  other 
section  of  the  average  store.  When 
economy  becomes  necessary  in  house- 
hold expenditure,  fancy  work  is  almost 
sure  to  feel  the  pinch  first,  for  the  rea- 
son that  many  women  who  formerly  em- 
ployed their  idle  moments  in  embroider- 
ing or  knitting,  now  are  obliged  to  do 
their  own  housework,  and  furthermore, 
owing  to  the  high  level  of  rents,  many 
people  are  moving  to  smaller  houses  or 
to  the  country  and  no  longer  have  the 
room  or  opportunity  to  display  and  use 
pieces  of  handwork  as  in  the  past. 

Emphasize    Inexpensive    Goods 

The  thing  to  do  is  to  play  up  the 
idea  of  economy  which  is  uppermost  in 
people's  minds,  but  to  do  it  in  such  a 
way  as  to  turn  loss  into  gain.  This  is 
how  Miss  Scott  is  building  up  her  sec- 
tion despite  the  reluctance  of  women 
to  buy  anything  but  the  most  inexpen- 
sive goods,  and  their  determination  to 
buy  nothing  that  is  not  absolutely  need- 
ed. 

"My  best  sellers  at  present  are  all 
flat  white  goods,"  she  said,  "stamped  in 
quickly  worked  designs,  the  best  of 
which  aie  probably  pillow  eases,  day 
slips,  gowns  and  towels.  I  emphasize 
the  fact  that  the  designs  are  not  elabor- 
ate but  can  be  done  during  a  fortnight's 
vacation,  if  necessary,  and  so  provide 
the  average  girl  with  a  pleasant  pas- 
time. I  do  not  think  it  is  too  soon  to 
start  talking  about  Christmas  presents 
and  if  the  vacation  season  is  not  taken 
advantage  of,  the  best  season  of  the 
year  is  lost  for  the  fancy  work  depart- 
ment. 

Semi-Made  Garments  Appeal 

"The  next  best  seller  which  should 
prove  equally  popular  with  women 
everywhere  are  children's  made  up 
rompers  and  dresses,  all  ready  to  be 
embroidered.  I  have  pushed  these  of 
late  and  have  had  a  number  of  repeat 
orders  for  models  with  appliqued  animal 
■motifs  as  trimmings.  Mothers  appre- 
ciate these  little  garments  which  require 


only  a  couple  of  evenings'  work,  and  I 
price  them  below  $3  a  piece  to  meet  the 
demand  for   something   inexpensive." 

Miss  Scott  emphasizes  the  desirability 
of  suggesting  initials  with  the  sale  of 
every  piece  of  stamped  work  and  does 
an  exceptionally  large  business  in  all 
sizes  as  well  as  in  orders  for  stamping 
monograms.  The  new  three-piece  sets 
for  vanity  tables  are  filling  a  long  felt 
need  and  a  few  finished  models  on  dis- 
play are  irresistibly  attractive  to  every 
woman  who  sees  them.  The  new  wool 
embroidery  work,  by  which  flowers  are 
made  out  of  wool  braid,  have  stimulated 
the  sale  of  crash  and  linen  runners,  cen- 
tres,   bags  and  cushions. 

Finding  that  aprons  are  a  source  of 
interest  to  nearly  every  woman,  Miss 
Scott  has  featured  a  large  showing  of 
made  up  Bungalow  and  Fudge  aprons  of 
linen  or  unbleached  cotton,  neatly  bound 
with  pretty  gingham  or  colored  edges 
and  ready  for  touches  of  applique  or 
handwork. 

"Bead  work  is  by  no  means  quiet  as 
yet,"  added  Miss  Scott,  "for  many 
women  are  working  girdles  and  motifs 
to  trim  summer  frocks,  and  we  are 
showing  a  new  kind  of  handbag  to 
match,  which  is  selling  like  hot  cakes 
already.  This  is  a  plain  envelope-shape 
of  moire  silk  which  is  stamped  for 
working  with  irridescent  bugles.  A 
good  stock  of  nailheads,  bugles  and 
macca  beads   is  essential  this  Summer." 

49-Cent  Sales  Attract  Buyers 

Special  sales  of  stamped  work  are 
featured  from  time  to  time  in  th:s  de- 
partment at  a  straight  price  of  49 
cents.  Women  gravitate  to  the  balcony 
on  the  occasion  of  these  sales  and  the 
rest  of  the  store  benefits.  As  much 
merchandise  as  possible  is  shown  out  on 
tables  with  the  finished  models  display- 
el  along  the  tops  of  the  wall  cases  which 
line  the  back  of  the  balcony.  Threads 
are  kept  in  plain  s!ght  in  their  respect- 
ive sections,  as  Miss  Scott  finds  that 
women  prefer  to  see  a  full  range  rather 
than  a  few  odd  samples. 

The  free  instruction  classes  which  are 
featui-ed  by  most  up-to-date  stores  were 
inaugurated  by  the  Murphy  store  some 
years  ago  and  which  have  met  with  ever 
increasing  success.  The  average  av- 
tendance  at  these  classes  which  meet 
from  2.30  to  4.30  during  the  Fall  and 
Winter  months,  is  never  fewer  than  20 
and  no  restriction  is  made  to  the  effect 
that  goods  must  be  bought  at  the  de- 
partment. Many  customers  who  have 
bought  work  elsewhere  and  are  in  dif- 
ficulties with  it,  respond  gratefully  to 
any  help  given  them  by  Miss  Scott  and 
her  assistants  and  are  more  than  likely 


to  buy  additional  supplies  or  other  goods 
while  in  the  store. 

Now  Other  Stores  Feature  Art  Work 
Striking  a  new  note  with  which  to  at- 
tract attention  to  their  art  goods  der 
partment,  the  Poulin  store  of  Ottawa, 
recently  provided  a  large  window  display 
of  unbleached  cotton  together  with 
transfer  patterns  for  applying  colored 
cotton  designs  and  making  bedspreads, 
cushion  covers,  runners,  curtains,  etc. 
The  fad  for  this  aplique  work  is  one  of 
the  features  of  American  stores  and  is 
both  inexpensive  and  artistic. 

A  Baby  Week  is  another  idea  result- 
ing in  marked  stimulation  of  infants' 
accessories  in  the  fancy  work  sections. 
Summer  bonnets  of  pique  or  linen, 
dresses,  bibs,  covers  for  the  carriage, 
siacques  and  pillow  cases  are  all  popular 
when  given  extra  publicity  during  a 
week  such  as  this. 

In  the  Ogilvy  store  of  Montreal,  the 
customers  can  visualize  for  themselves 
exactly  how  their  purchases  of  stamped 
spreads  or  pillow  cases,  are  going  to 
look,  because  a  mahogany  bedstead  is 
placed  right  on  the  main  floor  of  the 
section,  beautifully  made  up  with 
stamped  linens.  A  bureau  also  dis- 
plays the  newest  things  in  mats  or  cov- 
ers as  well.  Lamp  shades  are  extreme- 
ly popular  with  the  customers  of  this 
store,  particularly  in  those  French  rep- 
licas of  the  Louis  periods,  made  up  witli 
doll's  heads  and  wire  hoop  skirts. 
A  Demonstration  That  Never  Fails 
In  every  well  appointed  art  goods  de- 
partment, forms  for  cushions,  pillows, 
tea  cosies,  etc.,  should  be  kept  on  hand 
and  sold  if  possible  with  every  purchase 
of  stamped  work.  A  well-appointed 
tea  table,  equipped  with  cloth,  napkins, 
centrepiece,  tea  cosy,  and  plate  doylies 
will  provide  every  hostess  with  food  for 
thought,  particularly  if  the  usual  china 
and  silver  are  used  to  make  the  display 
move  realistic.  A  new  touch  noticed  in 
some  departments  is  the  tempting  but 
artificial  fruit  displayed  in  pottery 
bowls.  Such  fruits  are  replac'ng  arti- 
ficial flowers  to  a  great  extent  as  table 
centres  and  are  really  difficult  to  de- 
tect from  the  real. 

Every  art  goods  department  should  see 
to  it  this  Summer  that  designs  are  not 
too  elaborate  or  costly,  that  displays 
are  varied  at  least  weekly,  and  that 
made  up  models  are  sold  before  they 
become  too  shop  worn.  Have  a  good 
supply  of  instruction  books  on  sale  at 
one  or  more  small  tables  with  conven- 
ient chairs  nearby.  It  is  safe  to  say 
that  few  customers  will  buy  unless  they 
can  sit  down  and  consider  their  needs 
without  fatigue. 
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Value  of  Triplicate  Sales  Slips 

Twenty-four  Points  in  Favor  of  the  Triplicate  Sys- 
tem— Failure  to  Properly  Check  Sales  Figures  a 
Source  of  Great  Loss  to  Retail  Merchant— A  Pro- 
tection in  Many  Respects  to  All  Engaged  in  the 
Transaction 


TRIPLICATE  SALES  slips  for 
charge  sales  in  retail  stores  give 
a  great  deal  of  information  with 
very  little  work.  Three  copies  are 
made  at  one  writing. 

The  original  serves  as  a  customers 
ledger  and  is  retained  at  the  store,  filed 
by  customer's  name.  The  duplicate  goes 
with  the  goods  and  serves  as  an  itemized 
bill  for  the  customer. 

The  triplicate  is  used  to  make  up 
daily  recapitulations  of  sales  by  clerks, 
and  classes  of  goods  sold,  and  also  fur- 
nishes a  quick  method  of  ascertaining 
the  total  charge  sales  for  the  day  and 
the  total  amount  of  outstanding  accounts 
daily. 

If  a  retail  merchant  uses  a  credit 
register  for  his  customers'  accounts,  he 
will  find  -fr"  triplicate  copy  a  decided 
advantage.  If  he  registers  all  charge 
sales  on  a  cash  register,  the  charge  slips 
should  be  footed  to  prove  with  the  total 
charge  sales  as  shown  by  the  cash  regis- 
ter, just  the  same  as  the  cash  would  be 
counted  to  prove  with  the  total  cash 
counter  on  a  register. 

There  is  also  another  reason  why  the 
charge  slips  should  be  footed  and  that  is 
to  prove  the  footings  made  by  the  clerks. 

Protection  in  Case  of  Fire 

The  triplicate  is  a  protection  in  case 
of  a  fire,  or  in  the  event  that  a  slip  is 
lost,  since  the  triplicate  can  be  placed 
in  an  auxiliary  file  and  carried  in  the 
safe  at  night. 

Triplicate  sa'es  slips  can  be  used  as 
an  itemized  weekly  or  monthly  state- 
ment. The  customer  in  many  instances 
fails  to  keep  the  slips  sent  with  the 
goods,  or  it  becomes  lost.  This  often 
compels  the  retailer  to  make  out  itemiz- 
ed statements.  At  the  end  of  the  week, 
or  month,  a  neat  and  accurate  state- 
ment is  made  out  of  each  customer's 
charges  as  shown  by  the  slips.  The 
slips  are  fastened  to  the  statement  and 
enable  the  customer  to  have  the  best 
possible  means  of  checking  his  state- 
ment. There  are  no  errors  in"  posting, 
as  this  plan  does  away  with  all  posting, 
and  the  customer  gets  the  actual  record 
made  at  the  time  of  purchase.  Any  time 
during  the  month  if  a  customer  desires 
a  statement  of  his  account,  it  is  a  simple 
matter  to  list  the  charge  slips  on  a 
statement  and  the   account  is   complete. 

Here  are  twenty-four  good  reasons 
why  sales  slips,  particularly  triplicates, 
should  be  used  by  retail  merchants  on 
all  Charge,  Cash,  and  C.  0.  D.  sales: 

1.  Every  purchaser  is  entitled  to  a 
bill  of  sale  of  goods  purchased. 

2.  Every  merchant  is  entitled  to  a 
copy  of  the  invoice  of  the  goods  sold. 

3.  Every    employee    of    the    buyer    or 


seller  is  entitled  to  a  record  of  his  own 
part  of  the  transaction. 

4.  The  giving  and  taking  of  such  rec- 
ords stops  controversy,  and  controversy 
with  customers  is  a  most  costly  loss  in 
business. 

5.  The  giving  of  such  a  record  creates 
confidence  in  the  minds  of  the  purchas- 
ers. 

6.  The  making  and  keeping  of  accur- 
ate records  makes  satisfied  customers, 
and  creates  honesty  and  loyalty  among 
the  employees. 

7.  Triplicate  records  deter  many  em- 
ployes from  destroying  and  help  pro- 
tect   those   who    do    not    destroy. 

8.  Such  records  show  a  merchant  the 
earning  power  of  each  employee. 

9.  Sales  slips  permit  those  who  re- 
ceive goods  to  check  all  items  carefully, 
and  prevent  short  weight  and  measures, 
defective   goods   or    shortage. 

10.  Using  sales  slips  prevents  loses 
which  come  through  unintentional  errors, 
oversight,  lack  of  memory,  carelessness 
and  ignorance. 

11.  Sales  slips  increase  the  efficiency 
of  employees,  making  each  feel  that  his 
true  worth  will  be  known. 

12.  They  make  it  possible  for  a  merch- 
ant to  establish  a  quota  for  his  clerks 
and  stimulate  a  friendly  rivalry  among 
them. 

13.  The  records  show  not  only  what 
has  been  done  but  what  remains  to  be 
done  to  make  the  quota  equal  previous 
records. 

14.  Keeping  of  proper  records  is  a 
protection  to  honest  employees. 

15.  Records  of  sales  by  lines  of  busi- 
ness show  what  lines  are  most  profit- 
able. 

16.  Insure  a  record  of  all  charge  sale?. 

17.  Insure  a  record  of  all  cash  sales. 

18.  Insure  a  record  of  all  C.O.D.  sales. 

19.  Help  merchants  to  secure  compara- 
tive statement  of  sales,  profits,  etc. 

20.  Promote  accuracy  among  clerks  be- 
cause all  sales  are  recorded  in  the  same 
way. 

21.  Protect  the  customer,  proprietor, 
and  clerk,  because  there  is  a  record  of 
every  sale   in   black  and  white. 

22.  A  transaction  that  is  worth  mak- 
ing  is  worth  recording. 

23.  Sales  slips  bearing  the  merchant's 
name  are  good   advertising. 

24.  Practically  all  large  retail  merch- 
ants, (department  stores)  use  sales  slips 
for  both  cash  and  charge  sales,  as  well 
as  C.O.D.  It  pays  them.  It  will  pay 
you. 

1.  To  prove  the  accuracy  of  the  sales 
slips.  Experience  has  shown  that  fail- 
ure to  properly  check  these  figures  is 
one  of  the  greatest  sources  of  loss  to 
the  retail  merchant. 


If  the  errors  are  in  favor  of  the  cus- 
tomer, many  merchants  say  you  can 
trust  most  customers  to  say  nothing 
about  it.  If  the  errors  are  in  favor  of 
the  merchant,  it  would  be  hard  to  con- 
vince the  customer  that  it  was  not  in- 
tentional. The  merchant  loses  either 
way — he  is  either  suspected  of  trying 
to  cheat  the  customer  and  perhaps  loses 
a  good  customer,  or  he  actually  cheats 
himself.  Even  though  the  merchant  (or 
his  wife  or  bookkeeper)  checks  the 
clerks'  sales  slips,  mistakes  are  frequent- 
ly undetected,  as  someone  has  said,  "No 
man  has  a  patent  on  not  making  mis- 
takes." 

2.  Saves  time  and  unnecessary  labor. 
It  enables  the  merchant  or  his  wife,  or 
bookkeeper  to  spend  their  time  more 
profitably,  waiting  on  trade,  planning 
to  increase  the  business,  and  so  forth. 
Makes  it  possible  for  a  merchant  to  go 
home  when  his  clerks  do  and  "cut  out" 
night  work. 

3.  If  the  merchant  uses  a  cash  reg- 
ister to  record  his  charge  sales,  the 
charge  sales  slips  should  be  added  to 
prove  with  the  total  charge  sales  as 
shown  by  the  register,  the  same  as  the 
cash  would  be  counted  to  prove  with  the 
total   cash   counted   on  the   register. 

4.  If  a  credit  register  is  used  for  fil- 
ing charge  slips,  a  triplicate  slip  is  an 
advantage  as  it  can  be  placed  in  an  aux- 
iliary file  and  placed  in  the  safe  at 
night.  This  is  a  protection  against  fire 
and  also  in  the  event  that  a  slip  is 
lost.  The  triplicate  can  also  be  used 
for  a  daily  recapitulation  of  charge 
sales  by  clerks  or  classes  of  goods  so'd, 
and  also  furnishes  a  quick  method  of  as- 
certaining the  total  charge  sales  of  the 
day. 


Travellers  Are   Now  Out  with 
Complete  Lines 

French    Ivcry. 

Greeting   Cards   and    Post   Cards  for   every   Season 
rna   occasion. 

Decorations   and    Novelties   for   Christmas.    Hallow- 
e'en.   St.    Valentine    and    Easter. 

Pennants.    Cushions,   etc. 

Tags.    Seals    and    Cards.    Toy    Books. 

Souvenir    Novelties    (Biggest    Range    in    Canada). 

Conservo    Lunch    ?nd    Brb    Sets. 

Christmas     Stockings. 

Celebration     Goods.       Powder    Puffs. 

THE     FRODICT     OF     FIVE     FACTORIES     WE 
OWN    OR    CONTROL 

We  are  the  Canadian  Representatives  of  S.    Langs- 

dorf   A:    Co.,    New   York    City,    makers   of   the    best 

popular  priced   line  of  French   Ivory  Toilet  Lines. 

Toilet     Sets     and     Manicure     Sets     in     the     United 

Mates 

We    have   a    catalogue    worth    having.      Your    name 

on   a   post  card   brings  it. 

PUGH  SPECIALTY  CO.,  LTD. 

38  to  42  Clifford  St..  Toronto,  Canada 


BEADS 

All  kinds  and  colors 
in  Great  Variety 

Newest  Novelties  in 

BEAD    NECKLACES 

and  GIRDLES 

•'THE  BEAD   HOUSE" 

R.  A.  PHILLIPS 


77  YORK  ST. 


TORONTO 
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Keeping  before  you 

the  latest 

and  best  in 

Bags 

Order  Samples 

and  be  the  store  ahead 

MADE  IN  CANADA 
BY 

The 

Julian  Sales  Leather 
Goods   Co.,  Limited 

600  King  Street  West 

Toronto 


Robert  Morton  &  Sons 

MUSLIN  MANUFACTURERS 

34  Albion  Street,  Glasgow 


-  SPECIALTIES  - 

Buckrams  -  Sparteries  -  Marlys 

MILLINERY  MUSLINS  IN  BLACK, 
WHITE  AND  COLORS 

Alio 

PALE     BOOKS,      NAINSOOKS 
LAWNS,      INDIAN      LINENS, 
PERSIAN      LAWNS,      CHECK 
CRINOLINES,    MADRAS  AND 
HARNESS      MUSLINS,       ETC. 


Cables:  Morton,  Glasgow 


Code:  Marconi 


What's  New  ! 


WILLOWED  OSTRICH 

In  New  Forms  Are 
Again    In   Vogue 

POM    POM    EFFECTS 

Soft  Drooping  Fancies 

In  solid  colors  and  combination  of 
colors  or  shaded,  for  Dress  Hats. 
We  would  suggest  you  see  our 
range. 

Our  men   have  them   now. 

"  The  New  Things  First  * 


Dominion  Ostrich  Feather  Co. 

LIMITED 


78  Wellington  St.  West 


Toronto 


Representative* 


H.  B.  Taylor,  Mappin  Bldg.,  Montreal. 
J.  G.  Martin,  Hammond  Bldg.,  Winnipeg. 
E.  R.  Briggs,  Western  Ontario. 
J.  A.  Ayearst,  Ottawa. 
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jWf  MTING^DAVIS 


Keep  Your  Stock  Complete 

It's  the  Variety  and  Beauty  of  the 

New  "ENVELOPE"  Styles  that  Sell  Them 

Don't  miss  a  sale  on  this  b:g  mesh  bag  "hit"  becaus2  you  are 

sold  out  on  the  most  popular  numbers. 

You   will    have   repeated    requests    for    these   new    "envelope" 

designs  because  women  see  them  and  want  them. 

Advertising  is   also  creating   a  demand  for  this  innovation   in 

mesh  bags. 

Look  over  your  assortment  and   fill  in.      Remember  the  new 

numbers  will  help  move  the  old. 

FREE  '  ^  you  w'"   use  e'ectro  °^  t^a  bag 

,_,.    i-.y^A-^r-k  ,^  illustrated    it    will    be    sent   free   on 

LLLC  1  KO  !  request. 

Whiting  &  Davis  Company 

(L.    W.   Cooke,   Manager.) 

Sherbrooke  -  Quebec 
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Romance  in  the  History  of  Notions 

The  Simple  Pin  Was  a  Product  of  the  Bygone  Stone  Age — Fancy 
Pins  Made  by  Greeks,  Egyptians  and  Romans — Buttons  an  Evo- 
lution from  Thong  and  Buckle  Used  for  Fastening  Skin  Garments 
— Notions  Now  Big  Factor  in  Merchandising. 


THE  average  person  has  a  wrong 
idea  about  notions  and  smallwares. 
They  areconsidered  prosaic,  insig- 
nificant items  of  merchandise  which  re- 
present the  most  elementary  stage  of 
retailing  and  which  are  uninspiring  and 
result  in  little  profit  to  the  salesperson. 
There  appears  to  be  nothing  even  re- 
motely connected  with  human  interest 
or  romance  in  a  card  of  buttons,  a  psper 
of  pins  or  an  ordinary  belt,  for  they  ap- 
pear on  the  face  of  things  to  be  abso- 
lutely commonplace.  But  to  anyone  who 
will  stop  a  moment  to  consider  how  all 
these  small  items  originated,  and  their 
history  and  development  from  earliest 
times,  there  is  a  vast  mine  of  unexplored 
and  fascinating  information  to  be  work- 
ed, a  study  of  which  will  result  in  re- 
newed interest,  even  enthusiasm  in  the 
subject  of  smallwares. 

Let  us  begin  with  the  subject  of  pins. 

Pins  Grew  On  Trees  First 

The  earliest  known  pin  was  a  sharp 
twig  or  a  thorn,  broken  off  the  bush 
where  it  grew  by  our  remotest  ancestors 
to  use  as  fastenings.  Artists  nowadays 
are  fond  of  depicting  Cave  men  wearing- 
skins  of  animals,  and  it  was  these  same 
cave  men  who  probably  invented  the  pin 
in  its  earliest  form.  Certain,  it  is,  that 
pins  were  used  in  the  Stone  Age,  made 
of  bone  sharpened  off  to  a  point,  and  al- 
so in  the  Bronze  Age,  made  out  of 
bronze.  All  these  pins  were  inverted 
and  devised  for  a  strictly  utilitarian  pur- 
pose to  hold  together  the  skin  garments 
but  with  the  passage  of  time,  pins  be- 
came more  decorative  in  effect  and  as- 
sumed the  form  of  ornaments,  more  as 
we  know  them. 

After  man  left  behind  the  stage  of 
savagery,  when  existence  was  a  con- 
stant struggle  for  supremacy  over  some 
enemy,  he  began  to  think  of  personal 
adornment  and  so  we  find  that  the  early 
Egyptians,  Greeks  ani  Romans  turned 
their  attention  to  creating  pins  of  a  most 
ornamental  character  in  both  straight 
and  protected  types,  with  which  to  de- 
corate their  draperies.  To  look  at  the 
modern  safety  pin  one  would  never 
dream  that  it  had  its  origin  in  those 
days  before  even  time  was  chronicled. 
Its  inception  was  however,  quite  logical, 
and  seems  to  have  bean  planned  more 
to  prevent  loss  than  to  avoid  discomfort. 
This  is  amply  proven  by  the  fact  that  it 
required  much  effort  and  skill  to  devise 
an  ornamental  pin  of  the  straight  varie- 
ty which  was  easily  lost,  and  thus  pins 
made  of  precious  metals  were  invariably 
made  in  a  bent  or  twisted  manner  easily 
recognized  as  the  forerunners  of  the  mo- 
dern safety  pin.  The  Roman  safety  pin 
was  called  a  "fibula"  and  to  a  certain  ex- 


tent was  the  forerunner  of  the  modern 
brooch  as  well,  as  the  fastener  was  bent 
underneath  to  hook  against  a  bent  end, 
while  the  outside  presented  an  ornamen- 
tation of  carving  and  inset  jewels.  Pins, 
both  straight  and  folding,  became  more 
and  more  common  as  time  went  on  until, 
under  the  Normans,  they  became  entire- 
ly decorative  and  lost  their  distinction 
of  usefulness.  Everbody  is  familiar 
with  the  phrase  "pin-money"  which  has 
come  down  to  us  as  a  wife's  allowance. 
In  this  quaint  phrase  there  remains  a 
relic  of  olden  time  customs,  now  almost 
lost.  Pin-money  originally  was  a  limit- 
ed sum  of  money  permitted  to  be  spent 
upon  ornamental  pins  by  English  wives 
of  a  few  centuries  ago  to  prevent  them 
from  squandering  their  husbands'  sub- 
stance upon  these  novel  and  often  beauti- 
ful bits  of  personal  adornment.  This 
sum  was  determined  by  law  and  could 
only  be  spent  upon  one  appointed  day. 

The  ordinary  metal  straight  pin  as  we 
know  it  to-day  was  first  introduced  in 
England  in  the  15th  century  when  iron 
was  found  a  satisfactory  metal  for  the 
purpose  of  manufacturing  pins  for  or- 
dinary use.  Brass  was  a  later  develop- 
ment, the  method  of  making  being  to 
cut  lengths  from  wire  and  twist  one  end 
round  to  form  a  head.  Solid  heads  were 
not  formed  until  about  the  year  1800. 

Buttons  Came  Next 

While  the  pin  was  the  earliest  known 
fastening,  buttons  were  an  evolution 
from  the  thong  and  buckle  which  were 
likewise  a  popular  mode  of  fastening 
skin  garments.  The  thong  had  to  be  slit 
and  attached  to  a  bit  of  wood,  the  prin- 
ciple of  which  can  be  seen  to-day  in 
men's  watch-chains  which  have  a  bar. 
The  button  as  we  know  it  to-day  is  no 
more  than  a  few  centuries  old,  its  pre- 
decessor being  a  stud,  approximately 
resembling  the  type  used  in  cuffs  nowa- 
days. Studs  were  essentially  the  best 
mode  of  holding  together  two  pieces  of 
tough  leather  and  so  the  interlocking 
shank  was  made  solid.  Relics  of  the 
bronze  age  show  that  the  stud  of  olden 
time  was  exactly  like  that  used  to-day. 
Ornamental  buttons  were  used  as  far 
back  as  the  year  2,000  B.  C  but  the  idea 
of  utilizing  them  for  purposes  of  service 
never  took  hold  of  civilized  peoples  until 
well  on  into  the  16th  century.  The  me- 
thods of  attaching  buttons  in  by-gone 
periods  varied.  Some  had  a  hole  at  the 
back  and  were  usually  made  out  of  pot- 
tery, horn  or  bone,  but  as  time  passed, 
and  especially  during  the  reign  of  Queen 
Elizabeth,  usefulness  was  combined  with 
decoration  and  buttons  were  even  evolv- 
ed out  of  linen  thread  over  wood,  and 
still  later  from  china,  enamel,  metal  and 


even  paper.  Cut  steel  was  lavishly  used 
for  buttons  and  was  costly  because  en: 
tirely  handmade.  Each  part  of  these 
buttons  was  carved  and  joined  together, 
the  whole  highly  polished,  and  many  of 
them  still  remain  in  museums  as  speci- 
mens of  the  ingenious  handiwork  of 
those  days. 

Survival  of  Old  Fashions 

People  frequently  ask  why  men  wear 
buttons  on  their  sleeves,  and  various  ex- 
planations are  given  in  response.  One 
relates  that  sleeves  used  to  be  made  very 
tight  and  had  to  be  unfastened  to  let  the 
hand  through,  and  the  cuff  buttons  are 
a  survival  of  this  old  custom.  Another 
has  it  that  the  Chevaliers  of  old  prefer- 
red to  tuck  in  their  lace  frills  when  about 
to  perform  work  which  might  soil  the 
delicate  embroidery,  and  hence  a  row  of 
buttons  were  placed  right  up  the  sleeve. 

Modern  Fastenings 

Snap  fasteners  and  hooks  are  the 
latest  comers  in  the  way  of  fastenings, 
the  former  being  evolved  on  the  princi- 
ple of  the  interlocking  shank  or  bache- 
lor's button,  and  is  even  yet  being  im- 
proved so  that  it  combines  strength  with 
invisibility  as  well  as  convenience,  and 
is  used  in  many  different  ways  besides 
in  connection  with  clothing.  The  hook 
and  eye  even  yet  has  not  outgrown  its 
purely  utilitarian  function,  though  found 
in   many  forms. 

Buckles  were  originally  devised  out  of 
sheep  bones  and  worn  with  a  strip  of 
hide  which  was  stuck  over  a  knuckle  in 
the  bone.  With  the  knowledge  of  metal 
working  however,  came  the  buckle  as 
we  know  it  to-day. 

Notions  are  Now  Standardized 

According  to  a  leading  American 
wholesaler  of  smallwares,  the  present 
important  position  of  notions  in  the  mer- 
cantile world  is  due  to  the  fact  that  they 
are  receiving  dominion-wide  publicity 
like  biscuits,  fruits,  cottons  or  footwear, 
and  are  now  being  standardized  instead 
of  being  sold  on  a  price  basis,  which  pre- 
vented the  improvement  of  quality  be- 
cause of  the  necessity  to  buy  at  low  cost. 
It  is  now  found  that  quantity  standardiz- 
ation is  important  in  notions  because  the 
buying  public  wants  to  be  sure  of  ob- 
taining the  same  amount  in  each  pack- 
age or  bundle  of  goods  bought.  A  pack- 
et of  elastic  formerly  might  contain  six, 
nine,  ten,  or  twelve  yards  according  to 
different  makers,  and  this  led  to  much 
dissatisfaction  among  buyers.  Stand- 
ardization of  quality  and  quantity  mark- 
ed the  biggest  step  in  advance  in  small- 
wares  and  has  paved  the  way  to  nation- 
wide prominence  in  dozens  of  lines,  hith- 
erto quite  unknown. 
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The  Manufacture  of  Hair  Nets 

Are  Not  All  Made  From  Chinese  Hair  and  Recent  Processes 
Bleaches,  Softens  and  Dyes  the  Hair— Great  Proficiency  Reached 
in  Weaving  Meshes— Exports  From  China  in  1914  Totalled  $10,- 

000— Now  $10,500,000 


HAIR-NETS  are  one  of  the  very 
modern  accessories  to  feminine 
adornment.  It  was  not  unti] 
1901  that  they  were  received  with  any 
gr.ea;  favor.  They  were  first  made  in 
Austria  but  were  a  German  invention. 
With  the  growth  of  the  industry,  the  high 
price  of  labor  in  Austria  caused  hair 
net  promoters  to  look  to  China  for  their 
manufacture,  keeping  Germany  as  the 
European   distributing   point. 

English  buyers  soon  became  dissatis- 
fied with  the  inferior  consignments 
which  were  coming  from  China  under 
the  guise  of  being  German  or  Austrian 
and  made  arrangememtiisj  for  shipping 
direct,  with  London  as  the  centre  for 
distribution.  British  firms  in  China 
and  England  then  controlied  che  mar- 
kets both  in  Europe  and  America  until 
the  extraordinary  demand  for  them  in 
the  United  States,  caused  the  establish- 
ment of  American  offices  in  China. 

Exports  from  Crefoo,  China,  in  1914 
amounted  to  $10,000  in  hair-nets,  in 
1920  tlhey  were  7%  m'llions.  The  total 
exports  for  1920  from  the  five  great 
Chinese  ports  amounted   to   11   millions. 

Hair-nets  Not  All  Chinese 

Hair-nets  are  not  all  made  of  Chinese 
hair  as  is  commonly  believed.  Buyers 
in  Europe  and  America  frequently  send 
supplies  of  hair  secured  from  comibings. 
Chinese  hair  is  hard  and  coarse  and  for 
this  reason  that  from  WesLern  countries 
was  preferred.  Of  late  yars  however, 
methods  have  been  devised  by  which 
hair  can  be  bleached,  softened  and  dyed, 
so  that  the  Chinese  hair  can  be  put  to 
greater  use  than  formerly.  Hair  is 
now  shipped  from  China  to  America  for 
this  process,  returned  to  China  for 
manufacture,  and  then  re-shipped  to 
America    as    hair-nets. 

This  triple  shipping  might  appear  as 
though  a  great  deal  of  expense  is  in- 
volved in  the  using  of  Chinese  hair,  but 
when  it  is  recalled  that  each  gross  of 
hair-nets  weighs  approximately  two 
ounces,  it  will  be  seen  that  the  cost  of 
freight  is  negligible  when  compared  to 
the  value  of  the  cargo.  The  manufac- 
ture is  essentially  a  home  industry  and 
is  practically  confined  to  the  province 
of  Shantung,  where  women  weave  nets 
at  home.  Many  natives  earning  a 
meagre  income,  like  the  coolies  who  car- 
ry the  rickashas,  supplement  with  this 
work  don,?  in  their  spare  moments. 
One  weaver  can  make  a  gross  of  hair- 
nets a  month  when  working  full  time.  It 
took  340,000  workers  to  supply  the  to- 
tal exports  of  the  year  1920. 

How  They  Are  Manufactured 

It  is  said  that  filet  lace  workers  are 
the  best  weavers  of  hair-nets  because  of 


the   rapid    and    delicate:   finger-work    re- 
quired. 

A  board  18  in.  by  12  in.  has  steel  pins 
driven  into  it  in  the  form  of  a  crescent. 
The  hair  is  then  woven  in  meshes  over 
the  steel  pins  and  tied  wherever  the 
strands  of  hair  end-  Double'  nets  are 
made  with  two  strands  of  hair.  Great 
care  has  to  be  taken  that  all  the  strands 
in  one  net  are  of  the  same  shade.  The 
nets  are  tied  in  bundles  of  one  dozen 
and  then  in  bundles  of  twelve  to  form 
a  complete  gross.  When  the  nets  reach 
the  factories,  the-y  are  untied  by  ex- 
perienced women  workers  and  examined 
separately  by  thrusting  both  hands  in- 
side the  net  and  holding  it  in  the  light 
to  detect  broken  mesh.es  and  holes. 
These  are  repaired  wtih  new  hair. 

"Streaks"  or  strands  of  different  cqI- 
lor  are  always  remove  d  by  specially 
trained  girls  who  are  quick  to  note  the 
slightest  change  in  shade.  Hair  of  the 
exact  color  required  is  put  in  their  place 
and  the  nets  then  bundled  into  their  or- 
iginal form.  This  replacing  process 
can  only  be  done  on  nets  which  are  in 
good  condition  and  for  that  reason  a 
large  proportion  of  those  received  are 
useless. 

Profit  Allows  for  Imperfections 

Complaints  of  the  quality  of  nets  re- 
ceived in  England  and  America,  Revealed 
the  fact  that  imperfect  nets  are  usually 
shipped  by  native  firms  and  that  the 
foreign  ones  are  willing  to  guarantee 
90  per  cent,  perfect. 

Native  industries  have  not  these  fac- 
tor',- s  of  inspection.  The  British  and 
American  firms  who  wish  to  keep  up 
their  standard  find  these  necessary  be- 
cause the  quality  of  the  nets  when  re- 
ceived from  the  native  workers  can  nev- 
er be  depended  upon.  When  opened  up 
in  the  factories,  they  have  to  grade  them 
as  perfect,  imperfect  and  useless. 

Most  buyers  demand  an  even  90  per 
cent,  of  quality  and  with  reasonable 
care  at  the  factory  and  in  the  selection 
of  nets  from  the  interior  workers,  most 
firms  can  meet  these  requirements. 
Shipments  have  been  known  to  contain 
as  high  as  97  per  cent,  of  perfect  nets 
but  the  average  quality  is  between  90 
and  95.  In  this  connection  it  is  inter- 
esting to  note  that  at  a  recnt  case  of 
arbitration  in  New  York,  it  was  held 
that  one  single  mesh  in  an  individual 
net  did  not  render  the  net  unmarketable 
and  that  unless  two  or  more  holes  or 
broken  meshes  were  found,  the  net  must 
be  considered  good.  This  ruling  may 
seem  a  little  hard  when  it  is  remember- 
ed that  a  large  percentage  of  nets 
bought  in  stores  are  taken  from  their 
envelopes  and  examined  before  being 
purchased.     The   original    cost,   however, 


to  the  importer  in  England  and  America 
is  invariabiy  less  than  20  per  cent,  of 
the  retail  price,  so  th»?  profits  are  suf- 
ficient to  warrant  the  extra  risk  taken 
in   handling   such  delicate   cargo. 

Standard     Sizes 

The   following  are  the   standard  sizes 
in    general    demand: — 

Single   Mesh   Fringe  Nets 38  v  40 

Double  Mesh  Fringe  Nets 38  x  40 

Single   Mesh    Cap   Nets 10   x   38 

Double   Mesh  Cap   Nets 10  x  38 

Single    Mesh   Cap   Nets 12   x  38 

Double  Mesh  Cap  Nets 12  x  38 

These  are  the  colors  with  the  propor- 
tions in  which  they  are  sold: 

B'ack    9  per  cent. 

Dark  Brown   30  per  cent. 

Mrdium    Brown    25  per  cent. 

Light  Brown    20  per  cent. 

Blonde     8  per  cent 

Auburn     8  per  cent. 


Novelties  at 

The  Ascot  Races 


London  dressmakers  have  had  the 
busiest  time  in  many  months  preparing 
for  the  famous  races  which  take  place 
on  June  15,  16  and  17.  Designers  and 
buyers  have  been  making  flying  trips 
to  Paris  in  search  of  novelty  materials 
and  trimmingrs.  Workrooms  La>'e  been 
busy  day  and  night  for  weeks  past  and 
mannequins  are  appearing  in  scores  in 
all  the  fashionable  stores.  Cloaks  of 
real  lace,  marocain  and  crepe  de  chine 
are  the  preferred  garment  in  the  wrap 
order.  In  fact  there  is  lace  everywhere 
either  alone  or  combined  with  crepe. 
It  is  placed  on  gowns,  on  hats  and  on 
many  of  the  dainty  accessories. 

Strangely  enough,  bright  colors  are 
not  pronounced  as  they  are  here  or  in 
Paris.  Pastel  shades  and  neutrals 
from  coffee  to  apricot  together  with  tete 
de  negre,  grey  and  all-black  are  veity 
prominent. 

Parasols  are  highly  spoken  of  for 
this  meet.  Some  are  of  black  or  colored 
taffeta  with  ostrich  plumes  in  a  con- 
trasting shade  and  a  bright  handle  of 
galalith. 

Aigrettes  of  paradise  or  osprey  are 
more  prominent  than  ever  particularly 
on  the  picture  hats.  In  fact  all  feathers 
are  being  featured,  the  ostrich  heinjr 
best  in  neckpieces.  These  are  either  in 
the  form  of  large  round  boas  slightly 
tinted  in  pastel  shades  and  curled  at 
the  tips  or  brief  shoulder  wraps  with 
long    ostrich    fringe. 
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The     Importance    of    Elastic 

The  present  style  of  Women's  and  Children's  Wear  requires  all  kinds  of  Elastic. 
The  Cabinet  illustrated  is  the  most  practical  selling  device  in  the  market. 


It  contains  one  dozen  each  Black  and  White,  in  sizes:  V±  inch,  %,  %,  %,  3A,  %,  1, 
IV*.  inch  of  the  finest  Super  Quality  Mercerized  Lisle  Elastic  and  can  be  sold  at 
popular  prices. 

We  will  send  you  a  cabinet  on  approval 

wrinch  McLaren  limited 


120  Wellington  Street  West, 


Toronto 


The  Smallware  Specialty  House 


3. 


TMEGEyW 

NIAGARA 


The  Brand  Name  for  Quality  Notions. 

CREATING  A  DEMAND 

For  the  Gem  of  Niagara 
brand  fasteners,  hooks  and 
eyes,  hook  and  eye  tape, 
and  safety  pins  by  our  per- 
sistent advertising  in  Good 
Housekeeping,  M  c  C  a  1  1  '  s 
Woman's  Home  Companion, 
Delineator  and  other  publi- 
cations— reaching  from  10,- 
000,000  to  12,000,000  wo- 
men readers — will  mean 
money  to  you. 


If  your  jobber  does  not  yet 
carry  this  line,  write  for 
nearest  source  of  supply. 
The  smart  appearance  of 
the  "Gem  of  Niagara"  l;ne 
brightens  up  your  notion 
counter. 

Francis  Mfg.  Co. 

Niagara   Falls,  N.  Y. 
Famous  for  Fine  Notions  for 
Over  Quarter  Century. 


247  St.  Paul 
Street  West. 
MONTREAL. 
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IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 


"Peri-Lusta" 
Mercerized  Cottons 


"Crystal" 
Artificial  Silk 


Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND   EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932-938   Broadway  NeW   York  Cor.   22nd   St. 

Canadian  Showroom   and  Factory  : 

Bay  and  Wellington  Sts.,        -        Toronto,  Canada 
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COUNTER 
CARTON 

On  which  we  make  this — I 

SPECIAL  PRICE      A 
$9.00 

Per  gross  yards 
NET   or  25c 


Cashs 

1     WASH    „ 
TRIMMINGS 

SL'PCKIOR    (1UALITV 


MAKES  A  DAINTY  TRIM   ON 


WASH  DRESSES.  ETC. 


-V 


per  piece. 

Contains  108 
yards  each. 
(3  gross  yards) 

ORDER  TODAY! 


CASH'S  ' 

WASH  TRIMMINGS. 
\    WOVEN    NAMES. 
INITIALS.  FIGURES. 


New  Nursery  Designs 


9*% 


f>tfrK,&ri£>&c 


[/-jrNMrNMrNrVf 


CASH'S 

WASH     TRIMMINGS 

— %  inch  width — 
are  now  being  put  up 
in  a  novel  maner — a 
4-yard  piece  in  a 
transparent  envelope. 
In  this  way  the  pat- 
tern can  be  seen  and 
examined  without 
direct  handling  and 
soiling. 


uTt  £3  XlPt  Sa  &1n 


*&*&*&'. 


^  «gy  tp>  <fg  1 


Just  added  to  our  line  of 
Children'sWashTrimrrungs 


"BOBBY    CASH" 
Rompers        trimmed 
with   No.   N-100 


THE     CASH 
"Bobby"   and 

Cardboard     play 


TWINS 
"Dolly" 

dolls- 


are 
as  an  ad- 
to  mothers 


"DOLLY    CASH" 

Dress   trimmed  with 

A'O.    -V-40 


sent    out    by    us, 

vertising  feature, 

who  write  direct  for  samples. 

Customers       ordering       the 

above      carton      will      receive 

the  twins  free  of  charge  for 

display    purposes. 


We    also   mafe    Cash's    Woven  Names 

J.oJ.CASH.Inc. 


13  Expositor  Building, 


Brantford,  Ontario 


WM.  E.  WRIGHT   SAYS: 

"A  few  years  ago  a  lot  of  people  who 
ought  to  have  known  better  talked 
about  sewing  'going  to  the  factory.' 

"  'There  would  be  no  more  home  sew- 
ing,' they  said,  'just  as  there  was  already 
no  more  spinning  and  weaving  and 
soap-boiling  in  the  home.' 

"They  left  out  of  their  calculation  that 
women  liked  to  make  pretty  things  to 
wear  and  to  beautify  their  houses.  This 
applies  from  the  first  cave  woman  who 
made  a  pretty  basket  to  the  last  flapper 
who  knitted  a  sweater. 

"Time  has  proved  these  prophets  wrong. 
Women  sew  more  than  ever  and  their 
sewing  is  more  effective  becauss  they 
have  learned  to  use  the  various  sewing 
helps  available — paper  patterns,  mach- 
ine attachments,  ready-cut  and  folded 
bias  tapes  for  binding  and  finishing. 
We  believe  so  strongly  in  the  continued 
growth  and  development  of  home  sew- 
ing that  we/  have  built  a  greatly  en- 
larged factory  to  take  care  of  the  de- 
mand for 


ii 

Send  for  Color  Card 


showing  our  full  line  of  fast  colored  percales, 
also  Wright's  E-Z  Trim.  You  will  find  this  card 
to  be  a  great  convenience  in  making  up  your 
crders.  It  shows  our  13  plain,  7  checked  and  6 
striped  colors  of  Tape  and  7  colors  of  E-Z  Trim. 

WRIGHTS  BIAS  LAMPSHADE  TAPE 

Something  new  and  useful  for  the  Notion  De- 
partment. Sample  card  showing  7  colors  sent 
on  request. 


m 


WM.  E.  WRIGHT 
&  SONS  CO., 

Manufacturers 

350-370 
Scotland    Road 

Orange, 

New   Jersey 


WRIGHT'S 

BIAS  FOLD  TAPE 

It  turns  itself 


>J 


In   U.   S.   Pat.   Off. 
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The  Art  Of  Showcard  Writing 

The  Adaptability  of  the  Showcard  Brush — Formation  of  Egyptian 

Block — Lower  Case  and  Capitals — Laying  Out — The  Showcard 

— Arrangement  of  Text  and  Display  Lines 


IT  IS  now  expected  of  the  student 
that  he  be  fully  conversant  with 
his  brushes,  their  maximum  and 
minimum  chisel  edges  and  so  on. 
He  ought  to  know  by  this  time 
what  size  of  brush  is  best  suited  to  dif- 
ferent lines  of  lettering.  For  example: 
he  will  know  that  his  number  of  brush 
will  spread  comfortably  to  execute  a 
letter  two  inches  high  and  a  half  inch 
wide.  Similarly  a  smaller  brush  will 
accomplish  letters  relatively  smaller.  It 
is  this  knowledge  which  saves  time  and 
trouble,  and  the  student  is  advised  to 
become  thoroughly  acquainted  with 
these  facts.  It  is  easy  to  see  that  once 
the  student  knows  the  adaptability  of 
his  brushes,  the  results  in  lettering  will 
be   at   once  marked  and  gratifying. 

Egyptian  B'.ock — Lower  Case 

In  the  accompanying  illustration  is 
shown  the  lower  case  series  of  Egyp- 
tian Block  lettering.  It  will  be  remem- 
bered, by  the  way,  that  the  numerals 
that  go  with  this  alphabet,  appeared  in 


By  JALEXO 

the  article  preceding  this  in  last 
month's  number.  As  previously  ex- 
plained, Egyptian  Block  is  one  of  the 
most  widely  used  alphabets  in  connec- 
tion with  showcard  work.  It  is  pleas- 
ing to  the  eye;  it  possesses  strength 
and  dignity  and  it  is  easy  to  read.  The 
student  who  has  applied  himself  to  the 
mastery  of  the  fundamental  strokes 
should  find  the  making  of  these  lower 
case  letters  comparatively  easy.  In  the 
letter  "a,"  three  separate  strokes  are 
used.  The  first  requires  more  skill  in 
its  doing,  since  it  is  a  two-way  stroke. 
A  stroke  of  this  sort  should  be  practis- 
ed at  least  one  hundred  times  before  an 
attempt  is  made  to  fashion  the  complete 
letter.  Here,  the  student  will  have  an 
excellent  opportunity  to  record  his  pro- 
gress by  comparing  the  first  practice 
stroke  with  the  last  of  the  hundred.  A 
distinct  improvement  is  bound  to  be  no- 
ticeable. This  measure  of  progress  will 
be  indicative  of  the  improvement  which 
will  characterize  any  part  of  the  stu- 
dent's  work   which      is     given     a     like 


amount  of  practice.  This  test  will  em- 
phasize, as  nothing  else  can,  the  im- 
perative necessity  for,  and  the  unfail- 
ing results  of,  continued  effort.  With 
the  first  stroke  of  the  letter  "a"  com- 
pleted, the  student  should  go  about 
practising  the  second  and  third  strokes 
in  che  same  manner  as  the  first.  The 
second  stroke  starts  at  the  point  where 
the  "2  arrow"  begins,  and  take  a  well- 
carved  sweeping  stroke  to  join  the  first 
stroke  at  a  point  just  a  little  above  the, 
base.  To  correctly  finish  this  stroke,  it 
is  necessary  to  run  it  well  over  on  top 
of  the  first  stroke  before  lifting  the 
brush.  The  third  stroke  should  be^in 
on  top  of  the  second  stroke,  far  enough 
over  so  that  the  joining  of  the  two 
strokes  will  not  be  noticeable.  This 
trick  of  hiding  the  "angular  curves,"  so 
to  speak,  will  come  from  practice.  In 
finishing  this  stroke  the  same  rule  holds 
good  as  applies  to  the  second  stroke 
namely,  run  it  over  the  top  of  the  first 
stroke  before  lifting  the  brush.  The 
beauty  of  this  letter  and  of  the  entire 
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alp'  abet  for  that  matter,  lies  in-  the 
unifoim  Jiickness  of  the  strokes.  In 
time,  the  student  will  become  accustom- 
ed to  the  alphabet  and  will  be  able  to 
form  dozens  of  in;eresting  variations  by 
way  of  novelty.  The  other  characters 
in  the  plate  should  be  studied  with  the 
same  care  and  attention  as  outlined  for 
the  first  letter. 

There  is  one  letter  which  perhaps  will 
call  for  more  than  ordinary  attention. 
That  is  the  "o,"  this  letter  is  by  no 
means  simple  to  master,  yet  it  is  with- 
in anyone's  reach  who  bends  every  ef- 
fort to  acquire  proficiency.  The  "o" 
should  be  done  in  two  sweeping  strokes 


which  are  so  combined  as  to  present  an 
appearance  of  a  continuous  circle.  First 
attempts  of  course  will  be  crude,  but 
the  doing-  of  several  hundred  and  keep- 
ing at  it  for  say  an  hour  or  so,  will  re- 
pay  the   student   for   his    pa'ns. 

The  letter  "S"  too,  has  brought  many 
a  frown  to  the.  student's  brow.  It  is  in 
the  balancing  of  the  individual  strokes 
in  this  letter  that  the  most  care  is  re- 
quired. Ragged  curves  will  mar  the 
first  attempts,  but,  as  in  the  case  of  the 
"o"  the  student  should  have  no  difficul- 
ty in  matching  his  against  the  letter 
plate  sample. 


Iff  If  —J 


Egyptian   Block   Capitals 

The  lesson  plate,  illustrating  the 
Egyptian  Block  capitals,  is  practically 
self  explanatory.  By  following  the  in- 
structions as  outlined  for  the  lower  case 
characters,  the  student  will  have  cor- 
rect guidance  in  making  the  capitals. 
The  arrows  and  numbers  should  be 
closely  followed  until  whatever  time 
the  student  has  memorized  the  strokes 
and  their  order  of  execution.  The  brush, 
of  course,  must  be  lifted  from  the  pa- 
per after   each   stroke. 

I  aying   Out  The   Showcard 

See  how  the 
"centered"  dis. 
play  effect  gives 
the  card  a  balanc- 
ed appearance. 
The  spaces  are 
evenly  propor- 
tioned between 
the  individual 
letters  and  in  the 
margins.  This 
spacing  is  some- 
thing which  re- 
quire s  serious 
consideration.  It 
makes  o  r  mars 
the  finished  pro- 
duction. In  mak- 
ing the  card 
shown  here,  draw 
a  pencil  line 
through  the  cen- 
ter and  mark  in 
the  letters  lightly 
to  secure  correct 
spacing.  Three 
important  points 
to  remember  are: 

First  —Keep 
the  lines  of  let- 
tering sufficient- 
ly close  as  to  pre- 
vent the  lowest 
line  from  resting 
somewhere  near 
the  bottom  mar- 
gin. Look  closely 
at  the  illustration 
and  see  how  the 
lines  are  center- 
ed. 

Second  —  Be 
sure  to  use  a 
stroke  wide 
enough  for  the 
size  of  letter  in 
order  to  obtain 
the  desired 
strength. 

Third  —  Ar- 
range the  letters 
in  such  close 
proximity  as  to 
leave  no  awk- 
ward holes  b  e- 
tween.  Letters 
must  not  touch 
one  another. 
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The  Showcard  Layout 

The  showcard  illustrated  herewith  is  a  reduced  facsimile 
of  original  11x14  inches.  A  casual  glance  will  reveal  a 
layout  which  is  balanced  and  pleasing  in  effect.  The  top 
line  "Notable  Values"  is  done  in  a  modified  Roman  italic 
which  will  be  discussed  in  a  later  article.  The  chief  dis- 
play line  "Men's  Hats"  is  done  in  the  Egyptian  block 
alphabet  which  is  the  theme  of  this  article.  This  card 
is  adapted  for  use  in  stores  where  good  taste  and  sim- 
plicity prevail. 

When  the  two  perpendicular  lines  come  together  in  a 
word,  a  space  equal  to  the  width  of  a  stroke  should  be 
allowed  between.  This  showcard  affords  splendid  practice 
material  for  the  student  who  is  now  studying  the  Egyp- 
tian block  alphabet. 


/triable  values 

Mens  Hats 

Ware       ACL 


Golf  Specials  Help  Ready  to  Wear 

Murray  Sons  of  Hamilton  Sell  One  Hundred  and 
Fifty  Sets  in   Three   Weeks,    Making  Fair  Profit 
and  Giving  Better  Introduction  to  Their  Depart- 
ment— Quick  Turnovers  on  Specials 


IT  is  not  frequent  that  one  sees  golf 
sets  occupying  the  window  space  of 
a  ready-to-wear  department.  As  a 
matter  of  fact,  the  two  items  of  mer- 
chandise are  not  very  often  intimately 
associated  in  one's  mind. 

Murray  Sons,  Limited*  of  Hamilton, 
recently  brought  them  together  in  a 
merchandising  scheme  which  bore  ex- 
cellent fruit.  Behind  it  was  their  idea 
that  there  are  a  number  of  "specials" 
on  the  market  which  can  be  bought  at 
good  prices,  turned  over  quickly  and  a 
fair  profit  made  on  them.  A  careful 
study  of  local  conditions  will  often  fur- 
nish a  lead  for  these  specials  on  which 
desired  profits  are  to  be  had.  Mur- 
ray's, for  instance,  figured  that  golf 
would  be  a  popular  game  in  Hamilton 
this  summer.  From  that  on  there  was 
only  one  step  to  take — to  get  some 
"specials"  that  would  be  of  interest  to 
golfers.  They  had  opened  a  new  ready- 
to-wear  department  late  in  April  and 
they  figured  tV.at  a  special  offer  of  in- 
terest to  golfers  would  go  a  good  way 
toward  popu'arizing  their  new  ready- 
to-wear  department  as  well  as  bringing 
profits    to    their    "spec'als." 

Letters  to  Golfers 

It  was  not  a  very  difficult  matter  to 
get  the  membership  lists  of  the  leading 
golf  clubs  in  and  around  Hamilton. 
That  was  the  nucleus  of  the  business 
that  was  to  be  done  in  the  golf  spec- 
ials. Several,  hundred  names  were  se- 
cured. The  following  letter  was  then 
sent  to  this    selected  list  of  names: — 

"Golfers,  this  complete  outfit  $14.95. 
Suitable  for  both  ladies  and  gentlemen 
players,  consisting  of:  4  high  grade 
Scotch  and  English  golf  clubs  (choice 
of    either    driver,    or   brassie    in   either 


rights  or  lefts)  heavy  khaki  canvas 
leather   bag;    3    reliable   golf   balls. 

"This  set  is  for  the  golfer  who  wish- 
es to  make  only  a  modest  investment 
but  at  the  same  time  desires  reliable 
clubs  of  a  practical  'playable'  nature. 

"These  clubs  are  made  with  excellent 
hickory  shafts,  carefully  selected  for 
stiffness  and  balance,  and  fitted  with 
good  quality  grips.  The  three  essen- 
tial iron  clubs,  consisting  of  Midirons, 
Mashies  and  Putters,  have  heads  of 
hand-forged,  resilient  mild  steel,  scien- 
tifically fashioned  for  depth,  length 
and  loft,  while  the  drivers  or  brassies 
are  expertly  made  throughout  on  the 
most  popular  lines  from  selected  ma- 
teria's  with  well  shaped  and  fitted 
heads. 

"The  popular  4%  inch  bags  are  made 
of  heavy  khaki  canvas  with  molded 
leather  bottom,  soft  leather  trimming, 
adjustable  canvas  shoulder  strap,  com- 
fortable handle  and  leather-trimmed 
ball  pocket. 

"The  three  golf  balls  have  great 
wearing1  qualities,  give  all-round  ser- 
vice  and   are    thoroughly   reliable. 

"These  clubs,  imported  direct  by  us, 
are  the  product  of  one  of  the  largest 
manufacturers  of  golf  clubs  in  the 
world  and  in  the  opinion  of  many  old 
and  expert  players  are  worth  at  least 
twice  the  price  at  which  we  offer 
them.     Complete    set    $14.95." 

It  will  be  noted  that  not  a  word  is 
said  in  this  circular  letter  about  the 
ready-to-wear  department.  It  is  all 
about  golf  equipment.  The  desire  was 
that  the  enthusiasm  of  the  golfer 
should  be  the  first  thing  aroused  and 
that  it  should  stay  aroused  until  the 
recipient  of  the  letter  should  find  h:s 
or   her   way   down      to      Murray's.      It 


worked  out  exceedingly  well.  In  the 
course  of  three  weeks  over  one  hundred 
and  fifty  of  these  sets  were  sold  at  a 
fair  margin  of  profit  to  the  store.  They 
were  sold  in  the  ready-to-wear  depart- 
ment which  was  a  newly-equipped  one 
by  Murray's,  and  they  wanted  people 
to  appreciate  this  new  department 
while  they  were  in  the  store.  Murray's 
recently  took  in  a  corner  store  which 
adjoins  their  own  and  they  equipped 
this  for  ready-to-wear.  Formerly,  it 
was  up-stairs  and  since  bringing  it  to 
the  ground  floor,  with  an  entirely  sep- 
arate entrance  to  it  from  the  street, 
they  have  had  much  better  success  with 
the  department.  The  specials  in  golf- 
ers' equipment  brought  many  people 
into  their  store  who  might  not  other- 
wise have  come  or  who  would  not 
otherwise  have  fully  appreciated  their 
newly-tequipped  ready-to-wear  depart- 
ment. 

Murray's  were  thoroughly  satisfied 
with  their  venture  and  feel  that  they 
made  many  new  friends  for  their 
ready-to-wear  department  and  for 
their  store  generally  in  this  little  ven- 
ture. 


Thornton  Archibald  McMahen,  senior 
member  of  the  wholesale  dry  goods  firm 
of  McMahen,  Grainger  &  Co.,  London, 
Ont,  died  in  Hamilton  on  May  14th.  The 
late  Mr,  McMahen  was  born  on  February 
19,  1882  in  Port  Elgin,  Ont.,  and  his 
business  training  began  in  his  father's 
wholesale  business.  For  many  years  he 
acted  as  buyer  for  the  firm.  He  was 
director  of  the  London  and  Western 
Trusts  Company,  and  a  member  of  the 
London  Railwav  Commission. 


Artist  Supply  Co.,  Ltd. 

Room  51,  77  York  St..    Toronto. 

Complete  Show  Card  Material  Dealers 

Write  for  Price  Lifts 
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Hoover  Cleaner  Improvements 

Improved  and  Simplified  Appliances  Increase  Ef- 
ficiency   of    the   Sweeper — Important    Change    to 
Converter — New  Hose  to  be  Furnished — General 
Usefulness  is  Increased 


CONSIDERABLE  interest  is  being 
manifested  by  the  trade  in  cer- 
tain changes  and  improvements 
which  The  Hoover  Suction  Sweeper 
Company  of  North  Canton,  Ohio,  has 
recently  made  in  th?  attachments  de- 
signed for  use  with  The  Hoover  Suc- 
tion Sweeper. 

Generally  speaking,  these  changes 
have  been  dictated  by  the  desire  of 
Hoover  engineers  to  simplify  the  de- 
sign and  to  improve  the  efficiency  of 
the  attachments.  Accordingly  the  re- 
search laboratories  at  the  Hoover  plant 
have  developed  some  new  ideas  which 
will  increase  the  durability  and  more 
than  double  the  cleaning  ability  of  their 
product. 

The    Converter 

Ferhaps  the  most  important  improve- 
ment is  that  made  in  the  converter,  the 
device  by  which  the  air  tools  are  at- 
tached, which  has  been  re-designed  to 
allow  the  hose  to  be  inserted  into  the 
converter  opening  instead  of  the  con- 
verter being  inserted  into  the  hose.  The 
manufacturer  claims  that  this  change 
alone  increases,  to  an  appreciable  ex- 
tent, the  volume  of  air  which  passes 
through   the   attachments. 

Since  the  clean  ng  ability  of  air  toois 
depends  largely  on  the  volume  of  air 
that  passes  through  them  it  follows 
that  any  refinements  in  design  which 
increase  this  volume  of  air,  make  them 
more    efficient  cleaning  devices. 

Another  factor  in  facilitating  the 
passage  of  air — and  thereby  increas- 
ing its  volume — is  found  in  the  fact 
that  the  design  of  these  new  attach- 
ments has  been  changed  so  that  the 
air  does  not  flow  against  a  shoulder  at 
any   joint. 

A  New    Hose 

It  is  stated  that  a  new  and  improved 
hose  will  hereafter  be  furnished.  This 
hose,  to  quote  a  statement  from  the 
Hoover  engineering-  department^  is  made 
with  "soft  molded  rubber  ends  and 
covered  with  a  heavy  quality  of  olive- 
drab  colored  duck."  Th's  covering  is 
very  strong  and  durable  and  is  of  such 
a  color  that  it  will  not  easily  show  soil 
from    frequent   contact   with   the   floor. 

In  addition  to  these  changes,  one  of 
the  heavy  fibre  extension  tubes  '  has 
been  curved,  at  an  angle  of  45  degrees, 
which  makes  it  possible  to  dispense 
with  the  45  degree  elbow  attachment, 
thereby  reducing,  by  two,  the  number 
of  joints  in  the  set  of  attachments. 

The  Hoover  people  claim  that  this 
will  not  only  remove  an  obstruction  to 
the  air  flow  at  this  joint,  but  will  a'so 


prevent   the    parts    from    becoming    dis- 
connected  in   use. 

Changes   in  Brush 

Changes  have  also  been  made  in  the 
general  purpose  brush,  which  has  been 
"designed  to  combine  the  uses  of  the 
orifice  nozzle,  flat  rubber  nozzle  and 
library    brush,    into    one   tool,   th's    tool 


being  separable  so  that  it  can  be  used 
as  an  aluminum  single  orifice  nozzle  if 
desired." 

In  addition,  the  taper  on  the  shank 
on  this  combination  tool  has  been  re- 
versed, so  that  the  tool  enters  the  hose. 

All  in  all,  some  rather  important  im- 
provements appear  to  have  been  made 
which,  together  with  the  greater  sim- 
plicity of  design,  are  destined  to  in- 
crease the  usefulness  of  Hoover  attach- 
ments in  the  eyes  of  the  dealers  and 
eventual  owners.  As  a  matter  of  fact 
we  are  told  that  every  possible  clean- 
ing need  in  the  home  is  thoroughly  pro- 
vided  for. 

These  new  attachments  will  retail  at 
the1  nominal  price  of  $12.50,  east  of  the 
Rocky    Mountains. 


Some  of  the  new  attachments  recently  put  on  the  market  by  the  Hoover  Suction 
Sweeper  Company  of  Canada,  Limited. 
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Attractive  and 

Profitable 

NEW  WAY  SHOW 
CASES  properly  ar- 
ranged to  stock  and 
display  complete 
lines  of  ribbons  and 

laces  will  improve  the  appearance  of  your  store  and 

enhance  the  value  of  the  stock. 

Attractively  displayed  behind  glass  the  ribbon  is  always  in  plain 
view  but  is  kept  free  from  dust,  moisture,  useless  and  careless 
handling. 


Ribbon  Case 


Selling  Lace 

One  of  the  problems  in  every  Dry 
Goods  Store. 

The  NEW  WAY  SYSTEM  solves 
this  problem  in  the  most  simple 
manner.  It  provides  for  the  pro- 
per condensing  of  stock,  keeps  it 
in  perfect  condition  and  yet  dis- 
plays every  piece  for  immediate 
sale. 


Unit  for  Laces 


Write  us  for  additional  information  on  unit  and  display  cases 

JONES  BROS.  &  CO. 


TKe  Sole  Manufacturers 

of  NEW   WAY  Equipment 

in  Canada 


LIMITED 

29-31  Adelaide  Street.  West 
TORONTO 


Beware  of 

unscrupulous 

imitators 
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SUNDAY  MORNING 


k>     JBulutt     Stmt      SriHtUL APRIL  l«.  1922. 


What  the  Pneumatic  Tube  System  means  to  our  Customers 


A  Carrier  will  travel 
from  the  farthest  depart- 
ment to  the  Central  Desk  in 
lets  than  SEVEN"  SEC- 
ONDS. 

A  Cash  transaction  will 
go  direct  to  Cashier,  a 
Charge  direct  to  Charge 
Dept.,  thus  eliminating  any 
delay  in  service.  That  items 
are  checked  and  change 
counted  twice,  thus  protect- 
ing you  against  error. 

All  transactions  will  he 
handled  in  the  consecutive 
order  of  their  arrival  at 
Central  Desk. 

It  eliminates  all  delay  in 
making  change  from  hills 
of  large  denomination. 

An  itemized  duplicate  of 
sales  slip  will  be  wrapped 
WITH  your  merchandise. 


All  charges  are  author- 
ized from  visible  and  or- 
iginnl  sales-slip,  thus  elim- 
inating any  possibility  of 
you  being  charged  with 
another's  merchandise. 

Charges  will  be  bandied 
without  publicity. 

Permits  sales  person  to 
give  entire  attention  to  you 
and  relieves  bar  of  neces- 
sity of  making  change 

It  enables  all  customers 
who  take  their  purchases 
with  them  to  get  first  serv- 
ice because  color  of  Carrier 
signifies  whether  merchan- 
dise rs  to  be  taken  or  sent. 

That  your  change  or 
charge  slip  will  be  returned 
from  Central  desk  by  tha 
time  your  merchandise  it 
wrapped. 


Showing*the  cash  receiving  side  of  the  system.     Carrier  traveling  from  Department  to 
Central  Station  at  a  speed  of  less  than  seven  seconds. 


u 


and  what  it  means  to  us 


jj 


The  advertisement  pictured  above 
shows  what  the  I.  Freimuth  Depart- 
ment Store,  Duluth,  Minn.,  told 
their  customers  about  the  service 
they  would  receive  with  their  new 
Lamson  pneumatic  tube  system. 
The  automatic  gravity  type  central 
desk  is  shown  in  the  photograph. 

Mr.  Freimuth  tells  as  follows 
what  the  new  system  actually  ac- 
complishes and  what  it  means  to 
his  store. 

"In  order  to  thoroughly  try  out  our  sys- 
tem we  put  on  a  special  installation  sale 
with  excellent  results.  The  service  was 
very  quick  and  most  satisfactory.  We 
tested  out  a  great  many  carriers  from  all 
departments  during  the  day  and  found  that 


on  cash  sales  carriers  were  sent  to  the  cash 
desk  and  returned  to  the  clerk  in  from 
twelve   to   thirty-five   seconds. 

"On  charges  we  averaged  forty-five  sec- 
onds. This  we  consider  very  good  service, 
in  fact,  many  of  our  customers  were  over- 
heard to  comment  on  the  speed  with  which 
our  charge  sales  were  handled. 

"We  are  now  operating  almost  entirely 
with  the  clerk-wrap  system,  where  we  for- 
merly   used    inspection   wrappers. 

"Previously  we  have  used  local  floor  cash- 
iers for  handling  special  sales.  With  the 
new  system,  however,  all  transactions  were 
handled  in  the  central  desk,  making  floor 
cashiers  unnecessary.  Your  new  tube 
system  has  earned  our  hearty  recom- 
mendation." 

(Signed) 

I.  FREIMUTH. 


THE  LAMSON  COMPANY 


136  Simcoe  St.,  Toronto,  Ontario 


603  Hastings  St.,  Vancouver,  B.  C. 


Lamson  improved  Service 


Flexibility        Economy 
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REVISED  CIRCULAR 

SHOWING  OUR  NEW  MODELS 

FOR  ADVANCE  STYLE  IN 

JUNIORS'      -:-     GIRLS' 

AND  MEN'S  FORMS 

Have  You  Our  New  Circular? 

If  Not,  Write  at  Once! 

DELFOSSE  &  CO.,  LIMITED 

247-249  CRAIG  ST.  WEST,   MONTREAL 


Distinctive   Fittings    enhance   the    value    of 
your  Commodities 


Provide  the  proper  setting  for  your  wares,  for  your  business  to  achieve  the  success 
you  desire,  much  depends  upon  the  "atmosphere" — the  tone  (of  your  shop. 

Show  Cases  Wall  Cases  Counters 

Tables  and  Shelvings 

Our  name  in  Fixtures  means  durability  and  attractiveness  with  moderate  expense. 
Let  us  submit  plans  and  estimates 

THE  WALKER  BIN  &  STORE  FIXTURE  CO.,  LTD. 

Kitchener  -  Ontario 
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19/A 

New    Model 

Waist   and    Suit    Form 


Dale  Wax  Figures 

Will  Bring  You  Results 

Their  value  as  a  trade  bringer  is  echoed  by  hun- 
dreds of  dealers  who  are  using  them  with  success 
to  draw  prospective  customers  into  their  stores. 

Our  high-grade  wax  figures  are  not  surpassed 
by  the  highest  grade  imported  figures. 

Write  for  our  catalogue,  make  a  careful  study 
of  our  merchandise,  select  those  most  suited  to 
your  merchandise,  then  send  your  order  at  once. 

Dale  Wax  Figure  Co.,  Ltd. 

Canada's  Leading  Manufacturers  of 
Display   Forms  and  Fixtures   of   all  Kinds 

86  York  Street      -      Toronto 

MADE  IN  CANADA 
Agents  : 

MONTREAL 

P.  R.  Munro,  New  Birks  Bldg. 
WINNIPEG 

O'Brien,  Allen  &  Co.,  Phoenix  Block. 
VANCOUVER 

E.  R.  Bollert  &  Son,  501   Mercantile   Bldg. 


I76/B 

The    New    Dale 

Waist  Form 
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TEXTILE  SMALL  WARES 

JAMES  CARR  &  SONS,  LIMITED 
CLARENCE  MILLS 

CLARENCE  STREET.  CHESTER  ROAD 

MANCHESTER 

Manufacturers  of  all  classes  of  Webs, 
Cords  and  Bindings,  in  cotton,  wor- 
sted and  linen;  Curtain  Webs,  Edg- 
ings, Layon  Borders,  Blind  Cords, 
Carpet  Binding,  Cotton  Banding,  etc. 

Original  Patentees  of 
CARR'S  WOVEN  LADDER  TAPE. 

WHOLESALE  ONLY. 

Agent  for  Canada: 

Mr.  D.  F.  Moore 

Manchester  Building,  Melinda  Street 

TORONTO 


TELEGRAMS: 
WAKEFUL 
GLASGOW 


CODE: 
A.B.C. 
5TH  EDITION 


WILSON  &  CO. 

48  ALBION  STREET 

GLASGOW 

Manufacturers 

Ecru  and  Colored  Madras  Muslins, 
Coin  Spots  and  Figured  Harness 
Book  Muslins        Robe  Muslins 

Voiles 

Anglo-Swiss  and  Broche  Muslins, 

"Wilsco"  Lawns,  "Zelette" 

LACE  CURTAINS 

LACE  NETS 
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Dry  Goods  Review 


Make  Department  Look  Home-Like 

Furnishings  for  Home  Should  Be  Displayed  as  Nearly  as  Possible 
As  They  Will  Appear  in  the  Home — Some  of  the  Policies  Pursued 
by  Freiman's,  of  Ottawa — Anticipates  Coming  Seasons  in  De- 
partment Displays 


THE  REASON  why  a  good  many 
housefurnishing  departments  fail 
to  put  their  message  across  is 
that  they  are  not  arranged  in  such  a 
way  as  to  attract  customers  as  are  other 
sections  of  the  average  store.  The  usual 
type  of  department  in  which  household 
goods  are  displayed  is  all  too  frequently 
reminiscent  of  an  auction  room  or  mov- 
ing day,  with  badly  assorted  groups  01 
merchandise  placed  here  and  there  with 
little  regard  for  their  relation  to  lhe 
whole,  nor  even  as  regards  the  lighting 
available,  nor  the  sequence  which  would 
enhance  their  pi*operties  if  followed  up. 
The  ideal  department  should  aim  to  re- 
produce those  very  attributes  which 
characterize  the  home  and  distinguish 
it  as  artistic,  modern,  convenient  and 
above  all,  home-like.  To  create  this  at- 
mosphere amid  piles  o?  rugs,  bolts  of 
draperies  and  piles  of  prosaic  window 
blinds  or  bedding,  is  to  have  discovered 
the  secret  of  how  to  sell  house  furnish- 
ings successfully,  for  by  this  method  the 
appeal  of  "human  interest"  which  is 
the  slogan  of  the  day,  becomes  emphasiz- 
ed, and  abstract  merchandise  is  turned 
into  concrete  needs  which  will  beautify, 


renew   or   simplify   the   home   surround- 
ings. 

Anticipates   Each  Season 

This  theory  has  been  tested  ana  round 
satisfactory  by  H.  F.  Hickman,  manager 
of  the  house  furnishings  department  of 
the  A.  J.  Freiman  Company  of  Ottawa, 
whose  jurisdiction  extends  over  an  en- 
tire floor  comprising  all  kinds  of  fur- 
nishings, together  with  a  large  base- 
ment store  in  which  oncioths  and  linol- 
eums are  stocked.  Mr.  Hickman's  ex- 
perience has  proved  the  advisability  of 
emphasizing  seasonal  displays,  com- 
mencing each  change  sufficiently  far 
ahead  to  familiarize  customers  with  the 
fact  that  anything  needed  a  few  months 
hence  can  be  got  at  Freiman's.  For 
example,  hammocks  are  slung  up  from 
pillar  to  pillar  all  down  the  entire  de- 
partment as  early  as  March,  in  order 
that  customers  may  be  reminded  that 
summer  is  coming  and  verandah  sup- 
plies will  be  in  order.  By  mid-summer, 
an  early  fall  showing  of  seasonable  goods 
will  be  substituted  and  so  on  through 
the  year.  By  keeping  well  ahead  in 
the  matter  of  display  each  season,  busi- 


ness does  not  lag  nor  require   as  mucn 
pushing  at  its  height. 

How  Rugs  are  Shown 

The  rest  of  the  lay-out  of  this,  de- 
partment calls  for  comments  as  well. 
Mr.  Hickman  believes  that  a  natural 
sequence  should  be  observed  in  the  re- 
lation of  the  different  groups  of  mer- 
chandise, but  he  has  arranged  all  the 
fixtures  so  that  they  are  instantly  mov- 
able to  any  other  part  of  the  section. 
Even  the  platforms  on  which  rugs  are 
laid  are  supplied  with  casters  and  can  be 
moved  by  one  man.  In  showing  rugs, 
all  the  different  sizes  of  every  style 
are  kept  together  instead  of  being  shown 
in  single  samples  with  stock  kept  in 
the  rear.  The  advantage  of  this 
plan  lies  in  the  fact  that  a  woman  will 
often  select  two  small  matching  rugs  in- 
stead of  one  large  one,  if  she  has  a 
difficult  room  to  fit,  but  will  not  visual- 
ize the  effect'  of  a  certain  pattern  in  a 
reduced  size  unless  it  is  actually  put 
before  her. 

Small  wool  rugs  are  extremely  popu- 
lar at  present,  and  effective  piles  of 
these   goods   are    ranged    round    the    de- 


"A  heavy  stock  lightly  handled"  is  the  slogan  of  this  splendidly  equipped  basement  oUeloth  depart- 
ment in  the  A.  J.  Freiman  Co.,  of  Ottawa.  The  dummy  staircase  on  the  right  of  the  picture  was 
designed  for  window  displays  and  is  responsible  for  promoting  sales  in  stair  coverings.  The  upright 
racks  were  only  recently  installed  and   enable   customers  to  shop  without  the  effort  of  stooping  over. 
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partment,  but  as  far  as  possible  an  ef- 
fort is  made  to  confine  floor  coverings 
to  sections  which  represent  types  of 
rooms  such  as  living  rooms,  bedrooms 
and  kitchens,  etc.  The  draperies  are 
ranged  on  the  side  of  the  department 
next  to  the  windows,  the  glass  of  which 
is  draped  in  various  nets  or  Madras 
muslin  on  sale.  Below  the  windows  a 
solid  brass  rod  runs  the  length  of  the 
section  upon  which  the  novelty  curtains 
of  scrim,  marquisette,  etc.,  are  hung. 
This  rod  serves  two  purposes,  it  displays 
the  curtains  in  a  natural  manner,  being 
placed  about  5  feet  from  the  floor,  and 
it  also  helps  to  screen  from  view  the 
stock  cases  behind,  in  which  reserve 
goods  are  ranged. 

Seasonable  Draperies  Kept  in  Front 
Heavier  window  draperies  are  shown 
on  tables  wherever  space  permits,  the 
goods  being  unrolled  from  the  bolts  suf- 
ficiently to  show  the  quality  and  appear- 
ance of  the  material.  Care  is  taken  all 
the  time  to  show  only  seasonable  goods 
and  as  in  the  case  of  the  overhead  dis- 
plays, Mr.  Hickman  insists  that  new 
goods  be  shown  as  far  ahead  as  possible 
so  that  when  a  customer  begins  to  triink 
of  new  house  furnishings  she  thinks  of 
Freiman's  at  the  same  time.  A  remnant 
table  is  a  very  popular  feature  of  this 
section,  and  every  short  length  finds  it", 
way  to  this  outlet  where  nothing  lingers 
long. 

Mr.  Hickman  believes  in  extending  the 
relationship  of  house  furnishings  still 
farther  and  even  gives  prominence  to 
displays  of  carpet  sweepers,  vacuum 
cleaners,  floor  mops  and  polish,  lamps 
and  shades,  cushions,  etc.,  in  conjunc- 
tion with  other  merchandise.  He  is  of 
the  opinion  that  a  woman  is  more  likely 
to  purchase  a  carpet  sweeper  when  buy- 
ing a  new  rug  than  she  would  be  if  the 
sweeper  were  not  shown  at  the  same 
time.  Suggestion  plays  just  as  prom- 
inent a  role  in  selling  house  furnishings 
as  in  food  products  or  art  goods  but  is 
unfortunately  neglected  owing  to  lack 
of  imagination  on  the  part  of  many 
salespeople.  This  applies  equally  well 
to  the  sale  of  hardware  suitaoie  for 
house  furnishings,  which  many  people 
overook  as  being  of  little  consequence.  In 
this  department,  however,  the  custom- 
er's attention  is  quickly  arrested  by  the 
sight  of  a  green  velvet  stand  neatly  laid 
out  with  gleaming  brass  stair  rods,  cur- 
tain poles  and  brackets,  etc.,  all  priced 
plainly.  These  brass  goods  are  merely 
samples  and  the  merchandise  is  kept  in 
the  stock  room  where  it  can  be  got  at 
quickly. 

A  Profitable  Workroom 

All  these  features  are,  however,  not 
the  most  important  of  the  many  which 
call  for  attention  in  this  well  managed 
department,  for  the  workroom  is  by  all 
odds  the  principal  source  of  interest  to 
nine  out  of  every  ten  customers  who 
shop  at  the  Freiman  store.  In  this 
workroom,  which  by  the  way  is  strategi- 
cally located  at  the  farthest  end  of  the 
department  and  can  be  reached  only  by 
passing  down   its  entire  length,  a  large 


staff  of  work  people  is  maintained  all 
the  year  round  who  comprise  a  corps  of 
experienced  house  decorators  and  who 
daily  turn  out  artistic  lamp  shades, 
chintz  furniture  covers  or  other  uphols- 
tery work,  draperies  of  all  kinds,  as 
well  as  taking  orders  for  metallic  em- 
broideries on  ecclesiastical  and  other 
garments,  and  hemstitching  on  anything 
from  curtains  to  sheer  lingerie. 

Both  the  workroom  and  the  main  de- 
partment are  constantly  co-operating  one 
with  the  other,  and  sales  clerks  are  in- 
structed to  keep  posted  on  every  topic 
even  remotely  connected  with  their  work 
in  order  to  provide  suggestions  which 
will  assist  customers  in  deciding  upon 
their  needs.  When  sales  clerks  in  a  cer- 
tain section  of  the  department  are  rush- 
ed and  unable  to  handle  all  customers  at 
once,  others  make  it  a  practice  to  watch 
for  those  who  have  not  been  served  and 
they  lose  no  time  in  coining  forward  to 
act  as  temporary  order  takers,  so  that 
no  one  can  ever  complain  of  being  made 
to  wait  or  having  received  scant  atten- 
tion. Even  though  the  staff  are  on  a 
straight  salary,  they  like  the  idea  of 
winning  as  many  personal  friends  as 
possible  among  customers  and  there  is 
no  jealousy  or  unfair  competition  among 
them. 

Educational   Talks   Keep   Interest 

Mr.  Hickman  holds  frequent  educa- 
tional talks  for  his  staff,  but  stresses 
individual  and  personal  chats  rather 
than  lectures  to  the  staff  co'lectively. 
Any  prob'ems  are  thus  solved  without 
delay  and  Mr.  Hickman  to  aoie  to  help 
each  sales  clerk  in  his  own  particular 
difficulty  with  a  saving  of  time  and  a 
minimum  of  effort.  He  urges  his  staff 
to  read  books  upon  decoration,  period 
furnishings,  design  and  color  and  even 
on  the  manufacture  of  the  various  kinds 
of  goods  kept  in  stock  in  his  depart- 
ment. Noticing  a  marked  tendency  on 
the  part  of  customers  to  show  interest 
in  better  grade  merchandise  with  every 
successive  month,  Mr.  Hickman  believe" 
in  improving  the  department  and  its 
service  to  keen  up  with  this  trend.  Cus- 
tomers now  come  in  freely  to  ask  ad- 
vice, when  t'hev  are  uncertain  what  is 
best  to  buy,  whik  tho^e  w^o  do  know 
likewise  come  to  Freiman's  because  the 
stock  is  always  fresh,  well  chosen  and 
displayed,  with  a  po'licv  of  satisfaction 
guaranteed  to  back  it  up. 


J.  Pitt  has  opened  up  a  dry  goods 
store  in  North  Bay,  Ont.,  at  the  corner 
of  Main  and  Wylde  Sts. 

Mrs.  Bramham  has  commenced  busi- 
ness at  272  Ottawa  St.  North,  Ottawa, 
Ont.,  with  a  specialty  shop  of  home- 
made infants'  clothing  and  knitting. 

A  knitt'ne;  company  to  be  known  as 
Amalgamated  Knitters  Limited,  is  being 
formed  in  Port  Hope,  Ont.  It  will  amal- 
gamate the  Port  Hope  Knitting  Com- 
pany with  the  Cornell  Knitting  Co,  of 
Peterboro,  Ont. 


Remembered  By 

Firm  and  Staff 

W.  H.  Baker  of  John  S.  Brown  and  Sons, 
Belfast,   Given   Watch    and    Chain 
And  Flower  Basket  on  Retirement 

On  Thursday  evening,  June  8th,  at 
The  Toronto  Club,  Toronto,  a  compli- 
mentary dinner  was  tendered  W.  H. 
Baker  by  the  Directors  of  John  S.  Brown 
and  Sons  Belfast,  Ireland,  Manufactur- 
ers of  Shamrock  Linens  and  the  staff  of 
John  S.  Brown  and  Sons  Canada  Ltd., 
of  whom  Mr.  Baker  was  Manager  for 
Canada. 

After  a  sumptuous  repast,  J.  S.  B. 
McMurray  in  an  elequent  speech  refer- 
red to  the  success  the  firm  had  attained 
in  Canada  under  the  capable  leadership 
of  Mr.  Baker  and  in  presenting  him  on 
behalf  of  the  Belfast  Directors  with  a 
solid  gold  watch  and  chain  and  wishing 
him  good  health  and  success  on  his  well 
earned  rest,  said  that  it  was  with  great 
regret  the  Directors  accepted  his  resig- 
nation. 

Later  in  the  evening  J.  N.  Doherty  on 
behalf  of  the  Toronto  House  in  a  few 
well  chosen  remarks,  presented  Mr. 
Baker  with  a  handsome  silver  flower 
basket  and  candlesticks  as  a  slight 
token  of  their  affection  and  regard. 

To  both  presentations  Mr.  Baker  suit- 
ably replied  and  dwelt  on  the  good  re- 
lations which  had  always  existed  be- 
tween John  S.  Brown  and  Sons  and 
himself. 

Manager  Ten   Years 

Mr.  Baker  took  over  the  management 
of  John  S.  Brown  and  Sons  over  ten 
years  ago  and  the  present  position  this 
firm  holds  in  Canada  to-day  is  due  to 
his  untiring  efforts  and  business  ability. 

Previous  to  this  he  was  connected 
with  Messrs.  Murray-Kay  Co.  Ltd.,  Tor- 
onto, as  Linen  Buyer  for  over  20  years 
and  yearly  travelled  the  European  mar- 
kets in  search  of  merchandise.  He  is 
regarded  in  the  linen  market  as  one  of 
the  keenest  and  best  judges  of  house- 
hold linens  on  this  continent  and  is  well 
and  favourably  known  to  all  the  Euro- 
pean dry  goods  houses. 

Mr.  Baker  intends  summering  in  Mus- 
koka  and  expects  to  spend  the  winter  in 
California. 

Later  in  the  evening  the  following- 
toasts  were  given;  John  S.  Brown  and 
Sons;  Mr.  and  Mrs.  Baker;  Our  Travell- 
ing Salesmen,  which  was  gracefully  re- 
plied to  by  the  complete  Sales  Staff. 
Before  the  evening  concluded  Mr.  Baker 
proposed  the  toast  to  J.  S.  B.  McMurray 
who  will  take  over  the  duties  as  mana- 
ger for  John  S.  Brown  and  Sons  (Can- 
ada)  Ltd. 


R.  E.  Main,  dry  goods  merchant  of 
Meaford,  Ont.,  died  on  June  3  after  an 
illness  of  three  months.  Mr.  Main  was 
a  pioneer  of  Meaford  and  very  prom- 
inent m  business  circles. 
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The  Outlook  In  The  Linen  Trade 

President  of  the  Irish  Linen  Society,  W.  H.  Webb,  Discusses 
Conditions  With  Dry  Goods  Review— Says  Price  Tendency  Must 
Be  Upwards  or  Linen  Industry  Must  Cease— Successful  Experi- 
ments With  Pure  Strain  Seed — Ontario  Good  Flax-Producing 

Land 
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CANNOT  tell  what  fluctuations 
there  may  be  in  linen  prices  caused 
by  one  condition  or  another,  but 
the  tendency  must  either  be  definitely 
upward  or  the  linen  industry  must  cease 
operations." 

That  is  the  declaration  of  W.  H.  Webb, 
president  of  the  Irish  Linen  Society  and 
"resident  of  the  Belfast  Chamber  of 
Commerce,  in  an  interview  with  Dry 
Goods  Review.  His  opinion  is  based  on 
conditions  as  he  sees  them  for  some 
years  to  come,  conditions  which  indi- 
cate that  many  years  will  elapse  before 
anywhere  near  normal  growth  of  flax 
can  be  re-established.  Whereas  Russia 
used  to  produce  about  90  per  cent,  of  the 
flax  used  for  linens,  none  is  coming 
from  there  now  and  there  is  nothing  to 
indicate  that  supplies  can  be  obtained 
from  that  source  for  some  years.  Even 
if  the  flax  were  there,  trading  with  Rus- 
sia is  hopeless  under  her  present  sys 
tern  of  irresponsible  government.  Otne/ 
than  Russia,  Mr.  Webb  referred  to  the 
small  acreage  being  devoted  to  the 
growth  of  flax  in  the  other  flax-pro- 
ducing countries   of  the   world. 

Soon  To  Feel  Scarcity 

"Although  the  buying  public,  general- 
ly speaking,  have  not  felt  the  scarcity 
of  linens  as  yet  they  will  very  soon," 
said  Mr  Webb.  "It  takes  about  two 
years  for  the  raw  flax  to  get  into  the 
distributor's  hands  in  the  finished  ar- 
ticle. The  great  source  of  linen  sup- 
plies has  been  Russia  from  which  85  to 
90  per  cent,  of  the  flax  came.  It  was 
formerly  of  a  peasant  industry  in  which 
millions  of  the  Russian  peasants  en- 
gaged; the  average  acreage,  I  believe, 
was  about  one-half  acre  to  the  family.  It 
was  handled  by  the  families  and  de- 
fibred  in  the  winter  time  when  there  was 
nothing  else  to  do.  Consequently,  it  was 
bought  at  a  very  low  cost.  The  farmer, 
proper,  as  opposed  to  the  peasant  can- 
not grow  flax  profitably  with  hi-ed  la- 
bor. 

"Even  if  the  flax  were  procurable  from 
Russia,  it  is  impossible  to  trade  with 
them.  As  a  matter  of  fact  we  have  had 
a  trade  agreement  with  Russia  for  over 
a  year  but  have  not,  so  far  as  I  know, 
traded  with  them  a  single  pound's  worth. 
They  purchased  a  magnificent  building 
in  London  at  a  cost  of  about  $350,000 
which  is  the  centre  of  propaganda.  They 
issue  a  paper  monthly  of  a  sentimental 
character  which  is  pure  humbug. 

Flax    Acreage 

"The  estimated  acreage  devoted  to 
flax  in  Ireland  for  the  present  year  is 
32,000  acres  as  against  39,000  last  year, 
as   against  129,000   in   1920  and   149,000 


W.  H.  WEBB 

president  of  the  Irish  Linen  So- 
ciety and  president  of  the  Bel- 
fast Chamber  of  Commerce  ivho 
recently  made  a  business  trip  to 
important  centres  in  Canada. 

in  1918.  The  acreage  before  the  war 
was,  I  believe,  about  43,000  acres.  In 
Belgium  and  France  the  acreage  is  about 
5  per  cent,  higher  than  last  year.  In 
the  Baltic  States,  the  acreage  is  about 
the  same  as  last  year.  In  a  word  the 
reports  from  Soviet  Russia  are  very 
bad;  it  is  hopeless.  The  average  acreage 
in  Belgium  and  France  .s  to  be  in  the 
neighborhood  of  about  35,000  or  40,000 
acres-  Germany  after  the  war  tried  out 
a  new  system  of  getting  the  farmers  to 
handle  the  flax  but  it  has  been  an  utter 
failure,  there  has  not  been  a  sufficient 
yield  of  fibre  to  pay  wages,  let  alone 
overhead. 

"One  of  the  remarkable  things  in  re- 
gard to  the  linen  industry  is  that  the 
yield  per  acre  of  fibre  hai  seriously 
fallen  off  since  the  war.  This  is  due  to 
the  seed  getting  all  out  of  shape.  Ire- 
land's yield  is  only  about  one-half  what 
it  was  before  the  war. 

Research  Work 

"We  are  going  carefully  in^o  research 
work  and  are  concentrating  on  the  pure 
strain  of  seed  with  considerable  success. 
We  have  one  fairly  good  seed,  the  John 
W.  Stewart,  which  last  year  in  compe- 
titions carried  out  by  the  Department 
of  Agriculture  gave  double  returns  of 
Canadian,      Ontario      and      Commercial 


Dutch.  At  present,  we  have  only  three 
tons  of  it  and  it  will  take  six  years  be- 
fore we  really  have  enough  to  influence 
the  fibre  production.  In  this  research 
we  are  making  good  progress  in  this  di- 
rection but  it  is  a  little  premature  to 
talk  about  it. 

Flax  Imports 

"The  imports  of  flax  last  year  were 
around  19,000  tons  as  against  105,000 
in  1912.  But  for  the  fact  that  the  spin- 
ning mills  stood  still  ten  months  of  last 
year  we  would  be  completely  out  of  flax 
now.  Business  was  done  on  existing 
stocks  of  finished  linens  last  year,  on 
woven  cloths  and  yarns  so  that  the 
reserve  of  flax  is  much  the  same  as  it 
was  at  this  time  last  year.  There  was 
practically  no  crop  last  year  because  it 
was  burnt  up  by  the  continued  drought 
which  swept  over  every  flax-producing 
country  with  the  exception  of  the  Baltic 
States. 

Future  for  Ontario  Flax 

"I  think  there  is  a  very  good  future 
for  the  production  of  flax  in  Ontario. 
On  account  of  the  cheapness  of  the  land 
and  the  greater  use  of  machinery  in 
ways  we  cannot  use  it,  the  yield  here  for 
the  volume  consumption  of  linens 
should  be  good.  Our  flax  is  usually  flat- 
tened out  just  before  it  is  to  be  harvest- 
ed, by  the  rains,  and  a  machine  cannot 
touch  it-  That  is  not  the  case  here  in 
Canada.  We  have  plenty  of  the  finer 
grades  of  flax  from  Belgium  and  France 
but  for  the  volume  production,  Ontario 
should  be  a  very  fruitful  field." 


One  of  the  largest  building  opera- 
tions being  done  in  British  Columbia 
this  summer,  is  that  of  the  new  store  of 
the  F.  W.  Woolworth  Co.  in  Victoria.  A 
system  of  box  girders  supported  on 
structural  steel  columns  has  been  intro- 
duced So  that  an  area  of  2,500  feet  will 
require  only  two  or  three  interior  col- 
umns. 


Another  group  of  men  are  interest- 
ing themselves  in  the  silk  industry  in 
Ontario.  This  time  they  are  planning 
to  grow  silk  in  the  township  of  Scar- 
boro,  not  far  from  Toronto. 


Wm.  Shannon,  manufacturer  of  silk 
fringes,  is  erecting  a  building  at  724 
Bathurst  St.,  Toronto,  at  a  cost  of  $100,- 
000. 


Dry   Goods  Review 


HOME    FURNISHINGS 


91 


July  and  August  Good  Linen  Months 

Hamilton  Store  Has  Had  Unusual  Success  in  Promoting  Sales 

During  Summer  Months — Says  More  Fancy  Work  Done  Then 

Than  in  Winter — Fancy  Goods  Next  to  Linens — Helping  the 

Customer  to  Look  After  Linens 


THERE  is  a  department  store  in 
Hamilton,  Ont.,  which  specializes 
on  household  linens  during  the 
summer  months.  The  manager  of  the 
department  says  he  sells  as  many  lin- 
ens in  July  and  Augus;  as  in  the  spring 
season.  Except  for  the  June  brides, 
who  do  much  of  their  buying  during 
March,  April  and  May,  he  says  that 
there  is  not  a  great  call  for  linens  until 
later.  The  ordinary  householder  is 
more  interested  in  general  furnishing 
lines  like  draperies  and  wallpapers  in 
the  spring.  Table  and  bed  linens  are 
left  for  a  time  when  there  is  more 
leisure — 'the  hot  months. 

Last  Ten  Years   Have  Found  Change 

Fifteen  years  ago,  this  manager  who 
has  been  in  charge  of  his  department 
for  over  twenty  years  says,  women  did 
no  embroidery  during  the  winter.  To- 
day most  of  them,  even  those  of  the 
stay-at-home  class,  spend  their  leisure 
hours  during  the  winter  at  bridge  or 
at  :he  movies.  This  does  not  apply 
only  to  the  women  of  a  large  centre  like 
Hamilton  but  to  the  small  towns  as 
well.         , 

As  a  falling-off  has  been  noticed  in 
needlework  during  the  cold  season,  so 
has  a  great  increase  in  it  been  felt  in 
the  summer.  Sitting  on  verandahs  is 
much  more  common  than  it  was  years 
ago.  Eating  outside  is  quite  usual  too. 
The  summer  cottage  idea  has  spread  to 
an  amazing  extent  in  the  las;  few 
years  and  nearly  everyone,  from  the 
business  girl  to  the  grandmother  takes 
at  least  two  weeks'  vacation  where  leis- 
ure hours  are  the  most  important  thing. 

This  manager  has  watched  with  in- 
terest the  increasing  numbers  of  wo- 
men who  buy  material  to  work  on  dur- 
ing the  summer.  Some  of  thes?  rarely 
touch  a  needle  at  any  oeher  time  of 
the  year  and  many  never  finish  their 
work.  But  this  interest  means  a  great 
deal  of  business  to  the  live  merchant. 
For  this  reason,  our  informant  says 
that  every  few  days  after  the  third 
week  of  June,  he  advertises  something 
special  in  linens  or  embroidery.  For 
example  serviettes;  many  women  like 
to  take  initialled  serviettes  away  with 
them.  Pillow  cases  sell  well  too  and 
certain  types  of  centrep'eces  are  al- 
ways attempted.  Towels  are  one  of 
the  strongest.  , 

Not  only  the  September  brides  but 
those  who  are  not  contemplating  mar- 
riage until  th^  fo'lowinu'  June  begin 
buying  their  Madeira  work  their  lun- 
cheon sets  and  their  bed  linen  in  the 
summer.  All  they  need  is  to  have 
their  interest  created. 


Fancy    Work   is   Next   to    Linens 

Many  stores  separate  their  fancy 
work  department  from  their  regular 
linens.  This  manager  believes  they 
are  better  together.  Women  do  not  seg- 
regate in  their  minds  things  which  may 
be  used  for  the  table.  He  thinks  that 
having  the  two  together  has  often  sold 
several  pieces  instead  of  one.  He  il- 
lustrated this  by  ia  case  which  had  oc- 
cured  the  very  day  on  which  Dry  Goods 
Review  chatted  with  him.  A  women 
entered  the  department  to  buy  a  baby 
dress  for  embroidering.  Before  she 
was  finished  she  had  bought  from  the 
next  counter  a  hemstitched  luncheon 
set  and  half  a  dozen  towels  which  she 
left  at  the  first  counter  to  be  stamped. 
She  would  certainly  not  have  taken 
these  if  they  had  been  situated  some- 
where else. 

Giving  Directions  wi  h  Linen  Purchases 
The  H.  S.  Falls  Company  of  Simcoe, 
Ont.,  has  another  method  which  draws 
attantion  to  their  linen  department. 
They  give  directions  for  the  washing 
and  care  of  linens  which  their  custom- 
ers appreciate  greatly.  Even  women 
who  understand  the  washing  of  linens 
ask  for  them.  Directions  are  things 
which  are  rarely  memorized  and  which 
are  constantly  being  lost  so  that  cus- 
tomers are  pleased  when  a  store  takes 
•;he  trouble  to  furnish  them. 
They    are    as    follows: 

The  Washing  of  Linens 
Not  many  laundry  managers  realize 
that  there  is  a  scientific  side  to  washing 
different  textile  fabrics.  Fabrics  such  as 
linen,  cotton,  jute,  wool  and  silk  require 
a  different  process  in  wash'ng,  in  order 
vhat  they  will  give  the  best  satisfac- 
tion. Cotton  will  stand  boiling  with 
washing  soda  without  being  injured, 
but  to  use  th's  same  process  on  linen 
would  soon  destroy  any  quality  of  lin- 
en. The  soda  dissolves  the  gum  which 
binds  the  flax  fibres  together,  and  the 
fibres  soon  come  away  in  fluff.     Under 


no  circumstances  should  washing  soda 
be  used  in  washing  linens. 

Pure,  mild  soap,  used  according  to 
the  instructions  given  by  the  maker, 
will  produce  excellent  results,  and  with 
it  a  scald  will  do  the  linen  no  harm. 

Linen  will  sometimes  turn  yellow  af- 
ter washing.  As  a  rule  this  is  not  the 
fault  of  the  linen,  but  is  the  result  of 
not  properly  rinsing  out  the  soap  with 
clean  water.  Under  the  heat  of  the 
iron,  chemical  action  takes  place  be- 
tween the  soap  and  the  natural  gum  of 
the   flax. 

Embroidery  should  be  washed  in 
luke-warm  water,  then  passed  through 
a  cold  bath,  wrung  out  in  a  cloth  and 
stretched.  Iron  while  still  wet;  be  sure 
to  keep  a  piece  of  thin  Cambric  between 
the  iron  and  material  till  almost  dry. 
Iron  until  quite  dry,  but  do  not  have 
the  iron  ;oo  hot.  To  procure  the  best 
finish  of  Damask  linen  put  linen  in  hot 
water,  pass  through  wringer  and  iron 
until  dry. 

Never  use  starch  in  linen,  as  it  is  in- 
jurious. A  good  substitute,  and  one 
that  will  not  injure,  is  gum  arabic.  Dis- 
solve one  ounce  in  a  half^pint  of  boil- 
ing water.  For  use  add  one  tablespoon- 
ful  of  this  solution  to  a  quart  of  water. 

The  secret  of  keeping  linen  white  is 
to  use  a  mild  soap,  and  wring  it  out 
again  and  again  in  order  to  remove  ehe 
soap. 

The  Care   of   Linens 

First  of  all,  buy  a  good  quality  of 
linen.  It  is  a  poor  policy  to  buy  cheap 
linens. 

Do  not  bundle  your  linen  haphazard 
in  any  old  cupboard  drawer.  It  should 
have  a  permanent  place  in  some  part 
of  your  home,  where  the  temperature  is 
even.  A  cool,  fresh  room,  in  a  press, 
from  which  the  sunlight  is  always  ex- 
cluded, is  the  proper  place. 

The    Removal   of    Stains 

Any  of  the  following  suggestions  can 
be  used  in  removing  certain  stains  from 
linens,  but  do  not  forget  to  immediate- 
ly rinse  your  linens  again  and  again  to 
remove  the  solution  used,  because  if 
left  to  dry  in  the  linen,  it  is  liable  to  be 
injurious  to  the  linen  fibre. 

Tea,  Coffee  and  Fruit  Stains— After 
the  linen  has  been  washe-d  rub  the 
seained  parts  with  ordinary  ammonia, 
then  bleach  with  Hydrogen  Peroxide 
and  rinse  well   to    remove  the   Peroxide. 

Blood  Stains — Do  not  use  boiling 
water.  Wash  the  stained  parts  in  tep- 
id water  containing  one  ounce  of  soda 
to  each  pin:  of  water. 
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Sell  Them  COMFORT 

One  of  the  best  ways  to  sell  a  KENWOOD  All-Wool  BED  BLANKET  is  to  sell  the  customer  Comfort 

LIGHT  WEIGHT  bedding,  as  everyone  knows,  is  the  most  healthful,  provided  it  is  WARM. 

Picture  the  Comfort  of  Kenwood's  ALL  WOOL   LIGHTNESS  and  WARMTH— ONE  Kenwood  is  as  warm  as  TWO 
double  blankets — is  easier  for  the  housewife  to  handle,  easier  to  wash,  has  more  body  and  strength  to  give  long  wear. 

Then,  too,  there  is   Comfort  in  just  the  feel  of  Kenwood  soft,  fleecy  wool  texture. 

And — it  is  a  part  of  Comfort  to  know  Kenwoods,  being  pre -shrunk,   will   keep   shape  and   size  though   laundered   fre- 
quently— will  long  outwear  ordinary  blankets. 


KENWOOD 


KENWOOD    MILLS,  Ltd. 


Arnprior,  Ontario,   Canada 


ProductS 


FACTS  THAT  WILL  HELP  YOU  SELL  MORE  BLANKETS 


1— KENWOOD  Blankets  are  made  in  Canada  by  Can- 
adian workmen. 

2 — Nothing  but  pure  new  wool — virgin  wool — wool 
selected  for  its  warmth,  lightness  and  strength — goes 
into   a    Kenwood    Blanket. 

3 — Kenwood  Blankets  are  woven  100  inches  wide  and 
shrunk    28    inches    at   the   mill — As    a    result    Kenwood 


Blankets  are  easy  to  wash  and  they  retain  shape  and 
size. 

4 — This  shrinkage  also  gives  body  to  the  blanket — makes 
it  firmer,  stronger  and  increases  Hs  years  of  use- 
fulness. 

(j — Kenwood    colors    do   not   fade — dyes  are   permanent. 
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KEEPING  PACE 

WITH 

THE  TIMES! 


R.eal  Success  in  getting  business 
means  having  what  people  want.  In  Lace 
Curtains  and  Curtain  nets  it  means  know- 
ing what  will  appeal  to  milady's  taste,  bas- 
ed on  the  education  she  is  constantly  re- 
ceiving through  the  various  woman's 
Journals  and  publications. 


Every  time  she  needs  new  curtains  or  nets,  she  expects  you  to  have  the  up- 
to-date  goods  she  knows  are  to  be  had.  If  you  haven't  got  them,  she  buys 
elsewhere. 

That  is  why  we  have  established  our  Canadian  office  and  warehouse. 
Working  in  co-operation  with  our  New  York  branch,  it  will  keep  us  post- 
ed on  the  right  designs  and  weaves  to  produce  for  the  Canadian  trade. 

No.  2191  {see  cut).  One  of  our  new  designs  for  the  Fall  trade. 
36  x  2l/>  yds.    7/-  per  pair. 


See  our  new  line  when  our  representative  calls. 


T.  I.  BIRKIN  <3b  CO. 

of  Nottingham,  Eng. 

275  CRAIG  ST.  W.,  MONTREAL 

(around  the  corner  from  Victoria  Square) 

C.  W.  WILLIAMS,  Manager  for  Canada 
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KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have "  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WINDOWSHADE  JOBBERS 


Made   by 


JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 


LION  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
Casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex. 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 
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are  you  working  if  c 

"A  big  city,"  you  say?  Yes.  But  did  you,  the  retail  merchant 
awav  out,  it  may  be,  in  a  smaller  city  or  town,  ever  stop  to  con- 
sider that  there  are  not  only  scores  but  hundreds  of  stores  serving 
the  big  city's  Linoleum  needs?  YOU,  then,  have  an  equal  chance 
for  selling,  an  equal  chance  with  the  city  merchant — right  at  your 
own  door. 

Why   Not    Work   Your 
Own  Market  This  Way? 

FIRST:  Make  up  a  list  of  your  customers  who  probably  need 
Linoleum,  adding  thereto  those  of  good  prospects. 

SECOND:  Write  these  a  personal  letter,  telling  them  why  Linoleum 
is  the  ideal  floor  for  the  home.  (If  you  want  real  talking 
points  we'll  gladly  supply  them.)  Then— FOLLOW  THEM 
UP  WITH  A  PERSONAL  CALL,  taking  a  copy  of  our 
1922  Pattern  Book  in  your  pocket. 

THIRD:  Plan  and  put  in  your  best  selling  window  a  display  of 
DOMINION  Linoleum  and  Linoleum  Rugs.  Don't  forget 
to  include  Floor  Oilcloth  and  Floor  Oilcloth  Rugs.  (We 
send  display  material  free  of  charge.) 

FOURTH:  Link  up  your  local  newspaper  advertising  with  this  win- 
dow display — we  supply  suitable  electros,  free. 

Now  are  you  all  ready?           Start  to-day.         Let's   Help    You. 
Write  us  now. 

Dominion  Oilcloth  &  Linoleum  Co.,  Limited 

MONTREAL 
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Simple  Lines,  Quiet  Colors,  Straighter  Silhouette: 
What  Montreal  Says  About  Coming  Fall  Styles 

New  Models  Loose  All  the  Way  Down  and  Retain  Straight  Line 

From  Shoulder  to  Hem — Likely    to    be    Something    Added    to 

Length  of  Skirt — Mannish  Top  Coat  in  New  Fall  Fabrics — All 

White  Suit  for  Summer  Wear. 


ALTHOUGH  few  really  definite 
styles  are  as  yet  being  shown  as 
advance  Fall  samples  at  the  Mon- 
treal show  rooms,  yet  the  trend  of  the 
coming  seaso-'s  fash  ons  is  mor.  or 
less  clearly  outlined  in  che  minds  of  de- 
signers. "We  are  going  to  give  more 
attention  to  simple  lines,  quieter  colors 
and  a  straighter  silhouette  than  we 
have  ever  done  in  the  past,"  commented 
a  manufacturer  of  wraps  and  suits  to 
Dry  Goods  Review.  "We  feel  that  the 
tendency  towards  strictly  tailored  coats 
and  suits  is  one  of  the  safest  sign  posts 
on  the  road  to  a  successful  fall  season 
are  more  wearable  than  are  the  elabor- 
ate dolmans  or  wrappy  styles.  There 
will  be  certain  changes,  of  course,  in 
the  matter  of  such  items  as  sleeves  but 
so  far  as  can  be  judged  at  this  early 
date,  the  general  silhouette  will  ap- 
proximate chat  of  the  past  season  or 
two,  but  will  be  straighter  if  anything. 
Wraps  are  Straight  in  Line 
The  main  difference  noted  between 
the  wrap  coat  of  1921  and  that  for  the 
1923  season  is  that  whereas  the  former 
seemed  loose  and  roomy  at  the  top,  tap- 
ering in  about  the  knees,  the  models  are 
loose  all  the  way  down  and  retain  the 
straight  line  from  shoulder  to  hem. 
Most  of  these  wraps  have  wide,  even 
voluminous  sleeves  which  are  not  clear- 
ly defined  as  to  armhole  but  may  start 
anywhere  from  the  waist  line  up.  The 
manufacturers  state  that  with  the  ad- 
dition of  a  little  gathered  puffed  cuff 
underneath,  these  sleeves  are  quite  as 
warm  in  winter  as  the  closer  fitting 
ones. 

The  length  of  these  new  wraps  is  still 
a  moot  question.  With  Paris  dictating 
longer  skirts  and  New  York  compromis- 
ing on  a  few  added  inches  on  certain 
types  of  garments  only,  Canadian  man- 
ufacturers will  probably  add  no  more 
than  an  inch  or  two  to  the  length  which 
has  held  sway  in  popular  favor  during 
the    past   season  in   wraps. 

The  mannish  top-coat  is  still  going 
strong  even  in  face  of  the  unprecedent- 
ed popularity  of  the  past  few  months, 
and  wlill  be  shown  in  new  fabrics  for 
fall.  The  preference  in  fabrics  will  re- 
main true  to  soft  finished  effects  and 
reversible  cloths  are  already  being 
made  up  in  large  quantities.  Soft  in- 
determinate overchecks  are  well  devel- 
oped in  certain  other  mannish  models 
with  new  styles  of  pockets  and  these 
are  often  left  unbelted,  with  a  smart 
flare  about  the  skirt   of  the  coat. 

Where  dressier  models  are  concerned, 
the   use  of  fur   on   collars   will  be   even 


more  lavish  than  usual.  Only  the 
ly  the  softest  and  most  velvety  mater- 
ials are  to  be  employed  and  these  in 
dark  blues,  browns  and  black  rather 
than  in  lighter  colors.  The  peltri 
which  seem  most  appropriate  for  use 
nex;  fall  and  winter  on  these  wraps  are 
said  to  be  Persian  lamb,  caracul,  squir- 
rel, beaver  and  a  few  long  haired  furs 
including  wolf.  The  use  of  fancy  gir- 
dles or  metallic  effects  as  belts  is  pre- 
dicted in  connection  with  these  coats  as 
being  likely  to  receive  more  attention 
than  plain  girdles  or  string  belts  of 
self  fabric.  Many  of  the  more  elabor- 
ate models  will  feature  a  dropped  waist 
line,  bloused  over  one  of  these  fancy 
girdles,  simulating  a  chemise-like  ef- 
fect. 

According  to  a  designer  who  has  prac- 
tically completed  his  Fall  models,  the 
sleeve  is  the  one  important  feature  of 
it  and  stamps  it  cs  be'ng  of  this  year's 
vintage,  and  the  main  differences  in 
design  between  one  type  of  coat  and 
another  will  be  chiefly  determined  by 
sleeve  treatment  rather  than  any  other. 
Canton   Capes    Enjoy    Wide    Popularity 

The  vogue  of  the  moment  for  mid- 
summer wear  promises  to  be  the  all- 
whi:e  suit,  either  of  flannel,  homespun 
or  jersey.  As  was  predicted  earlier, 
the  bright  tones  of  tweed  and  home- 
spun so  prevalent  in  suits  during  May 
are  gradually  giving  way  to  white,  both 
for  suits  and  separate  skirts,  while  in 
direct  contrast,  the  demand  for  all- 
black  Canton  crepe  capes  with  a  grey 
or  vividly  toned  lining,  are  equally  as 
great.  As  outdoor  gatherings,  such  as 
races,  country  club  teas  and  other  such 
festivities  become  more  numerous,  the 
vogue  for  capes  in  silk  fabrics  becomes 
more  and  more  pronounced.  The  cape 
will  undoubtedly  be  the  wrap  par  ex- 
cellence, for  both  young  women  and 
matrons  during  July,  August  and  early 
September,  while  a  few  cape  models  in 
heavier  fabrics  are  to  be  shown  for 
cool   evenings  of   early  fall. 

In  connection  with  the  sale  of  mid- 
summer ready  to  wear,  it  has  been 
pointed  out  to  Dry  Goods  Review  that 
the  average  store  is  too  much  afraid 
of  being  "caught"  with  left-over  mer- 
chandise by  the  end  of  July,  and  conse- 
quently it  loses  many  a  good  sale 
through  lack  of  sufficient  novelties  in 
cool  frocks  to  tempt  the  woman  who 
requires  something  with  which  to  fin- 
ish out  the  season.  Even  half  a  dozen 
will  do  much  to  give  an  impression  of 
progressiveness  to  the  ready-to-weaa- 
department,  which    is    too    apt  to    stag- 


nate during  the  few  weeks  prior  to  the 
fall  openings.  By  judicious  "sweeten- 
ing up"  with  a  few  original  models  rep- 
resenting the  latest  flash  of  fash.o.' 
the  usual  end  of  the  season  staleness 
can  be  turned  to  pre-Fall  activity.  This 
is  especially  true  of  business  in  the 
smaller  Canadian  town,  as  can  be  prov- 
ed by  comparison  with  sales  of  wash 
goods  to  be  made  up  by  little  dressmak- 
ers, just  to  finish  out  the  season.  There 
are  many  functions  at  which  a  variety 
of  summer  apparel  is  necessary  and 
at  the  outset  of  the  summer,  few  wo- 
men feel  inclined  to  invest  in  more  than 
two  frocks  at  once.  It  is  perfectly  log- 
ical therefore  to  expect  that  their  ward- 
robe will  need  considerable  freshening 
up  towards  the  first  of  August,  yet  the 
average  bargain  sale  will  have  no  ap- 
peal to  them. 

Russian    Influence    Supersedes    Spanish 

Rumors  from  New  York  indicate  that 
a  pronounced  vogue  for  Russian  styles 
is  due  to  arrive  by  September  from 
Paris  and  if  such  proves  to  be  the  case, 
next  winter's  friocks  and  blouses  will 
show  lavish  use  of  brilliant  embroider- 
ies, wider  circular  skirts,  Russian  blouse 
effects  and  new  developments  in  loose 
flowing^  sleeves.  Whether  these  style 
innovations  will  find  a  following  in  Can- 
ada is  yet  impossible  to  determine,  yet 
with  New  York  on  the  qui  vive  to  take 
up  the  new  influence,  it  is  not  unlikely 
that  it  will  become  as  popular  on  this 
side  of  the  line  as  the  Spanish  influence 
exerted  upon  the  trade  last  season. 


The  Marston  Co.  of  San  Diego,  Cali- 
fornia, celebrated  the  tenth  birthday  of 
the  new  building  with  an  elaborate 
flower  show.  In  the  centre  of  the  main 
floor  was  a  Maypole,  formed  of  100 
American  beauty  roses.  Streamers  ex- 
tended to  small  wax  figures  on  each 
show  case  carrying  roses.  On  this  floor 
alone  there  were  1,000  choice  roses  as 
well  as  lilacs  and  ferns.  In  the  base- 
ment rare  orchids  and  tulips  were  the 
decoration.  In  the  millinery  department 
there  was  a  beautiful  fountain  of 
floweiB. 


KENT-McCLAIN    AGAIN 

E.  Rive,  Toronto 
Mr.  Edward  Rive  has  recently  opened 
a  ladies'  wear  store  on  Bloor  Street 
West.  Toronto.  This  new  shop  is  lo- 
cated in  the  Runnymede  district  and 
carries  a  comprehensive  line  of  ladies' 
wearing  apparel.  "Dresden"  silent 
salesman  show  cases  have  been  installed 
by  Kent-McClain  Limited.  (Toronto 
Show    Case    Company.) 
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Conditions  Here  Much  Better 


Manufacturer  States  That  Canadians  Have  Every 
Reason  to  Feel  Satisfied  With  Conditions  Here — 
Says  English  Business  Men  Are  Passing  Through 
Difficult  Period  —  Cancellations  There  Much 
Worse  Than  Here 


a 


c 


ANADA  is  a  paradise  in  com- 
parison with  England,"  says  a 
ready-to-wear  manufacturer 

who  has  visited  the  British  Isles  in  che 
last  six  weeks.  "A  trip  to  the  other 
side  of  the  water  is  the  best  antidote 
a  man  could  take  against  pessimism 
and  blues.  I  visited  thirteen  cities  in 
England  and  Scotland,"  he  told  Dry 
Goods  Review,  "and  I  saw  enough 
hardship  to  make  anyone  despondent — 
anyone,"  he  corrected,  "but  the  Brit- 
isher. He  does  not  talk  hard  times, 
he  just  takes  them  in  the  way  he  took 
the  news  from  France  when  things 
were  going  against  us.  I  tell  you  I 
was  never  so  glad  in  my  life  as  I  was 
when  I  reached  this  country  and  saw 
men  smile  again.  It's  a'  great  thing  to 
be  able  to  smile  and  we  should  be 
thankful  for  it." 

"I  doubt  whether  we  could  stand  the 
haricV'hips  which  England  has  gone 
through  and  is  still  enduring.  We  in 
this  country  are  so  accustomed  to  pros- 
perity that  we  have  never  learned  what 
it  means  to  wait  for  it.  I  came  back 
from  this  trip  more  convinced  than 
ever  that  good  times  are  here,  why  we 
are  even  prosperous  in  comparison  with 
England.  All  we  need  is  a  little  faith 
in  ourselves. 

"The  trouble  over  there  is  this:  they 
have    not   yet   gotten   rid    of     their  old 


stocks.  It  is  not  the  fault  of  the  man- 
ufacturer or  of  the  tradesman  either. 
The  unloading  game  in  this  country 
was  a  simple  proposition  as  compared 
with  that  of  the  British  Isles.  Our 
cancellations  were  mostly  in  the  home 
market  and  could  be  turned,  probably 
at  great  loss  but  at  any  rate  turned, 
over  to  some  buyer  right  here  in  Can- 
ada. Not  so  in  the  old  country.  Can- 
cellations came  from  India,  Japan, 
China,  South  Africa,  North  and  Sou;h 
America.  There  was  no  way  of  dis- 
posing of  these  goods.  So  there  they 
lie  in  the  factories  and  in  the  ware- 
houses, just  waiting." 
Importing  German  Goods  a  Good  Thing 

"Then  there  is.  this  government  in- 
surance proposition.  Many  factories 
cannot  get  workers  because  they  are 
not  able  to  give  wages  compatible  with 
the   government   grants   to    non-workers. 

"For  this  reason,  more  than  one  Eng- 
lishman expressed  the  opinion  :hat  the 
dumping  of  German  goods  into  the 
British  Isles  will  eventually  have  a 
good  effect.  It  will  bring  the  working- 
mtan  to  a  realization  of  the  condition 
of  affairs.  He  will  return  all  the 
sooner  to  work  which  at  its  worst  pays 
more  than  is  paid  in  Germany.  There 
are  many  in  England  to-day,  who  real- 
ize that  it  is  not  the  government  which 
is   to   blame   for   the   importing   of   for- 


eign goods.     The   onus   lies   on  the  peo- 
ple   themselves  who  are  not  willing*   tk> 
produce  at  a  pr.ee  which  will  make  im- 
portation   unnecessary." 
Foreign    Orders    are    England's    Hope 

"The  factories  which  are  doing  busi- 
ness to-day  are  those  which  are  man- 
ufacturing goods  for  the  United  States, 
Canada  and  South  America.  Th?se 
lines  are,  in  very  few  cases,  those 
which  will  reduce  their  overstocks. 
They  are  usually  novelty  things. 

"Buying  in  England  is  still  at  low- 
tide.  Not  even  the  moneyed  class  are 
spending  as  formerly.  I  would  venture 
to  say  that  there  are  fewer  cars  run- 
ning in  all  the  cities  I  visited  than  are 
operating  in  Toronto  every  day.  In 
the  city  of  Bradford,  taxi-drivers  have 
given  up  meeting  trains  because  peo- 
ple prefer  the  cheaper  'hacks.'  Yet  no 
one  ever  grouches.  It  is  part  of  the 
game  and  things  will  be  better  soon — 
that  is   all  they  say. 

"It  is  this  spirit  in  the  face  of  condi- 
tions that  Americans  and  Canadians 
have  not  been  called  upon  to  undergo, 
that  has  made  me  feel  things  are  far 
from  bad  in  this  country.  As  I  step- 
ped off  the  boat  at  Montreal,  I  felt  and 
I  still  feel  that  prosperity  is  not  com- 
ing, it  is   here." 


KENT-McCLAIN   AGAIN 

Ed.  Mack  Limited,  Toronto 

Messrs.  Ed.  Mack  Limited  are  now  estab- 
lished In  their  new  premises  on  Yonge 
Street,  Toronto.  This  upstairs  shop  has  all 
the  facilities  necessary  for  the  attractive 
presentation  of  men's  clothes.  It  is  light 
and  spacious  and  excellent  display  is  obtained 
by  the  use  of  glass  panelled  wardrobes  plac- 
ed along  the  walls  and  also  in  the  centre 
of  the  floor.  The  fixtures  for  this  store  were 
designed  and  built  by  Kent-McClain  Limited 
(Toronto    Show    Case    Company.) 


A  sports'  window  which  attracted  the  attention   of  Bellevi'l*.    Ont.,   lately.     The   background   is   a   permanent   one   of 
soft  tones  of  red  and  gold.     Charlie  Chaplin  in  his   new   ml<>   nf  caddy  received  his  share   of  the    honors.     Window 

of  the  Ritchie  Co.     Display  by  W.  H.   Wolfe. 
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In  Step  With  New  York  and  Paris 


TOKONTO  manufacturers  of  wo- 
men's coats  will  be  sending  their 
travelers  out  almost  any  day 
now.  The  samples  shown  Dry  Goods 
Review  should  please  the  trade  very 
much  because  of  their  variety  and  dis- 
tinction. Never  in  the  history  of  the 
business,  have  our  manufacturers  fol- 
lowed the  dictates  of  Paris  and  New 
York  so  closely,  for  many  of  them  be- 
lieve that  instead  of  a  difference  of 
two  months  or  even  a  whole  season  be- 
tween Canadian  and  American  styles  as 
formerly,  there  is  at  the  most  only  one 
of   six  weeks. 

Here  are  a  few  of  the  coats  which 
appealed  to  our  representative  during  a 
recent  "Fall"  tour  of  the  manufacur- 
ing  houses: 

A  seal  brown  coat  of  bolivia  cloth 
with  graceful  kimono  sleeves  and  em- 
broidered with  metal  thread.  It  was 
lined  throughout  with  the  best  grade  of 
duchesse.  The  most  attractive  feature 
was  the  streamer  idea,  which  both  Par- 
is and  New  York  are  featuring  so 
strongly.  There  were  six  of  them  in 
silk,  two  at  the  front,  one  at  each  side 
and  two  at  the  back,  all  reaching  be- 
low the   coat. 

One  of  suedine,  (the  new  very 
fine  broadcloth)  in  a  reindeer  shade.  It 
had  kimono  sleeves   also  but  thev  were 


cut  in  a  tri-cornered  fashion  which  was 
most  effective.  There  was  a  collar  of 
French  beaver  and  the  sleeves  had  a 
taupe  silk  fringe  running  to  the  elbow. 

Another  coat  was  of  blue  duvetyn 
with  the  natural  Canadian  beaver  col- 
lar. The  lines  of  the  coat  and  the  fur 
collar  followed  the  wrap  style.  The 
sleeves  were  very  loose  but  there  were 
shields  at  the  wrists  to  protect  from 
the  cold.  Fringe  was  prominent  on  this 
model  and  the  sleeves  were  heavily  em- 
broidered   in    the    mandarin    fashion. 

A  coat  of  light  sand  Bonnington  bo- 
livia had  a  shawl  collar  of  beaverette. 
It  had  a  belt  which  could  be  worn  either 
in  or  out  at  the  back.  In  fact  many  of 
the  coats  had  these  be'.ts  but  those  with 
the  loose  back  and  belted  front  are  a 
little   stronger   in   favor. 

Coon  was  used  on  one  duvetyn  coat. 
This  collar  was  very  deep  and  of  a 
high  grade  fur.  The  trimming  consist- 
ed of  brown  braiding  to  match  the 
shade  of  the  coat  relieved  by  French 
knots  of  silver.  This  work  was  all 
done  in  panel  effect,  most  of  it  being 
at  the  back  and  on  the  sleeves. 

Then  there  was  a  velours  coat  with  a 
beautiful  seal  collar,  loose  rippled  back 
and  pouch  sleeves.  The  seal  collar  was 
deeper  than  most  and  suited  to  the 
w.ao-style   of  the   coat   itself. 


There  were  several  utility  coats 
shown  in  the  burberry  style.  Many  of 
them  had  shawl  collars  either  in  the 
self  material  or  in  fur.  They  were  of 
mixed  colors  on  the  grey,  green  and 
brown  orders. 

General   Notes   on  Fall  Coats 

The  prophecy  that  this  winter  would 
see  more  cloth  coats  than  formerly  has 
come  true,  judging  from  the  variety 
and  quality  now  ready.  Many  women 
want  something  a  little  different  from 
the  Hudson  seal  and  cannot  afford 
mere  expensive  furs.  They  will  wel- 
come, without  doubt,  the  cloth  ones. 

Another  noticeable  feature  was  that 
the  fur  is  far  superior  to  that  of  other 
seasons.  Women  who  have  worn  fur 
coats  of  the  better  kind  are  not  satis- 
fied with  imitation  furs  now.  All  of 
the  coats  described  above  had  collars  of 
real  Hudson  seal,  real  coon  and  beaver, 
unless  otherwise  mentioned.  Both  fur 
cuffs  and  embroidery  are  shown  on 
sleeves,  the  preference  seeming  to  de- 
rend  largely  on  the  choice  of  the  de- 
signer. 

Neither    the    coat    nor   the    wrap    are 

found  but  a  semi-fitted  combination  of 

the  two,  which  is  particularly  suited  to 

the     lovely     velours   and    duvetyn  used 

n   them. 


In  and  Around  New  York 


CAPES  AS  well  as  dresses,  when 
the  basic  fabric  is  black,  go  in  for 
the  brightening  touch  to  quite  an 
extent,  as  worn  on  Fifth  avenue.  A 
rather  short  circular  model,  part  of  a 
three-piece  costume,  used  vari-color- 
ed  cross-stitch  for  this  purpose,  the  de- 
sign arranged  to  run  in  points  up  from 
a  border  so  as  to  emphasize  the  flare 
of  the  wrap. 

An  increasing  number  of  hats  with 
rolled  trimmings  are  seen,  especially 
in   metal   cloths. 

A  navy  georgette,  brocaded  with 
large  gold  motifs,  had  skirt  panels  lin- 
ed with  gold  tissue. 

A  raincoat  in  tan,  cut  on  the  mode  c 
a  smart  sports  coat  with  straight  front 
belted,  had  a  cape  back. 

The  women  at  a  big  reception  held 
the  other  day  gave  the  impression  of 
favoring  the  all  white  costume  over  any 
other  type,  while  chiffon  and  georgette 
at  times  seemed  to  be  the  only  fabric 
worth    discussing. 


Black  felt  hats,  in  fact,  felts  gener- 
ally are  much  worn. 

A  great  many  all-black  hats  are  be- 
ing worn  just  now,  usually  pierced  with 
a  dagger  or  sheath  pin  of  some  sort. 

A  frock  of  Poiret  twill  was  remarked 
because  of  its  skirt,  this  formed  of 
four  long  circular  panels  with  deep 
points   at  the   bottom. 

Dresses  which  are  sleeveless  in  ef- 
fect if  not  actually,  are  worn  on  the 
street.  The  arm  is  often  bared  as  the 
slashed  sleeve  falls  away  from  it. 

Gingham  is  a  favorite  material  for 
children's  bloomer  dresses.  Other  fab- 
rics finding  approval  for  children  are 
dotted  Swisses,  dimities,  organdie  and 
chambray. 

A  blue  tricotine  suit  with  a  finger- 
tip jacket  having  a  circular  movement 
was  accomplished  by  a  cape,  about  el- 
bow length  and  also  circular,  so  that 
the  effect  of  the  entire  costume  was 
of   one  in   three  tiers. 


Considering  the  season,  the  amount 
of  fur  collared  capes  and  coats  and  the 
number  of  animal  scarfs  seen  about 
town    is    rather    remarkable. 

Scarlet  crepe-de-Chine  formed  the 
lining  of  a  three-piece  suit  jacket,  and 
the  blouse  of  the  dress.  Black  cloth 
made  the  effect  even  more  striking  in 
completing  the  suit,  the  skirt  of  which 
was   very  narrow. 

White  kasha  cloth,  in  a  sports  skirt 
worn  on  the  links,  had  a  deep  woven 
border  of  green  foliage  and  flowers 
running  up  to  the  knees,  made  with  a 
deep  pleat  at  the  lefthand  side,  mak- 
ing walking  easy  although  the  lines 
were   fairly   narrow. 

The  whole  costume  was  gray  from 
the  misty  broad  maline  hat,  to  the  slip- 
pers and  hose  on  her  feet.  Most  con- 
spicuous was  the  crepe  cape  embroider- 
ed with  silver,  and  studded  with  large 
bright  steel  cabochons.  A  pale  mauve 
lining  was  glimpsed,  while  she  was  tea- 
ing  at  the  Plaza. 


Dry  Goods  Review 


READY-TO-WEAR 


99 


Sell  Personality 

Before  Goods 

Self -Confidence,  Appearance,  Expression 
and   Manners   Factors    of    Salesmanship 


"A 


N  UNPOPULAR  person  is  a 
poor  salesman  because  he  is 
not  able  to  sell  himself  to  his 
friends.  A  lawyer  is  a  salesman  be- 
cause he  is  selling  his  ideas  to  the  jury. 
A  minister  is  a  salesman  because  he  is 
selling  his  services  to  help  the  people. 
We  are  all  salesmen." 

So  spoke  Miss  Irene  Shaw,  educa- 
tional director  of  the  Boston  Store, 
Milwaukee,  in  an  address  on  salesman- 
ship to  students  of  the  Hartford  High 
School. 

"Suppose  you  go  to  apply  for  a  job," 
she  said.  "You  meet  the  employment 
manager  and  you  have  to  sell  yourself 
to  him  before  he  will  hire  you.  When 
you  have  your  job  you  have  to  sell  your- 
self to  the  people  you  are  working 
under.  If  you  want  to  get  ahead  you 
will  have  to  be  worth  more  than  they 
pay  you.  You  have  to  give  more  than 
you  receive. 

"There  are  certain  things  that  are 
necessary  to  become  a  good  salesman. 

"1.  You  must  have  a  knowledge  of 
yourself. 

"2  You  must  believe  in  yourself  if 
you  expect  others  to  believe  in  you. 

"3  Self-confidence  is  necessary.  No 
one  will  have  confidence  in  you  if  you 
have  not  confidence  in  yourself.  Con- 
vince yourself  that  you  can  do  anything 
you  want  to  do. 

"You  are  also  judged  by  other  things: 

"1.  Appearance — whether  you  are 
neat,  but  not  flashily  dressed. 

"2.  You  are  judged  by  the  way  you 
express  yourself.  If  you  stumble  all 
over  yourself  when  you  want  to  say  a 
thing  you  can't  get  ahead. 

"3.  You  will  also  be  judged  by  your 
manners. 

"Give  people  a  good  impression. 
Make  it  easy  for  other  people  to 
work  with  you.  To  be  a  good  sales- 
man you  have  to  know  your  merchan- 
dise; be  an  expert  in  your  line.  Know 
everything  there  is  to  know  about  your 
merchandise.  Be  able  to  answer  any 
question  your  customer  may  ask.  Let 
the  customer  have  absolute  confidence 
in   you. 

"To  get  good  results  you  cannot 
handle  two  people  in  the  same  manner. 

"There  are  many  different  types  of 
customers  with  which  a  salesman  has 
to  contend.  There  are  customers  who 
think  they  know  everything  there  is  to 
know,  and  there  are  some  who  are  de- 
pendent on  you.  Probably  some  for- 
eigner comes  into  the  store;  she  cannot 
speak  the  English  language  very  well, 
and  she  cannot  decide  what  she  wants. 
You  would  have  to  treat  her  differently 
from  the  customer  who  thinks  she  knows 
everything.  Treat  each  customer  dif- 
ferently. 


A  striking  model    for  Fall.     This  coat  is  of  Normundy   bolivia   cloth. 

The   color  is   brown   and   the   trimming  is  a  dull  gold  metallic.     It  is 

belted  in  front.     Collar  and  cuffs  are  of  highest  grade  Persian  lamb. 

Shown  by  Coats  Limited,  Toronto. 


"Watch  carefully  and  see  what  type 
your  customer  is.  Keep  your  eyes  open 
when  you  are  trying  to  convince  people, 
and  when  their  eyes  brighten  there  is 
your  chance.     Watch  their  expression. 

"Know  yourself;  know  your  customer 


and  know  your  merchandise.  There  has 
to  be  a  meeting  of  your  mind  ani  of 
your  customer's  mind.  There  are  many 
ways  to  do  this.  Know  what  you  are 
talking  about  and  have  a  real  disposi- 
tion to  serve  the  customer." 
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READY-TO-WEAR 


Dry  Goods  Review 


Now 

is  Bathing 

Suit  Time 


We're  ready  to  help 
you — in  a  hurry  if 
need  be.  Our  lines 
are  complete  in  the 
smartest  and  most 
practical  styles. 

Send  your  order  now 

We  would  like  you 
to  see  our  range  of 
Voiles  and  Organ- 
dies, Misses'  and 
Childrens'  Dresses. 


Newton  &  Carpenter 

"We  mak.c  the  lines  that  sell" 

102  Richmond  St.  W. 
Toronto 

Tel.  Ade.  8079 


SUMMER  SPECIALS 

For 

Immediate  Delivery 

"It's  best  to  buy  the  best  first" 

We  Manufacture 

Ginghams,    Street,    Porch    and    Apron    Dresses; 
Girls'  Dresses  from  3  to  14,  from  print  and  ging- 
ham.    Also  print  House  and  Apron  Dresses. 
Rompers,  Creepers,  Etc. 

CANADIAN  PERFECT  GARMENT  CO. 

513-515  College  St.,  Toronto. 


J.  &  J.  Taylor  Safes  for  sale 

One  J.  &  J.  Taylor  Safe,  inside  dimensions  15  inches 
deep,  2  feet  6  inches  wide,  three  feet  HV2  inches 
high  and  fitted  with  a  built  in  compartment.  Price 
$250.00. 


One  J.  &  J.  Taylor  Safe  18  inches  deep,  two  feet  8 
inches  wide,  four  feet  5  inches  high,  fitted  with 
a  steel  compartment.  Both  safes  in  good  condition 
and  can  be  bought  at  a  price  that  will  save  consid- 
erable money  to  the  purchaser.      Price  $200.00. 


Box  105,  Dry  Goods  Review 

153  University  Ave.,  Toronto 


Dry  Goods  Review 
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Broadcasting 


the  best  news  in 


Kiddies'  Garments 

"PEGGY  BLACK" 

(Registered) 
2  to  6  years 

Haugh  Brand  Kiddie  Garments 

2  to  7  years 

Order  a  trial  dozen  of  each  and 
fix  up  a  window.     They  will  sell. 

The  J.  A.  Haugh  Mfg.  Co.,  Limited 

TORONTO         -         CANADA 


© 


if 


JHfc 


3r 


»«       W 


M.  Gardner  &  Co.,  Limited 

Announce  Their  Fall  Showing  of 

Tailored   Dresses 

in 

Silks  Canton  Crepe 

Charm  euses 
Serges  Tricotines 

421  Union  Avenue  MONTREAL 


HANDY  WAY  TO  SUBSCRIBE  TO  DRY  GOODS  REVIEW 

MacLean  Publishing  Co.,  Ltd., 

153   University  Ave.,   Toronto,  Canada. 

I  want  DRY  GOODS  REVIEW  regularly.      Here's   my   $2.00.     Please    enter  my 
name  for  a  year's  subscription. 

NAME 

STREET  AND  NUMBER    

TOWN    PROVINCE 
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The  McElroy  Mfg.  Co.,  Ltd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(REG.) 

"DRESS  FABRICS'" 

F.  A.  RODDEN  &  CO. 

Dry  Goods 

Commissioners  and  Importer* 

5»  Victoria  Square  MONTREAL 


The  "AVECTA"  ARMBAND 

British  Made  by  British  Labor 

Joined  by  patent  invisible  clip,  not  sol- 
dered.    Pitted  with   inner  tape  to  stop 
overstretch.       Boxed     in     pairs.       Each 
dozen  in  outer.  Order  a  sample  to-day. 
Buy  from  your  jobber  or  from  us  direct 
but   insist   on  getting   the   "AVECTA." 
DISTRIBUTORS  FOR  CANADA 
THE  RIDEAU  SPECIALTY  COMPANY 
SMITHS  FALLS  ONTARIO 


Professor  James  Mavor,  head  of 
the  department  of  Political  Econ- 
omy of  the  University  of  Toronto, 
says  that  Russia  will  always  be 
a  dominant  factor  in  the  flax  mar- 
ket. Though  certain  parts  of  this 
country  are  suitable  for  the  pro- 
duction of  flax,  he  says,  the  pro- 
fits have  not  as  yet  been  suffici- 
ent to  induce  any  number  of  per- 
sons to  engage  in  its  cultivation 
and  manufacture.  The  growing  of 
flax  requires  very  rich  land  and  a 
great  deal  of  skill  which  Russia 
and  its  peasants  can  provide  better 
than  any  country  in  the  world. 


During  the  buying  apathy  of 
1921,  the  big  London  store  of  H. 
Gordon  Selfridge  showed  an  actual 
increase  of  1,700,000  sales.  The  en- 
tire stock  of  the  store  was  turned 
over  no  less  than  eight  times  in 
the  twelve  months.  A  quick  turn- 
over with  small  but  certain  pro-its 
was  responsible  for  liberal  divi- 
dends to  the  stockholders,  plus  a 
bonus  to  the  staff  and  a  high  rat- 
ing in  the  money  market. 

Mr.  Selfridge  began  to  cut  pri- 
ces when  goods  began  to  move 
slowly.  He  knew  that  his  goods 
had  to  move  regardless  of  profits. 
Business  will  always  move  at  some 
point.  Mr.  Selfridge  experimented 
until  he  found  the  selling  point  at 
which  his  goods  would  move.  Other 
conditions  adjusted  themselves  as 
the  store  adjusted  itself  to  selling 
conditions. 


According  to  figures  furnished 
by  the  Ontario  Government,  there 
are  104  fur  farmers  in  Ontario, 
and  these  men  hold  the  following 
fur-bearing  animals  in  captivity: 
2  beaver,  3  fisher,  262  cross-fox, 
132  red  fox,  609  silver  fox,  113 
black  fox,  2  lynx,  85  mink,  37  rac- 
coon, 74  skunk,  50  muskrat. 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It    makes     them     more     attractive. 
Economical,    Fast.    Practical,    Neat. 

E.  W.  McMAJRTIN 

45   St.   Alexander   St.  MONTREAL 


MILLINERS! 

LET    US    SUPPLY 
YOU  IN 

MILLINERY    ACCESSORIES, 
HATS,    NOVELTIES, 
FANCY      FEATHERS 

and    ARTIFICIAL     FLOWERS. 

Because  we  have  the  values 
in  quality  and  workman- 
ship. It  will  pay  you. 
Samples  on  request.  Prompt 
service. 

JOS.  LEONE  &  CO. 

Limited 
Wholesale  Milliners 
17  ST.  HELEN  ST.       MONTREAL 


<Thc  (Cnnndinn   ICnfiji  Press  (Co., 

T£imilrii 

Kitchener,  Ont. 

Manufacturers  of 

"The  Canadian  Lady    Dress" 

Ginghams,  Crepes,  Chambrays,  Prints 
Write  us  for  catalogue  and  Prices 


Why  not  have  a 
double  check  on  all 
sales?  All  kinds  of 
cash  and  parcel  car- 
riers and  pneumatic 
tubes. 

Gipe-Hazard    Store    Service 
Co.,  Limited 

113    Sumach    St.,   Toronto. 
Ont. 


By  the  aid  of  our  Cash  Carriers  all  transactions  of  sales,  whether  cash 
or  credit,  are  placed  on  file  in  your  office  without  needless  steps  of  the  sales- 
men, thus  saving  time  and  labor  to  them.  Does  this  mean  anything  to  the 
nerohant? 

All  money  and  records  are  in  the  care  of  one  person  who  is  responsible 
[or   them.     Does  this  mean   anything  to  the  merchant? 

Also  there  is  the  double  check  against  errors,  viz.,  the  cashier  thus 
checking  the  salesmen,  and  the  salesmen  the  cashier.  Is  there  any  other 
method  or  mechanical  device  to  accomplish  this?  If  so  we  are  desirous  ot 
seeing    it. 
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COMFORTERS 

COTTON-DOWN-WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 
2154-56-58  Dundas  St.  W.,  Toronto 


TAPES 

ALL  WIDTHS  AND  QUALITIES 
CARRIED  IN  STOCK 

Walter  Williams  &  Co. 

BOS  READ  BLDC,  MONTREAL 
•i  WELLINGTON  ST.  W.,  TORONTO 


WILL  P.  WHITE,  LIMITED 


Montreal 
137  McGill  Street 


Head  Office: 

Toronto 
65  Simcoe  St. 

Manufacturers'   Agents    and    Distributors 
Textile  and   Smallwares  Specialities. 

Wholesale  and  Manufacturers  Only  Supplied. 


"HOOSIER" 

The  beat  36-inch  brown 
domestic  in  America 

Buy  it  by  the  bale; 
tell  it  by  the  bolt 

Indiana   Cotton    Mill 

Ca  n nel  t on ,  I  n d„U.S.  A  . 


9 


The 


T.  H.  Birmingham  &  Co 

LIMITED 
533  College  St.,  TORONTO 

Makera  of 

Women's  High  Grade 
Neckwear 
Exclusive    Neckwear    House' 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free  for  the  asking. 

The  Botanical  Decorating  Company 
(Incorporated) 

208  W.  Adams  St.,  Chicago,  111. 


Fred  Jones  &  Company 

Manu/echtrtrr  anj  Importer* 

Babies'  Hand  Crochet  Coodi  Notion* 

Babies'  Hand  Knit  Good,  Novelties 

Art   Needlework  Materials 

Room  712  Empire  Building: 

64   WELLINGTON    ST.    WEST,   TORONTO 


SILKS 

I  represent  In  this  country  some  of  the 
moat  reliable  Manufacturers  of  Hlgh- 
Grarie     SILKS,     In     plain,     fancy     weaves 

Quality    and    Novelty    Is    my    motto. 

J.  H.  GAGNON 

108  Dandurand  BIdg.        Montreal 


WANTED. — A  competent  merchandise 
man  with  thorough  knowledge  of  all  dry 
goods  lines  as  assistant  to  principal  owner 
of  retail  business  in  Western  Canada  doing 
over  $750,000.00  per  year.  Must  be  of 
highest  character,  good  address,  capable  of 
handling  staff  successfully,  supervising 
buying  and  producing  business.  This  is  an 
excellent  opportiinity  for  right  man.  Please 
state  age  and  position  held  in  your  first 
letter.  Applications  will  be  treated  strictly 
confidential.— Apply  Box  792  DRY  GOODS 
REVIEW,    143    University    Ave.,    Toronto. 


Young  business  man  wishes  to  purchase 
established  dry  goods  and  ladies'  wear 
business  in  small  city.  Would  consider 
partnership  with  services  in  large  firm ; 
available  capital  thirty  to  forty  thousand 
dollars.  Reply  care  of  Dry  Goods  Review, 
153     University    Avenue,    Toronto. 


College  men  are  generally  better 
employes  than  those  without  that 
training  was  the  opinion  of  the 
majority  of  retailers  in  Salt  Lake 
City  at  a  conference  held  lately. 

Although  the  college  man  was 
preferred,  he  did  not  escape  criti- 
cism, such  as  that  he  thought  he 
"knew  it  all,"  and  was  not  willing 
to  start  at  the  bottom  and  work 
up.  It  was  also  said  that  he  knows 
theory,  but  his  training  is  not 
practical.  One  merchant  stated  he 
believed  that  a  man  with  a  high 
school  education  had  just  as  good 
a  chance  to  succeed  in  the  finan- 
cial world  as  did  the  college  man, 
as  he  considered  the  high  school 
training  of  to-day  as  good  as  the 
college  education  of  25  years  ago. 
He  a  so  pointed  out  that  the  men 
who  founded  the  big  industries 
did  not  have  a  college  education, 
but  in  fact  had  very  little  educa- 
tion. However,  these  opinions  were 
decidedly  in  the  minority, 

The  chief  value  of  the  college 
man  over  the  non-collegian,  is 
that  he  can  "use  his  head."  He 
generally  has  a  great  deal  more 
initiative,  and  a  much  broader 
viewpoint.  Also,  his  judgment  is 
more  nearly  correct  as  a  rule. 
While  it  was  conceded  that  the 
college  training  may  be  largely 
theoretical,  it  was  believed  that  if 
the  colege  man  would  start  at  the 
bottom,  this  'book  learning'  would 
fit  right  in,  and_  be  a  big  aid  in  his 
advancement.  Some  merchants 
even  preferred  a  man  just  out  of 
college  to  a  man  that  had  had  sev- 
eral years'  experience  in  the  busi- 
ness, but  had  not  had  that  train- 
ing". It  was  felt  that  in  a  short 
time  the  former  collegian  would 
be  a  great  deal  more  valuable  than 
the  other,  as  he  would  learn  so 
much  more  quickly  and  would  be 
so  much  more  easy  to  mold. 


VEILINGS  and 
SILK  NETS 


HODGES  & 

232  McGill  St 


LETTAU 

Montreal 


CLIMAX  PAPER 
BALERS 

ALL  STEEL-FIREPROOF 
"Turns    Watte 

into  Profit" 
12  SIZES 
Send  for  Catalog 

CLIMAX  BALER  CO. 
Hamilton,     Ont  . 


BUCKLES 

Pertaining    to 

Millinery,  Dresses  &  Gloves 

Designs  of    many  Shapes   and   Sizes 

Colors — Black,    Green   and    White 

THE  SCHULER  BUTTON  CO. 

LIMITED 
Brantford  -  Ontario 


HABERDASHERY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking, 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 
8&9Hamsell  Street,  London,  E.C  I. 

Established  1 87 1 


D,  B.  Fisk&Co. 

Chicago 

Mr- RCHANDI;- B  CT 

New  York  Salesroom: 
Open   Throughout   the  Year 
411  Fifth  Avenue 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Fe££y  Cloth-Blankets 


i\  15  Worth  St., NY. 
775ummer  St.,  Boston 


SmMoM&Coi 


2?6  West  Adam  5t  Chicago 


RIBBONS    OF    DISTINCTION 

j-C"  F.ibbons  have  peculiar 
y^m^^^^s.  charm.  Widely  advertised  to 
f    II  ^.     tlie      consumer      under     their 

C.    M^k\*.   -J    \    trade-mark      names      for      tlit 
"  protection  of  the  dealer. 
"SATIN     DE     LUXE" 
"TROUSSEAU" 
"LADY    FAIR" 
"SANKANAC"    "VIOLET 
"T>EMOCRAOT" 
JOHNSON,    COWDIN    &    CO..     40   E.   SOth    St. 
N»w    York.    N  Y  Made   fn    f.fl  * 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 
lv*ode  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 

SHERBROOKE,     QUEBEC 
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The  McCaskey 


A  combination  which,  while 
giving  complete  Adding 
Machine     Service,     constitutes 

A  CASH  REGISTER 

Equal  to  any  four  or  eight 
drawer  Cash  Register. 

ADDING 
MACHINE 


By  use  of  duplicate  tape 
on  adding  machine,  a 
cash  receipt  can  be  given 
to  customer,  the  duplicate 
remaining  on  rewind  pin 
as  record. 

PRICE- 
ADD.  MACHINE  $175.00 
CASH  DRAWER  60.00 
COMPLETE  235.00 


ADDING  MACHINE 
GASH  DRAWER 
CASH  REGISTER 

Choice  of  three  keyboard 
arrangements. 

One  or  two  rows  of  9 
symbol  keys  will  give 
complete  Department  and 
Clerk  control. 


CASH 
DRAWER 

A  Cash  System  for  all 
lines  of  business — without 
equal  in  price  and  service. 

Sold  on  liberal  monthly  pay- 
ment terms. 


A  Two  Years'  Guarantee  with 
each    Machine. 

Another  addition  to  the  already 
famous  "McCaskey"  line  of 
specialties  in  Account  Systems. 


McCaskey  Systems  Limited  JSftSSSSEi 

Gait,  Ontario  Pads,  Counter  Check  Books 


Several  good  territories  open  ]or  live  and  able  Salesmen. 


Kwik  Showcard  Outfit,  $4 

A  Complete  Equipment  for  the  Showcard  Writer 

Outfit  Co  mists  of--- 


-££      i 


1  bottle  Black  show- 
card    color 

1  bottle    Red    show- 
card   color 

1  bottle   Blue  show- 
card   color 

1  No.  8  best  quality 
red  sable  showcard 
brush 

No.  4  best  quality 
red  sable  showcard 
brush 

2  pen  holders 

4  Soennecken  pens 


1   art  gum 

4  thumb  tacks 

1  compass 

1   protractor 

1  T  square 

1   pencil 

1  ruler 

1  complete  set  of  les- 
sons including  nine 
modern  up-to-date 
alphabets  with  full 
i  n  s  t  r  u  ctions  on 
showcard  writing. 


Write  for  Illustrated 
Catalog     of    Supplies 


The  Kwik    Showcard    School 


81   Bond  Street,  Toronto 
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General   Section 

The  Budget  and  the  Amendments.  23-24 
Recent  Displays  Seen  in  Detroit.  .  25 
Representative    Business    Men     on 

Budget 26-27 

Editorial    28 

Dry  Goods  Markets  at  a  Glance.  .  29 
Giving  the  Trade  Better  Service.  .  30 
Saving  Accounting  Expenses    ....       31 


M 


en  s 


W 


ear 


Section 


32-33 


Fabrics 

Cotton  Imports  Switch  from  Britain 
to  America    36 

Metallic  Materials  in  Fabrics  and 
Trimmings 37 

Heavy  Placings  on  Fall  Fabrics.  .  .       38 


Millinery 

The  Violet  May  Store  in  Montreal 
The  Making  of  the  Straw  Hat 

Furs 

Aggressive  Retailer  at  Woodbine  . 
Sales  Total  $500,000  at  May  Auc- 
tion   

Deferred  Payments  Build  Business 

Knitted  Goods 

Hosiery  Lines  Moving  Quickly.  .  .  . 
Knit  Goods  Men  on  the  Budget.  .  . 


46 

47 


48 

50 
51 


54 
55 


62 
63 
64 
65 


Dress   Accessories 

Making  Kid  and  Leather  Gloves.  . 
Promoting  Ribbons  in  Dull  Season 
Paris  Novelties  for  Hot  Weather. 
Metallic  Effects  in   Accessories.  .  . 

Corsets  and   Lingerie 

Not  Enough  Corset  Advertising.  .  .  68 
Vogue  for  Three-Piece  Garments.       69 

Fancy  Goods  and  Toys 

Selling  Ideas  for  Art  Needlework  72 
Value  of  Triplicate  Sales  Slips.  ...       73 

Notions 

Romance  in  History  of  Notions.  .  76 
The  Manufacture  of  Hair  Nets.  .  .       77 

Equipment  and   Display 

The  Art  of  Showcard  Writing.  .  .  .80-82 
Golf  Specials  Help  Ready  to  Wear  82 
Hoover  Cleaner  Improvements  ...       83 

Homefurnishings 

Make  Department  Look  Home-like  88 

The  Outlook  in  the  Linen  Trade.  .  90 
July     and     August     Good     Linen 

Months 91 

Ready-to- Wear 

Simple      Lines,      Quieter      Colors, 

Straighter  Silhouette    96 

Conditions  Here  Much  Better  ....  97 

In  Step  With  New  York  and  Paris  98 

In  and  Around  New  York 99 


THE  INQUIRER'S  CORNER 

You  may  want  to  know  where  a 
certain  line  of  merchandise  in  the 
Dry  Grods  Trade  can  be  procur- 
ed; you  may  have  on  your  hands  a 
problem  in  connection  with  your 
business  that  is  difficult  to  solve. 
Dry  Goods  Review  can  render  you 
a  service  and  will  cheerfully  do  so 
if  you  will  fill  in  this  blank. 


INFORMATION  WANTED 

Dry  Goods  Review, 

153  University  Ave.,    '  Date  1922 

Toronto,  Ontario. 

Please  tell  me 

Name 

Address 
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A 

Allen    Bros.    Co.,    Ltd 6 

Allen  Silk  Mills,  Ltd 6 

Artist  Supply  Co.,  Ltd 82 

American  Waist  &  Dress  Co 20 

Atlantic   Underwear  Limited   61 

B 

Baker,    Richard    L,    &    Co 17-18 

Bates  &  Innes,  Ltd 56 

Belding  Corticelli,  Ltd Back  Cover 

Berkin,  T.   I.   &   Co 93 

Bird  Woollen  Mills  Co.,  Ltd.,  The....  56 

Birmingham,  T.  H.  Co.,  Ltd 103 

Botanical    Decorating   Co.,   Inc.,   The  103 

Bradford  Dyers   Assoc,  Ltd.,  The....  35 

Brock   Co.,  W.  R.    (Montreal) 19 

Brock  Co.,  W.   R.    (Toronto) 21 

Brook  Woollen  Co.,  Ltd.,  The 4 

Burritt,  A.,  &  Co 57 

Butterfield,  Fred,  &  Co.,  Inc 41 

C 

Campbell,    Metzger    &    Jackson 78 

Canadian    Perfect    Gaiment    Co 100 

Canada   Veiling    Co.,    Ltd 2 

Carnall,  J.  F.,  &  Co 61 

Carr,  James,   &    Sons,   Ltd 87 

Cash,  Inc.,  J.  &  J 79 

Chatillon,   Mouly,  Roussell  &   Cie 45 

Celtic  Knitting  Co.,  Ltd.,  The 58 

Chassagne,    M.,    Ltd 75 

Chipman   Holton   Knitting   Co.,   Ltd.  13 

Circle-Bar    Knitting    Co.,    Ltd 58 

Climax   Baler   Co 103 

Colonial    Fastener    Co.,    Ltd 8 

Counter  Costume  Co 100 

Congoleum   Co.  of  Canada,  Ltd 

Inside  Back  Cover 

Craftana    58 

D 

Dale  Wax  Figure  Co.,  Ltd 87 

Delfosse    &    Co.,    Ltd 86 

Dominion    Oilcloth   &    Linoleum   Co., 

Ltd 95 

Dominion  Ostrich  Feather  Co.,   Ltd.  74 

Dress    Essentials,    Limited    67 

Dress   Fabrics,  Limited  40 

E 

English      Velvet     and     Cord     Dyers 

Assoc 34 

E.  T.  Corset  Co.,  Limited  67 

Evans  &  Company,  Limited  78 


F 

Fisk,  D.  B.,  &  Co 103 

Francis    Mfg.    Company    78 

Fraser  Publishing  Co 103 

G 

Gardner,   M.,  &   Co.,  Ltd 101 

Garland,  John  M.,  Son  &  Co 3 

Gagnon,    J.    H.    103 

Gipe-Hazard  Store   S3rvice  Co.  Ltd.  102 

Gibson,  Win.,  &   Sons,  Ltd 61 

Greenshields,  Ltd 1 

Godde,   Albert  Bedin   &   Cie 42 

Griffin  Gloves  Limited  18 

H 

Haugh,  J.  A.  Mfg.  Co.,  The 101 

Hawley,  A.  E.,  &  Co.,  Ltd 22 

Hawthorn   Mills,    Ltd 43 

Heron   &    Taylor  11 

Hoover  Suction   Sweeper  of  Canada 

Limited    „ 7 

Horrockses,  Crewdon  &  Co.,  Ltd 42 

Hoyle,  Joseph,  &  Son,  Ltd.  44 

Hodgson,  Summer  &  Co.,  Ltd 16 

X 

Infants'    Footwear,    Ltd 45 

Indiana    Cotton    Mills    103 

J 

Jauffred  &  Gariel  94 

Jennens,  Welch  &  Co.,  Ltd 42 

Johnston,  Cowdin  &  Co 103 

Jones    &    Co.,    Fred    103 

Jones  Bros.  &   Co.,  Ltd 84 

K 

Kent-McClain,    Ltd 

Inside  Front  Cover 

Kenwood  Mills,  Ltd 92 

King  Silk  Co.,  A.  S.,  Ltd Front  Cover 

King,  John,  &  Son  94 

Kwik   Showcard   School   104 

L 

Ladies    Wear   Limited    9 

Lamson    Co.,   The    85 

Lavoie  Knitting  Co 56 

Leone,  Jos.,  &  Co.,  Ltd 102 

London   Hosiery  Mills,   Ltd 18 

M 

McCaskey    System,   Ltd 104 

McElroy   Mfg.   Co.,   Ltd 102 

McMartin,    E.    W 102 

Mikado  Company,  The  66 

Morton,  Robert,  &   Sons   74 


Monarch    Knitting   Co.,   Ltd.    59 

Moulton   Mfg.    Co.,   Ltd 66 

Muser   Bros.    (Can.),   Limited   10 

* 

Newton,   Frederick,   &   Co 103 

Newton    and    Carpenter    100 

North    American    Dye    Corp 45 

Novelties  Limited   40 

o 

Old   Bleach  Linen   Co 14 

P 

Peerless    Underwear    Co.,    Ltd 60 

Phillips,  R.   A 73 

Parisian  Corsets   Mfg.  Co.,  The 71 

Pugh  Specialty  Co.,  Ltd 73 

R 

Racine,    Alphonse,    Ltd 12 

Ribbons    Limited    40 

Ritchie,  H.   P.,   &   Co.    15 

Ritchie,  John   E 45 

Rodden,  F.   A.,  &   Co 102 

Robertson,   J.   M.,    Knitting    Co- 57 

Rideau    Specialty    Co.,    The    102 

S 

Scott,  Peter   &   Co.,  Limited   53 

Schuler    Button    Co 103 

Silks,    Ltd 40 

Smith,   Hogg    &    Co 103 

St.  Catharines  Mills  Limited  17 

Stoffel   &   Co 11 

Sale,  Julian  Leather  Goods  Co.,  The     74 

T 

Taylor,   J.   J 100 

Toronto       Feather     &      Down      Co. 

Ltd 103 

Turnbull,  C,  Co.,  Ltd 106 

V 

Venus  Silk  Hosiery  Mills,  Ltd 17 

W 

Wayagamack  Pure  Kraft  5 

Warner    Bros.    Co.,    The    70 

Westlake    Bros.,    Ltd 66 

Whiting   &    Davis   Co.    75-103 

White,  Will  P.,  Ltd '103 

Walker   Bin   &    Store    Fixture     Co., 

Limited    86 

Williams,    Chas.    W 93 

Williams,  Walter,   &   Co.,   Ltd 103 

Wilson  &  Co 87 

Wright  Sons,  Wm.  E.,  Co 79 

Wrinch,   McLaren,   Ltd 78 


GIVE  YOUR  CUSTOMERS 
THE  BEST-  THA  T  IS 

** a  «r  _■  »c  oh  —m  ** 


UNDERCLOTHING 
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Gold-Seal    Congoleum 
is   a    Big-Seller — Because 


Everything  a  woman  demands  in  floor-coverings 
she  gets  in  Cold-Seal  Congoleum — and  at  a 
price  she  is  glad  to  pay.  No  other  brand  gives 
her  such  value. 


THE  GOLD-SEAL  GUARANTEE 


And  Canadian  women  have  been  thoroughly 
convinced  of  Cold-Seal  Congoleum's  unequalled 
value.  Year  in  and  year  out  a  big  advertising 
campaign  tells  them  of  its  wonderful,  easy-to- 
clean  qualities — its  beautiful  patterns — its 
thorough  economy — its  promise  of  absolute  sat- 
isfaction lor  money  back. 

That  is  why  Cold-Seal  Congoleum  is  the  most 
popular,  and  biggest  selling  floor-covering  sold 
— why  a  woman  buys  it  more  readily  than  other 
kinds — why  in  fast  profits  and  quick  turnovers 
it  is  the  bist  paying  and  easiest  selling  floor- 
covering  line  a  dealer  can  handle. 


S 


Gold  Seal 

(Sngoleum 

^     ^4rt-Rugs 

Made  in  Canada 
by  Canadians for  Canadians 


You  can  unreservedly  guarantee  Congoleum 
to  your  customers.  We  stand  back  of  this 
pledge — every   word  of  it. 

No  need  to  put  in  an  expensive 
stock — no  need  to  keep  a  lot  of 
your  money  tied  up.  With  a  small 
investment  of  capital,  profits  come 
fast  on  Cold-Seal  Congoleum. 

From   the   Stockroom  to 
the    Cash-Register 

Gold-Seal  Congoleum  keeps  money  moving 
from  the  stock  room  to  the  cash  register 
faster  than  any  other  floor-covering — it  is 
the  fastest  selling  brand  in  the  world. 

Don't  forget  that  Congoleum  Rugs  are  ideal 
for  summer  use.  Point  out  to  your  customers 
ths    labor-saving  features    of   Congoleum. 

Congoleum  Company 
of  Canada,  Limited 

1270  St.  Patrick  St.,  Montreal,  Quebec 
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Hot  weather  helps — 


■ 


When  it's  too  hot  to  move  about,  Fancy-work  helps 
pass  the  time.  Summer  sweaters,  camisoles,  em- 
broidery, all  suggest — 

Beldings  Artsyl  Sweater  Yarn,  the  artificial  silk  for 
both  crocheted  and  knitted  sweaters.  Put  up  in 
full  two  ounce  hanks.  Order  your  stock  of  the  new 
shades  now. 

Let  us  send  you  a  supply  of  illustrated  knitting  di- 
rection leaflets  for  free  distribution. 

Beldings  Artsyl  Rope  for  embroidery  is  unequalled 
in  artificial  silk  thread.  It  works  smoothly  in  the 
needle  and  does  not  lose  its  lustre  or  rough  up. 
The  new  wrapper  makes  it  easy  to  work  with. 

\ 

Beldings  Ribbons  are  true  silk  ribbons  that  make  a 

friend  out  lof  every  customer.  If  your  stock  is  not 
complete,  write  to  haVe  our  Ribbon  Man  call. 


Montreal 


Toronto 


Winnipeg 


Vancouver 


Annual  Fall  Number 
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Jamie/on  line 

°f  SCOTCH 
DRAPERY 
FABRICS 

Can  be  shipped  immediately 
from  Stock 

Warervouse  &  Sample  Roomy 
55  Baxj  St    Toronto.  Canada 

ALEXANDER  JAMIESON&COMPANY 


I 
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Keens.    Limited,    Ladies'   and   Children's    Shop   at    Yonge    and    Bloor   Streets, 
Toronto.     Equipped  by  Kent-MeClain,  Limited  (Toronto  Show  Case  Company). 


UNLESS- 


/ 


Unless  ycur  store  is  planned  and  equipped  to 
function  profitably  in  every  way — unless  every 
foot  of  floor  and  wall  space  is  made  responsible 
for  its  share  of  service  and  profit — unless  the 
various  departments  are  arranged  so  as  to 
avoid  confusion  and  congestion — your  business 
will  not  make  you  the  returns  it  should. 

Many  of  the  more  successful  stores  failed  to 
realize  the  full  measure  of  prosperity  they  now 
enjoy  until  they  planned  and  equipped  their 
premises  in  a  more  economical,  attractive  and 
businesslike  manner.  Assure  yourself  of  the 
most  mature  knowledge  and  counsel  in  store- 
planning  by  consulting  Kent-McClain  Limited. 


I 


RMFQan 

(Toronto  ShowCasji  Co)    LlUUfccL 


Canada 's  Outstanding  Designers  and  Builders  of 

Modern- Merchandising  Store  Equipment 

183  CARLAW  AVENUE,  TORONTO 
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The  whole  merchandising  plan  of 
Greenshields  Limited  is  built  on 
Service  to  the  Customer. 

We  firmly  believe  in  the  old 
maxim  that  "He  profits  most  who 
serves  best." 

Eighteen  departments  carrying 
large  stocks  offer  you  a  wide  array 
of  merchandise  selected  from  the 
markets  of  the  world. 

To  have  on  hand  the  right  goods 
at  the  right  moment  and  at  the 
right  price  is  our  aim. 

Remember  the  greatest  Dry 
Goods  House  in  Canada  stands 
ready  to  serve  your  Every  Need. 


GREENSHIELDS  LIMITED 

"  The  Hub  of  the  Dry  Goods  Trade  in  Canada ' ' 

17   Victoria  Square  Montreal 

Sales  Rooms  from  the  Atlantic  to  the  Pacific 
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Oriental 

Silks 

in  all  the 

New  Fall  Colors 

SWISS  and 

French  Silks 

in  New  Makes 


A  Litlk  Japanese  Butterfly. 


Mid-Summer  Silks 

for  immediate  delivery  in  Great   Variety 
from  Japan,   China  and  Europe. 


&  &  l^tng  g>tlk  Company 

Htmiteb 

"W$t  g>tlfe  $ou$e  of  Canaba" 

59-61    Wellington   St.    West,    Toronto 


Foreign 

Offices  : 

Zurich,    Switzerland 

Yokohama,  Jaftan 

Lyons,    France 

Chefoo,    China 

T^^i 
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SILKS 


We  offer  you  a  most  complete  range  of  the  newest 
weaves  and  colorings  in  Silks,  including: 


Crepe  de  Chine 
Georgette  Crepe 
Canton  Crepe 
Crepe  Radiant 
Satin  de  Chine 


Charmeuse  Satin 
Duchess  Satin 
Messaline 
Paillette 
Taffeta,  etc. 


20",  27"  and  36"  Habutai. 

Bonnet's    Black    Duchess    Mousseline    and 
Guaranteed  Taffeta. 


Samples    on    request 


John  M.  Garland,  Son  &  Co. 

LIMITED 
Ottawa  Canada 

Wholesale  Dry  Goods 
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Business  Brightens  as  Soon  as 
Women  See  Muser  Laces  and 
Novelties. 


The  Blue  Star  Lines  are  just  the  lines  you 
need  to  complete  your  stock.  Bright,  snappy 
merchandise  that  will  prove  irresistible  to 
the  feminine  taste  for  new  and  smart  effects. 


LACES 

EMBROIDERIES 

DRESS   TRIMMINGS 

GEORGETTES 

CHIFFONS 


HOSIERY 

BRASSIERES 

HANDKERCHIEFS 

WASH    GOODS 

RIBBONS 


If  you  need  anything  for  present  selling  we 
can  give  you  immediate  delivery.  Make  sure 
you  see  the  line  we  are  showing  for  Fall. 


fflum  Probers!  (Canaba)  Htmtteb 


New  York 

Boston 

Philadelphia 

Chicago 

Baltimore 

Los  Angeles 

San  Francisco 


Manufacturers    and    Importers    of    Laces 
Dress    Trimmings      and      Embroideries 

Importers  of  Fancy  Dry  Goods 

12  ST.  HELEN  STREET 

MONTREAL 


London 

Nottingham 

Paris 

Calais 

Caudry 

Le  Puy 

St.  Gall 
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WMMMMMEMMM 


WAYAGAMACK 


PURE 


KRAFT 


Is  an  Ideal  Paper 

for  use  as  a  wrapper  or  cover  for  articles  of  every  description. 

It  can  be  obtained  in   Glazed  or  Unglazed  finish   and  in  Plain, 
Finestripe  and  Broadstripe   patterns  from  the  following  wholesalers. 


NEW  BRUNSWICK 

ST.   JOHN— Schofield    Paper   Company,    Limited. 

ONTARIO 

OTTAWA — Continental    Paper    Products,    Limited. 
TORONTO— Kilgour   Bros.,    Limited. 

H.   E.    Livingstone   &   Company. 

Ratcliff   Paper   Company,    Limited. 

Wilkinson    Paper   Company,    Limited. 

Wilkins   Smallware  Company. 

Weat'herhead    Paper   Company,    Limited. 

Cameron    &    Fraser. 

The    Brown    Bros.,    Limited. 

Victoria   Paper   &   Twine  Co.,   Ltd. 
HAMILTON— Walter   Woods,    Limited. 
LONDON — Reid  Bros.   &  Company.  Limited. 

H.    T.    Reason    &    Company. 

The  E.   B.   Eddy  Company,   Limited. 
FORT    WILLIAM— Tees    &    Persse,    Limited. 

ALBERTA 

EDMONTON— John    Martin    Paper    Company,    Ltd. 

Western    Supplies,    Limited. 
CALGARY — Stanley    Paper    Company. 

John  Martin   Paper  Company,   Limited. 

BRITISH  COLUMBIA 

VANCOUVER — Columbia   Paper   Company,    Limited. 

J.    C.    Wilson,    Limited. 
VICTORIA — Columbia    Paper   Company,    Limited. 


NOVA  SCOTIA 

HALIFAX — The  E.   B.   Eddy  Company,   Limited. 
Schofield   Paper  Company,    Limited. 

QUEBEC 

QUEBEC — Lucien    Frigon. 

St.    Lawrence    Paper    Bag    Company. 
MONTREAL— Continental   Paper   Products,    Limited. 

Dominion   Paper   Company. 

The  E.   B.  Eddy  Company,  Limited. 

M.    S.    Kilby,    Limited. 

Alex.   McArthur   &    Company,    Limited. 

MaeGregor    Paper    Company,    Limited. 

Robertson    &    Parker. 

Victoria    Paper    &    Twine    Company,    Ltd. 

J.    C.    Wilson,    Limited. 

E.    A.    Cole   &   Company,   Limited. 

Munderloh    &    Company,    Limited. 

Librairie    Beauchemin,    Limited. 

Beveridge    Supply    Company,    Limited. 

MANITOBA 

WINNIPEG — Kilgour   Bros.,    Limited. 

John   Martin   Paper  Company,   Limited. 
J.    C.    Wilson,    Limited. 
Walter   Woods,    Limited. 

SASKATCHEWAN 

REGINA — Paper  &  Stationers.  Limited. 
MOOSE  JAW— Tees  &  Persse,  Limited. 
SASKATOON— Tees   &    Persse,   Limited. 


Wayagamack  Pure  Kraft 


means 


Strength  and  Security 
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To  the  Trade 


We  wish  to  notify  all  our  customers  that  neither 
William  G.  Evis  nor  the  company  operating  un- 
der the  name  of  Wm.  G.  Evis",  &  Company,  will 
have  any  further  connection  with  Allen  Silk 
Mills,  Limited. 

Realizing  the  importance  and  advantage  of  dealing  direct 
with  our  customers,  through  our  own  travellers,  in  whom 
we  have  every  confidence,  we  will  hereafter  handle  our 
selling  organization  under  the  direction  of  Mr.  K.  W. 
Allen,  who  will  act  in  the  capacity  of  Sales  Manager. 
When  you  deal  with  our  accredited  representative,  you 
can  place  complete  confidence  in  him,  and  have  the  satis- 
faction of  dealing  direct  with  the  mill. 
The  traveller  in  your  territory  will  call  on  you  shortly, 
with  our  complete  set  cf  samples.  Thanking  you  for  past 
business,  we  remain 

Yours  very  truly, 

Allen  Silk  Mills  Limited 


43  DAVIES  AVE. 


TORONTO 


Announcement  to  the  Trade 

We  wish  to  notify  all  our  customers  that  neither 
William  G.  Evis  nor  the  Company  operating 
under  the  name  of  Wm.  G.  Evis  &  Company, 
will  have  any  further  connection  with  Allen 
Bros.  Co.,  Limited. 

Realizing  the  importance  and  advantage  of  dealing  direct 
with  our  customers,  through  our  own  travellers,  in  whom 
we  have  every  confidence,  we  will  hereafter  handle  our 
selling  organization  under  the  direction  of  Mr.  K.  W. 
Allen,  who  will  act  in  the  capacity  of  Sales  Manager. 
When  you  deal  with  our  accredited  representative,  you 
can  place  complete  confidence  in  him,  and  have  the  satis- 
faction of  dealing  direct  with  the  mill. 
The  traveller  in  your  territory  will  call  on  you  shortly, 
with  our  complete  set  of  samples.  Thanking  you  for  past 
business,  we  remain 

Yours  very  truly, 

Allen  Bros.  Co.  Limited 

883  DUNDAS  ST.  E.      -  -      TORONTO 
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OTTAWA 

1  i  1  Sparks  St. 

CALGARY 
ALBERTA 

517  Centre  St. 


HAILEYBURY 

ONT. 

Matabanick 


SUDBURY,  Ont. 
Balmoral 


SHERBROOKE 
QUE. 

50  Wellington  St 


H  Stands  for  Hose 


AND 


H  Dept.  Stands  for  the  Big  Hosiery 
Dept. 


OF 


The  House  of  Racine 

Hosiery,  Gloves  and  Underwear  for  Ladies 
and  Children.  This  Dept.  is  a  Real  Factor 
in  the  Under-Knit  Goods  Business  of  Can- 
ada, and  the  Trade  give  it  PREMIER  Place 
and  Buy  Its  Merchandise. 


BIG 

BENEFITS 

VARIETY 

MERCHANTS 

STOCKS 

CUSTOMERS 

VALUES 

PROFITS 

TURNOVER 

TURNOVER 

Dept.   H. 

Cotton,   Lisle,   Silk,   Cashmere  and 
Wool  Hosiery  and  Underwear. 
Cotton,     Lisle,     Atlas-Suede,     Silk 
and   Kid  Gloves   and   Gauntlets. 

The  House  of  Racine 


L.  C.   ROBITAILLE 

Manager  Dept.  H. 


for  Hosiery 


St.  HYACINTHE 
QUEBEC 


TORONTO,    Ont. 
72   Bay   Street 


HAMILTON 

ONT. 

Lister    Chambers 


SYDNEY.     C.B 

269  Charlotte  St. 


HALIFAX 

N.  S. 
119   Roy  Building. 


THREE  RIVERS 
QUE. 


St.    PASCAL 
QUE. 


EDMUNSTON 

N.   B. 


CHARLOTTETOWN 

P.E.I.,  Queen  & 

Sydney   Sts. 


ST.   JOHN,    N.    B. 
85     Germain    St. 
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Silk  Lingerie 
for  Fall  1922 


Now  being  Shown 

You  will  find    the  widest  range  of   Materials 
in  new  colorings,  a  boundless  variety  of  styles 


New  Slips 

many  of  them  in  the  much  wanted  straight  lines. 

Many  new  touches  added  to  the  ever  popular 
Bonnie  Bloomer,  and  an  endless  assortment  of 


Camisoles,   Brassieres,  Step- ins, 
Combinations,  Gowns,  Underskirts  and  Caps 

Your  every  need  in  the  Lingerie  Department  will  be  looked  after 
See  our  travellers  or  try  our  Mail  Order  Service. 


H.  P.  RITCHIE  y  COMPANY 

^Manufacturers  ^Jeta/Jic  Laces,  Si/k  Lingerie,  Embroideries, 
Handkerchiefs,  ^lerri-Alaid  Dresses  for  Juniors. 

38-42  CLIFFORD  STREET  -  -  TORONTO 


iiimiiiiimiiiiiimiiiiriiiiiiiiiiiiiiiiiiiiiiiiiimiiiiimiiiiiiiiiiiiiiii 


DRY    GOODS    REVIEW 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiii  in  iii  in  i  m  linn  m  h  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 


L 


aces 


The  pronounced  vogue  of  Lace  foretold  in  the  advance  Paris 
modes  will  be  met  by  wise  buyers  while  our  stock  is  complete 

See  our  Fall  Range  of  Siaple  and  Novelty  Laces. 

Metallic  bandings,  edgings,  allovers 
and  flouncings--36in.  Allover  Lace 

in  latest  and  most  desirable  shades 
Feature  designs  that  are  authentic  and  varied 

Handkerchiefs 

Just  received  into  stock — new  colored  sheer  lawn 
handkerchiefs  in  all  popular  shades,  beautifully 
embroidered    in   a    wide    range   of   designs. 


H.  P.  RITCHIE  &  COMPANY 

/Manufacturers  j^letallic  Laces.  Silk  Lingerie,'  Embroideries, 
Handkerchiefs,  J^lerri-J^laid  Dresses  for  Juniors. 

38-42  CLIFFORD  STREET  -  -  TORONTO 
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Made 

in 

Four 

Sizes 

00  0 

00 

0 


COLONIAL  MAID 


DRESS  r FASTKNKR 

made:  IN   CANADA. 


It's    all    in 
the    Spring 


Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 

Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


OH  I  S  IS  NOT  A 
FRICTION  FASTENER. 
D  .  '  MADE 
DUt  IS  WITH 
HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS   WHEN   TO   HOLD 
AND    WHEN    TO   LET   GO 


BRASS 

will  not 

rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE  AND    BLACK.     .-.     .'.    SIZES  00-0-1 

To  be  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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STOFFEL  &  CO.,  ST.  GALL 

The  Largest  Manufacturers  of  Cotton  Fabrics  in 

SWITZERLAND 


Fine  Muslins 
Jaconas 
Voiles 
Crepes 


Nainsooks 
Batistes 

Calicots 

Fancies 


The    var  Races  at  7\ice 

TRANSPARENT  ORGANDIES  IN  100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

"IT  IS  STOFFEL'S" 

The  finest  praise  that  can  be  bestowed  upon  an  Organdie  or  Dotted  Swiss 

STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON   &  TAYLOR 


235  Coristine  Bldg., 

20  St.  Nicholas  Street, 

Montreal,  Que. 

Tel.  Main  6248 


Sole  Agents  for  Canada 

77  York  Street,  Wea^1  RePr^atives : 

McRae  &  Walker, 

106  Hammond  Block, 

Albert  Street,  Winnipeg,  Man. 

Tel.  A.   7265 


Toronto 

Tel.  Adel.  2253 


ZA- 
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-D- 

ALLWOOL  SERGE 

36"  No.  D  14 

52 14    cents  per  yard 

1.0  shades 

in  stock. 


W 


ITALIANS 

Black  54" 
50  cents  per  yard 


-c- 

ENGLISH 
FLANNELETTE 

31"    32'     21c    per    yard. 
35"    36"    24c    per    yard 

GALATEA 

26V2"    18c   per    yard 

Assorted,    Plain,    Stripes 
and    Checks 


REMNANTS 

OF 

ALL  KINDS 


11  SPECIALS 

ONE  FROM  EACH 
DEPARTMENT 


ROMPER   BRAID 

ends  2  yards 
Assorted   Colors. 

36  pieces. 
$3.75  per  cabinet. 


IVORY 
BOUDOIR  CLOCKS 

$63.00  per  dozen. 

Complete   assortment 

in  French  Ivory 


TOILE  DU  PAYS 

Natural  colour. 
19  in.  No.  L-670 

22  V2  cents  per  yard 


-U- 

IMITATION 
GUIOU  BRACES 

$27.00  and  $36.00 

gross. 

12  designs. 

Full  lengths  for  men 

in  stock. 


-H- 

Fibre  Plated 
Richelieu  Ribbed 

HOSE 

All   colours  in  stock. 
$9.00  per  doz. 


-M- 

WASH   TIES 

Assorted  Patterns 
$3.15  per  dozen. 

H00K-0N  TIES 

Black   and   Colours. 
$3.50  per  doz. 


-R- 

OVERALLS     AND 
SMOCKS 

Assorted 

from 

$11.50  per  dozen  up. 


SPECIAL  ATTENTION  GIVEN  TO  MAIL  ORDERS 
ALL  RUSH  ORDERS  SHIPPED  SAME  DAY  AS  RECEIVED 


HODGSON,  SUMNER  &  CO.,  LIMITED 


83-91  St.  Paul  St.  W. 


21  St.  Sulpice  St. 

MONTREAL 


84-92  LeRoyer  St. 


SAMPLE  ROOMS: 

7  Charest  St.,  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.W.,  TORONTO 

Can.  Bank  of  Commerce  Bldg.,  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

503  Mercantile  Bldg.,  VANCOUVER  50  Bon  Accord  St.,  MONCTON.  N.B. 

Empire  Bldg.,  HAMILTON  The  Grigg  House,  LONDON 


:2££»S5£r^65rj^2St!P4i3»:ffi?ra^ 
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CARPETS 

LATEST  PATTERNS  AT 

NEW  PRICES 


THE*  [PRICE  OF  CARPETS,  SQUARES  AND  RUGS  HAS 
DROPPED,  OUR  STOCK  IS  PRICED  ON  THE  NEW  BASIS 


AXMINSTERS       VELVETS 

TAPESTRIES 
SEAMED  and  SEAMLESS  WILTONS 

Also  STAIR  CARPETS  and  RUGS 

Imported  and  Canadian 

HODGSON,  SUMNER  '&  CO.,  LIMITED 


83-91  St.  Paul  St.  W. 


21  St.  Sulpice  St. 

MONTREAL 


84-92  LeRoyer  St. 


SAMPLE  ROOMS: 

7[Charest  St.,  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.  W.,  TORONTO 

Can.  Bankrof  Commerce  Bldg..  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

503  Mercantile  Bldg.  VANCOUVER  50  Bon  Accord  St.,  MONCTON.  N.B. 

Empire  Bldg.,  HAMILTON  The  Grigg  House,  LONDON 
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Well  Worth  Being  Proud  of 

Almost  a  quarter  of  a  century  of 
Steady  Progress 

We   are   now  located   in   our  New  Premises.     The  new 

floor  space  is  more  than  double  that  occupied  in  our  old 

building. 

The    increased   facilities    were   made    necessary   by    the 

faith  which  hundreds  :f  merchants  have  in  the  retailing 

possibilities    of   the    "Pullan    Line"    and    Dorothy    Dare 

Dresses. 

Our  New  Quarters  will  enable  us  to  give  our  friends  even 

better  and  quicker  service. 

CHARACTER  and  CHARM 

you  are  sure  to  find  in  every  garment  displayed  in  our 
Fall  and  Winter  range. 

Our  styles  this  season  are  extraordinary! 

Coats  priced  from  $10.75  and  upwards. 
Dresses  priced  from  $8.75  and  upwards. 

Keen  buyers  will  wait  for  our  representatives  who  are 
now  covering  every  part  of  Canada,  or  a  card  from  you 
will  make  certain  of  this. 

Make  certain  of  receiving  one  of  our  New  Fall  Cata- 
logues. 

REMEMBER  THE  NEW  ADDRESS : 
489  to  493  KING  ST.  WEST,  TORONTO 

Half  Block  West  of  Spadina  Ave. 

Pullan  Manufacturing  Co.,  Limited 
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Get  Them  Into  the 

Customer's  Hands 

JUST  to  have  the  customer  see  and  feel  the  soft,  warmth- 
giving  texture  of  Little  Daisy  Stockings  is  often  suffi- 
cient to  effect  a  sale.  Little  Daisy  Stockings  are  knitted 
from  soft  Australian  lambs'  wool — the  very  finest  ma- 
terial for  giving  comfort,  warmth  and  durability. 

Thousands  of  mothers  have  learned  the  exceptional  quali- 
ties of  these  fine  stockings.  A  special  display  and  a  little 
effort  on  your  part  will  bring  its  reward  in  sales.  Little 
Daisy  Stockings  are  for  children  up  to  12  years.  They 
have  extra  strength  in  heels  and  toes. 

Your  wholesaler  can  supply  you  with  these  dainty  sales- 
creating  stockings. 

The  Chipman-Holton  Knitting  Company,  Limited 
Hamilton,  Ontario 

Mills  at  Hamilton  and  Welland,  Ontario 

LITTLE  DARLING 
LITTLE  DAISY 


•t 


€f 


*% 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


■%) 


Little  Darling 
Stockings,  for 
little  tots  up  to 
seven  years,  are 
made  from  the 
same  soft,  fleecy 
material, and  have 
silken  heels  and 
toes.  They  make 
an  instant  appeal 
to  mothers.  In 
many  dainty 
shades  and  Black. 


REGISTERED. 
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IMPORTANT  NOTICE 


INDIAN  HEAD 

hag.  U.  S.  Put.  Off. 


INDIAN  HEAD  Cloth 


« 


Reg.  U.  S.  Pat.  Off. 


INDIAN  HEAD 

Keg.  U.  S.  Pat.  Off 


Nashua  Manufacturing  Co.  vs.  Samuel  Ganzer 

THE  Honorable  Judge  Brown,  U.  S.  District  Court,  District  of  Rhode  Island,  after 
hearing  the  above  case  decided  in  favor  of  the  Plaintiff,  and  the  following  final 
decree  of  Court  was  entered  on  May  24th,  1922. 


ORDERED,  ADJUDGED  and  DECREED 
that  the  trade  mark  used  by  the  plaintiff  herein, 
Nashua  Manufacturing  Company,  consisting  of 
the  words  INDIAN  HEAD,  or  the  pictorial 
representation  of  an  Indian's  head,  or  both  in 
combination,  in  its  business  in  interstate  and 
foreign  commerce  in  connection  with  the  sale 
of  textile  fabrics,  and  more  particularly  cotton 
textile  fabrics,  is  a  good  and  valid  trade  mark; 
and  that  the  United  States  registration  thereof 
in  the  name  of  the  predecessor  of  the  plaintiff, 
numbered  105539,  dated  the  3rd  day  of  August, 
1915,  is  a  good  and  valid  registration;  and  that 
the  said  trade  mark  and  the  said  registration 
belong  to  and  are  the  property  of  Nashua  Manu- 
facturing Company,  the  plaintiff  herein,  and  it 
is  also 

ORDERED,  ADJUDGED  and  DECREED 
that  Samuel  Ganzer,  the  defendant  herein,  by 
offering  for  sale  and  selling  in  interstate  com- 
merce between  the  City  of  Providence,  State  of 
Rhode  Island,  and  the  City  of  New  York,  State 
of  New  York,  textile  fabrics,  and  more  particu- 
larly cotton   textile   fabrics,   designated   by  or 


marked  with  the  words  INDIAN  HEAD,  or 
designated  as  INDIAN  LINEN,  has  infringed 
the  said  trade  mark  and  the  said  registration 
of  the  plaintiff,  and  it  is  also 

ORDERED,  ADJUDGED  and  DECREED 
that  a  perpetual  injunction  issue  out  of  and 
under  the  seal  of  this  court,  enjoining  and  re- 
straining the  said  defendant,  Samuel  Ganzer, 
his  attorneys,  clerks,  agents,  servants,  and 
workmen  from  using  in  any  manner  whatsoever 
the  designation  INDIAN  HEAD  or  any  other 
designation  closely  similar  thereto,  or  a  color- 
able imitation  thereof,  as  a  trade  mark  or  trade 
name,  in  violation  of  the  plaintiff's  trade  mark 
rights,  in  connection  with,  directly  or  indirectly, 
the  offering  for  sale  or  the  sale  in  interstate  or 
foreign  commerce  of  textile  fabrics  or  merchan- 
dise of  like  descriptive  properties,  and  from  in- 
fringing in  any  manner  whatsoever  upon  the 
plaintiff's  trade  mark  INDIAN  HEAD,  and 
it  is  further 

ORDERED,  ADJUDGED  and  DECREED 

that  the  defendant  pay  all  the  costs  of  these 
proceedings  aforesaid. 


we 


We  publiciv  serve  notice  that  in  the  interests  of  all  dealers  in  and  consumers  of  our 
11-k 


nown 


■  -   A.*    "\  ! 


Brand,  we  propose  vigorously  to  prosecute  any  and  all 
infringements  of  this  trade  mark.  The  above  warning  also  applies  to  all  Textile  Manu- 
facturers and  Finishers,  as  well  as  Dry  Goods  Jobbers  and  Retailers. 


NASHUA  MANUFACTURING  COMPANY 
Aroory,  Browne  &  Co, 


NEW  YORK 


\xr)ory,  Drowse  & 

Selling  Agents 


BOSTON 
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You  Can  Buy  Them  Better  at  Baker's 

CENTRALIZATION  of  selling  with  specialization  of  production  is  the  greatest 
factor  in  the  continued  growth  of  Richard  L.  Baker  &  Co.'s  connection  with  the 
Canadian  trade.  Convenience  and  economy,  quality  of  merchandise,  each  in  themselves 
sufficient  reason  for  doing  business,  are  combined  in  the  Baker  organization. 

Stabilization  of  prices  as  indicated  by  quotations  on  manufacturers  raw  materials,  such 
as  yarns,  silks,  etc.,  is  practically  an  accomplished  fact.  It  is  advisable  to  place  re- 
quirements well  ahead  so  that  the  mill  may  have  a  reasonable  opportunity  to  make 
delivery. 

For  your  added  convenience  we  carry  in  our  warehouse  a  stock  of  hosiery  to  take  care 
of  your  small  sorting  requirements  that  can  not  always  be  foreseen. 

REPRESENTATIVES  WILL  SHORTLY  BE   ON 
THEIR    TERRITORIES    FOR    SPRING    1923  , 

Richard  L.  Baker  &  Co.    Limited 

TORONTO 

MILL  SELLING  AGENTS 

S.  LENNARD  &  SONS,  LTD.  AVON  HOSIERY, _TD.  ST.  CATHARINES  SILK   MILLS,  LTD. 

GRIFFIN   GLOVES  LTD.  VENUS  SILK   HOSIERY  MILLS,  LTD. 

LONDON    HOSIERY  MILLS,  LTD. 


Sol©  Sellinq  Agents 

Richard  JLBakerlXb 

84WelKngtonStttfest 
Toronto 
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%?  Glov&S  and  HoSlQO^  Jioit&S  <gf  GbnCtda 


SILK  GLOVES 

"The  Royalty  of  Silk 
Gloves" 

TPHERE  is  a  richness  in  the  appearance  of 
*  Queen  Quality  gloves  that  only  true  qual- 
ity can  impart.  This  is  a  strong  point  in  their 
appeal  to  women  of  discrimination,  who  are 

first  attracted  by  the  many  beautiful  and  original  designs  in  Queen  Quality.    There 
are  many  such  in  the  showing  for  Spring,  1923. 


GLOVE  SILK  LINGERIE 

"The   Buy  word   for 
Silk  Lingerie9 

HAS  become  so  because  it  creates  de- 
sire in  all  women  who  see  its  dainti- 
ness and  luxury  and  instills  confidence  in 
all  wearers  because  of  its  lasting  and  wash- 
ing qualities.  QUEEN  QUALITY 
has  an  all  year  sale.  Fill  your  require- 
ments now  for  Fall  sorting  and  Spring 
placing. 

St.  Catharines  Silk  Mills 

Limited 
ST.  CATHARINES         -         ONTARIO 


Sole  Selling  Agents 

Richard  L.Baker LCo. 

64  Wellington  StWest 


Toronto 
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9>fe?  G/ovq?  and  Jhsioo"  Jiouse  ef  Qanada 


[ONDONKNIT 
HOSE 

"London  Knit 

For  Wear  and  Fit" 


WHEN  London  Hosiery  Mills  were  first  established  only 
three  numbers,  two  silk  lisle  and  one  cotton,  were  produced. 
When  these  were  perfected  another  number  was  added  and  with 
the  perfection  of  that  another,  until  an  addition  to  the  plant  was 
necessary.  With  double  the  space,  other  lines  for  children  and 
men  were  added  to  the  range,  as  increased  production  and  efficiency 
were  able  to  take  care  of  them.  The  result  of  this  policy  has  been 
the  immediate  success  of  every  LONDON  KNIT  production. 
The  range  for  Spring  includes 


Cotton,  Lisle,  Silk  Lisle,  Cashmere,  Fibre  Silk 

FOR 

Men,   Women  and  Children 


MADE  IN 
CANADA 


LONDON  HOSIERY  MILLS 


LONDON 
ONTARIO 


LIMITED 


SolsScUinc;  A^eots 

Richard  LBaker^Ca 


LIMIT! 


84WeTlin#onStSfest 
Toronto 
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COLOR    AND    DESIGN 


The  Big  Features  of 

GRIFFIN 


BEEBECSBI 


l-I  AVE  put  Griffin  Gloves  far  in 

the  lead.    They  are  their  own 

salesman  when  placed  on  display, 

and    women    are    astonished    that 

gloves  of  such  attractive  and  novel  appearance  can  be  so  easily  washed,  and 

will  wear  so  well. 

For  Spring  we  are  showing  a  number  of  absolutely  new  styles.      See  them, 
buy  them,  and  sell  them. 

"Griffin   Gloved— Well  Gloved" 


^  ^HrirMfi/ 


m.  ^^r 


Limited 


TORONTO 


ONTARIO 
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THREAD  SILK 


The  One  and  Only 

Continuous  Natural  Fibre 


"THE  superfine  richness  of  texture 
and  shade  in  Venus  Thread 


PURE  SILK 

HOSIERY 

Silk  Hose  is  the  result  of  the  selec- 
tion  of  extra  choice    Silk    Fibre 

carefully  "Thrown"  to  make  the  thread  from  which  they  are  knit 
in  an  efficient  plant  on  the  most  modern  machines  under  the  eyes  of 
skilled  workers.  Venus  Thread  Silk  Hose  are  sheer  and  dainty  as 
gossamer  but  will,  because  of  the  great  tensile  strength  of  the  natural 
silk,  stand  all  reasonable  wear  and  every  strain  but  a  positive  tearing, 
ripping,  tug. 


That  is  Why 

"Venus  Pure  Threqd  Silk  Hose 

Makes  firm  friends  where'er  it  goes99 

SAMPLES  FOR  1923  WILL  BE  SHOWING  SOON 

Venus  Silk  Hosiery  Mills 

Limited 
Toronto  Ontario 


Solo  Soiling;  Agents 

RicharduL.BakerlCb 

S4WeltingtonStftfest 
Toronto 
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fe/ufifc 


GRAND 


RCGISTfffEO 


"The  Height  of  Achievement  in 
Underwear" 

HpHE  one  big  thing  about  Zenith  is  the 
-*•  yarn.  The  special  twist  of  finest  wool 
and  cotton  that  makes  Zenith  so  warm 
and  yet  so  soft  and  comfortable  and  ab- 
solutely non-shrinkable  is  not  obtainable 
in  any  other  underwear.  The  beautiful 
finish  and  trim  of  the  garment  makes  it 
appeal  to  the  purchaser  on  the  score  of 
appearance  and  the  quality  insures  satis- 
faction. 

ZENITH  is  made  in  red  label  and  blue 
label,  the  quality  being  based  on  pre-war 
standards  of  manufacture,  the  only  differ- 
ence being  in  the  percentage  of  wool. 

also 


rerfee/o 
S.  Lennard  &  Sons,  Limited 

DUNDAS 


SoU  Sellina  Agents 

Richard  LBaker&Go 

LIMITED 

d4-WeHingtonStUfest 
Toronto 
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kelS\clients 


SEVEN  years  ago  Angus  MacDon- 
ald  bought  the  furniture  business 
that  is  now  known  as  the  MacDonald 
Furniture  Company,  of  Hancock, 
Michigan.  He  bought  it  on  borrowed 
capital  and  to-day  the  business  is  all 
clear  and  every  bill  is  discounted. 

IN  THE  years  Mr.  MacDonald  was 
associated  with  one  of  the  best 
known  chain  store  concerns  in  the 
middle  west  he  became  thoroughly 
familiar  with  the  district  Hancock 
was  located  in — the  copper  country 
of  northern  Michigan.  He  gained  a 
deep  faith  in  the  future  of  that 
country  and  the  people  who  make  it 
up. 

CO,  WHEN  the  chance  came  to  buy  a  furni- 
ture  business  in  Hancock  it  meant  to  him 
a  life's  opportunity. 

TT   IS   significant   of  the   faith   Angus    Mac- 
Donald inspires   in   others   that  he   did   not 
have  to  let  the  opportunity  pass,  because   of 
lack  of  capital — that  was  readily  forthcoming. 

npHE  RECORD  of  the  MacDonald  Furniture 
Company  is  only  a  part  of  the  story  of 
Mr.  MacDonald's  success  in  that  district,  for 
to-day  he  is  a  director  in  the  Detroit  and 
Michigan  Loan  &  Trust  Company,  and  also  a 
director  of  the  Citizens'  National  Bank  of 
Houghton. 


TAECISIVENESS  and  action  in  the  face  of 
emergencies  largely  explain  this  record  of 
success,  and  when  the  depression  of  '20  and  '21 
was  working  havoc  with  business  in  the  cop- 
per country  Mr.  MacDonald  answered  condi- 
tions with  a  Kelly  selling  campaign. 


'"THE  RESULTS  justified  a  second  Kelly 
selling  drive,  which  we  have  very  lately 
completed.  Mr.  MacDonald  declares  that  he 
finds  the  healthy,  business-building  advertis- 
ing of  Kelly  Service  campaigns  an  all-year- 
round  stimulant  to  his  volume. 


A  T  YOUR  request  Mr.  MacDonald  will  glad- 
"^  ly  tell  you  of  his  experience  with  Kelly 
Service,  and  to  get  our  plans  in  detail  merely 
give  us  the  size  and  character  of  stock — our 
answer  will  be  immediate,  and  there  is  no 
obligation. 
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New  Fall  Goods  Just  Passed  Into  Stock 


WRAPPERETTES 

30  in.  Cotton  Tartan  Plaids,  (Napped    Back).      27    in.    Eiderdown. 

27  in.  Esmond  Robe  Flannel.    36  in.  Robe  Flannel.  Quilting  Prints, 

Chintz  Prints,  Steelclad  Galateas. 


DRESS  GOODS  &  SILKS 

40-42  and  54  in.  Cream  All  Wool  Serge.  54  in.  Cream  All  Wool 
Home-Spun.  54  in.  Cream  All  Wool  Broadcloth.  40/1  in.  French 
Cashmere,  Good  Range  Shades.  40  in.  Baronet  Satin.  54  in.  All 
Wool  Flannel.  40  in.  All  Wool  (Genuine  Clan)  Tartans.  40  in. 
All  Wool  Fancy  Plaids. 


LADIES'  HOSIERY,  UNDERWEAR  AND  GLOVES 

GLOVES     18  &  22  inch  Lisle,  Black  or  White. 

19  inch   Silk,   Black,   White,   Sable,   Beaver.      All   Paris 
Points.     Fingers  Double  Tipped. 

23  inch,  Silk,  White,  Paris  Points  Double  Tipped.  Ladies' 
2  Dome  Silk,  in  Sable  and  Almond,  Ladies'  Clasp 
Fastener,  in  Sable,  Almond,  Black  and  Brown. 

ALL  ABOVE  AT  VERY  POPULAR  SELLING  PRICES 


MEN'S  FURNISHINGS 

Men's  Grey  &  Heather  mixed  work  Socks,  $2.15  to  $6.50  doz. 

Men's  White  Wool  do  do  3.75  to  4.50  doz. 

Lumberman's  Socks  do  do  5.10  to  12.70  doz. 

Full  Range  of  Fleece  Shirts,  Drawers  &   Combinations,  also 
in  Elastic  ribbed,  Natural  Wool,  &  Merino. 

Cashmere   Half  Hose,   Plain    &   Ribbed,   Black  and   Colours, 
also  with  clocks. 

Sweaters  in  Boys'  &  Men's  Pullover,  V-Neck,  &  Coat  Style, 
ALL  PRICES 


THE  W.  R.  BROCK  Co.,  LIMITED,   MONTREAL 
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New  Fall  Goods  Just  Passed  Into  Stock 

HOME  FURNISHINGS 

33"  &  36"  Double  Border  scrim,  two  designs  in  White,  Cream  &  Beige  10c  yd. 

36"                   do              do                do              do  do        lie  yd. 

36"             Plain  Marquisette,            do              do  do        16c    yd. 

36"             Taped                do                do            do      '  do       20c    yd. 

36"             Bordered   do   Four   designs            do  do     22 1/2 c  yd. 

25"             Cretonne,  Six  designs  Six  Colours  each,  14c  yd. 

36"            Cretonne,  Six  designs  Six  Colours  each  20c  yd. 

70x80,  Electrically  Bleached  Quilt,  1.75ea. 

LADIES'  AND  CHILDREN'S  FANCY  GOODS 

Ladies'  and  Children's  Knitted  Woollens  of  all  kinds,  Bootees,  Infantees, 

Polkas,  Etc.,  Etc. 

Specially  note  the  new  Cap  and  Scarf  Sets,   in   which    we   have    a   great 

variety  of  styles. 

Ladies'  Fancy  Neckwear  and  Fancy  Handkerchiefs  of  all  kinds. 

SMALLWARES 

PATON'S  BALDWIN  YARNS 

ICEWOOL,  Black,  White,  Sky,  Pink,  Ivorine,  White,  Sky  and 
Pink.  Kingfisher  Luster  Wool  in  22  different  shades.  WHITE 
HEATHER  FINGERING,  3  and  4  ply,  best  selling  shades. 
BEE  HIVE  Sot.h  Fingering,  2,  3,  4  and  5  ply  best  selling 
shades.  Also  two  good  shades  of  Heather.  SWEATER  Wool 
and  SHETLAND  Floss,  all  colours.  Saxony,  Canadian  Wheel- 
ing and  Canadian  Fingering. 

LADIES'  AND  CHILDREN'S  READY-TO-WEAR 

Flannelette   and   Eiderdown   Kimonas,   prices   from   $18.00   to   $81.00   per  dozen. 

White  Fur  Baby  Carriage  Robes,  with  pocket,  prices  $45.00  and  54.00  per  dozen. 

Infant's  Fullovers,  white  and  pink,  white  and  sky,  price $9.00  per  dozen. 

Child's  Pullovers,  Turq.  and  White,  Rose  and  White,  Camel  and 

White,  Cardinal  and  White,  18/26,  price   $10.50  per  dozen. 

Child's  Coat  Sweaters,  White,  Turq.,  Buff,  Rose,  Cardinal  and  Folly, 

20,  22,  and  24,  price   $16.50   per  dozen. 

Boys'  All  Wool  Jerseys,  White,  Oxford,  Seal,  Navy,  18-34. 

Prices  from    $12.00  to  $17.50  per  dozen. 

Boys'  Oliver  Twist  Suits,  2  to  6  years,  all  Navy  Serge,  Navy  Serge 

Pants  and  Cream  and  Scarlet  Flannel  Middy  Tops,  $54.00  to  $57.00  per  dozen. 

THE  W.  R.  BROCK  Co.,  LIMITED 

MONTREAL 

Ottawa  Sample  Room — 415  Booth  Bldg. 
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Maintaining  Volume  by  Delivering  Value 


The  greatest 
compliment 
any  Kiddies' 
Garment 

ever  received 


"Just  as  Good 

as 

'Haugh's" 


The  maximum  of 

value  that  is  possible 

to  put  into  Kiddies' 

Garments 


HAUGH'S 


88 

"The  Overalls 

that 

Satisfy" 

In  Black — Blue  or  Stripe 


am 


Guaranteed 


Order  now  for  immediate  and  Fall  selling 
The  J.  A.  Haugh  Mfg.  Co.,  Limited 


Manufacturers 
TORONTO  CANADA 

Note  Our  New  Address 

472-474  Bathurst  St.       Cor.  College  St. 
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THE     DEMAND 

for 
DRESS  GOODS 


Present  style  tendencies  favor  the  sale  of  piece  goods.  A 
strong  revival  is  quite  noticeable  in  the  demand  for  Brit- 
ish Woollens  and  is  rapidly  developing.  Intrinsic  value 
in  Dress  Goods  has  become  a  feature,  and  competitive 
rivalry  is  strongly  influencing  the  market.  Regardless 
of  the  better  volume  of  business  and  immense  quantities 
of  wool  in  hand,  prices  remain  decidedly  firm. 

Merchants  looking  toward  Fall  sorting  will  find  our 
range  of  Broadcloths,  Tricotines,  Poiret  Twills,  Coat- 
ings, San  Toys,  Sport  Flannels,  Tartans,  Serges,  Sport 
Skirtings,  Homespuns,  Tweeds  and  Novelties  of  the 
Season,  most  alluring,  and  to  which  we  direct  the  par- 
ticular attention  of  buyers  coming  to  the  Toronto  market 
in  the  near  future. 

See  our  "Annual  Exhibition  Sale  Bulletin"  for  detailed 
description  of  the  Dress  Goods  leaders.  Issued  in  Aug- 
ust and  sent  upon  application.  Write  our  "LETTER 
ORDER  DEPARTMENT r 


Cor.  Bay  &  Wellington  Streets,  -  Toronto 
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STOCKINGS    AND    SOCKS    OF 

PURE  WOOL 

Pure  Silk  and  Artificial  Silk  as  well  as  Soft  dotton  (Cashmere 
or  Llama  Finish),  Mercerised  Cotton  {Silk  Finish)  and  Lisle 
Thread  are  now  being  dyed  "Hawley's  Hygienic  Black." 


Attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 
Offices  of 

The 

Dry  Goods 

Review, 

143-153 

University 

Avenue, 

Toronto, 

and 

128 

Bleury  Street, 

Montreal. 


HAWLEY'S 

Hygienic  Black 


BRITISH    DYE 


"^JT)e  Deepest  Vye" 

for 

HOSE  and  SOCKS 

Every  pair 
bearing  Hawley's  stamp  is 
Warranted  Fast  &  Stainless 
to  Washing  Wear  &Perspiration 


To  meet 

the 

Great  Public 

Demand  for 

"Hawley's 

Hygienic 

Dye  **  upon 

Hose  and 

Socks  in  all 

makes  and 

Materials 

Retailers 

should  at 

once  place 

orders 

for  a  full 

range  of 

these  goods 

with  their 

wholesale 

houses. 


Every  pair  is  clearly  stamped  with  the  name  "Hawley's" 

and   is   a   guarantee    to    the    purchaser    of   the    Fast    and 

Stainless  qualities  of  the  Dye« 


5 


Should  any  difficulty  arise  in  respect  to  supplies  of  any  particular  line  of  goods  dyed  "  Hawley  s 
Hygienic  Black,"  names  of  Wholesalers  who  are  in  a  position  to  supply  will  be  gladly  given  in 
answer  to  an  inquiry  addressed  to  the  Publicity  Dept.,  Sketchley  Dye  Works,  Hinckley,  England. 
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IF  ONE  may  judge  by  the  amount 
of  business  that  has  already  been 
placed  for  Fall  by  the  retail  trade 
of  Canada  with  wholesalers  and  manu- 
facturers we  are  really  beginning  to 
see  the  sunshine  of  better  times.  The 
sun  may  not  as  yet  have  reached  the  " 
meridian  from  behind  the  steep  hills 
and  undulating  valleys  of  difficulty 
and  depression,  but  it  is  surely  rising, 
dispelling  the  shadows  and  heralding  the  advent  of  the 
normal  day.  On  the  whole,  at  this  time  of  writing,  com- 
mitments for  Fall  and  Winter  are  heavier  than  they  were 
a  year  ago.  As  one  wholesaler  put  it — rather  pessimistic- 
ally, it  seemed  to  us — that  does  not  say  that  business  is 
good.  No,  it  does  not,  necessarily ;  that  is,  if  one  compares 
it  with  those  peak  years  following  the  war  when  the  least 
consideration  in  the  world's  markets  was  that  of  price.  But 
we  have  descended  from  the  peaks,  we  have  travelled 
through  the  valleys  and  now  we  are  again  on  the  even  road, 
running  the  straight  race  for  the  prize  that,  as  ever,  will 
go  to  the  strong,  the  courageous,  the  aggressive.  If  we 
cannot  say  whole-heartedly  that  "business  is  good"  we  can 
certainly  claim  that  it  is  good  business  that  there  is  a 
marked  improvement  over  this  time  last  year,  that  there  is 
greater  freedom  in  the  movement  of  merchandise,  that  the 
liquidation  of  stocks  is  practically  complete,  and  that  a 
greater  measure  of  confidence  generally  prevails. 

HOPEFUL  SIGNS 

The  development  of  trade  in  Canada  is  no  longer  a 
strictly  Canadian  affair.  Outside  influences  have  their 
bearing;  international  trade  currents  affect  the  channels  of 
our  trade  both  internally  and  externally.  In  Canada  we 
can  pretty  safely  watch  the  barometer  of  business  across 
the  international  boundary  line  to  get  a  correct  forecast  of 
our  own.  For  some  months  there  has  been  a  steady  im- 
provement there.  The  Federal  Reserve  Bank  of  New 
York  reports  an  increase  of  eight  per  cent,  in  retail  sales 
for  the  first  five  months  of  the  year  in  comparison  with 
the  corresponding  months  of  1 92 1 .  April  and  May,  in 
New  York  City,  show  a  2.3  per  cent,  and  a  3.6  per  cent. 


increase  respectively  over  the  same  months  a  year  ago.  The 
improvement  is  gaining  momentum ;  it  looks  like  a  consistent, 
steady  improvement. 

We  a^e,  as  a  rule,  some  months  behind  the  United  States 
in  the  general  trend  of  business.  It  was  so  with  depression ; 
it  will,  in  all  probability,  be  so  with  the  return  of  normal 
times.  But  the  stronger  faith  that  has  found  expression 
in  heavier  placings  than  were  pledged  a  year  ago  may  be 
regarded  as  a  very  hopeful  omen  of  better  business  for 
Autumn,  1922.  As  ever,  we  must  look  to  the  land  as 
an  indicator  of  what  lies  ahead  in  a  business  way ;  and  the 
land  promises  a  bountiful  harvest. 

THE  BATTLE  TO  THE  STRONG 

It  has  always  been  so,  it  always  will  be  so — the  battle 
will  go  to  the  strong.  Micawber  made  the  fatal  mistake 
of  waiting  for  things  to  turn  up  instead  of  turning  them  up. 
A  thousand  opportunities  knocked  at  his  door,  unheeded. 
As  business  men,  we  shall  do  well  to  avoid  the  mistakes 
of  Micawber.  It  is  a  time  for  concentration  on  business 
problems,  for  whole-hearted  devotion  to  business.  Keen 
merchandising  men  all  over  the  country  are  not  speculating 
in  Fall  buying — but  they  are  taking  no  chances,  either. 
They  are  covering  legitimate  requirements,  based  on  the 
knowledge  that  manufacturers  and  wholesalers  are  no  more 
disposed  to  speculate  than  they.  They  are  not  going  to 
starve  their  stocks  and  lose  sales ;  neither  are  they  going  to 
over-stock  and  sacrifice  on  mark-downs.  They  are  study- 
ing the  situation  with  a  microscope,  endeavoring  to  strike 
the  even  balance  between  success  and  failure.  Many  of 
them  will  do  it.  And  they  will  do  it  because  they  know 
that  competition  is  keen  and  that  only  the  fit  shall  survive. 


30 


GENERAL    SECTION 


Dry  Goods  Review 


Sales  Ideas  Used  in  Buffalo  Stores 

Eight  Plans  That  Have  Brought  Home  the  Bacon  in  a 
Large  and  Small  Way — Numbering  the  Counters  Helps 
the  Customer  and  Saves  Time — Even  the  Shoe  Shine 
Brings   Custom — A   "Will   Call"   Department  Provides 

Good  Service 


MONDAY  is  a  big  day  for  sales 
in  Buffalo.  Many  stores  believe 
it  Is  the  best  of  the  week.  Both 
customers  and  salespeople  are  somewhat 
refreshed  after  the  week-end.  News- 
paper advertisements  are  read  with 
more  care  on  Sundays,  as  soon  as  the 
public  has  been  trained  to  look  for  them 
on  that  day.  Moreover,  Monday  gives 
women  their  first  opportunity  to  spend 
the  money  which  their  husbands  have 
brought,  home  on  Saturday. 

It  is  noticeable  that  in  most  Buffalo 
department  stores,  there  is  no  day  on 
which  sales  are  offered  in  every  line. 
The  managers  of  several  stores  inform- 
ed Dry  Goods  Review  chat  sales  every 
day  in  one,  two  or,  at  most,  three  de- 
partments scattered  in  d'fferent  parts 
of  the  store,  have  proved  better  busi- 
ness getters  than  special  offerings  once 
a  week,  in  all  deparcments.  They  say 
it  is  the  regular  lines  which  make  sale 
days  a  success,  particularly  when  prices 
have  to  be  cut  so  low  as  at  present,  to 
make  the  buying  public  appreciate  a 
bargain. 

Number  the  Counters 

The  Kresge  Co.,  number  each  of  their 
counters  with  signs  hung  in  plain  view 
above  them.  A  store  which  is  broad 
enough  for  four  counters,  that  is  two 
in  the  centre  and  one  along  each  wall, 
has  the  four  nearest  the  main  door  num- 
bered from  left  to  right,  one,  two,  three 
and  four.  The  next  four  are  marked 
five,  six,  seven  and  eight  and  so  on. 
There  are  many  advantages  in  this. 
When  a  customer  asks  where  a  certain 
article  may  be  purchased,  the  salesgirl 
has  only  to  look  down  the  store  and  give 
the  number  of  the  counter. 

In  most  stores,  the  answer  given 
when  such  a  question  is  asked,  is  usual- 
ly "the  fourth  counter  down  and  two 
aisles  over,"  or  something  even  more 
complicated.  It  is  difficult  for  both  the 
one  directing  to  estimate  and  for  the 
other  to  follow.  Moreover,  a  list  of  the 
lines  carried  may  be  kept  at  each  coun- 
ter, so  that  salespeople  can  find  in  a 
minute  the  number  where  each  may  be 
found.  This  system  seems  particularly 
applicable  to  stores  carrying  many 
small  lines  and  to  main  floors  of  most 
stores. 

Several  Buffalo  stores  have  ladies' 
shoe  shine  parlors  in  connection  with 
their  wa'ting  rooms.  Besides  the  con- 
venience of  these  and  the  actual  profit 
obtained,  they  say  that  such  parlors  are 
the  means  of  bringing  many  women  to 
the  store.     This   is  particularly  true   at 


the  noon  hour,  when  business  girls  seize 
the  opportunity  of  having  cheir  shoes 
shined. 

One  store  has  this  service  on  the  third 
floor,  just  outside  the  waiting  room  and 
at  the  head  of  the  stairs  leading  from 
the  dress  and  coat  department.  To  the 
left  of  it  is  the  millinery  section  and  to 
the  right,  the  lingerie.  The  colored  man 
in  charge  told  our  representative  that 
he  can  trace  at  least  a  dozen  sales  a 
day  which  are  directly  the  result  of 
shoe-shines.  He  says  that  most  people 
have  a  little  time  to  spare  when  they 
come  to  him  and  that  with  quick  service 
they  still  have  time  to  look  at  hats, 
gowns  and  lingerie. 

Selling   Old    Stock 

A  specialty  sh&p  devoted  to  women's 
ready-to-wear  apparel  of  every  kind, 
has  found  a  splendid  way  of  disposing 
of  its  velour  kimonos  and  breakfast 
gowns.  It  has  a  case  labeled  "Beach 
gowns."  Women  who  would  otherwise 
not  chink  of  using  these  as  bathing  ap- 
parel, have  bought  them  because  of 
their  attractive  colorings,  the  head 
saleswoman  informed  us.  When  t  :e 
fact  that  this  French  velour  will  not 
be  injured  by  water  and  can  even  be 
washed  in  water,  is  told  Buffalo  shop- 
pers, they  prefer  them  to  the  ordinary 
coat  for  the  beach. 

Slogans 

Buffalo  stores  are  very  fond  of  using 
slogans  here  and  there.  They  are  seen 
in  the  elevators,  on  banners  during  sales 
and  in  the  papers.  One  large  house 
calls  itself  the  "Store  of  Specialty 
Shops,"  and  another  "Buffalo's  fastest 
growing  store."  Still  another  has  the 
sign  "The  Old  Store  that  Stays  Young." 
Using  Ugly   Spaice 

For  a  store  that  was  built  long  ago 
when  window  space  was  not  considered 
as  seriously  as  it  is  now,  there  is  a  plan 
which  one  firm  is  using  to  great  advan- 
tage. This  store  has  three  large  win- 
dows on  Main  St.,  but  none  on  the  side 
street  where  it  runs  back  a  distance  of 
about  fifty  feet.  An  ugly,  brick  wall 
which  was  once  white  is  on  this  street 
without  any  relieving  windows.  It  has 
the  advantage  however  of  being  set 
about  one  foot  back  from  the  street 
line. 

The  store  has  built  a  glass  case 
against  this  wall  which  runs  almost  the 
whole  length  and  attracts  nearly  as 
many  people  as  the  front  windows.  It 
makes    up    in    height   what    it   lacks      in 


depth  and  the  background  is  so  chosen 
as  to  make  this  dep>h  appear  as  great 
as  possible.  A  short  time  ago  there  was 
a  display  of  bathing  suits  on  figures  of 
men,  women  and  children  which  prob- 
ably forty  per  cent,  of  those  walking  on 
Main  St.  turned  the  corner  to  look  at. 

"Will    Call"    Department 

A  "Will  Call"  department  in  connec- 
tion with  the  parcel  desk,  is  said  to  be 
greatly  appreciated  by  shoppers  in  Buf- 
falo. The  parcel  wrapper  in  a  store 
which  has  this  label  in  plain  view,  says 
that  after  wrapping  an  article,  she  al- 
ways enquires  of  the  customer  whether 
he  or  she  would  'ike  to  call  in  later  for 
it.  In  that  case,  the  parcel  is  placed  in 
the  "Will  Call"  section  with  the  cus- 
tomer's name.  She  says  this  system 
brings  many  customers  back  to  the 
store  and  keeps  the  name  of  the  firm 
always    before   the   public. 

Big  Sale  of  Notions 
One  store  had  the  sign  "Buy  one  of 
these  light-weight  cases  for  your  glass- 
es, to  wear  with  summer  toggery."  A 
pile  of  aluminum  cases  was  placed  in 
the  window  as  well.  The  proprietor 
says  that  on  the  first  day  he  sold  two 
hundred  at  50  cents  and  25  cents.  The 
previous  day  he  had  not  disposed  of  a 
dozen. 

Selling  by  Window  Display 

A  noticeable  feature  in  most  of  the 
Buffalo  display,  is  that  when  there  is 
a  sale  of  several  lines,  only  one  of  each 
is  shown  in  the  window.  For  example, 
one  shop  had  a  Monday  sale  of  blouses, 
wash  dresses,  silk  hosiery  and  sweaters. 
The  window  showed  the  following  sam- 
ples: an  organdy  blouse  marked  $2.98, 
a  French  gingham  dress  at  $5.00,  a  yel- 
low silk  sweater  at  $6.95  and  one  pair 
of  white  hose  at  $1.49. 

The  window  dresser  claims  that  this 
is  a  more  profitable  window  than  one 
which  shows  several  articles  of  each 
line.  Where  space  is  somewhat  limited 
and  there  is  a  sale  in  several  depait- 
ments,  it  is  not  possible  to  show  more 
than  two  or  three  of  each  without  over- 
crowding. One  article  is  a  stronger  at- 
traction than  two  or  three  because  it 
suggests  that  a  line  can  be  purchased 
at  a  certain  price  while  several  give  the 
window  gazer  some  idea  of  the  limita- 
tions of  that  line.  He  believes  that  un- 
less there  is  room  for  a  whole  window 
of  blouses  or  of  dresses  as  the  case  may 
be,  the   one   art'cle   plan   is   preferable. 
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An  "Avoid"  List  Helps  Cut  Overhead 

Merchandise  Manager  Says  That  Habit  of  Conserving  Developed 

During  the  War  Seems  to  be  Forgotten  Now — Simple   Little 

Habits  of  Wastefulness  Mount  Up  Into  Many  Dollars — Prodigal 

Use  of  Wrapping  Paper,  Pins,  Cartons,  etc.,  to  be  Eschewed 


DISCUSSING  the  ever  vital  sub- 
ject of  how  to  reduce  the  cost  of 
selling  merchandise  in  the  aver- 
age store,  some  pertinent  suggestions 
were  offered  to  Dry  Goods  Review  by  a 
Montreal  merchandise  manager.  The 
face  which  he  kept  foremost  in  the  dis- 
cusion  of  how  to  bring  down  overhead 
was  that  we  are  forgetting  the  mean- 
ing of  the  word  "conservation"  which 
used  to  be  heard  so  frequently  during 
the  war  years,  and  we  are  lapsing  back 
into  many  uneconomic  practices  which 
are  indicative  of  habits  of  extravag- 
ance, of  carelessness,  and  which  need  to 
be  constantly  supervised.  Making  the 
most  of  resources — a  fundamental  prin- 
ciple of  good  management  at  all  times — 
is  of  supreme  importance  when  reduc- 
tion of  overhead  cost  becomes  impera- 
tive. Just  as  during  the  early  months 
of  the  Grea;  War,  leading  merchants 
got  together  to  discuss  measures  for 
reducing  waste  in  materials  and  equip- 
ment used  in  retail  stores,  for  curtail- 
ing- some  expensive  forms  of  service 
such  as  unnecessary  number  of  daily  de- 
liveries and  too  liberal  allowance  of 
time  for  return  of  goods,  etc.,  so  the 
same  problems  are,  to  a  great  extent, 
calling  for  solution  in  these  post-war 
days.  As  a  result  of  a  widespread  re- 
vision of  store  policies,  as  a  war  meas- 
ure the  much  indulged  shopprng  public 
soon  learned  to  be  more  reasonable  in 
its  demands,  and  public  interest  became 
aroused  in  the  endeavor  to  aid  merch- 
ants in  their  efforts  to  encourage  con- 
servation. 

Common  Forms  of  Waste 

By  a  similar  plan,  those  stores  which 
find  their  overhead  expense  mounting 
instead  of  declining  might  adopt  some 
of  the  recommendations  made  by  the 
Montreal  merchant.  "I  have  issued  the 
following  lis;  of  things  to  be  avoided 
in  all  the  departments  of  this  store," 
he  remarked.  "On  the  whole  I  find  the 
most  waste  and  carelessness  in  connec- 
tion with  wrapping  and  packing  merch- 
andise, but  there  are  many  other  little 
leaks  wh'ch  have  been  eating  up  profits 
and  are  now  coming  under  the  axe." 

The  list  was  given  as  follows: 

"Avoid  forcing  merchandise  into  too 
small  an  envelope,  so  that  tearing  re- 
sults, and  a  second  envelope  has  to  be 
used. 

"Avoid  a  large  box  when  a  smaller 
and  a  cheaper  one  would  accommodate 
the  merchandise   suitably. 

"Avoid  using  tissue  paper  to  pack  in- 
expensive goods  which  need  no  such 
protection,  or  to  fill  up  corners  unnec- 
essarily. 

"Avoid  wasting  pins.     Good  pins   are 


expensive  and  as  they  can  be  used  in- 
definitely, it  is  important  that  they  be 
saved.  Pick  up  the  pins  which  drop  on 
the  floor  of  the  fitting  rooms. 

"Avoid  wasting  pin-tickets,  tag-s  and 
rubber  bands  which  may  be  used  again. 

"Avoid  using  more  paste  than  is  nec- 
essary in  applying  address  tickets  to 
bundles. 

"Avoid  using  tissue  paper  for  dust- 
ing instead  of  cloth  dusters,  or  destroy- 
ing boxes  in  which  merchandise  is  re- 
turned when  they  are  in  good  condition 
to  use  again. 

"Avoid  destroying  empty  merchan- 
dise cartons  which  could  be  used  to  ad- 
vantage   in    the    packing    room. 

"Avoid  figuring  and  scribbling  on 
printed  forms  instead  of  using  waste 
paper  or  regular  scratch  pads.  Do  not 
tear  off  a  corner  of  wrapping  paper  to 
do   figuring  on. 

"Avoid  wasting  carbon  paper  in 
sa'esbooks,  when  it  may  be  reversed 
and  used  as  long  again. 

"Avoid  wasting  advertising  leaflets. 
Cases  have  come  to  light  where  as  many 
as  8  or  10  have  been  found  in  parcels, 
when  only  one  should  have  been  includ- 
ed. 

The  staff  of  this  store  has  also  been 
instructed  to  watch  the  electric  lights 
burning  in  show  cases,  which  may  of- 
ten be  turned  off  when  the  sunshine  is 
part'cularly  bright,  with  a  consequent 
saving. 

Reducing  Cost  of  Delivery 

This  firm  has  also  .effected  a  saving 
of  money  in  connection  with  delivery 
of  parcels.  A  rule  has  been  recently 
put  into  force  whereby  no  C  0.  D.  sales 
of  less  than  $1  Will  be  accepted,  nor 
will  any  article  costing  under  this 
amount  be  sent.  When  the  question  of 
delivery  comes  up  in  connection  with 
the  sale  of  a  small  purchase,  the  sales 
clerk  is  instructed  to  enquire,  "Will  you 
take  this  with  you,"  instead  of  the  op- 
posite question,  "Will  you  have  this 
sent?"  which  invariably  leads  to  ac- 
quiescence on  the  part  of  the  customer. 

Waste  of  time  on  the  part  of  employ- 
ees is  discouraged  by  this  store,  which 
insists  upon  promptness  in  the  morning 
and  after  lunch  on  the  part  of  its  staff. 
Care  of  store  property  is  likewise  em- 
phasized in  another  recommendation 
which  is  worded  as  follows: 

"Any  salesman  who  finds  it  necessary 
to  stand  upon  the  counters  or  other  fix- 
tures at  any  time  must  use  cardboard 
or  other  protecting  substance  under  his 
shoes." 

Employees  are  likewise  enjoined  to 
report  anything  which  should  be  given 
instant    attention    such   as    an     odor   of 


gas,  a  leaking  pipe  or  faucet,  or  a  latch 
out  of  order.  Prompt  attention  in  small 
matters  frequently  means  a  saving  of 
much  money  in  the  end. 

Overmeasurements  Means  Loss  of  Profit 
The  yardage  goods  department  of 
this  store  has  shown  improvement  over 
past  conditions  since  an  investigation 
has  been  made  with  regard  to  the  man- 
ner in  which  samples  are  given,  or 
goods  protected  from  dust  and  strong- 
light,  and  from  waste  in  over  measur- 
ing. Every  piece  of  goods  cut  off  by 
four  salesmen  for  a  period  of  seven 
days  was  re-measured  as  a  test  of  their 
accuracy  and  in  >each  case  losses  from 
overmeasurement  were  discovered  vary- 
ing from  Vk  cents  a  sale  to  three  cents. 
Such  lack  of  exactness  in  measuring 
may  be  responsible  for  heavy  losses  in 
all  yardage  goods  departments. 

Sales    Check    Errors 

Errors  in  writing  and  handling  sales 
checks  are  always  costly  and  in  this 
connection,  salespeople  in  this  store  are 
told  to  read  over  the  name  and  address 
given  to  the  customer  before  he  or  she 
leaves  the  d?partment,  lest  an  error 
may  have  been  made  inadvertently. 
This  is  usually  done  when  change  is  be- 
ing given. 

One  result  already  registered  in  con- 
nection With  this  campaign  for  conser- 
vation of  store  resources  has  been  a 
new  enthusiasm  shown  by  the  employ- 
ees who  have  quickly  ^cognized  the  ad- 
vantages. 


PLANNING   INTERNATIONAL   EX- 
POSITION 

To  arrange  details  for  the  organiza- 
tion of  the  Niagara  Falls  International 
Exposition,  offices  have  been  opened 
by  the  promoters  in  Buffalo.  The  pro- 
ject will  involve  an  expenditure  of  up- 
wards of  $200000  000  it  is  stated.  Large 
appropriations  from  the  governments 
of  the  United  States,  Canada,  Europe, 
Asia,  Africa  and  South  America  will  be 
sought  to  erect  and  maintain  perman- 
ent exposition  palaces. 

A  prominent  feature  wili  be  the  dis- 
play of  the  products  of  textile  mills. 
Working  models  will  be  installed  show- 
ing the  processes  involved  of  every  pro- 
duct manufactured  in   America. 


Arrangements  have  been  completed 
for  the  establishment  of  a  Canadian 
branch  of  the  Dander  and  Watson  Hosi- 
ery Co.,  in  Guelph,  Ont.  The  new  mill 
will  make  silk  stockings,  socks  and 
sport  hose  of  all  kinds. 
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Anniversary  Sales  Bring  Business 

Merchandising  Manager  Should  Not  Forget  That  It  Is  the  Oc- 
casion of  Giving  as  Well  as  Receiving — Some  Celebrated  Birth- 
day Cakes  That  Drew  Crowds — Giving  Away  Birthday  Presents 
— Co-operating  With  the  Children 


ANNIVERSARY  Sales  have  become 
a  fixture  in  Canadian  merchandis- 
ing. But  the  merchandise  man- 
ager is  sometimes  at  his  wit's  end  to 
know  how  to  put  this  sale  across  in  a 
new  way.  To  think  of  a  new  idea  that 
must  be  worked  out  throughout  the  en- 
tire store  once  a  year,  worked  out  in  the 
store's  many  ramifications  is  not  always 
the  easiest  thing  in  the  world. 

It  is  not  a  bad  idea  for  the  merchan- 
dising manager  to  put  himself  in  the 
shoes  of  the  individual  when  planning 
this  event.  If  Mr.  A.  celebrates  the 
25th  or  the  50th  anniversary  of  his 
birthday  he  knows  that  two  things  will 
happen.  First,  he  will  be  the  recipient 
of  some  gifts:  Second,  he  will,  in  all 
probability,  act  as  host  to  a  number  of 
friends  and  will  dispense  little  niceties 
to  them  that  they  will  remember  with 
pleasure  as  long  as  they  live.  It  may  be 
a  somewhat  commercial  conception  of  a 
birthday  party,  but  it  is  the  truth  never- 
theless. 

Perhaps  the  merchandising  manager 
sometimes  forgets  the  two-sidedness  of 
his  anniversary  sale.  Of  course,  he  ex- 
pects to  give  good  values  and  all  that, 
but  he  also  expects  to  close  the  books  on 
the  night  of  the  sale  with  a  credit  bal- 
ance for  the  firm.  But  has  he  made  any 
plans  to  dispense  some  of  those  little 
niceties  that  are  remembered  as  typify- 
ing a  feeling  of  real  friendship  that  ex- 
ists between  the  heads  of  the  firm  and 
its  customers  ?  In  other  words,  has  he 
planned  to  really  give  something  away 
for  nothing?  It  seems  to  us  that  this 
should   not  be   forgotten    in   running  an 


anniversary  sale  — 
something  should  be 
given  away. 

A  Birthday  Cake 
Ogilvy's,  of  Mon- 
treal, had  an  unique 
feature  in  connection 
with  their  55th  anni- 
versary sale  which 
they  ran  last  October. 
Of  course,  they  had 
searched  the  market 
for  good  values  for 
their  customers  and 
were  ready  with  real 
money-saving  merch- 
andise. But  they  also 
dispensed  with  a  little 
nicety  that  left  a  good 
impression.  In  their 
window  they  had  a 
birthday  cake  that 
weighed  500  pounds 
and  for  the  mere  ask- 
ing pieces  of  this  were 
given  away.  In  their 
window  this  cake  was 
placed  with  three 
forms  indicating  the 
development  in  styles  during  the  55 
years  they  had  been  in  business. 

Another  Cake 

It  was  left  to  the  A.  J.  Freiman  store, 
of  Ottawa,  however,  to  claim  credit  for 
being  the  dispensers  of  the  largest  gift 
cake  in  the  world  when  they  celebrated 
their  21st  anniversary.  They  had  a 
cake  in  the  window  that  weighed  2,000 
pounds  and  on  the  last  day  of  the  sale 
pieces  of  this  were  cut  up  and  put  in 
little  boxes  to  be  given  away  to  all  adult 
customers  who  came  into  the  store.  This 
being  their  21st  birthday,  they  decided  to 
give  away  twenty-one  gifts  to  holders  of 
lucky  numbers  which  were  on  aluminum 
discs  given  away  with  each  purchase. 
These  prizes  were  also  displayed  in  the 
windows  and  added  to  the  interest.  The 
firm  took  occasion  to  tell  something  of 
their  history  during  their  21  years  of 
merchandising,  not  the  least  interesting 
feature  of  which  was  that  their  daily 
business  now  equalled  what  was  done 
during  their  first  two  years  of  business. 

Ward  &  Deward  of  Oshawa  also  cele- 
brated their  second  birthday  in  a  some- 
what similar  manner.  They  had  a  large 
cake  in  the  window  and  on  one  after- 
noon of  the  sale  they  dispensed  a  thou- 
sand pieces  of  this  cake  with  cups  of  tea. 

Another    Plan 

Find  out  in  some  way — a  coupon  in 
your  regular  advertising  would  probably 
be  the  best  way — the  ages  and  date  of 
birth  of  as  many  people  in  your  com- 
munity as  you  are  able  to.  Send  out  an 
announcement    that    you     are    gong  to 


ceitbrate  one  of  your  business  birth- 
days, but  for  some  time  do  not  tell  the 
date  of  the  celebration.  Make  the  an- 
nouncement that  it  is  your  intention  to 
give  birthday  presents  to  all  who  cele- 
brate their  birthday  on  the  opening  day 
that  you  celebrate  yours.  This,  of 
course,  will  necessitate  a  closing  date 
for  the  receipt  of  the  coupons.  Make  it 
plain  that  this  applies  to  little  folks  as 
well  as  big  ones,  for  the  little  folks  are 
a  very  valuable  asset  in  such  plans  as 
this. 

An  additional  feature  might  be  that 
you  would  give  a  special  list  of  prizes  to 
those  who  are  celebrating  the  same  an- 
niversary that  you  are,  that  is,  if  you 
are  celebrating  the  21st  anniversary  of 
your  birthday  in  business,  all  those  who 
celebrate  the  same  anniversary  on  the 
opening  day  of  your  sale  will  likewise 
receive  a  special  gift. 

Such  a  plan  will  result  in  working  up 
a  good  deal  of  local  interest  which  will 
bring  dollars  to  your  counters. 

Using  the  Children 

It  has  been  said  that  children  are  val- 
uable assets  to  anniversary  sales.  A 
very  simple  and  inexpensive  way  to  en- 
list their  co-operation  during  an  anni- 
versary sale  is  to  make  the  announce- 
ment thac  for  one  day  a  free  balloon  or  a 
free  something  else  that  will  appeal  to 
the  children  will  be  given  away  to  every 
child  accompanied  by  one  or  other  of  its 
parents.  If  you  have  wisely  selected  an 
article  that  appeals  to  the  childish  im- 
agination there  will  be  no  doubt  about 
the  parents  coming  to  your  store.  Such 
a  day  would  be  a  good  one  to  feature 
some  inexpensive  specials.  You  would 
find,  in  all  probability,  that  few  parents 
would  leave  the  store  without  a  little 
bundle  under  their  arms.  It  is  another 
case  of  a  little  child  leading  them. 

Using  Coins 
A  certain  merchant  made  a  novel  use 
of  coins  in  celebrating  one  of  their  an- 
niversary sales.  They  had  a  number  of 
hundreds  of  them  struck  off  with  the 
figure  of  the  founder  on  one  side  of  the 
coin.  On  the  other  side  of  the  coin  was 
the  announcement  that  this  coin  when 
presented  at  the  store  during  their  an- 
niversary sale  would  entitle  the  holder 
to  a  ten  per  cent,  reduction  on  all  mer- 
chandise bought.  This  coin  was  sent  out 
to  their  regular  mailing  list  and  with  it 
a  letter  of  announcement  of  the  sale  and 
some  of  its  salient  features. 

Charter  Street  Car  System 
One  of  the  most  novel  plans  of  cele- 
brating a  mile  stone  in  the  history  of 
any  organization  was  one  we  outlined  a 
couple  of  months  ago  by  the  Hudson  Bay 
Co.  of  Saskatoon  when  they  celebrated 
(Cont'nued   on   page   35) 
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Contests  Are  Business  Builders 

If  Properly  Operated  They  Are  Good  Advertising,  They  Make 

Friends  and  Develop  Business  for  the  Future — Open  Your  Store 

to  People  to  Study  Retail  Problems — Concentrating  Attention 

on  the  Windows — Directing  Attention  to  Sales  Ad. 


THERE  always  has  been  and  al- 
ways will  be  a  measure  of  success 
in  contests.  Stores  both  big  and 
lit:le  have  tried  them  and  will  try  them 
again.  They  have  real  advertising 
value,  they  can  be  so  operated  that  big 
business  will  be  brought  to  your  store 
during  the  running  of  the  contest,  and 
they  certainly  can  form  the  basis  of  fu- 
ture business,  excellent  mailing  lists  and 
fruitful  prospects.  Here  are  some  sug- 
gestions for  contests  of  one  kind  and  an- 
other that  were  tried  out  and  adjudged 
successful. 

Studying  Retailing  Problems 

The  other  day  one  of  the  directors  of 
the  Chamber  of  Commerce  of  the  United 
States  government  made  the  charge 
against  ;he  retailer  that  he  did  not  suf- 
ficiently take  into  his  confidence  the 
publ:c.  He  ought  to  tell  the  public  more 
about  the  cost  of  doing  business,  the 
methods  of  doing  business,  and  give 
them  a  much  becter  knowledge  of  the 
who'e  science  of  retailing.  There  is 
good  deal  in  what  he  says;  it  is  the  case 
that  many  people  have  an  altogether  ex- 
aggerated view  of  the  profits  that  are 
made  in  retailing  because  they  know  so 
little  about  its  problems  and  perplex- 
ities, its  risks  and  its  losses. 

You  might,  therefore,  have  a  concest 
involving  the  writing  of  an  article  or 
poem  of  so  many  words,  as  a  certain 
merchant  in  the  city  of  Boston  did,  on 
he  subject,  "What  is  the  Secret  of  Our 
Success?"  The  announcement  of  this 
contest  was  couched  in  careful  words 
that  aroused  a  certain  amount  of  en- 
thusiasm and  curiosity  for  the  contest. 
It  ran: 

"We  have  been  in  business  for  twenty- 
five  years.  We  believe  we  are  safe  in 
say:ng  that  no  house  in  America,  carry- 
ing the  same  lines  of  merchandise,  as  do- 
ing a  larger  business  than  we  are  in  the 
same  floor  space.  During  the  years  we 
have  been  in  business  millions  of  people 
have  traded  with  us.  The  public  know 
our  system  of  advertising,  our  store 
pol'cy  and  the  character  of  our  mer- 
chandise. Now,  there's  a  reason  for 
*-his  very  large  measure  of  success  which 
we  enjoy.  What  is  it?  We  want  to  know 
and  we  want  to  hear  from  you.  Dur- 
ing the  next  two  weeks  you  are  invited 
to  visit  our  store,  examine  our  new  stock 
of  merchandise,  study  our  system  of 
doing  business,  interview  our  clerks, 
and  obtain  all  the  information  you  can 
to  aid  you  in  this  contest." 

With  suitable  prizes,  a  lot  of  neople 
would  be  brought  into  you"  store  and 
they  would  obtain  a  lot  of  information 
that  would  give  them  some  new  ideas 
regarding   retailing   and   its  problems. 


Any  idea  that  will  concentrate  atten- 
t'on  on  your  window  for  a  few  days  is 
a  good  one.  How  does  this  appeal  to 
you? 

Use  the  wax  form  of  a  young  lady  sit- 
ting at  a  table  in  her  boudoir  completing 
her  toilet.  The  toilet  articles  are  all 
spread  before  her  —  with  the  excep- 
t'on  of  one.  Her  attitude  denotes  that 
she  is  looking  for  this  missing  article, 
but  it  has  either  been  misplaced  or  she 
is  not  the  possessor  of  it.  What  is  the 
article  for  which  she  is  hunting?  It  is 
the  one  article  that  completes  a  lady'c 
toilet  set. 

You  might  offer  a  prize  of  a  coveted 
toilet  article  to  the  first  ten  young  la- 
dies who  give  the  correct  name  of  the 
missing  article.  At  the  same  time,  you 
could  make  a  very  nice  display  of  new- 
toilet  articles  just  received. 

Making  Early   Acquaintances 

A  live  merchant  cannot  become  ac- 
quainted with  future  prospects  too  soon 
To  make  a  friend  of  little  children  is  to 
build  business  for  the  future — for  they 
remember  the  things  of  childhood  long 
into  the  years  of  maturity.  Here  is  a 
way  to  build  for  the  future  by  becoming 
acquainted   with   little  folks   at  an  early 


WILL  PASS  ON  THE  NEW  TAX 

"While  in  the  West  we  had  the 
opportunity  of  discussing  the  sales 
tax  and  tariff  with  many  of  the 
leading  merchants  from  Winnipeg 
through  to  Victoria.  They  were 
quite  positive  in  their  statement 
that  this  sales  tax  must  be  passed 
on  to  the  consumer  and  that  it 
would  be  unjust  to  expect  the 
manufacturer  or  the  merchant  to 
absorb  this  tax,  for  the  reason  that 
it  would  be  defeating  the  purpose 
for  which  same  was  created — that 
of  compelling  the  public  to  pay 
their  just  share  of  taxes.  There 
is  no  reason  why  the  manufacturer 
or  merchant  should  attempt  in 
any  way  to  absorb  this  tax. 

"As  for  the  preferential  tariff 
of  2V27r,  this  will  have  practically 
no  effect  upon  the  corset  trade  of 
Canada.  The  importations  of  cor- 
sets from  Great  Britain  are  prac- 
tically nil.  The  reverse,  as  far  as 
we  are  concerned,  is  the  case;  we 
are  exporting  in  large  quantities 
to  Australia,  New  Zealand,  South 
Africa  and  Great  Britain.  The 
2'/2%  reduction  will,  as  far  as  we 
can  see,  have  no  effect  upon  the 
corset  trade  in  Canada." — W.  G. 
Rook,  Managing  Director  of  the 
Canadian  H.  W.  Gossard  Co.,  Ltd. 


In  these  days  birth  notices  are  usually 
published  in  the  local  paper.  Watch  for 
them.  And  when  a  little  girl  or  boy  ar- 
rives at  some  home  create  a  card  for 
that  child,  giving  the  date  of  birth,  ad- 
dress, and,  if  possible,  the  full  name. 
These  cards  can  be  so  arranged  that  they 
can  be  turned  over  daily  to  see  if  any 
birthday  anniversary  is  falling  due  on 
that  day.  And  when  it  does  fall  due 
send  a  personal  letter  something  like 
this: — - 

"Dear 

We  want  to  offer  our  congratulations 
to  you  on  the  — th  anniversary  of  your 
birthday;  a  long  life  and  a  happy  one  is 
our  s'neere  wish  for  you. 

We  beg  to  call  your  attention  to  tile 
fact  that  we  have  a  very  large  and 
choice  assortment  of  toys,  dolls,  picture 
books,  birthday  cards — and  many  other 
things  of  interest  to  little  folks.  No 
doubt,  mother  will  want  some  of  these 
for  your  birthday  and  if  you  will  tell 
her  to  call  within  the  next  few  days,  we 
are  sure  she  will  see  some  things  that 
will  please  her  and  delight  you." 

This  card  or  letter  would  serve  until 
the  child  can  read,  then  it  might  be 
changed  and  sent  to  the  mother  nerself. 

Helping  the  Sales  Ad. 

You  usually  want  people  to  read  care- 
fully your  advertisement  when  it  deals 
with  a  clearance  sale.  It  is  the  kind  of 
advertisement  that  cannot  be  arranged 
too  artistically,  perhaps;  yet  it  contains 
information  you  want  to  "get  across." 
This  plan  might  focus  attention  on  your 
sales'  advertisements  for  a  few  days: 
days: 

Take  a  fairly  large  square  space  right 
in  the  centre  of  it  in  which  give  a 
dozen  or  so  letters  of  the  alphabet.  Of- 
fer prizes  to  all  children  under  a  certain 
age  for  the  longest  list  of  geographical 
rames  in  which  these  letters  are  used. 
You  might  ask  one  of  the  local  teachers 
to  act  as  judge  in  the  contest — that 
would  have  a  tendency  to  get  more  chil- 
dren to  enter  it. 

Of  course,  the  children  would  enter 
the  contest,  and,  of  course,  their  parents 
would  help  them.  And  while  they  are 
studying  the  letters  in  the  centre  of  your 
advertisement  they  are  also  seeing  the 
articles  you  advertise  for  your  clearance 
sale.     And  that  is  just  what  you  wanted. 


Employers  and  employees  of  the 
Bryson-Graham  store  of  Ottawa,  Ont., 
held  their  first  annual  picnic  during 
June.  About  130  were  present.  This 
picnic  was  planned  to  celebrate  fittingly 
the  manager's  decision  to  close  early 
throughout  the  Summer. 
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Making  Certain  of  Efficient  Salesmanship ; 
Systems  in  Operation  by  the  T.  Eaton  Co.,  Ltd 

Knowledge  of  Merchandise  and  Training  in  Salesmanship  Are 
Foundation  Stones  of  Their  Business  Structure — Employees  Re- 
quired to  Pass  Examinations  Covering  Character  of  Merchandise 
to  be  Handled  by  Them  and  How  to  Handle  It — The  Follow-Up 

System  of  the  "Shopper" 


KNOWLEDGE  of  merchandise  and 
training  in  salesmanship  are  two 
of  the  foundation  stones  on  which 
the  T.  Eaton  Co.,  Ltd.,  have  built  up 
their  business.  The  former  includes  de- 
finite instructions  to  all  the  salespeople 
in  the  organization  regarding  new  mer- 
chandise coming  into  the  store;  the 
latter  includes  definite  instructions  re- 
garding store  systems,  the  handling  of 
customers  and  the  displaying  of  mer- 
chandise to  the  best  advantage  so  that 
sales  may  be  increased.  From  the  very 
moment  an  employee  is  engaged,  sys- 
tems begin  to  operate  which  inform  the 
Efficiency  Department  just  what  ex- 
perience the  beginner  has  had,  what 
more  is  required,  where  there  are  weak- 
nesses that  need  strengthening. 
Early  Classes 
The  earliest  instructions  given  be- 
ginners with  the  T.  Eaton  Co.  have  to 
do  with  store  system,  that  is,  making 
out  sales  slips,  transfer  slips,  slips  for 
out  of  town  buyers,  and  all  the  other 
kinds  of  sales  slips  used  to  cover  the 
various  transactions  that  go  on  in  this 
great  organization.  Examination  pa- 
pers are  written  by  the  new  clerks  at 
the  conclusion  of  a  certain  amount  of 
instruction  and  they  are  marked  just 
as  if  they  were  being  carried  on  under 
the  regulations  set  forth  by  the  Depart- 
ment of  Education  of  the  Province  of 
Ontario.  Not  until  these  elementary 
instructions  are  thoroughly  understood 
by  the  new  clerk  are  they  in  a  position 
to  undertake  the  active  duties  of  sales- 
manship in  one  or  other  of  the  hun- 
dreds of  departments  throughout  the 
store. 

Studying  Merchandise 
A  thorough  knowledge  of  merchan- 
dise is  regarded  by  the  T.  Eaton  Co.  as 
one  of  the  first  essentials  of  successful 
salesmanship.  Nor  is  the  acquiring  of 
<h:s  knowledge  left  to  cursory  instruc- 
tion or  review.  Before  a  clerk  is  sent 
to  the  classes  of  instruction  it  has  betn 
determined  what  department  he  or  she 
shall  be  engaged  in.  Then  follow  very 
definite  and  comprehensive  lessons,  cov- 
ering the  or:g;n.  the  manufacture  of, 
the  care  of.  the  various  makes  of  the 
particular  class  of  merchandise  under 
review.  For  instance,  if  a  young  girl 
is  going  to  the  fabric  department,  sam- 
ples of  staple  and  the  very  latest  fab- 
rics received  by  the  department  are 
sent  to  the  classes;  the  pupils  are  in- 
structed in  the  texture,  the  qualities, 
the  durability,  and  all  other  points  of 
interest    regarding    the      fabrics      which 


they  will  sell  over  the  counter.  It  is  not 
a  general  understanding  of  fabrics;  it 
is  a  very  specific  understanding  of  the 
actual  fabrics  sold  over  the  counter. 

An  Example 

At  the  ipresent  time,  hosiery  is  one 
of  the  liveliest  departments  in  many 
stores.  The  styles  and  textures  are 
very  numerous  and  a  good  deal  of 
study  is  required  to  thoroughly  grasp 
all  the  information  necessary  to  make 
an  efficient  hosiery  salesperson.  Here 
are  the  thirty-six  questions  which  have 
to  be  satisfactorily  answered  by  clerks 
going  to  their  hosiery  department  of 
the  T.  Ea'on  Co. 

1.  What  are   Thread   Silk  Hose? 

2.  What  are  Glove  Silk  Hose? 

3.  What  are  Fibre  Silk  Hose? 

4.  What  are  Worsted  Hose? 

5.  What  are  Cashmere  Hose? 

6.  What  are  Union  Hose? 

7.  What  are  Percentage  Hose? 

8.  What    are    Plated    Hose? 

9.  What  are  Union  Plated  Hose? 

10.  What  are  Fleeced  Hose  and  what 
is  the  purpose  of  fleecing? 

11.  What  are  Balbriggan  Hose? 

12.  What  are  Cashmerette  Hose? 
12.  What  are  Lisle  Thread  Hose? 

14.  What  are  Mercerized  Hose? 

15.  What  advantage  has  a  Lisle  Hose 
over  an   ordinary  Cotton   Hose? 

16.  Which  will  wear  the  better,  regu- 
lar cotton  or  fleeced? 

17.  Has  a  Glove  Silk  Hose  any  advan- 
age  over  a   Thread   Silk? 

18.  What  do  customers  usually  under- 
stand "Ingrain"  to  mean? 

19.  What  are  Spliced  Hose? 

29.  Name  and  describe  the  three  dif- 
ferent  styles   feet   in   hosiery. 

21.  If  a  customer  asked  how  to  laun- 
der colored  silk  hose,  what  should  be 
suggested? 

22.  If  a  customer  asked  for  Heath- 
er Hose  what  should  be  shown  her? 

23.  Has  a  Cashmere  Sole  any  advant- 
age over  a  Cotton  Sole? 

24.  What  is  a  Maco  sole? 

25.  What  are  Full  Fashioned  Hose? 

26.  How  are  Fashioned  Seamless 
Hose  distinguished  from  Seamless 
Hose? 

27.  How  are  Mock  Seam  Hose  dis- 
tinguished  from  Fashioned   Hose? 

28.  What  is  the  advantage  of  a  Full 
Fashioned  Hose  over  a  Seamless? 

29.  Why  are  Fu'l  Fashioned  Hose 
higher  in  price  than  Seamless? 

30.  What  is  mean1  by  Out  Size  Hose? 

31.  What  are  the   standard  widths  of 


regular  and  out  size  Hose? 

32.  How  should  a  customer  be  handled 
who  asked  for  Llama  Hose? 

33.  What  does  "Multiplex"  mean? 

34.  Which  will  shrink  the  more, 
white   or  black  cashmere?     Why? 

35.  What  is  the  difference  between  na- 
tural cashmere  and  white? 

36.  What  is  meant  by  a  machine  sock 
hand  finished? 

Instruction  of  this  kind  is  given 
throughout  all  departments  in  the  store 
in  order  that  every  salesperson  may  be 
well  equipped  with  knowledge  regard- 
ing the  merchandise  handled. 

New  Merchandise 

In  the  case  of  new  merchandise  fur- 
ther instructions  are  given,  though  this 
is  not  given  in  the  various  class-rooms. 
The  heads  of  sections  or  departments, 
after  becoming  acquainted  with  the 
names  and  characters  of  the  new  mer- 
chandise, undertake  to  instruct  the 
salespersons  in  his  or  her  section  rei 
garding  it.  Another  system  operates 
(to  which  we  shall  refer  later)  which 
shows  whether  this  instruction  is  being 
satisfactorily  given  or  not.  It  is  not 
left,  therefore,  to  individual  study  of 
new  merchandise  coming  into  the  de- 
partment. Uniformity  of  understand- 
ing is  essential  so  that  there  may  be  no 
misunderstandings  as  to  names  of  mer- 
chandise, else  the  advertising  depart- 
ment (which  is  also  informed  of  the 
names  an.',  character  of  all  new  mer- 
chandise) might  refer  to  some  merchan- 
dise by  a  name  not  understood  by  some 
salesperson  in  one  of  the  departments 
and  confusion  or  loss  of  sale  might  re- 
sult when  a  customer  comes  in  to  in- 
quire after  an  advertised  line  of  mer- 
chandise. 

Instruction    In    Salesmanship 

The  problems  of  salesmanship  are  as 
varied  and  numerous,  almost,  as  the 
sands  of  the  sea  shore.  The  time  de- 
voted to  studying  these  problems  of 
salesmanship  is  fixed  according  to  the 
former  experience  of  new  employees  of 
the  T.  Eaton  Co.  Regular  classes  are 
held,  of  course,  and  here  is  a  list  of 
questions,  each  one  of  which  receivesv 
at  least  an  hour's  discussion  before  the 
pupil  is  asked  to  write  an  examination 
paper  on  them. 

1.  State  what  in  your  opinion  are  the 
"duties  of  a  salesclerk." 

2.  How  can  the  salesperson  make  the 
most  of  these  "duties?" 

3.  What  is  your  idea  of  "Service?" 

4.  What  forms  of  address  would  you. 
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use  to  the  following  customers?  (a) 
The  one  who  has  just  approached  the 
department,  (b)  The  one  who  is  in  the 
deaprtment  and  you  are  not  sure 
whether  she  is  being  served,  and  (c)  The 
one  who  is  handling  merchandise. 

5.  What  bearing  have  the  following 
on  a  sale?  (a)  Your  appearance,  (b) 
Your  manner,  (c)  Your  tone  of  voice, 
(d)  Your  choice  of  language,  and  (e) 
Your  method  of  handling  goods. 

6.  In  how  far  is  a  knowledge  of  mer- 
chandise and  its  uses  a  benefit  in  sell- 
ing? 

7.  Describe  the  sale,  which,  in  your 
opinion,    is    a    satisfactory    transaction. 

8.  State  what,  in  your  opinion,  could 
be  done  to  increase  your  individual 
sales. 

9.  How  should  the  following  custom- 
ers be  dealt  with  ? 

(a)  The   customer   "just   looking." 

(b)  The  customer  who  asks  for  some- 
thing not  in  stock. 

(c)  The   customer  with  an   exchange. 

(d)  The  customer  who  states  she  can 
buy  the  article  elsewhere  for  less  money. 

(e)  The  customer  who  demands  your 
attention  when  you  are  engaged  with 
another  customer. 

The  "Shopper"  System 

Not  only  does  the  Efficiency  Depart- 
ment send  new  employees  into  the  vari- 
ous department  well  equipped  for  their 
tasks  but  they  see  to  it  that  the  efficien- 
cy of  the  entire  sales'  force  is  not  al- 
lowed to  deteriorate  or  become  impaired 
in  any  way.  This  is  done  by  means  of 
a  "shopper"  who  is  periodically  engaged 
by  the  firm.  This  shopper  b'uys  ac- 
cording to  the  daily  advertisements  ap- 
pearing in  the  press.  As  a  ruli>,  the 
morning  papers  carry  advertisements 
devoted  to  style  talk  >>r  new  merchan- 
dise, while  the  evening  papers  are  giv- 
en over  to  special  values  or  sales.  The 
shopper  will  go  to  such  and  such  a  c.e- 
partment  and  ask  for  a  line  of  merchan- 
dise advertised,  say,  in  the  morning  pa- 
ver. Suppose,  for  instance,  the  ralc-s- 
person  states  that  they  haven't  that 
merchandise  or  that  it  is  to  be  found  in 
another  department.  Something  is 
wrong.  It  may  be  one  of  a  number  of 
things  that  has  gone  wrong.  The  ad- 
vertising department  may  have  called 
the  merchandise  by  the  wrong  name,  or 
may  have  given  the  wrong  department 
for  it.  On  the  other  hand,  the  head 
of  the  section  or  department  may  have 
failed  to  properly  instruct  the  sales- 
persons  in  that  section  as  to  the  proper 
name  of  the  merchandise,  or  the  sales- 
person may  have  failed  to  read  the 
daily  advertisements  appearing  in  the 
papers,  or  the  salesperson  may  be  de- 
ficient in  his  or  her  understanding  of 
the  merchandise. 

That  is  only  one  phase  of  the  shop- 
per's work.  She  may  ask  the  sales- 
person questions  regarding  the  charac- 
ter of  the  merchandise,  she  may  care- 
fully note  the  bearing,  the  procedure, 
the  language  of  the  salesperson.  The 
shopper  is  in  possession  of  the  informa- 
tion which  the  Efficiency  Department 
seeks  to  impart,  and  she  is  able,  there- 


Planning  a  Summer  Clearance 


Here  are  some  points  well  worth  bear- 
ing in  mind  when  planning  your  Summer 
clearance  sale.  The  Ely  &  Walker  Dry 
Goods  Co.,  of  St.  Louis  give  prominence 
to  this  slate  of  ideas  in  their  house  or- 
gan. 

"In  getting  out  the  advertising  for 
your  sale — go  through  stocks  carefully 
and  thoroughly;  note  the  merchandise, 
and  describe  each  item  in  detail  whether 
for  newspaper  advertising,  circulars  or 
personal  letters. 

"Prices  must  be  attractive,  and  usually 
a  consistent  comparison  of  prices  is  ad- 
visable, especially  where  the  reductions 
are  so  radical  as  to  excite  the  prospec- 
tive customer. 

"General  statements  —  meaningless 
generalities — will  not  get  the  business. 
There  must  be  actual  statements  of 
prices  in  figures  that  the  reader  can  un- 
derstand and  comprehend. 

"Such  general  statements  as  '25  per 
cent,  discount'  mean  much  to  the  retail- 
er— because  it  is  the  cutting  off  of  any 
possible  profit — yet  very  few  customers 
are  going  to  figure  the  saving  in  actual 
dollars  and  cents.  It  is  a  much  stronger 
statement  to  say — 'Regularly  priced, 
$1.50,  reduced  for  the  clearance  to  $1.12.' 

"Then  comes  another  secret  for  a  suc- 
cessful sale: 

Variety  Necessary 

"There  must  be  wide  variety  of  mer- 
chandise included.  Hundreds  of  intend- 
ed  sales  have  fallen  down,  resulting  in 


keen  disappointments  because  there  was 
a  lack  of  variety,  and  the  sale  did  not 
impress  the  people  as  being  of  any  con- 
sequence. Interest  as  many  people  as 
possible,  and  as  many  members  of  each 
family  as  possible. 

"Learn  to  rely  upon  your  wholesaler 
for  some  special  lots  that  will  sweeten 
up  your  stocks — that  will  enable  you  to 
advertise  some  specials  that  will  ring  out 
for  miles,  and  at  the  same  time  make  it 
possible  for  you  to  realize  a  satisfactory 
profit  based  upon  an  almost  instantan- 
eous turn-over. 

"The  same  rule  applies  to  display 
windows  as  to  advertising — there  must 
be  variety  of  merchandise  displayed.  It 
is  best  to  arrange  unit  groups  in  the 
windows — that  is,  having  related  items 
in  groups,  rather  than  a  general  variety 
distributed  over  the  entire  space.  By 
arranging  your  window  in  unit  groups 
— the  general  appearance  of  the  window 
can  be  changed  every  two  or  three  days 
without  the  extra  effort  of  being  com- 
pelled to  put  in  something  new  every 
few  days.  The  interior  of  the  store  must 
also  be  arranged  with  merchandise  out 
in  sight  and  properly  ticketed. 

"Personal  letters  should  be  prepared 
in  advance,  along  with  large  circulars, 
to  be  sent  to  a  selected  list  of  people 
who  perhaps  do  not  get  the  local  paper. 
Many  retailers  are  even  going  so  far 
as  to  duplicate  their  newspaper  circula- 
tion with  'bills'  and  letters." 


fore,  to  test  the  knowledge  of  the  sales- 
persons regarding  these  points.  Of 
course,  the  sho,pper  makes  full  reports 
to  the  Efficiency  Department  of  her 
work  and  in  this  way  it  is  found  out 
where  further  instructions  are  necessary, 
whether  there  are  faults  to  be  corrected, 
where  there  are  weaknesses  that  need 
strengthening,  where  the  efficiency  of 
the  entire  organization  can  be  brought 
to  and  maintained  at  a  higher  standard. 


ANNIVERSARY  SALE 

(Continued  from  page  32) 
their  252ncl  anniversary  in  conjunction 
with  the  purchasing  of  one  of  the  large 
department  stores  of  that  city.  They 
chartered  the  whole  street  car  service 
for  one  day  and  gave  free  rides  from 
nine  o'clock  in  the  morning  till  six 
o'clock  in  the  evening.  It  is  a  plan  that 
could  be  worked  out  by  the  largest  store 
in  a  medium-sized  city. 


Action  directly  affecting  the  Canadian 
fur  industry  was  taken  when  the  United 
States   Senate   strack   out    the   provision 


in  the  tariff  bill  carrying  a  rate  of  $200 
on  black  and  silver  foxes.  Such  foxes 
for  breeding  purposes  would  come  in 
free  while  other  would  be  dutiable  15 
per  cent,  ad  valorem.  The  rate  adopted 
in  the  house  bill  was  $350  on  both  class- 
es.   

The  carpet  trade  of  Kidderminster 
and  district  during  the  past  month  has 
been  of  a  fairly  satisfactory  character, 
demanding  the  employment  of  the  bulk 
of  the  workpeople  during  normal  hours. 
One  of  two  firms  ,after  working  over- 
time for  quite  a  period,  and  others  do- 
ing double  shifts,  have  considered  it 
necessary  to  ease  off  and  get  back  to 
ordinary  hours  because  of  the  shrinkage 
of  demand  due  to  the  practice  of  hand- 
to-mouth  purchases  on  the  part  of  prac- 
tically all  the  big  buyers  The  latter 
feel,  wib'i  some  show  of  reason,  that  a 
fall  in  prices  in  July  was  not  only  evit- 
able  but  necessary,  and  they  have,  con- 
sequently, held  off  from  placing  orders. 
There  is,  Fiowever.  a  steady  volume  of 
the  finished  article  both  "made"  and 
piece-goods,  being  dispatched  daily. 
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The  Fall  Number 

HTHIS  issue  of  Dry  Goods  Review  is  the  thirty- 
fifth  annual  number.  As  usual,  it  contains  the 
last  information  we  can  gather  from  many  sources 
touching  Fall  styles  in  the  numerous  departments 
dealt  with  in  this  publication.  But  the  old  order 
changeth.  Thirty-five  years  ago  at  this  time  of 
the  year  most  of  the  placing  for  the  Fall  and  Win- 
ter business  would  have  been  completed.  At  this 
time  of  writing  in  the  year  1922  it  has  hardly  be- 
gun. Transportation  and  prevailing  business  con- 
ditions have  considerably  shortened  the  time  be- 
tween placing  and  delivery.  For  normal  condi- 
tions of  trade  the  period  is,  perhaps,  too  short. 
There  are  some  retailers  who  are  losing  sales  be- 
cause they  are  starving  their  stocks,  believing  this 
to  be  economy;  manufacturers  of  many  lines  are 
finding  it  difficult  to  estimate  the  requirements  of 
the  trade  because  the  trade  is  cautious  about  com- 
n  itments  of  any  considerable  quantity.  So  far  as 
we  are  able  to  judge,  this  condition  will  only  right 
itself  when  a  greater  confidence  has  been  establish- 
ed all  round,  when  the  general  tone  of  business  is 
such  that  the  trade  may  feel  warranted  in  pledging 
their  credits,  knowing  that  consumer  demand  is 
more  to  be  reckoned  on  than  at  present. 

What  information  we  diffuse  in  this  issue  with 
regard  to  Fall  fashinns,  styles  and  materials  is  not 
the  last  we  will  have  touching  Fall  business.  A 
number  of  manufacturers,  at  this  time  of  writing, 
have  not  completed  their  Fall  lines  or  models. 
Information  from  such  sources  will  be  passed  along 
in  a  later  issue. 


There  is  every  reason  for  saying,  however,  that 
Fall  1922  has  been  carefully  planned  for  by  the 
manufacturers  and  the  wholesalers.  A  Wide  var- 
iety of  materials,  some  decidedly  new  and  attrac- 
tive styles  and  models  are  seen  or  described  in 
the  various  departments.  The  time  is  most  oppor- 
tune for  "something  different,"  and,  evidently, 
manufacturer  and  wholesaler  have  grasped  the 
opportunity.  With  conditions  such  as  these  to 
back  up  the  improving  salesmanship  being  demon- 
strated from  "behind  the  counter,"  and  with  the 
business  outlook  such  as  it  is  we  look  for  a  satis- 
factory and  improving  Fall  trade. 

Sales  Ideas 

TN  THIS  issue  of  Dry  Goods  Review  we  pass  along 
to  our  readers  a  number  of  sales  ideas  that  we 
have  gathered  from  many  sources.  Anything  that 
will  promote  the  quicker  turnover  of  merchandise 
is  an  aid  to  business  generally,  as  well  as  to  the 
particular  merchant  who  might  make  use  of  the 
idea.  If  an  army  of  a  hundred  sales  ideas  could 
march  through  this,  country  and  station  themselves 
for  duty  behind  the  counters  of  several  thousand 
dry  goods  merchants,  there  would  be  a  wonderful 
boon  to  trade.  In  the  hope  that  some  of  these 
ideas  might  be  business-getters  we  have  placed 
them  all  inside  one  number,  believing  that  they 
present  the  opportunity  for  promoting  bigger  busi- 
ness in  some  one  department  of  the  store  or 
throughout  the  whole  store.  The  semi-annual 
clearance  sale  is  still  a  thing  of  the  future  and 
merchants  may  discover  that  better  sales  promo- 
tion can  be  effected  by  the  adoption  of  one  or 
more  of  the  ideas  here  presented.  It  should  not 
be  forgotten  that,  while  a  percentage  of  our  popu- 
lation is  unemployed — after  all,  it  is  a  very  small 
percentage — there  are  still  many  hundreds  of 
thousands  of  people  who  are  employed  and  quite 
able  to  buy  normally.  In  merchandise,  retailers 
are  always  on  the  lookout  for  "something  differ- 
ent;" perhaps  in  sales  ideas,  the  consumer  is  also 
looking  for  "something  different."  We  hope  you 
will  find  it  in  this  issue. 

In  this  connection,  we  would  like  to  refer  to  a 
special  article  in  this  issue  on  merchandise  turn- 
over and  stock  control.  It  once  more  sets  out  in  a 
very  clear  and  comprehensive  way  what  we  have 
argued  for  for  years,  namely,  the  most  intimate 
knowledge  of  stock  at  all  times  so  that  every  step 
taken  in  buying  and  selling  goods  may  be  taken  with 
scientific  precision  rather  than  as  a  leap  in  the 
dark.  Competition  has  become  so  keen  these  days 
that  the  man  who  is  guessing  from  day  to  day  is 
very  apt  to  find  himself  facing  financial  difficulties 
sooner  or  later;  the  man  who  is  going  ahead  des- 
pite the  time  is  the  man  who  knows  all  about  his 
business  and  his  stock  and  who  is  devoting  the  best 
of  his  energies  and  endeavor  to  them. 
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OTe  PtttOf 


By  E.  DeWITT  HUTT 


KIWANIANS  to  the  number  of  about  six  thousand  gathered  in  June  in  convention  in 
the  city  of  Toronto.  They  came  from  th?  four  quarters  of  this  North  American  con- 
tinent. These  six  thousand  are  only  a  small  percentage  of  the  number  of  men  affilia- 
fed  with  the  Kiwanian  movement;  altogether,  their  membership  is  upwards  of  70,000.  And 
the  vast  majority  of  these  70,000  men  are  bus'.ness  men,  men  whose  life  and  best  energies 
are  devoted  to  problems  of  buying  and  selling  merchandise. 

The  movement  was  started  barely  six  years  ago  in  the  city  of  Detroit.  Originally,  it 
was  the  intention  of  the  founders  to  weld  it  in\o  a  movement  of  specific  benefit  to  business 
men;  the  members  would  agree  to  trade  one  with  the  other,  thus  keeping  trade  at  home  and 
building  a  bigger  and  better  city  because  trading  was  done  at  home.  There  was  in  this  con- 
ception the  idea  of  building;  "we  build." 

■  Then  came  the  war,  that  is,  it  came  for  the  United  States  after  the  launching  of  the 
Khvanian  movement.  Kiwanians  got  a  new  vision,  a  vision  that  has  inspired  many  noble 
pages  of  history  during  the  last  seven  or  eight  years,  a  vision  of  untiring  service  to  their 
country  and  to  their  fellow-men.  Devotees  of  the  movement  in  Canada  and  the  United  States 
saiv  the  foundations  broadening,  the  structure  becoming  greater  and  granden  "We  build" 
was  still  the  beacon  light  to  Kiwanians,  but  the  local  significance  and  intent  of  Kiwanianism 
were  swalloived  up  in  the  bigger  idea  of  service,  a  service  divorced  from  any  selfish  thought  of 
gain  and  personal  aggrandizement.  The  spirit  0f  the  movement  grew  with  the  myriad  calls 
to  service  that  came  during  those  tortured  years  0f  the  Great  Conflict;  it  developed  from  a 
local  to  a  national,  from  a  national  to  an  international  movement,  not  forgetting,  however, 
that  real  service  to  their  country  or  to  their  fellow-men  could  be  wrought  in  any  of  these  three 
spheres. 

And  so,  Kiwanianism  stands  to-day,  tve  hope  and  trust,  merely  at  the  fringe  of  its  noble 
history  of  service.  As  John  O'Connor,  president  of  the  Toronto  Kiwanis  Club,  said  to  the 
writer,  the  man  who  thinks  he  is  going  to  get  something  out  of  this  movement  in  a  material 
way  is  up  against  the  wrong  idea.  He  must  be  prepared  to  give  of  his  time  and  his  money, 
unselfishly. 

It  seems  to  us  that  the  outstanding  feature  of  the  Kiwanian  movement  is  that  it  is  the 
organizing  of  the  business  men  of  the  country — this  country  and  the  United  States — for  local, 
national  and  international  service.  Business  men,  through  this  organization,  are  going  to  leave 
their  impress  upon  local,  national  and  international  history.  They  bring  to  bear  on  all 
their  activities  that  business  acumen  which  governs  them  in  their  private  transactions.  They 
severely  frown  out  of  countenance  shady  procedure.  The  influence  of  such  a  movement  is 
bound  to  have  a  bearing  upon  government,  because  business  men  have  a  growing  conviction 
that  government,  after  all,  is  a  matter  of  pure  business,  not  the  sacred  right  of  the  so-called 
politician  and  the  self-styled  statesman.  We  do  not  suggest  for  a  moment  that  it  will  develop 
into  anything  approaching  a  political  party,  but  with  the  ideas  that  business  men  have  of 
government,  ideas  that  are  being  developed  in  the  Kiwanian  movement,  sooner  or  later  it 
will  find  expression  in  better  government  because  it  vnll  be  government  conducted  on  sound 
business  principles. 

Internationally,  the  Kiwanian  movement  can  profoundly  affect  international  relation- 
ships. It  is  one  of  the  regulations  of  the  movement  that  delegates  attending  the  Toronto  con- 
vention must  make  a  report  to  their  local  organization,  giving  their  impressions  as  well  as 
an  outline  of  the  convention.  These  reports  inevitably  find  their  way  into  the  public  prints. 
If  five  or  six  hundred  such  reports  are  printed  in  the  press  of  Canada  and  the  United  States, 
reports  that  abound  in  feelings  of  neighborliness  and  goodwill,  the  widening  of  the  circle  of 
international  friendship  is  apparent.  And  as  the  movement  grows,  business  men  will  make 
their  voices  heard  in  the  inner  councils  of  men  who  may  be  tempted  to  play  fast  and  loose  with 
the  lives  and  properties  of  their  fellow-men. 

There  are  definite  objects  which  the  Kiwanian  movement  has  in  view,  objects  which  are 
being  ivorked  out  locally.  It  seeks  to  make  better  citizens  of  the  under-privileged  boy.  Thus, 
in  the  city  of  Toronto,  for  instance,  there  are  many  hundreds  of  boys,  who,  some  day,  will 
rise  up  and  call  "blessed"  the  name  of  the  Khvanian  Club.  This  is  being  done  all  over.  It 
is  but  one  small  item  in  their  local  programs  of  civic  service.  In  developing  better  citizens 
in  better  cities,  they  are  building  a  better  country. 

There  is  no  limit  to  the  work  that  might  be  done  by  such  a  movement  as  the  Kiwaniati 
movement.  So  long  as  the  idea  of  service  is  uppermost  in  the  mind  and  heart  of  a  business 
man  who  will  give  expression  to  that  idea  in  a  business-like  way,  just  so  long  will  the  move- 
ment commend  itself  to  all  citizens  and  find  for  itself  a  laudable  place  in  the  pages  of  history. 
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Dry  Goods  Markets  at  a  Glance 

Commitments  for  Fall  Ahead  of  a  Year  Ago — Big  Accounts  Cover 

Themselves  Better  Than  the  Smaller  Ones — Price  Advance  in 

Some  Fabric  Lines — Lively  Business  in  Fall  Furs — Dresses  and 

Mantles  Sell  Well— Tariff  Changes 


COMPARING  placing  orders  for  Fall  and 
Winter  of  1922-23  with  those  of  1921-22  is 
another  way  of  saying  that  the  retail  trade 
of  Canada  has  placed  greater  faith  in  the  months 
that  lie  ahead  than  they  did  in  the  same  months 
a  year  ago.  There  are  a  few  exceptions  to  be 
noted,  but  on  the  whole,  commitments  for  the  com- 
ing Fall  and  Winter  are  heavier  this  year  than  last, 
at  this  time  of  writing.  Wholesalers  and  manu- 
facturers fully  expect  the  rest  of  the  year  to  be  a 
sorting  year,  dependent  upon  the  final  outcome  of 
the  crops  and  the  development  of  business  gener- 
ally. They  tell  us  that  their  placing  orders  to 
date  are  better  than  a  year  ago,  but  they  say  that 
business  yet  is  not  what  it  ought  to  be.  That  may 
be  true  under  a  critical  analysis,  but  the  very  fact 
that  business  of  this  character  is  better  than  a  year 
ago,  is,  to  our  mind,  a  most  hopeful  sign  of  the 
times. 

According  to  information  we  have  gathered 
from  several  sources,  big  accounts  have  covered 
themselves  better  than  the  smaller  ones.  Their 
first  needs  are  well  looked  after;  they  have  antic- 
ipated their  requirements  with  a  knowledge  of 
present  conditions.  From  not  a  few  sources  we 
have  heard  a  good  deal  about  shortage  of  mer- 
chandise this  Fall,  and,  in  sifting  these  reports  we 
have  found  some  actual  cases  where  retailers 
have  been  left  because  they  did  net  order  from  the 
travellers  in  the  first  instance.  They  came  into 
the  market  later,  only  to  be  told  that  the  line  had 
been"  sold  up  and  that  they  could  not  get  any  of  it. 
It  certainly  is  not  a  time  for  reckless  speculation 
or  anything  approaching  it;  on  the  other  hand  it 
is  as  well  for  the  retailer  to  bear  in  mind  that  the 
wholesaler  and  the  manufacturer  is  no  more  dis- 
posed to  speculate  than  he  is. 

Furs 

An  altogether  unusual  interest  has  developed  in 
the  fur  trade.  Manufacturers  are  placing  on  the 
market  some  of  the  most  attractive  models  that 
have  been  seen  for  many  a  day  and  in  comparison 
with  the  bookings  of  a  year  ago,  the  results  are 
far  ahead  this  year  up  to  this  time.  The  fur  sec- 
tion in  this  issue  carries  some  late  information  re- 
garding styles  and  some  of  the  attractive  ones  are 
shown.  It  looks  like  a  very  lively  fur  season  in 
the  retail  trade.  Seal,  muskrat,  coon  and  lamb 
are  all  selling  well. 

Fabrics 

In  talking  with  a  foreign  buyer  the  other  day, 
he  told  us  he  was  of  two  minds  about  making  his 
usual  trans- Atlantic  trip  for  Spring  buying.  The 
reason  for  his  demurring  was  that  prices  were  -id- 
vancing   on   woollens   and   he   felt   that  the   retail 


trade  did  not  want  to  pay  advanced  prices.  He 
will  probably  make  the  trip  but  it  is  a  fact  that 
prices  on  many  lines  of  woollens  are  advancing. 
Some  Spring  buying  has  been  done  at  an  advance 
of  one  and  two  shillings  a  yard. 

For  a  time  there  was  a  shortage  on  some  lines 
of  summer  fabrics,  particularly  in  white,  but  it  was 
well  covered  by  wholesalers  in  recent  shipments. 
Canton  crepe  has  been  an  outstanding  factor  in  the 
fabric  trade  and  other  lines  of  crepes  have  not 
been  far  behind.  Fall  trade  has  developed  very 
well  on  metallic  effects,  particularly  in  the  dressier 
lines.  Velvets  and  all  pile  fabrics  are  also  good, 
and  tricotine  and  botanies  are  in  demand. 

Knitted  Goods 

Manufacturers  say  that  a  new  interest  is  being 
taken  this  Fall  in  woollen  garments,  due  to  the 
fact  that  prices  are  easier  than  they  have  been  for 
some  seasons  back.  One  manufacturer's  agent 
told  us  that  there  would  be  a  shortage  in  some 
lines  of  knitted  goods  this  Fall.  He  had  just  made 
a  trip  through  his  mills  and  had  tried  to  induce 
the  manufacturers  to  make  up  for  stock  but  they 
had  stated  they  would  not,  except  they  had  the 
actual  orders  for  it.  Ladies  and  children's  under- 
wear had  sold  very  well  for  Fall,  much  better  than 
men's,  with  the  greater  demand  for  the  fine  lines. 
The  same  may  be  said  of  hosiery.  In  sweaters, 
both  tuxedos  and  slipovers  are  selling  well. 

Accessories 

Most  firms  have  their  Christmas  novelties  in 
readiness  and  have  made  a  showing  of  them  to 
the  trade.  They  say  that  only  certain  sections  of 
the  country  are  buying  and  that  others  will  not 
commit  themselves  beyond  the  late  Summer.  One 
importer  of  handkerchiefs  stated  to  Dry  Goods 
Review  that  the  trade  had  placed  very  little  yet 
for  Christmas  trade.  There  is  a  distinct  revival 
in  the  neckwear  trade  and  a  new  interest  is  being 
taken  in  patent  leather  bags  for  Fall.  Manufac- 
turers in  both  lines  are  encouraged  and  are  look- 
ing forward  to  a  good  season. 

Ready-to- Wear 

Though  the  field  has  not  yet  been  very  thor- 
oughly canvassed  by  representatives  of  ready-to- 
wear  firms,  there  have  been  encouraging  orders 
received  by  dress  and  mantle  houses.  Dresses  of 
canton  crepe,  and  georgette  crepe  and  velette  have 
been  well  received  in  loose  lines  with  low  waists. 
In  coats,  velours  and  duvetyns  with  some  sports 
materials  are  selling  well.  Some  very  attractive 
samples  are  being  shown  by  the  blouse  trade  and 
a  good  deal  of  energy  is  being  put  behind  their 
efforts  to  interest  the  trade. 
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Alvin  E.  Dodd,  Manager  Dom- 
estic Distribution  Department, 
Chamber  of  Commerce  of  the 
United  States,  recently  gave  a?i 
address  on  "Merchandise  Turnover 
and  Stock  Control."  Men's  Wear 
Review  got  in  touch  with  the  De- 
partment at  Washington  and  se- 
cured a  copy  of  the  address  which 
we  give  herewith.  It  mill  bear  a 
good  deal  of  study,  for  it  contains 
valuable  information,  particularly 
durinn  a  period  when  merchants 
are  devoting  their  energies  to  the 
outstanding  problem  of  the  mom- 
ent— increased  turnover. 


Increasing  Turnover  by  Stock  Control: 

Avoiding  Waste  and  Adding  to  Your  Profits 

Number  of  Turnovers  As  Vital  To  Business  As  Amount  of  Profit 

on    Each    Turnover — Expense    and    Waste    Involved    in    Slow 

Turnovers— Proper  Stock  Control  Amounts  to  Less  than  1%  of 

Selling  Price — Guessing  or  Knowing  Your  Business  Details. 

THERE  should  be  no  difficulty  in  ex- 
pressing- the  idea  that  the  number 
of  turnovers  are  just  as  vital  to 
a  business  as  the  amount  of  profit  on 
each  turnover.  Thus:  If  the  profit  on  each 
turnover  is  5%  and  there  are  four  turn- 
overs in  any  given  period  the  profit  on 
the  stock  investment  is  20%;  and  if  the 
number  of  turnovers  is  doubled  the  profit 
will  be  doubled. 

Many  years  ago  merchants  and  manu- 
facturers who  had  studied  distribution 
with  exactitude,  as  if  it  were  a  science 
or  at  least  an  art,  learned  that  the  rate 
of  turnover  is  one  of  the  most  important 
factors  in  business.  If  all  of  its  rela- 
tions are  taken  into  consideration  per- 
haps it  is  the  most  important  factor,  ex- 
cept always  an  accurate  fom  of  cost 
accounting,  without  which  it  is  incon- 
ceivable that  any  business  large  or  small 
can  be  conducted  really  well.  We  use 
the  expression  "almost  inconceivable" 
because  we  know  that  some  business 
heads  have  not  established  c:st  account- 
ing. This  is  not  an  argument  against 
it  any  more  than  if  a  merchant  does  no 
advertising  his  failure  to  utilize  this 
sales  method  is  an  argument  against 
the  need  for  publicity.  If  a  business  man 
does  not  keep  his  costs  separated  from 
each  other,  we  are  forced  to  ask: 

How  does  he  know  when  some  of  his 
expenses  are  too  high? 

Clearly  as  the  importance  of  the  turn- 
over appears  and  universally  as  its 
truth  is  accepted,  there  are  frequent 
violations  of  its  most  fundamental  prin- 
ciple— not  to  overbuy — even  among  com- 
paratively progressive  merchants.  An 
addition  to  the  cash  discount  or  an  at- 
tractive price  concession  sometimes  will 
induce  the  purchase  of  considerably  more 
goods  that  can  be  sold  within  a  reason- 


able turnover  period.  This  entails  the 
likelihood  that  a  season  will  pass  leaving 
a  costly  lot  of  goods  in  stock  and  the  re- 
sultant mark-downs  and  sacrifice  sales 
as  the  only  way  of  moving  them. 

It  is,  of  course,  possible  to  be  too  con- 
servative and  to  buy  less  than  could  be 
sold.  This  is  not  really  a  serious  con- 
dition because,  unless  transportation 
facilities  are  very  poor  or  the  distance 
from  the  supplies  is  very  great,  a  short- 
age can  usually  be  made  up  in  a  few 
days  and  often  in  a  few  hours.  Average 
conditions  only  can  be  discussed  here. 
Special  cases  demand  special  methods. 

When  the  various  expenses  and  wastes 
involved  in  slow  turnovers  are  stated 
separately  the  subject  becomes  even 
more  easily  understood.  What  are  the 
elements  in  which  losses  due  to  slow 
turnovers  may  be  found?  An  examina- 
tion of  these  elements  shows  their  rela- 
tion to  each  other. 

(a)  Investment — invested  money  is 
the  source  of  profit  which  in  turn  de- 
pends upon  the  amount  of  goods  in 
stock  and  upon  the  length  of  time  which 


these  goods  are  handled.  It  is  evident 
that  to  double  the  turnover  comes  to  the 
same  thing  as  doubling  the  amount  of 
stock  without  increasing  the  invest- 
ment. Or,  vice  versa,  one-half  as  many 
turnove  s  results  in  doubling  the  amount 
of  money  invested  for  the  same  quantity 
of  goods. 

(b)  Interest  must  be  paid  upon  all 
borrowed  money  and  most  merchants  are 
borrowers.  If  the  turnover  is  reduced 
for  a  pei  iod  of  six  months  to  one  of 
three  months  the  interest  on  a  given 
loan  is  reduced  in  the  same  proportion. 

(c)  Mark-downs  are  required  for 
three  principal  reasons: 

1.  The  goods  have  proved  unsalable  at 
the  original  mark-up. 

2.  Too  many  were  bought  and  a  change 
in  the  style  or  season  has  left  some  of 
them  on  the  shelves — 

3.  With  the  result  that  they  have  been 
soiled,  chipped,  bent  or  defaced  other- 
wise by  frequent  handling. 

(d)  Salaries  and  wages  must  be  in- 
cluded because  every  operation  in  every 
establishment  costs  something.  When 
an  unprofitable  operation  is  performed  it 
represents  a  loss.  Roughly  these  losses 
are  due  to: 

1.  Waste  of  time  by  management  in 
reaching  decisions  as  to  when  and  what 
mark-downs  are  to  take  place. 

2.  Waste  of  time  by  sales  force. 

3.  Rewriting  tickets. 

4.  Rearianging  goods  for  mark-down 
sales. 

(e)  Shelf  or  storage  room  is  a  definite 
part  of  the  expense  of  doing  business; 
and  that  portion  which  is  devoted  to 
slow-selling  merchandise  is  wasted. 

(f)  Prestige-Reputation — for  the  high 
character  or  timeliness  of  merchandise 
is   sought   by   most   stores.     There  is   a 
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distinct  waste  measurable  in  doHars  and 
cents  when  the  reputation  of  an  estab- 
lishment is  lowered  by  unstylish  or  shop- 
worn goods. 

(g)  Inefficiency  always  results  in 
waste.  The  buyer  whose  judgment  often 
is  wrong  usually  makes  the  mistakes 
from  lack  of  knowledge  as  to  the  stock 
and  the  speed  or  slowness  with  which  it 
is  moving.  Frequent  mistakes  cause  un- 
certainty in  the  mind  of  the  one  who 
makes  them  and  tend  to  worse  errors  as 
time  goes  on  unless  some  measures  are 
taken  to  make  them  improbable. 

Have  you  ever  figured  or  even  esti- 
mated the  amount  of  these  costs  in  your 
own  business? 

Increasing  Turnover 

More  losses  which  take  the  form  of  waste 
may  be  thought  of  such  as  insurance  on 
marked-down  merchandise  and  other  over- 
head items,  but  these  cannot  be  divided 
conveniently    and    only    need   be    mentioned. 

There  is  just  one  method  of  reducing 
this  waste  to  a  minimum.  That  is  through 
records  of  purchases  and  sales  which  can 
be  consulted  at  any  moment;  which  will 
give  a  complete  picture  of  the  situation  as 
it  changes  from  week  to  week,  from  day  to 
day,  even  from  hour  to  hour  if  that  be  de- 
sirable; and  which  will  supply  the  knowl- 
edge for  immediate  additional  purchases, 
for  mark-downs,  or  for  any  other  change  in 
handling  the  stock. 

In  Figure  1  are  shown  two  sets  of  graphs, 
Series  A-l,  A-2,  A-3,  A-4,  and  B-l,  B-2,  B-3, 
and  B-4. 

Each  of  the  columns  in  Series  A  repre- 
sents sales  amounting  to  $100,000  but  the 
number  of  turnovers  increases  from  1  in 
A-l  to  8  in  A-4,  and  it  will  be  observed  that 
with  each  increase  in  turnover  the  stock 
investment  as  well  as  the  interest  are  cut 
in  two  while  the  amount  of  profit  increases. 

Series  B  shows  uniform  stock  invest- 
ments and  costs  of  interest  throughout 
while  the  amount  of  profit  increases  with 
the  number  of  turnovers. 

Differently  expressed,  Series  A  proves  the 
decreased  investment  needed  to  pprform  "\ 
given  amount  of  business  while  Series  B 
proves  the  increased  business  and  profits 
which  accrue  to  the  same  investment  upon 
a  multiplied  turnover. 

All  of  this  has  been  accomplished  in  a 
simple  manner  with  benefits  equally  to  the 
merchant  and  to  the  customer.  And  every 
wise  merchant  knows  that  a  benefit  to  the 
customer  comes  home  to  roost  as  a  benefit 
to  his  business. 

In  a  certain  establishment  the  direct  cost 
of  this  method  of  a  stock-control  has 
amounted  to  less  than  1%  of  the  selling 
price.  Yet  it  has  increased  the  turnover 
considerably  in  all  of  the  departments 
where  it  has  been  applied,  and  in  the  de- 
partment where  it  was  first  installed  the 
turnover  has  nearly  doubled  while  the 
mark-down  wastes  have  been  more  than  cut 
in  two.  Not  only  has  the  number  of  turn- 
overs increased  but  also  the  amount  of 
merchandise  sold  in  each  turnover.  Errors 
in  the  judgment  of  buyers  have  been  made 
less  probable  in  the  future  as  the  causes 
and  kinds  of  errors  have  been  made  clear. 
Last  but  not  least  a  record  of  the  remarks 
by  customers  shows  the  enhanced  reputa- 
tion  of  the   stock. 

If  the  accomplishment  of  these  result' 
had  been  through  any  complicated  or  diffi- 
cult method  its  general  application  might 
not  be  easy.  But  the  exact  contrary  is  the 
case.  It  is  perfectly  simple  and  almost  as 
easy  as  not  to  do  it  at  all;  and  it  is  quite 
as  applicable  to  a  wholesale  as  to  a  retail 
business;  to  a  large  business  as  to  a  small 
one. 

First  and  foremost  is  the  necessity  to 
divide  the  establishment  into  departments. 
Usually  this  is  the  case  already  where  a 
large  stock  is  carried,  but  small  stores 
often  have  not  done  so  and  a  part  of  their 
trouble  comes  from  this  neglect.  An  addi- 
tional   advantage    following   the   practice    is 


due  to  the  better  display  which  may  be 
made  of  the  stock.  This,  however,  is  an- 
other subject,  since  the  discussion  now  re- 
lates solely  to  control  of  the  stock  whc'i 
can  be  accomplished  effectivelv  only  if  it 
be  arranged  according  to  a  definite  depart- 
mental plan. 

It  may  be  thought  at  first  by  some  read- 
ers that  there  would  be  difficulty  in  divid- 
ing into  departments  a  store  which,  like  a 
shoe  store,  might  itself  form  one  of  the 
departments  of  a  true  department  store. 
But  on  second  thought  it  will  be  seen  that 
there  are  several  possible  departments  even 
in  a  small  retail  shoe  store.  For  example, 
many  shoe  stores  sell  stockings;  there  are 
men's  and  women's  shoes;  and  there  are 
costly  and  cheap  shoes  for  men  and  for 
women.  Many  departments  are  possible  in 
hardware,  groceries,  jewelry,  and,  indeed, 
in  every  wholesale  or  retail  business 
whether  it  be  large  or  small.  Neither  need 
departments  be  separated  by  partitions  or 
show  cases;  an  imaginary  division  is  quite 
enough  so  long  as  the  proprietor  is  con- 
scious of  it  and  uses  it  on  the  control-cards 
to  secure   a  reliable  sales-analysis. 

It  is  the  only  method  by  which  unprofit- 
able departments  may  be  reorganized  in- 
telligently. 

Have  you  divided  your  store  into 
departments  ? 

After  the  departmental  plan  has  been  ar- 
ranged an  inventory  must  be  made  on  the 
control-cards  which  are  designed  to  exhibit 
every  necessary  fact  for  every  day  in  the 
month.  A  sample  card  is  shown,  Figure  2 
but  the  exact  shape  and  size  will  differ 
somewhat  with  the  department  or  kind  of 
business  involved.  The  idea  is  adapted  to 
the  most  widelly  differing  merchandise  as 
for  example  shoes  and  wire  nails, — or  can- 
ned goods  and  vacuum  cleaners.  By  print- 
ing on  both  Slides  the  capacity  of  the  cards 
may  be  doubled,  and  by  using  a  card  twice 
the  size,  folded  in  the  middle,  a  quadrupled 
capacity    is    secured. 

Many  methods  are  practicable  for  indi- 
cating to  which  department  a  control-card 
belongs.  Probably  the  simplest  is  by  means 
of  tinted  cards,  of  which  there  are  seven 
standard  colors:  White,  blue,  red,  green, 
yellow,  salmon  and  grey.  If  a  greater  var- 
iety is  needed,  the  name  of  the  department 
may  be  printed  faintly  in  large  characters 
on  the  face  of  the  card;  or  the  upper  edge 
of  the  card  may  be  indented  or  Clipped  at 
the  corners  so  that  it  may  be  identified  at 
a  glance.  Whatever  plan  is  adopted  should 
be  considered  carefully  beforehand  since 
changes   are   troublesome   and   expensive. 

The  row  of  figures  at  the  top  are  the 
days  of  the  month  and  the  blank  spaces  be- 
low are  for  the  quantities  "Rec'd,"  "O.  H." 
(on   hand),  "Sold"   and   "O.   O."    (on   order.) 

According  to  Figure  2,  the  firm  had  on 
hand  at  the  opening  of  business  on  August 
1st,  19  pairs  of  size  9  and  11  pairs  of  size 
9%  black  oxford  blucher  calf  shoes,  style 
2783,  which  cost  $4.50  a  pair  and  were 
bought  of  Stevens  and  Company.  During 
the  first  week  of  August,  18  pairs  of  size 
9  were  sold,  two  pairs  were  returned  by 
customers  (one  each  on  the  4th  and  5th) 
so  that  three  pairs  were  on  hand  at  the 
opening  of  business  on  Monday,  August 
7th.  On  the  same  day  24  pairs  were  receiv- 
ed  which   had   been   ordered   on   the   2nd. 

Certain  of  the  figures,  like  "returned 
goods,"  usually  are  made  with  red  ink,  but 
the  color  cannot  be  shown  in  the  engraving 
for  which  reason  the  figures  are  enclosed 
in  a  circle.  The  figures  24,  "O.  O."  also 
should  be  cancelled  with  red  ink.  In  prac- 
tice most  words  are  abbreviated  and  "Black 
Oxford  Blucher"  would  be  written  "Blk 
Ox  Bl." 

These  cards  it  will  be  observed  constitute 
a  perpetual  inventory  which  displays  at  a 
glance  every  factor  in  which  the  manage- 
ment and  the  buyer  may  be  interested:  At 
what  rate  the  goods  are  selling;  which 
sizes  are  selling  fastest;  which  styles  are 
most  popular;  when  it  is  time  to  order 
more;  and  which  of  the  goods  must  be 
marked  down.  They  are  under  the  charge 
of  one  person  who  makes  all  of  the  entries 
and    are    mounted    in    an    open    rack.      Prob- 


ably the  most  remarkable  characteristic  of 
the  control  card  is  the  fact  that  changes 
are  recorded  within  a  quarter  of  an  hour 
after  they  take  place,  so  that  those  in  au- 
thority, if  it  is  necessary,  may  know  the 
precise  condition  of  the  whole  stock  at  any 
hour  of  the  day. 

From  this  description  it  is  evident  with 
what  certainty  and  rapidity  judgments  may 
be   formed   and   policies   may   be   altered. 

Is  not  your  business  the  most  im- 
portant  of   any   in    the    world    to 

you? 
Do   you  intend   to  apply  control- 
cards  as  soon  as   possible? 

To  provide  the  facts  for  this  control  a 
coupon  bearing  the  style  number  is  detach- 
ed from  the  ticket  with  which  each  article 
of  merchandise  is  provided  when  it  is  plac- 
ed on  sale;  and  this  coupon  it  is  necessary 
only  to  transmit  to  the  person  who  has 
charge  of  the  control-cards.  As  an  interest- 
ing economy  (although  having  really  noth- 
ing to  do  with  this  particular  subject) 
these  tickets  are  made  in  triplicate  and  are 
printed  on  an  addressograph.  Not  only  has 
there  been  a  direct  saving  in  the  number 
of  people  employed  in  marking  the  goods, 
but  there  has  been  a  surprising  elimination 
of  errors;  and,  of  course,  the  very  common 
troubles  due  to  poor  handwriting  have  been 
obviated  wholly. 

It  follows  therefore  that  the  careful 
study  of  this  subject  brought  indirect  im- 
provements as  well  as  those  betterments 
which  were  sought  more  particularly. 
Labor-saving  devices  usuailly  ensure  also  a 
much  higher  degree  of  accuracy. 

One  very  great  improvement  and  saving 
not  mentioned  yet  is  the  increased  knowl- 
edge of  what  constitutes  the  proper  mark-up 
in  various  lines.  Hitherto  there  was  a  sort 
of  happy-go-lucky  guessing  contest  as  to 
what  might  be  a  reasonable  spread.  This 
has  given  way  to  the  recorded  facts  shown 
upon  the  control-cards.  It  has  not  reached 
the  high  plane  of  a  fixed  mark-up  percent- 
age for  each  class  of  goods,  but  even  that 
is  expected  as  one  of  the  results  in  the  near 
future,  and  in  the  meantime  most  of  the 
usual  and  costly  errors  have  become  things 
of  the  past. 

It  would  be  difficult  to  exaggerate  the 
improvement  in  the  morale — the  enthus- 
iasm—  of  the  sales  force  which  will  follow 
the  'introduction  of  the  control-card 
method.  Naturally  this  has  brought  with 
it  a  higher  ratio  of  sales  to  the  time  ex- 
pended in  selling.  A  very  definite  certain- 
ty exists  that  the  profit  due  to  quicker 
turnovers  will  be  matched  by  the  saving  in 
selling  expense;  and  this  again  is  certain 
to  be  reflected  in  the  attitude  of  the  sales 
force  toward  their  employment  and  partic- 
ularly toward  the  sale,  which  will  be  re- 
garded by  them  more  in  the  light  of  a  prob- 
ability than  ever  before.  There  is  nothing 
strange  in  this.  A  feeling  of  confidence  is 
the  first  requirement  for  successful  selling 
and  merchandise  which  drags  must  have  a 
deterrent  effect  upon  those  who  attempt  to 
dispose   of  it. 

Do    you    believe    in    guessing    or 
knowing  ? 

It  should  be  understood  very  clearly  that 
while  the  control  cards  are  for  the  purpose 
of  collecting  information  which  is  required 
in  every  business,  there  remains  the  neces- 
sity to  condense  the  figures  which  they 
display  in  the  form  of  a  report.  This 
should  be  done  weekly  and  monthly  in  any 
event;  and  preferably  there  should  be  re- 
ports of  the  previous  day's  operations 
placed  upon  the  desks  of  each  person  in 
authority  every  morning.  Without  these 
reports  the  management  fails  to  secure  the 
benefits  endowed  by  the  control  cards  and 
the  chance  for  immediate  action  is  lost. 
Opportunities  for  a  profitable  change  in 
policy  may  come  suddenly  and  if  not  taken 
advantage  of  at  once  may  disappear  as 
quickly  as  they  came.  Control  cards  are 
largely  to  provide  for  these  sudden  changes 
(Continued  on  Page  111) 
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Canada's  Oldest  Store  Is  In  Quaint  Quebec 

D.  Morgan,  Tailor,  Established  200  Years  Ago 

Business  Still  in  the  Hands  of  the  Original  Family  That  Started 
It  In  Time  of  Louis  Fourteenth — Intermingling  of  Old  World 
Charm  With  Modern  and  Aggressive  Business  Methods — His- 
toric Collection  of  Displays  Dates  Back  to  Plains  of  Abraham 


IN  THE  city  of  Quebec,  a  stone's 
throw  from  the  famous  Chateau 
Frontenac  and  across  the  street 
from  the  post  office  where  tourists  fleck 
to  gaze  upon  the  "Chien  d'Or"  of  ro- 
mantic fame,  may  be  found  Canada's 
oldest  and  most  unique  store.  This  busi- 
ness, which  dates  back  to  the  eventful 
days  of  Louis  XIV,  is  one  of  Quebec's 
most  cherished  points  of  interest  and 
the  object  of  intense  local  pride,  not 
only  because  it  has  remained  in  the 
hands  of  the  original  family  who  found- 
ed the  firm,  but  also  because  its  very 
walls  recall  days  of 
bygone  glory,  when 
the  Governor-Gen- 
eral made  the  build- 
ing his  official  resi- 
dence, and  still  lat- 
er, when  it  became 
a  popular  music 
hall  in  which  all 
the  famous  actors 
of  the  old  world 
performed  for  the 
delight  of  Quebec 
society  of  those 
days. 

Close  on  to  two 
centuries  has  this 
firm  been  in  exis- 
tence, although  in 
the  earliest  days  it 
was  located  in  what 
is  called  the  "Basse 
Ville"  or  lower 
town.  D.  Morgan, 
its  founder,  was  an 
E  n  g  1  i  shman  to 
whom  it  was  a  tra- 
dition that  only  the 
best  should  find  a 
place  upon  its  coun- 
ters and  so  well  has 

this  ideal  been  upheld  that  to-day  the 
store  of  "D.  Morgan,  Tailor,"  as  it  is 
still  quaintly  advertised,  bears  upon  its 
stationery  and  over  its  front  door,  the 
British  coat  of  arms  and  the  legend 
"Under  the  distinguished  patronage  ot 
His  Excellency  the  Governor-General." 

It  is  impossible  to  describe  the  pecu- 
liar charm  or  the  individual  character 
of  the  D.  Morgan  shop  without  also 
dwelling  on  Quebec's  romantic  history 
and  commenting  on  its  many  fascinating 
local  products.  It  is  partly  because  of 
the  intermingling  of  old  world  charm 
with  modern  business  methods  that  the 
Morgan  store  possesses  an  atmosphere 
abolutely  impossible  to  find  anywhere 
else  and  partly  because  its  stock  is  dif- 


By  M.  G.  de  Soyres 

ferent,  meriting  the  title  of  specialities 
rather  than  general  merchandise.  The 
scope  of  the  store's  policy  is  expressed 
by  the  words  "tailor  and  general  out- 
fitter" on  the  store  labels,  yet  this  does 
not  enlighten  the  customer  who  patroni- 
zes the  store  as  to  what  he  may  acquire 
therein. 

Quebec  Handicrafts  Attract  Tourists 

The  somewhat  old  fashioned  interior 
possesses  all  the  facination  of  an  exhi- 
bition of  arts  and  craft  work  as  done  by 
the  Quebec  peasants  and  the  Indians,  in- 


cluding exquisitely  woven  homespuns 
and  coarse  crash  linens,  moccasins  of  all 
sorts,  beaded  bags  of  undressed  caribou 
leather,  gaily  colored  rag  rugs  and  Mur- 
ray Bay  blankets,  homespun  bags  and  a 
hundred  other  things  which  can  be 
found  nowhere  else  than  in  old  Quebec. 
Besides  these  products,  which  are  rang- 
ed round  the  front  entrance  to  feast  the 
eye  of  tourists,  there  are  four  long 
aisles  along  which  tables  are  piled  high 
with  imported  woollens  and  suitings  of 
the  finest  quality,  brought  over  especial- 
ly by  Mr.  Morgan  to  be  made  up  or  sold 
by  the  piece  as  desired.  All  the  finest 
tweeds,  plaids  and  other  fabrics  of 
Scotch  and  English  looms  ire  assembled 
for  the  delectation  of  the  connoisseur  in 


fine  woollens  and  so  much  appreciated 
is  this  department  of  the  Morgan  busi- 
ness that  it  requnires  24  hour-a-day 
shifts  of  tailors  to  keep  up  with  ;he  or- 
ders which  come  in  for  suits  and)  over- 
coats. A  factory  for  custom  tailoring 
:'s  therefore  in  constant  operation  at  the 
rear  of  the  store  and  suits  are  made  to 
order  after  selection  by  purchasers,  in 
readiness  to  despatch  to  hotels,  steamers 
or  trains  as  the  case  may  be. 

Gloves  are  a  Famous  Specialty 

All  round  the  walls  of  this  interesting 
building  are  high 
wall  cases  which 
contain  rows  and 
rows  of  small  draw- 
ers and  shelves,  each 
neatly  ticketed  with 
contents  and  prices. 
Hundreds  of  these 
drawers  are  label- 
led wi  th  descrip- 
tions of  gloves,  both 
for  men  and  women, 
and  the  Morgan 
glove  department  is 
'said  to  contain  the 
largest  and  most 
complete  assortment 
in  Canada.  The 
pride  of  this  depart- 
ment is  that  out  of 
the  thousands  of 
pairs  sold  annually 
not  a  single  one 
causes  dissatisfac- 
tion and  evferyor^e 
is  fitted  and  guar- 
anteed when  the 
sale  is  made.  Many 
American  visitors 
return  year  after 
year  or  else  write 
more  frequently  for  gloves  from  this 
store,  and  the  world's  best  mrakets 
are  combed  constantly  for  the  choi- 
cest kinds  including  the  heaviest  wool- 
len gauntlets  from  Scotland,  fine 
French  kids  or  rare  Arabian  mochas. 

In  another  section  of  the  store, 
which,  by  the  way,  is  composed  of  a 
series  of  old  fashioned  rooms,  some  of 
which  have  no  windows,  is  another  high 
wall  case  containing  every  possible 
variety  of  necktie  which  has  ever  been 
devised  for  the  adornment  of  man.  All 
these  ties  moreover  are  imported  from 
the  best  English  makers  and  include  the 
very  newest  bow  effects  as  well  as  ex- 
quisite hand-knit  styles  in  various  col- 
orings.    Still    another    section    provides 
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for  hosiery,  of  which  the  variety  seems 
endless,  ranging  from  golf  hose  of 
coarse  wool  to  the  sheerest  cobwebby 
silk.  Footwear  for  men  is  a  famous 
specialty  of  Morgan's  also,  especially 
the  smart  "English  brogues  with  heavy 
waterproof  soles  so  indispensable  to 
golfers.  Such  boots  and  shoes  are  ex- 
clusive to  Morgans  in  Canada  and  are 
much  sought  by  Americans  as  well  as 
Canadian  visitors. 

Quality  Prevails  in  Knit  Goods 

Anything  in  leather  from  a  dog  col- 
lar to  a  travelling  bag  can  be  had  here 
and  in  every  instance  the  leather  novel- 
ties are  of  fine  and  distinctive  types. 
Knitted  goods  of  course  are  still  an- 
other famous  specialty,  and  every  con- 
ceivable type  of  sweater  for  men,  wo- 
men or  children  has  a  place  in  the 
stock.  Such  sweaters  invariably  bear 
the  label  of  the  best  known  Scotch 
knitters  and  represent  standards  of 
quality  and  command  prices  commen- 
surate with  merchandise  of  such  esta- 
blished reputation. 

Historic    Collection   Displays   in   Store 

At  the  back  of  the  store  is  located 
Mr.  Morgan's  private  office  in  which 
may  be  seen  the  largest  and  most  valu- 
able collection  of  "Ceintures  Fleches" 
in  Canada.  As  is  well  known,  these 
ceintures  or  sashes,  were  the  ceremoni- 
al garb  of  Indian  chiefs  in  olden  days, 
and  were  woven  out  of  brightly  colored 
wools  in  a  pattern  reproducing  the  ar- 
row head  design.  Similar  sasnes  are 
now  much  affected  for  winter  sports  in 
Quebec  and  command  goodly  prices, 
but  the  collection  of  Mr.  Morgan  is  com- 
posed entirely  of  real  historic  relics.  To 
all  visitors  who  express  a  desire  to  ex- 
amine and  admire  the  collection,  Mr. 
Morgan  extends  a  welcome,  and  those 
who  are  fortunate  enough  to  see  his  en- 
tire collection  of  rare  and  unique  curios, 
all  of  which. date  back  to  the  days  when 
Wolfe  and  Montcalm  made  history  on 
the  Plains  of  Abraham,  carry  away 
with  them  a  sense  of  having  come  in 
contact  with  actual  history. 

For  nearly  200  years  the  firm  D.  Mor- 
gan have  carried  on  the  traditions  of 
English  merchants,  and  as  the  business 
descended  from  father  to  son,  genera- 
tion by  generation,  thev  havp  upheld 
two  policies  which  have  never  once  been 
allowed  to  lapse.  One  may  be  summed 
up  as  the  desire  to  cater  especially  to 
those  of  discriminating  tastes  and  ap- 
preciation while  the  other  could  be 
termed  the  pledge  never  to  sell  any- 
thing which  is  not  the  best  of  its  kind, 
nor  which  does  not  reflect  and  typify 
perfection,  whether  it  be  a  bit  of  bead- 
ed skin,  fashioned  by  an  Indian  woman 
into  a  quaint  bag,  or  a  hand-tailored 
suit  of  skilled  workmanship,  and  the 
same  invariable  standard  of  simplicity 
and  good  taste  goes  hand  in  hand  with 
a   sterling  guarantee  of  excellence. 


Quicker  Sales:  Less  Confusion 

An  Idea  That  Worked  Successfully 

A  big  suit  sale  was  recently  featured  by  the  Robert  Simpson  Co.,  Ltd., 
of  Toronto.  During  the  sale  upwards  of  $15,000  worth  of  merchandise 
was  disposed  of  and  the  sale  lasted  only  a  short  time.  There  was  a  rush 
for  these  "snaps"  and  a  little  idea  they  adopted  made  ii  possible  for  them 
to  handle  this  rush  without  getting  the  department  all  upside  down,  the 
different  pieces  of  the  suits  all  mixed  up  one  with  the  other,  and  give  better 
service  to  their  customers. 

Before  the  sale  opened,  they  separated  the  pants  from  the  coat  and 
vest.  The  trousers  were  neatly  piled  up  at  the  back  of  the  department, 
out  of  sight,  and  corresponding  tickets  put  on  them  so  that  they  could  be 
found  in  a  minute.  In  a  sale  of  this  description  the  coat  and  vest  are 
really  the  determining  pieces  of  the  sale — if  they  are  satisfactory,  there 
is  little  trouble  in  connection  with  the  trousers.  Wuh  them  it  is  only  a 
case  of  measuring  and  getting   them   to  fit. 

And  so  the  sale  went  merrily  on.  When  a  salesman  was  waiting  on 
a  customer  and  trying  on  the  coat  and  vest  he  did  not  have  to  worry  about 
the  trousers,  wonder  where  they  were,  and  whether  they  had  been  covered 
up  by  some  other  salesman  who  was  equally  in  doubt  regarding  the  three 
pieces  of  the  suit  he  sold.  There  was  no  confusion,  whatever;  and  when 
the  coat  and  vest  had  been  sold  \be  customer  was  taken  to  the  rear  of  the 
department  where  the  trousers  were  found  and  fitted. 

Unless  this  plan  had  been  followed  out  the  salesmen  would  not  have 
been  able  to  serve  as  many  customers,  either  as  satisfactorily  or  as  con- 
veniently: there  would  not  have  been  nearly  as  many  sales  and — as  every- 
one knows — there  would  have  been  confusion  with  a  department  at  the 
end  of  the  day  that  would  have  looked  as  if  a  whirlwind  had  struck  it. 


Mr.  Fisher,  manager  of  the  cotton 
goods  department  of  the  W.  R.  Brock 
Co.  Montreal  is  leaving  this  month  for 
an  extended  European  trip  in  the  in- 
terests   of   his   department. 

Edwin  Reynolds  who  for  35  years  was 
employed  in  the  wool  department  of 
Penman's  Limited,  Paris,  Ont.,  died 
suddenly  in  that  town   on  June  20. 


W.  J.  Hinchey  who  has  stores  at  New 
Victoria  and  New  Waterford,  has  open- 
ed another  general  dry  goods  store  in 
Glace  Bay,  N.  S. 

The  Paris  Wincey  Mills  of  Paris, 
Ont.,  are  said  to  be  the  only  mills  in 
Canada  which  have  run  night  and  day 
for  30  years. 


St.  Catharines,  Ont.,  is  fast  becoming 
a  centre  for  the  silk  industry.  Its  latest 
acquisition  is  a  factory  operated  by  the 
Dent  Griffin  silk  glove  manufacturers. 


A  VICTORIA  DAY  WINDOW 

In  which  bright  colored  blazers  and  neckwear  lent  a  gay  note  to  the  display 

of  white  shirts  and  flannels.     Croquet  mallets,  fishing  tackle,  racquets  and 

baseball  bats  were  appropriate  accessories.     Displayed  in   the  R.  J.   Tooke 

Company  Uptown  Store,  Montreal. 
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Are  You  Looking  for  a  Sales  Idea? 


MANY  merchants  are  in  the  habit 
of  holding  discount  sales.  In 
very  bold  type  that  uses  up  a 
good  deal  of  space  they  announce  that 
they  will  give  10,  15,  20  and  25  per  cent, 
discount  on  everything  in  the  store.  In 
doing  so  they  go  further  and  say  they 
are  giving  away  real  cash  in  doing  so 
because  it  means  their  profit. 

But  would  it  not  be  wise  sometime  to 
give  the  actual  cash?  A  well-known 
clothing  firm  did  make  this  announce- 
ment some  time  ago  and  made  a  real 
sensation  with  their  sale.  They  announc- 
ed that  they  would  give  a  25  per  cent, 
discount  in  gold  to  all  customers  pur- 
chasing goods  to  the  value  of  $10.00  or 
over.  Thus,  when  a  customer  came  in 
and  spent  $10.00  the  sales  clerk  at  the 
termination  of  the  sale  handed  him  a 
little  white  envelope  with  a  two  dollar 
and  a  half  gold  piece  in  it.  Even  though 
the  customer  expected  it  there  is  a  little 
thrill  that  goes  with  gold  that  leaves 
a  pleasant  impression.  In  running  such 
a  sale  it  would  not  be  necessary  to  ac- 
tually give  the  gold,  but  make  it  cash. 
You  will  probably  find,  as  this  man  did, 
that  the  discount  was  also  spent  before 
the  customer  left  the  store. 

T^VEN  the  humble  barometer  can  be 
*-*  made  the  drawing  card  for  many  a 
sale.  Whether  it  be  in  the  heart  of  the 
great  city  or  along  the  street  of  the 
smallest  hamlet  in  the  country,  there  are 
always  bov.nd  to  be  men  who  a:e  inter- 
ested in  what  the  weather  man  has  in 
store  for  them  for  the  next  twenty-four 


hours.  Recognizing  the  fact,  why  not 
have  a  device  in  your  window  with  a 
chart  explaining  the  same  indicating 
weather  prophecies  for  the  next  twenty- 
four  hours  ?  Maybe  a  golf  player  with 
a  game  arranged  for  the  afternoon, 
maybe  a  tennis  player  intent  on  the 
afternoon's  tournament,  perhaps  a  farm- 
er wondering  if  he  will  be  able  to  get 
the  crop  in  before  a  rainfall — maybe 
one  of  a  score  of  men  wishing  to  know 
for  one  reason  or  another  the  weather 
outlook  will  take  some  extra  steps  to 
study  this  device  in  your  window.  And, 
at  the  same  time,  he  will  see  the  mer- 
chandise displayed  in  the  window. 

And  if  you  happen  to  know  of  a  golf 
match,  a  tennis  tournament  or  some  other 
sporting  event  on  for  the  afternoon  cap- 
italize on  it  by  a  catchy  lit .lo  showcard 
stating  that  the  weather  man  says  "fair" 
and  calling  attention  to  the  particular 
sporting  togs  that  will  be  required  for 
the  event  in  question. 

"  ANYTHING  else  to-day?"  is  not  a 
good  sales-getter.  The  writer  was 
surprised  to  hear  it  the  other  day  in  a 
store  that  is  noted  for  good  salesman- 
ship. Good  salesmanship  never  recog- 
nizes that  it  is  the  duty  of  the  purchaser 
to  make  suggestions  for  further  pur- 
chases. That  is  clearly  the  duty  of  the 
man  behind  the  counter.  If  the  sugges- 
tion made  does  not  correspond  with  some- 
thing which  the  purchaser  really  intend- 
ed to  buy  he  will  say  so  and  name  the 
thing  that  he  does  want.  And  if  he 
really  did  not  think  of  anything  else  he 


wanted  the  positive  suggestion  is  more 
apt  to  create  a  desire  than  the  negative 
one. 

A  Nebraska  clothier  got  results  by 
crediting  every  clerk  who  induced  his 
customer  to  buy  more  than  he  ordinarily 
intended  to  buy.  If  the  clothing  sales- 
man, through  suggestion,  induced  his  cus- 
tomer to  buy  a  hat  the  sales  slip  record- 
ed the  fact  and  such  suggestions,  pro- 
ductive of  sales,  were  credited  to  the 
salesman's  record  where  they  counted  as 
a  certain  number  of  points  in  determin- 
ing a  salesman's  salary. 

V/fANY  retailers  feel  that  one  mark  of 
progress  from  the  village-state  to 
the  metropolitan  is  the  taking  down  of 
the  familiar  collar  case  that  used  to- 
stand  in  front  of  the  store  with  a  double 
or  triple  row  of  collars.  But  there  are 
some  high-class  shops  that  have  dis- 
covered an  error  here.  The  motive  which- 
inspires  buying  must  be  taken  into  con- 
sideration and  the  motive  for  buying 
collars  is  often  prompted  by  the  very 
sight  of  them,  conveying  to  the  mind 
of  the  passer-by  a  new  style  or  a  more 
comfortable  collar  for  the  hot  day.  They 
are,  therefore,  putting  collar  cases  out 
in  front  of  the  store,  double  or  treble 
rows  of  them  being  shown  so  that  the 
passer-by  may  see  at  a  glance  a  number 
of  styles  of  collars  from  which  he  may 
make  a  speedy  selection. 

/COURTESY  counts  and  costs  nothing. 
*"*  That  phrase  is  as  old  as  merchan- 
dising  itself   is — and   that     goes     back, 


The  Men's  Wear  Section  of  the  new  Hudson  Bay  Co.,  at   Victoria,   B.   C.     This   is   in   charge    of   J.    L.   Hunter. 
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Perhaps  You  Will  Find  it  is  Here 


away  back  in'o  ancient  history.  Yet 
theie  are  scores  of  salesmen  who  either 
forget  it  or  don't  know  what  it  is.  And 
that  sort  of  conduct  loses  sales.  An  in- 
stance might  be  cited.  A  certain  man 
went  into  a  furnishing  store  to  get  some 
hosiery  to  match  a  new  pair  of  shoes 
that  he  had  just  bought.  The  clerk 
behind  the  counter  was  waiting  on  a  cus- 
tomer— the  newcomer  could  see  that 
himself.  But  in  a  lax  moment  of  the 
transaction,  the  newcomer  politely  asked 
the  clerk  if  he  had  hosiery  that  would 
match  the  shoes  he  had  just  purchased. 
Without  replying,  the  clerk  threw  down 
a  pair  of  hose,  plainly  indicating  indig- 
nation at,  what  he  believed  to  be,  an  in- 
terruption. The  would-be  purchaser 
said  they  would  not  match,  and  a  fur- 
ther look  that  would  almost  kill  went 
from  the  clerk  to  the  customer.  The 
customer  walked  out  of  the  store  across 
the  road  and  put  the  same  question  to 
another  clerk  who  was  likewise  busy 
waiting  on  a  customer. 

"Yes,  sir,"  said  this  clerk,  "I  am  sure 
we  have  something  that  will  exactly 
match  your  new  shoes.  Would  you  mind 
waiting  just  a  moment  and  I  will  see 
that  every  attention  is  given  you." 

The  first  clerk  lost  the  sale.  The 
second  one  sold  three  pairs  of  good  hose, 
some  handkerchiefs — and  made  a  friend. 

IMPRESSIONS  are  registered  best 
A  through  the  eye.  What  a  man  sees 
is  the  thing  that  he  remembers  best 
and  longest.  These  are  facts  that 
should  be  considered  by  the  men's 
wear  dealer  who  has  several  depart- 
ments to  his  store,  departments  that 
are  spread  over  a  considerable  space. 
Many  sales  are  effected  by  intro- 
duction and  even  though  the  clothing 
department  may  be  a  long  way  from  the 
neckwear  department  is  no  reason  why 
every  customer  should  not  see  neckwear 
in  the  clothing  department  or  clothing 
in  the  neckwear  department.  By  instal- 
ling a  number  of  little  specially  pre- 
pared showcases  throughout  the  store, 
it  is  possible  to  do  this  very  thing.  In 
this  way,  the  store's  whole  merchandise 
is  arrayed  before  the  eye  of  the  cus- 
tomer and  the  power  of  suggestion 
thereby  conveyed  will  very  frequently 
result  in  more  sales. 

TF  you  are  running  a  contest  in  which 
it  is  necessary  for  the  contestant  to 
write  his  name  and  address,  it  is  pos- 
sible by  the  very  simple  expedient  to  lay 
the  foundation  for  future  sales.  On  the 
coupon  designated  for  the  man's  name 
and  address  ask  him  if  he  would  be  good 
enough  .to  fill  in  the  blanks  suggested 
in  the  form.  The  blanks  should  be  some- 
thing like  this,  "Are  you  in  need  of  a 
suit  of  clothes,"  or  "Are  you  in  need 
of    some    shirts,"   or   "Are   you    in   need 


of  some  hose,"  or  whatever  the  line 
might  be  you  would  like  the  information 
on.  You  might  state  at  the  bottom  of 
the  coupon  that  your  reason  for  doing 
so  is  to  inform  him  at  a  later  date  of 
some  new  merchandise  that  you  think 
will  be  of  interest  to  him  when  it  ar- 
rives. That  will  arouse  his  interest,  he 
will  store  up  the  information  in  the  back 
of  his  head,  and  he  will  be  on  the  look- 
out for  your  further  advertising  matter 
touching  the  lines  in  which  he  is  inter- 
ested. 

HPHERE  are  many  ways  of  getting 
A  mailing  lists,  but  the  best  kind  of  a 
mailing  list  is  the  kind  that  leaves  a 
pleasant  memory  in  the  mind  of  the  per- 
son who  supplies  you  with  his  name  and 
address.  More  and  more  stores  are 
realizing  the  possibilities  of  a  boy's  de- 
partment in  their  store,  and  one  of  the 
first  problems  that  confront  them  is 
how  to  get  in  touch  with  the  boys,  how 
to  do  something  to  win  their  friendship 
in  such  a  way  that  they  have  a  little 
good  soil  to  work  on  when  they  want  to 
cash  in  on  an  effort  they  made  to  get  the 
list. 

A  very  simple  way  is  to  give  a  theatre 
party  for  the  boys  in  your  town.  Don't 
have  any  strings  attached  to  it,  other 
than  the  signing  of  a  name  and  address. 
Let  it  be  known  that  boys  may  have  a 
free  ticket  to  a  theatre  party  if  they 
will  only  drop  in  the  store  and  ask  for  it. 
On  the  back  of  the  ticket  you  can  have 
spaces  for  the  signing  of  the  name  and 
for  the  address.  There  are  not  many 
boys  in  the  year  of  our  Lord,  1922,  who 
will  refuse  your  invitation;  you  are  sure 
of  a  full  house  of  enthusiastic  boys  who 
will  be  good  advertising  agents  for  you 
when  the  time  comes  for  their  new  suit, 
overcoat,  or  what-not. 

And,  incidentally,  August  is  a  good 
month  for  such  a  party.  It  gives  you 
time  to  get  live  advertising  matter  in 
their  hands  before  the  buying  for  the 
Fall  school  term  begins. 

TITOMEN  very  often  know  the  con- 
*  "  dition  of  hubby's  wardrobe  better 
than  he  knows  it  himself.  And  they  have 
become  greater  factors  in  the  men's  wear 
trade  in  the  last  few  years  than  ever  be- 
fore. As  Mr.  Gilbert  of  Montreal  would 
say,  they  are  possibly  the  right  "target" 
for  advertising  matter;  if  so,  shoot  and 
shoot  to  bring  home  the  bacon. 

You  might  add  to  your  sales  volume 
by  letting  the  women  know  that  they  are 
at  liberty  to  take  home  any  number  of 
shirts  or  ties  for  the  approval  of  the  man 
of  the  house.  He  is  a  busy  man  and 
either  has  not  the  time  or  does  not  take 
the  time  to  select  his  furnishings  as  he 
requires  them.  If  they  are  all  laid  be- 
fore him,  he  will  probably  buy  them  in 
bulk.  It  saves  time,  and  that  is  what 
the  busy  man  is  mostly  in  need  of. 


TF  you  want  to  get  boys  and  their 
■*•  mothers  into  your  store  there  are  sev- 
eral very  simple  expedients  whereby 
it  might  be  done.  Nicholas  M.  Peters 
of  Syracuse  —  it  will  be  remembered 
that  Men's  Wear  Review  had  a  story 
about  his  merchandising  some  months 
ago — got  many  hundreds  of  them  into 
his  store  by  a  method  that  is  bound  to 
appeal  to  the  boys.  He  simply  announc- 
ed that  a  liberal  amount  of  chocolate 
would  be  given  away  to  every  boy  who 
came  into  his  store  within  a  given  time 
accompanied  by  his  mother.  Needless 
to  say,  there  were  not  many  missing. 

Any  particular  display  or  selling 
event  can  be  linked  up  with  it  at  the 
same  time. 

TPHE  SUMMER  months  abound  in 
sporting  events  that  can  be  used  to 
good  purpose  by  a  live  display  man.  For 
instance,  there  are  very  few  towns  or 
cities  where  an  active  interest  is  not 
taken  in  the  big  league  baseball  games. 
A  little  bit  of  moss  and  a  couple  of 
bushels  of  sand  will  make  an  attractive 
window.  The  whole  diamond  can  be  laid 
out  and  a  pair  of  scissors  can  cut  out 
well-known  baseball  figures  that  can  be 
assigned  to  their  different  places  on  the 
diamond  or  in  the  field.  It  is  a  window 
that  will  attract  attention.  In  the  same 
window  show  some  seasonable  merchan- 
dise and  see  if  it  doesn't  bring  business. 

GALES  can  be  increased  in  August  by 
^  featuring  pictures  of  sporting  events 
in  your  window.  It  may  be  rather  a  dull 
month  but  a  fillip  can  be  given  to  busi- 
ness if  your  windows  become  spots  of 
daily  interest  to  the  young  men  of  your 
town  or  city.  If  there  are  sporting 
events  of  a  tournament  nature  being 
carried  on  in  your  town  or  city,  they  are 
drawing  to  a  conclusion  in  August.  It 
is  a  good  bit  of  advertising  to  secure  pic- 
tures of  local  contestants  in  sporting 
events  and  some  of  the  scenes  of  actual 
games.  If  there  are  no  local  events  of 
importance,  you  might  link  up  with  some 
of  the  national  or  international  games 
and  sports. 

At  the  same  time  display  some  sea- 
sonable merchandise  in  your  window. 
You  are  bound  to  draw  young  men  to 
your  windows  by  this  method  and  sales 
will  result. 


Dave  Livinson  of  Montreal  has  tak- 
en over  the  store  formerly  occupied  by 
Walter  Paul  in  the  Orpheum  Theatre 
Building,  St.  Catherine  St.,  West,  and 
is  remodeling  the  store  entirely.  When 
completed  it  will  feature  a  full  range 
of  men's  furnishings  and  will  be  the 
second  store  to  be  operated  by  Mr.  Liv- 
inson in  a  theatre  lobby  on  the  uptown 
section  of  St.  Catherine  St.v 
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Community  Effort  Increases  Sales 

The  Get-Together  Idea  Can  Be  Worked  Effectively  To  Boost 
Business  For  a  Whole  Week — Using  a  Mystery  Person  Creates 
Considerable  Local  Interest — Bringing  People  in  From  the  Sur- 
rounding Country — Features  That  Can  Be  Used  to  Advantage 


A  CO-OPERATIVE  scheme  among 
merchants  will  often  boom  trade 
for  a  week.  Once  the  whole-heart- 
ed efforts  of  men  who  are  seeking  a  com- 
mon goal  without  little  jealousies  and 
prejudices  interfering  are  exerted  a 
week's  good  trade  can  be  worked  up. 
Here  is  a  plan  that  might  be  followed. 

Make  arrangements  for  street  parades, 
using  the  local  band  and  enlisting  the 
active  support  of  any  local  organization 
that  takes  pride  in  your  town  or  city  and 
is  willing  to  co-operate  in  an  effort  to 
make  it  grow.  Of  course,  the  whole 
thing  should  be  well  advertised  with  the 
purpose  of  getting  people  from  the  sur- 
rounding country  in  during  one  or  more 
days  of  that  week. 

A  man  or  woman  of  mystery  might  be 
used  to  good  purpose  in  such  a  scheme. 
Have  his  or  her  picture  at  the  top  of  a 
page  advertisement  with  the  announce- 
ment that  this  person  will  appear  be- 
tween the  hours  of  2  and  6  o'clock  on  one 
or  more  afternoons  in  certain  streets. 
Give  a  cash  reward  for  his  or  her  cap- 
ture, stating,  however,  that  he  or  she 
must  not  be  approached  on  the  streets 
but  in  one  of  the  stores  co-operating  in 
the  scheme.  State  that  a  definite  conver- 
sation must  take  place,  something  like 
this  "Are  you  Mr.  (or  Miss)  So-and-so  ?" 
to  which  this  reply  is  made,     "Do  you 

trade  in  ."    To  which  the  reply  is 

made  "Don't  you  see  this  tag."  The 
person  will  then  hand  you  the  cash  prize 
or  an  order  for  goods  to  that  amount, 
whichever  the  discoverer  of  the  mys- 
terious person  may  desire. 

Other  Features 
It  is  wise  to  have  several  features  to 
be  used  on  different  days  so  that  inter- 
est may  be  maintained  throughout  the 
entire  week.  For  instance  on  one  day 
you  might  release  from  the  top  of  some 
building  a  number  of  balloons;  attach- 
ed to  each  balloon  might  be  an  order  for 
the  best  seat  in  one  of  the  local  theatres 
(if  it  is  a  small  place  where  there  are 
only  picture  houses  make  it  a  week's 
tickets  to  this  theatre).  This  order  can 
be  turned  in  to  the  chairman  of  the 
committee  in  charge  of  the  week's  mer- 
chandising plan. 

Display  Day 
Display  Day  can  be  made  a  very  in- 
teresting and  active  one.  Display  is 
one  of  the  best  mediums  of  salesmanship 
these  days  and  on  Display  Day  there 
might  be  combined  a  series  of  good  dis- 
plays with  a  guessing  contest  of  some 
sort.  In  the'  co-operative  advertising 
a  coupon  might  be  inserted,  asking 
citizens  to  cut  it  out  and  cast  their  vote 
for  the  best-dressed  window     displayed 


MR.   FIELDING   HAS   DONE 
WELL 

"We  are  of  the  opinion  that  Mr. 
Fielding  has  done  exceptionally 
well,  and  that  the  finances  of  the 
country  are  in  sane  and  safe  hands. 
A  good  deal  of  money  has  to  be 
raised,  and  the  burden  is  bound  to 
be  quite  heavy  on  us  all.  The 
Sales  Tax  is  pointed  to  as  greatly 
increasing  the  burden,  but,  after 
all,  it  is  about  as  fair  and  equit- 
able  a  tax   as  can   be   arrived   at. 

"With  regard  to  the  tax  on 
cheques.  This  seems  a  little  out 
of  line,  and  no  doubt  if  proper 
representations  are  made  to  the 
Finance  Minister  by  the  business 
interests,  they  will  be  given  seri- 
ous consideration,  in  connection 
with  a  reduction  in  this  tax.  On 
the  other  hand,  we  must  look  at 
the  benefits  we  receive:  First, 
the  doing  away  with  the  marking 
act,  also  the  valuation  clause  in 
the  tariff.  The  cancellation  of 
depreciated  currency  legislation, 
and  the  reduction  in  the  preferen- 
tial tariff  in  favor  of  British  mer- 
chandise, does  not  affect  the  re- 
tailer a  great  deal.  Except  in  the 
case  of  the  latter,  it  welds  the 
bonds  of  empire  and  makes  them 
stronger.  We  think  the  business 
men  have  a  great  deal  of  con- 
fidence in  Mr.  Fielding,  and  a 
perusal  of  the  budget  confirms 
such  confidences." — A.  M.  McLean, 
Managing  Director  of  Scovil  Bros., 
St.  John,  N.B. 


and,  at  the  same  time,  cast  their  ballot 
in  the  guessing  contest — one  town  win- 
dow might  be  devoted  to  this  guessing 
contest  for  which  suitable  prizes  might 
be  awarded.  This  would  serve  the 
double  purpose  of  getting  people  out  on 
this  day  to  see  the  windows  and  to  cast 
their  guesses  in  the  contest;  at  the  same 
time  each  store  would  enter  into  friend- 
ly livalry  with  the  other  in  arranging 
a  display  that  would  also  b^  recognized 
by  a  prize  given  by  the  committee  or  one 
of  the  local  organizations  in  erested  in 
the  week's  efforts.  Let  the  people  be 
the  judges  of  the  window  displays.  It 
might  be  well  to  feature  music  in  the 
stores  during  this  day. 

Other  Days 
One  day  should  be  set  aside  for  Bar- 
gain Day  throughout  the  stores  co-op- 
erating in  this  scheme.  Buyers  might 
take  special  trips  to  the  markets  to  se- 
lect some  merchandise  that  they  could 
offer  at  a  very  low  margin  of  profit  so 
thaj;  citizens  might  see  that  shopping  at 


home  is  profitable  both  to  the  purchaser 
and  to  the  vendor  because  it  builds  up 
the  town,  creates  a  better  spirit  amongst 
the  people  and,  generally,  makes  the 
community  a  better  one  in  which  to  live 
because  the  community  spirit  is  devel- 
oped. 

"Out  of  town"  day  should  be  one  of 
the  best  days  of  the  week  and  one  in 
which  a  great  deal  of  planning  should 
be  done.  Its  object  is  to  draw  people 
from  the  surrounding  country  into  your 
town  or  city  to  spend  their  money  and 
leave  with  them  a  lasting  impression 
with  regard  to  the  wisdom  of  making 
your  town  a  purchasing  centre  for  their 
requirements.  Arrangements  might  be 
made  to  accept  certain  lines  of  produce 
that  can  be  readily  marketed  in  exchange 
for  goods  bought;  there  are  stores  in 
this  country  which  make  a  regular  prac- 
tice of  doing  this  the  year  round  and 
find  it  mighty  good  business  to  do  so. 
This  might  be  a  good  day  to  have  the 
"mysterious  one"  drop  a  number  of  crisp 
one  dollar  bills  in  some  of  the  stores. 
Some  form  of  entertainment  for  the 
evening  might  be  arranged  so  that  a 
good,  whole  day — and  a  profitable  one — 
might  be  spent  by  those  both  in  front 
and  behind  the  counter. 

"Surprise   Day" 

The  present  is  a  time  when  not  a  few 
people  in  every  community  are  unable  to 
spend  a  great  deal  of  money.  It  might 
be  well  to  bear  these  people  in  mind 
when  planning  your  week.  They  might 
be  remembered  in  a  "Surprise  Day." 
Every  store  could  have  a  small  parcel, 
selling  for  25  or  50  cents  in  which  some 
useful  little  articles  could  be  wrapped 
for  general  use  in  the  average  house- 
hold. Nothing  of  the  fake  nature 
should  be  attempted  as  that  would  leave 
a  bad  impression  both  of  the  whole  co- 
operative scheme  and  of  the  store  where 
nothing  was  received  of  value  for  the 
money  expended.  Everything  that  goes 
in  these  parcels  should  be  worth  the 
money  paid  for  them. 

Close  With  Dollar  Day 

From  the  very  first  announcement 
made  it  might  be  stated  that  the  last 
day's  program  would  not  be  announced 
till  the  evening  before.  It  might  be  a 
"Dollar  Day."  If  it  were  announced  be- 
fore this,  it  might  kill  some  of  the  busi- 
ness during  the  rest  of  the  week — that 
is  a  good  reason  for  keeping  it  secret.  At 
the  same  time,  other  features  of  enter- 
tainment should  be  arranged  for  this 
day,  making  it  a  day  long  to  be  remem- 
bered as  a  fit  closing  for  one  of  the  best 
weeks  in  the  retail  history  of  the  town. 
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Fabric  Department  Has  Big  Opportunity  to 

Develop  on  the  Wave  of  Economy  Says  Manager 

Experience  of  Quebec  Firm  Whose  Department  Has  Doubled  Its 
Volume  Since  Last  Year — Shows  How  Sales  Can  Be  Greatly  In- 
creased Through  Efforts  of  Sales'  Clerks — Study  Styles,  Mater- 
ials and  Texture  of  Merchandise  Handled 


AN  analysis  of  the  manner  in 
which  a  particularly  successful 
clerk  in  -.  dress  fabric  department 
built  up  this  section  is  presented  here- 
with in  anticipation  of  the  problems  in- 
cidental to  the  coming-  Fall  season.  The 
store  in  question  is  located  in  the  city  of 
Quebec  and  the  dress  goods  and  silk 
departments  have  registered  the  great- 
est advance  in  sales  of  any  in  the  store, 
showing  i  n  increase  in  volume  and 
turnover,  almost  double  that  of  last 
year. 

To  Dry  Goods  Review,  the  manager 
of  this  department  pointed  out  the  fact 
that  when  thrift  and  economy  become 
the  watchword  in  the  home,  then  yard- 
age goods  have  their  best  opportunity. 
During  the  past  year  especi'  illy,  with 
the  need  for  retrenchment  in  almost 
every  direction,  the  increase  of  home 
dressmaking  and  orders  placed  with 
dressmakers  has  been  remarkable  ac- 
cording to  this  buyer,  who  has  also 
achieved  the  distinction  of  selling  the 
fourth  greatest  number  of  a  well-known 
range  of  paper  patterns  in  the  entire 
Dominion. 

Increase  Desire  for  Goods 

"The  sales  staff  must  be  expert  ad- 
visers where  family  trade  is  concern- 
-ed,"  he  said  for  dress  fabrics  are  one 
line  in  which  feminine  customers  are 
exceedingly  difficult  to  suit  and  in 
which  they  require  especially  efficient 
service.  To  advise  such  customers  in- 
telligently one  must  understand  their 
needs  and  their  me>  ns  and  circumstan- 
ces. The  salesman  must  be  able  to  de- 
termine the  fitness  of  his  goods  for  the 
purposes  required  and  must  not  con- 
tent himself  with  merely  cutting  off  the 
amount  asked  for  or  required.  Sales- 
manship in  the  fabrics  department  is 
not  merely  the  ability  to  sell  goods  but 
to  create  the  desire  for  goods  and  bring 
about  n  sale.  Therefore,  the  first  thing 
to  cultivate  is  a  knowledge  of  current 
styles,  qualities,  color  schemes  and 
names  and  also  trimmings  which  ap- 
propriately accompany  the  various  ma- 
terials. 

"As  an  aid  in  learning  about  the  ma- 
terials in  stock,  the  sales  clerk  should 
not  overlook  the  main  sources  of  infor- 
mation such  as  the  travelers  or  agents 
of  the  manufacturers,  the  trade  and 
technical  papers  and  the  consumer  ma- 
gi .zines.  The  last  named  source,  more- 
over, will  be  found  exceedingly  help- 
ful, as  in  the  fashion  sections  of  wo- 
men's magazines  will  be  found  excellent 
sketches  of  smart  designs  which  should 
provide  a  fund  of  ideas  and  suggestions 


to  the  wide-awake  clerk  who  is  endeav- 
ouring   to    sell    more    goods.     The    fol- 
lowing list  should  be  provided  by  every 
department  head. 
Where    to    Get    Merchandise    Knowledge 

"From  the  goods  themselves.  Look 
over  the  goods  as  a  customer  would  <  nd 
imagine  you  are  buying  them  yourself. 

"Consult  the  man  who  bought  'he 
goods,  or  the  manager,  or  the  sales- 
man who  sold  the  goods,  or  the  manu- 
facturer and  ask  for  all  the  dealer  co- 
operation literature  th  t  they  can  sup- 
ply  you   with. 

"Write  to  the  trade  papers  for  infor- 
mation on  the  new  fabrics,  and  read 
their  advertising  pages  thoroughly. 
Consult  the  encyclopedia  at  any  library 
and  you  will  be  surprised  at  how  much 
interesting  and  valuable  data  you  can 
learn  about  silks,  woollens,  cottons  and 
linens. 

"Keep  posted  on  what  the  other  stores 
in  your  town  are  showing  in  dress  goods 
and  profit  by  their  successes  or  failures. 

"Know   more    about    your   goods   than 

anyone    else   and   be   a    specialist   as   far 

as  your  lines  i  re  concerned.     Then  you 

will  see  how  easy  selling  will  become." 

Prices   Based   on   Quality 

In  the  afore  mentioned  successful  de- 
partment the  staff  is  obliged  to  see  that 
all  goods  are  plainly  marked  and  that 
each  knows  the  price  of  every  piece  of 
goods.  One  principle  is  always  insisted 
on,  namely,  th  t  nothing  is  high  priced, 
because  goods  that  cost  more  than 
others  have  unusual  qualifications  'to 
justify  the  higher  cost. 

"Each  member  of  the  selling  staff 
should  keep  posted  on  the  stock  regu- 
larly in  order  to  avoid  inferesting  a 
customer  in  materials  that  cannot  be 
supplied,"  stated  this  manager.  "The 
head  should  be  notified  when  stocks  are 
running  low.  The  clerk  should  know 
his  stock  so  thoroughly  that  when  asked 
for  a  certain  piece  of  material  he  can 
turn  immediately  to  the  fixture  and  pro- 
duce the  wanted  article.  No  exaggera- 
tion should  ever  enter  into  the  descrip- 
tion of  the  material  because  this  re- 
sults in  lack  of  confidence  should  the 
goods  fall  short  of  your  description.  Tell 
your  customer  the  interesting  facts 
about  the  fabrics  she  is  looking  at.  Do 
not  weary  her  by  a  lecture  on  how  the 
cotton  is  cultivated,  bleached  and  so  on, 
but  tell  her  how  well  it  will  st  nd  the 
sun  and  salt  air,  washing,  etc.,  and  base 
your  information  on  positive  facts. 
There  is  a  human  interest  appeal  about 
all  fabrics  which  should  prove  very 
helpful    in    the    selling    of    these    goods, 


such  for  example  as  the  romance  of  silk, 
and  the  interesting  way  in  which  dif- 
ferent silk  finishes  are  obtained;  ho 
the  lustre  ii  obtained  on  mercerized 
goods  and  how  the  fleecy  effect  is  put 
on  flannels,  how  fibre  is  made  into  silk, 
and  so  on. 

"Will   It   Wear?" 

"The  old  question  'How  will  it  wear?' 
should  always  be  remembered  in  connec- 
tion with  all  dress  fabrics  and  in  this  re- 
gard the  salesman  must  inform  him- 
self on  such  points  as  these:  Are  the 
goods  handmade,  or  is  any  extra  care 
used  in  the  manufacture?  Will  they 
fade,  cut,  shrink  or  rot  quickly?  Are 
they  inspected  for  flaws  and  are  they 
guaranteed  by  the  makers? 

Sales   Staff  As   Style   Advisers 

"Study  the  material  requirements 
called  for  each  season  for  typical  dress- 
es, wraps  or  capes  so  that  you  can  ad- 
vise on  needed  amounts  as  accurately 
as  possible.  The  ability  to  save  a  cus- 
tomer even  a  quarter  of  a  yard  will  re- 
act to  the  benefit  of  the  salesman  ul- 
timately. Keep  in  mind  the  trimmings, 
especially  this  season,  when  many  trim- 
mings are  hand  made  out  of  the  goods 
themselves.  When  selling  crepe  de 
chine  for  example,  point  out  that  fabric 
flowers  centered  by  beads  are  the  new- 
est trimming  and  require  little  addi- 
tional material  as  scraps  can  general- 
ly be  used.  Do  not  overlook  the  pos- 
sibilities of  the  new  novelty  chain 
girdles  or  the  effect  of  hand  beading  on 
Canton  crepe,  and  try  to  recommend 
the  use  of  two  fabrics  in  a  gown,  such 
as  Georgette  and  crepe  de  chine,  ging- 
ham and  organdie  and  so  on. 

Overcoming  Objections 

"Know  the  merch  .ndise  so  as  to  be 
able  to  overcome  objections  from  the 
customer.  Many  women  insist  upon  all 
wool  fabrics  from  force  of  habit,  and 
are  pleasantly  surprised  and  interested 
when  told  that  a  small  percentage  of 
cotton  in  a  fabric  often  gives  it  greater 
strength  and  m  kes  it  wear  longer. 
This  applies  to  the  question  of  price  al- 
so, when  the  usual  objections  are  made 
to  certain  qualities  as  being  far  too  ex- 
pensive. 

"To  sum  up.  The  salesman  must 
know  where  the  goods  are,  which  lines 
sell  best  and  which  are  slow  selling; 
how  long  the  goods  have  been  in  stock. 
so  as  to  push  the  first  arrivals  quickly; 
which  lines  the  head  wishes  pushed; 
the  entire  range  of  prices,  widths,  colors 
and  weights." 
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Eighty  Colors 

In  New  Card 

Au  horized    Co'ors    of    Textile    Associa- 
tion Shows  12  Woollens  and  66  Silks 

The  forecast  of  fall  colors  as  author- 
ized by  the  Textile  Color  Card  Associa- 
tion of  the  United  States,  Inc.,  contains 
80  colon  this  season,  of  which  12  are 
shown  in  woollens  and  66  are  in  silks. 
Although  there  are  few  radically  new 
tints  insofar  as  color  itself  is  concerned, 
the  nomenclature  is  possibly  more  orig- 
inal and  descriptive  than  has  been  the 
case  for  some  time. 

The  colors  which  will  be  fashionable 
for  wool  fabrics  next  season  are  dis- 
tinctly interesting.  All  of  the  shades 
are  lovely  and  somewhat  elusive  in  tone, 
including  a  peculiar  gray  called  Gargoyle 
and  a  blue  called  Hankow.  The  browns 
are  called  Pigskin,  Apache  and  Tuscany; 
two  new  red  shades  are  named  Akbar 
and  Armada,  and  purple  is  now  known 
as    Dante. 

Among  the  shades  decreed  for  silks 
th^re  are  a  goodly  number  which  are 
especially  lovely  for  evening  wear  such 
as  Anemone,  Moss  Rose  and  Eglantine 
while  cornflower  and  periwinkle  blues 
are  once  more  decreed. 

Among  the  changes  in  names  should 
be  noted  "poinsettia"  instead  of  "lip- 
stick red,"  "opal"  instead  of  "jade," 
"brickdust"  instead  of  "henna"  and 
"whirlpool"  instead  of  "peacock." 

The  various  modulations  in  brown  are 
given  a  decidedly  Indian  atmosphere  in- 
cluding Mandalay,  Rangoon,  Chutney, 
Sp'ce,  Hindu,  and  others  of  equally  good 
descriptive  quality — toast,  muffin  and 
tiffin.  In  hosiery  shades  the  neutral 
colors  are  called  Bobolink,  Otter  and 
Mouse.  Dune  and  Ormond  are  soft  grey 
thades  slightly  different  from  Woodash, 
Foe  and  Lead,  a'so  grey  in  tone. 

Blues  are  offered  in  surprising  variety 
including  some  shades  which  have  been 
absent  for  several  seasons.  Orion, 
Comet  and  Firmament  blues  are  promis- 
ing to  be  especially  popular,  particularly 
the  first  named  which  is  soft  and  becom- 
ing to  all  blue  eyed  persons.  Kashan, 
Banner  and  Liberty  blues  are  brighter 
but  effective.  The  new  purple  shades 
are  termed  Pontiff,  Vatican  and  Nuncio, 
with  Cyclamen,  Mallow  and  Amaranth 
providing   lighter  contrasts. 

Greens  reappear  under  the  names  of 
Samara,  Narva,  Chinese  and  Jasper,  and 
reds  conclude  -he  list  with  Oxheart, 
Peony  and  Zinnia. 


BACK    FROM    WEST 

Mr.  William  Mitchell,  president  of 
the  Circle-Bar  Knitting  Co.,  Ltd.,  of 
Kincardine  and  Owen  Sound,  recently 
returned  from  Swan  River,  Manitoba, 
where  he  was  visiting  a  farmer  brother 
not  seen  since  he  returned  from  the  war. 
Mr.  Mitchell  reports  that  the  people  of 
Winnipeg  and  the  part  of  Manitoba  he 
was  in  are.  very  hopeful  of  this  year's 
crop  being  a  bumper  one. 


#hfc  '       "        • 


FOUR  LOVELY  FRENCH  NOVELTIES  IN  DRESS  FABRICS 

1. — Wool  ground  with  pattern  in  silk,  36  in.  wide.     In  following  shades — Cornflower 
blue  (silk)  on  Jiavy  (wool — this  one  illustrated  here),  woodash  grey  on  taupe,  mauve 

on  white,  lemon  on  mauve,  yellow  on  yellow  and  browyi  on  brown. 
2. — This  one  has  the  pattern  of  wool  and  the  ground  of  silk,  35  in.  wide.     Comes  in 

these    combinations — White    on    lavender    (illustrated),    grey    on   grey,   green    on 

silver,  brown  on  gold,  navy  on  red,  black  on  silver. 
3. — Silk  embroidered  on  fine   tricolette;  38  in.   wide.  Combinations — Gold  and  green 

embroidery  on  grey  ground   (illustrated),  green  and  yelloiv  on  white,  periwinkle 

and  brown  on  light  brown,  henna  and  yellow  on  dark  brown,  two  shades  of  blue 

on  taupe,  henna  and  green  on  navy, 
i. — Another  tricolette  material  embroidered  in  wool — Silver  and  black  embroidery  on 
black   (illustrated),  green  and  gold  on   black,  henna  and  yellow,  and  two  shades 

of  brown  on  brown. 

Shoivn  by  the  Canada  Veiling  Co.,  Toronto. 


Booming  Business  Across  The  Line; 

Wholesaler  Says  Conditions  Better 

During  a  recent  trip  to  Buffalo,  a  representative  from  Dry  Goods  Re- 
view called  upon  the  head  of  one  of  that  city's  oldest  wholesale  houses. 
This  man  had  just  returned  from  a  convention  of  business  men  held  in 
Indianapolis.  At  this,  he  says  that  representatives  of  retail  and  wholesale 
houses  and  of  other  business  firms  from  all  parts  of  the  United  States, 
were  present.  Without  any  exception,  these  men  felt  that  business  is  on 
the  up-grade.  For  every  pessimist  of  two  months  ago,  there  are  a  dozen 
optimists  now.  These  men  are  not  merely  waiting  for  expected  business, 
they  are  beginning  again  to  spend  money  and  to  use  initiative  in  promoting 
business. 

No  boon  is  expected  within  the  next  few  years,  says  this  wholesale 
merchant,  nor  is  a  boom  wanted.  The  lessons  of  the  last  two  years  would 
be  soon  forgotten  if  prosperity  should  come  at  a  bound.  The  level-headed 
business  man  knows  now  how  to  avoid  a  second  series  of  breakers  such  as 
those  he  has  just  survived. 

Old  Firms  With  Young  Directors 

The  number  of  reliable  old  houses  which  have  gone  under  or  nearly 
under  during  the  period  of  stress,  has  been  a  surprise  to  a  great  many  busi- 
ness men.  Our  informant  says  that  he  has  studied  the  causes  of  this  very 
carefully.  In  almost  every  instance,  these  failures  have  been  firms  which 
have  outlived  the  first  generation  and  allowed  the  second  one  to  step  into 
prominence,  too  easily. 

No  matter  how  many  efficiency  men  and  business  experts  a  firm  may 
boast,  he  believes  that  it  should  keep  on  its  advisory  board  men  who  have 
grown  up  with  the  business  and  who  have  experienced  every  phase  of  it.  In 
his  mental  inventory  of  the  old  firms  which  have  weathered  the  storms  of 
last  year,  he  says  there  is  not  one  which  has  had  young  men  alone  as 
directors. 
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Novelty  Fabrics  for  Fall  Trade 

Montreal  Reports  New  Developments  in  Silk  Creations — Moires 

Being    Taken    Up    With    Enthusiasm — Radium-Glo,     Chiffon 

Faconne,  Snakeskin,  Radio  Crepe  Are  Among  the  New  Fabrics 

To  Be  Seen — Georgettes  and  Blacks  Are  Still  Very  Strong 


IDEAS  regarding  fall  and  winter 
fabrics  are  now  slowly  beginning  to 
take  definice  shape  in  Montreal 
warehouses.  Silk  buyers  who  are  now 
over  in  Europe  have  been  sending  back 
news  of  novelties  they  have  picked  up 
in  Switzerland,  Paris  and  London.  Here 
are  some  of  their  predictions  which  may 
be  regarded  as  being  of  definite  style 
value. 

Moires  To  The  Fore  Front 

"Silks  for  next  winter  show  several 
new  developments,"  wrote  one  buyer, 
"and  over  here  we  find  moires  being- 
taken  up  with  real  enthusiasm.  These 
moires  are  essentially  dress  silks  of  a 
light  supple  weave,  ideal  for  draping, 
and  in  many  new  colorings.  The  range 
of  metal  fancies,  crepes,  brocades  and 
jacquards  is  very  large  and  it  is  prob- 
able that  representative  examples  of  all 
of  these  different  silks  will  be  among 
the  leaders  next  winter." 

Montreal  wholesalers  who  have  re- 
ceived early  shipments  of  these  new 
silks  comment  on  the  fact  that  iridescent 
effects  are  outstanding  in  the  fall  col- 
lections. Several  pieces  of  magnificent 
silver  and  metal  cloth  were  noticed  in 
one  wholesale  house,  of  a  weight  and 
texture  never  before  imported  to  this 
country.  Many  of  these  metal  c'oths 
are  perfectly  plain  without  even  a  hint 
of  fancy  weaving,  while  others  are  heav- 
ily elaborated  like  rich  brocade.  Tinsel 
cloths  seem  to  be  reproductions  of  the 
magnificent  old  brocades  of  mediaeval 
times  and  are  brilliant  and  colorful  in 
the    extreme. 

Reversible    Dress    Silk 

Radium-Glo  cloth  is  a  novelty  in  silks 
hitherto  not  seen  in  this  market,  and  has 
recently  been  imported  from  England 
by  one  Montreal  house  which  retains  the 
exclusive  rights  to  it.  On  one  side  it 
shimmers  in  an  exact  reproduction  of 
cloth  of  gold,  although  there  is  no  met- 
allic thread  in  it  but  merely  the  gloss 
of  artificial  silk,  while  on  the  reverse, 
a  brilliant  color  contrast  such  as  jade  or 
cerise  is  applied  in  pure  silk  in  a  georg- 
ette weave.  Despite  its  unusual  appear- 
ance which  accurately  duplicates  the  type 
of  fabric  that  sells  around  $12  a  yard, 
Radium-Glo  is  priced  at  only  $3.50  and 
every  yard  is  stamped  with  the  register- 
ed name  to  prevent  imitation  and  sub- 
stitution. "Chiffon  faconne"  is  the 
name  given  to  a  particularly  lovely  vel- 
vet brocaded  chiffon  which  is  as  light 
and  diaphanous  as  possible,  yet  seems 
ideally  suited  to  the  requirements  of  fall 
evening  gowns  and  comes  in  a  range  of 
7  shades.  "Snakeskin"  is  the  realistic 
title   given    to   another   new   dress      silk 


Novel  Sale  For 

The  Employees 

"It  is  proving  conclusively  that 
the  employee  who  sells  has  as  much 
to  do  with  the  success  of  a  store  as 
the  material  he  or  she  sell,"  is  the 
statement  of  Russell  A.  Apple-gate, 
advertising  manager  of  John 
Schoonmaker  &  Son  store  of  New- 
burgh,  with  regard  to  "The  Em- 
ployer's Vacation  Fund  Sale',  re- 
cently run  by  that  store. 

In  outlining  the  sale  Women's 
Wear  of  New  York  points  out  that 
there  nyt>  ZOO  salespersons  in  the 
organization.  The  idea  behind  the 
snip  ivas  to  induce  the  store's  sell- 
ing force  at  all  times  to  develop  a 
clientele  tliat  they  can  feel  is  their 
own.  They,  therefore,  were  sup- 
plied with  attractive  stationery  and 
asked  to  write  their  friends  an- 
nouncing the  sale  and  inviting  them 
to  participate  in  the  special  values 
that  were  being  offered  during  the 
sale.  Newburgh  is  a  city  of  36,000 
people  where  everybody  pretty  welt 
knows  everybody  else.  The  aver- 
age for  each  employe  was  about  50 
letters,  making  a  personal  clientele 
of  about  10,000  people.  If  the 
store's  sales  reached  a  specified 
total  for  the  iveek,  a  certain  per- 
centage of  the  profits  was  shared 
with  the  sales'  force,  department 
heads  being  excluded. 

Only  certain  articles  at  bargain 
prices  were  put  on  each  day — hosi- 
ery one  day  and  silk  another  day. 
Thus,  if  a  lady  wanted  a  dress  with 
hosiery  to  match — to  special  prices 
— she  would  fiave  to  attend  the  sale 
two  days.  For  the  first  two  days 
of  the  sale  a  line  of  customers  ex- 
tending for  half  a  block  on  either 
side  of  the  main  entrance  of  the 
store  waited  to  get  in  when  the 
doors  opened  at  8.30  o'clock. 

The  sale  was  a  success. 


which  is  especially  effective  in  all  black, 
the  peculiar  ripple  in  the  weave  success- 
fully reproducing  the  leathery  effect  as- 
sociated with  these  unpleasant  reptiles. 
Another  Montreal  wholesaler  showed 
samples  of  some  of  the  so-called  "blis- 
tered" novelties  which  are  as  yet  some- 
what of  a  gamble  insofar  as  Canadian 
trade  is  concerned.  One  such  had  a  del- 
icate silk  face  which  showed  a  faint 
pattern  of  puffs  created  by  the  fine 
stitching  which  was  employed  to  catch 
the  silk  to  its  wool  back.  The  latter 
was  applied  in  a  soft  open  rib  effect, 
easily  ravelled  off  but  heavy  enough  to 
form  a  warm  and  durable  lining  for  such 


garments   as    negligees    or    sports    hats, 
etc. 

Demand  Heavy  for  Velvets 

Many  of  these  crushed  or  blistered  ef- 
fects in  satin  are  finding  favor  with  mil- 
linery houses,  but  for  general  purposes 
they  are  not  considered  as  likely  to  be 
widely  successful  owing  to  the  difficulty 
experienced  in  working  with  them  in 
connexion  with  seams  and  linings.  Vel- 
vet is  also  seen  in  this  crushed  or 
"gaufre"  effect  as  well  as  in  plain  ma- 
terials, and  practically  every  wholesale 
buyer  in  Montreal  has  assured  Dry 
Goods  Review  that  there  never  was  a 
better  prospect  of  success  than  that 
which  is  now  under  way  in  connection 
with  the  demand  for  chiffon  velvets. 
With  a  50  per  cent,  decrease  in  price  and 
a  wide  and  varied  range  of  smart  colors 
in  day  and  evening  tints,  there  is  no  rea- 
son why  velvets  should  not  become  one 
of  the  leading  fall  and  winter  fabrics. 

So  far  as  crepes  are  concerned,  Can- 
tons and  Marocains  will  prevail  as  usual 
in  both  staple  and  high  shades.  Crepe 
Romair.e  is  also  obtainable  in  better 
quantities  in  delicate  transparent 
weaves.  A  really  new  idea  is  "radio 
crepe"  with  a  weave  which  exactly  re- 
produces the  zig-zag  flashes  familiar  to 
everyone  from  the  lavish  advertising  of 
the  new  radio  craze. 

Metallic  vestings  and  brocaded  linings 
are  new  arrivals  in  the  show  rooms  and 
some  of  these  novelties  seem  to  have 
been  designed  with  the  needs  of  the  fur- 
rier in  mind  as  well  as  those  of  the 
garment  manufacturer.  With  the  aver- 
age lining  costing  between  $20  and  $40 
the  reason  for  such*  a  financial  outlay  is 
naturally  questioned.  Some  of  these 
new  lining  silks  are  of  crepe  brocade 
with  self  tone  satin  figures.  Linings  for 
tailored  garments  are  said  to  be  neat  in 
pattern  and  quiet  in  color  but  for  dress 
wraps  and  evening  cloaks  the  possibili- 
ties of  superb  coloring  and  diversity  of 
design  are  unlimited. 

Georgettes  Strong  at  Present 

For  immediate  selling,  georgette 
crepe  is  decidedly  popular  and  is  being- 
called  for  in  high  shades  as  well  as 
staples.  This  demand  is  expected  to  con- 
tinue right  through  the  fall,  to  judge 
from  the  type  of  orders  received  by  the 
wholesale  houses. 

B'acks  Still  in   Lead 

Discussing  the  question  of  colors,  one 
leading  buyer  informed  Dry  Goods  Re- 
view that  despite  all  the  comment  on 
high  colors  this  summer,  he  had  sold 
more  yardage  in  all  black  goods  in  the 
past  6  months  than  in  the  entire  18 
months  just  ended. 
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Feature  Pile  Fabrics  For  Fall 

Toronto  Men  Say  Everything  in  Pile  From  Chiffon  Velvets  to 
Duvetyns   Will   Be    Good — Darker    Mixtures    in   Homespuns — 
Poiret  Twills  Good  in  Serge  Line — Stripes  and  Checks  Still  Good 
for  Fall — Late  Summer  News  on  Cottons 
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WITH  the  assurance  from  manu- 
facturers that  the  fall  of  1922 
is  to  he  a  coat  and  dress 
season,  dealers  in  woollen  lines  are 
ready  to  outline  the  trend  of  fabrics. 
Toronto  wholesale  houses  and  importers 
are  agreed  that  pile  fabrics  will  be  fea- 
tured this  year.  These  include  every- 
thing which  has  a  pile  weave  from  chif- 
fon velvets  to  duvetyns.  So  confident 
are  American  manufacturers  in  their 
future,  that  they  have  placed  on  the 
market  at  least  a  dozen  new  materials 
of  this  kind  called  by  different  names. 
French  houses  have  devoted  a  great  deal 
of  attention  to  velvets  and  as  a  result 
our  buyers  have  been  able  to  obtain 
some  very  attractive  adaptations  which 
are  called  duvet  de  laine,  panvelaine  and 
marvella.  Speaking  of  pile  fabrics  in 
general,  one  buyer  informed  Dry  Goods 
Review,  that  it  was  the  vogue  for  vel- 
vets which  has  resulted  in  the  craze  for 
wool  pile  fabrics  or  as  they  are  some- 
times called  "wool  velvets,"  which  in- 
cludes all  materials  such  as  velours  and 
duvetyn  made  from  wool  rather  than 
silk. 

The  Homespun  Problem 

It  is  with  a  certain  amount  of  diffi- 
dence that  Toronto  houses  speak  of  the 
homespuns  and  tweed  materials.  One 
buyer  feels  very  doubtful  about  thp 
continued  popularity  among  the  best 
class  of  trade  because  manufacturers 
have  reduced  their  prices  to  such  a  re- 
markable degree.  Moreover,  he  says 
that  there  are  very  few  manufacturers 
who  are  stocking  homespun.  Another 
prominent  representative  of  woollen 
lines  says  that  these  materials  will  sell 
to  the  smaller  centres  more  than  ever. 
Homespuns  will  go  first  and  tweeds  a 
little  later.  The  latter  fabric  will  be 
good  all  fall  in  the  larger  places  as  well. 

One  thing  is  certain;  the  darker  mix- 
tures will  be  wanted  this  fall.  Home- 
spuns are  being  made  in  the  plain  and 
flecked  patterns  as  in  the  spring  but 
they  are  with  few  exceptions  in  the 
dark  shades,  with  tete  de  negre  and  all 
the  brown  tones  leading. 

A  third  informant  says  that  the  de- 
cline in  the  demand  for  fringed  mater- 
ials for  skirtings  will  injure  tweed  to 
some  extent  but  the  fact  that  coat  manu- 
facturers are  emphasizing  this  material 
in  knock-about  coats  will  keep  the  run 
about  up  to  that  of  the  spring,  which 
of  course  was  not  nearly  as  great  as 
that  of  homespun. 

Some  Serge  Materials  Very  Good 

There  has  been  enough  tricotine 
bought  already  to  assure  Toronto  whole- 
sale dealers  of  a  splendid  season  in  this. 
Gabardine  has  so  far  shown  little  tend- 


Increase  Sales  of 
Dress  Fabrics 

Murray  Sons,  Limited,  of  Hamil- 
ton, have  hit  upon  an  excellent 
idea  for  increasing  sales  in  their 
dress  fabrics  department.  Know- 
ing that  they  could  get  a  good 
price  for  making  made-to-order 
dresses  and  skirts,  they  advertised 
by  means  of  a  personal  letter  that 
they  could  give  a  special  price  of 
$6.95  on  made-to-measure  dresses 
of  voiles,  ginghams,  organdies, 
ratines  or  any  other  wash  fabric. 
This  price  included  all  the  find- 
ings, etc.,  the  customer  had  to  buy 
only  the  material  for  the  dress  and 
select  the  model. 

This  plan  was  adopted  in  the 
early  summer  with  these  wash 
goods  and  in  three  weeks  over 
three  hundred  had  been  sold  and 
orders  were  still  coming  strong. 

Murray  Sons  have  worked  this 
plan  for  some  time  with  the  result 
that  sales  of  yardage  goods  have 
greatly  increased.  In  a  little  over 
one  year  they  sold  over  1,500  skirt 
lengths  and  at  another  time  they 
disposed  of  over  600  yards  of 
fabrics   in  six   weeks. 


ency  to  move  but  several  houses  speak 
very  highly  of  it  for  later  on. 

Without  exception,  Poiret  twills  are 
considered  the  best  material  in  the  serge 
line.  Suits  will  favor  it  almost  to  the 
exclusion  of  others.  Moreover,  it  will 
share  the  honors  with  tricotine  for 
dresses  as  soon  as  the  winter  sets  in. 

For  day  in  and  day  out  business,  Dry 
Goods  Review  was  told  that  the  retailer 
may  count  considerably  on  Botany  serge. 

Skirtings 

Once  again  the  fancy  skirtings  are 
promised.  New  York  is  encouraging  both 
stripes  and  checks,  in  wool  material. 
Prunella  cloth  is  bound  to  come  back  in 
favor.  In  spite  of  the  fact  that  its 
spring  popularity  got  a  little  tiresome 
in  some  cities,  reports  from  all  direc- 
tions indicate  that  it  is  due  for  a  big 
rebound.  The  hard  wear  that  this  cloth 
will  endure,  makes  it  valuable  as  a  util- 
ity skirting. 

Since  the  style  of  separate  skirts 
will  be  very  little  different  from  last 
year  except  in  length  (some  women  are 
asking  for  38  inches)  skirtings  will  be 
about  the  same  as  formerly.  Buttons, 
pockets  and  belts  will  again  form  the 
only  trimmings.  Pleats  and  plain  linea 
will  both  be   used.     Tan   and   blue     are 


spoken  of  too  as  the  leading  shades, 
particularly  in  combination  with  each 
other.  The  dark  browns  are  also  good, 
three  of  the  best  being  owl,  gargoyle 
and  congo. 

One  or  two  firms  promise  novelty 
weaves  also  in  skirtings.  What  these 
will  be  is  not  yet  certain  but  there  is 
every  reason  to  look  for  some  surprises 
in  the  next  few  weeks. 

End-of-Season  Cottons 

Toronto  houses  interested  in  summer 
materials  reported  a  shortage  early  this 
month  of  white  in  both  ratine  and  or- 
gandy. Retail  houses  all  over  the  coun- 
try were  in  immediate  need  and  could 
not  obtain  it.  However  there  is  now  a 
supply  on  hand  which  importers  believe 
will  last  until  fall  buying  commences  jn 
earnest,  unless  very  warm  weather  sets 
in.  Several  buyers  report  that  while  gen- 
eral business  is  ahead  of  last  year,  cot- 
tons have  not  been  as  active  as  in  1921, 
except  in  a  few  lines  such  as  Nor- 
mandy voiles,  dotted  Swisses  and  ra- 
tine. 

Gingham  is  selling  this  summer  but 
the  lighter  varieties  (the  French  and 
Anderson  ginghams)  are  much  better 
than  the  heavy  ones.  The  heavy  im- 
ported linens  have  taken  Dlace  of  ging- 
ham for  morning  and  porch  dresses.  It 
is  remarkable  that  while  white  is  best 
in  the  light  materials  the  high  shades 
are  very  much  appreciated   in  linens. 

It  is  expected  that  the  printed  cotton 
crepes  will  sell  throughout  August  and 
so  will  the  embroidered  cottons.  With  s 
slight  tendency  this  year  to  the  slender 
lines  rather  than  the  bouffant  one  of 
last  summer  which  organdies  were  re- 
sponsible for,  these  two  materials  should 
have  a  good  market. 


New  Appointments 

In  Sales  Staff 

Belding-Corticelli      Make      Changes      in 
Their  Organization 

Belding-Corticelli  have  made  the  fol- 
lowing changes  in  their  organization: — 

R.  H.  Kayser,  formerly  manager  of 
the  Toronto  Office,  is  moving  to  Mon- 
treal Head  Office  to  take  charge  of  the 
selling  of  the  production  of  the  Coati- 
cook  Factory. 

G.  Z.  Reynolds,  formerly  manager  of 
Winnipeg  Office,  will  take  charge,  as 
manager,  of  Toronto  Office. 

W.  G.  Hicks,  who  has  been  acting  as 
salesman  with  headquarters  in  Calgary, 
will  now  take  charge,  as  manager,  of 
Winnipeg  Office. 

Austin  W.  Glover,  formerly  with  Silks 
Ltd.,  will  now  work  the  territory  form- 
erly covered  by  Mr.  W.  G.  Hicks. 
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DRESS     FABRICS 


Dry  Goods  Review 


Soft  Materials  For  Draped  Effects 

Montreal  Men  Say  There  is  Keen  Demand  for  Soft  Woollen 

Fabrics — New  Homespuns  in  Darker  Shades  Chiefly  in  Browns 

and  Blendings  of  Browns — Wide  Range  of  Old-Time  Domestic 

Flannelettes  is  Being  Shown 


"There  is  not  a  line  of  dress  goods 
materials  that  can  be  replaced  at  even 
15%  above  present  prices,"  was  the  dec- 
laration made  to  Dry  Goods  Review  this 
month  by  representatives  of  Montreal 
wholesale  houses.  Dry  goods  men  are 
now  discussing  seriously  the  situation 
with  regard  to  supplies  of  raw  materials 
in  silks,  wools  and  cottons  and  more  es- 
pecially the  upward  trend  of  prices  on 
materials  from  these  products,  and  com- 
ment is  frequently  heard  that  the  market 
in  these  goods  is  now  back  to  normal 
with  not  the  slightest  possibility  of  any 
further  drop  likely  to  occur.  "A  year 
ago  we  were  all  sacrificing  goods,  from 
the  wool  grower  down  to  the  retailer," 
said  a  wholesale  buyer,  "and  it  is  no 
wonder  that  the  present  prospect  of  a 
shortage  of  surplus  stocks  fills  some 
with  dismay  but  others  with  a  distinct 
feeling  of  confidence.  Prices  on  woollens 
in  future  will  no  longer  be  based  on  fic- 
titious values  but  will  represent  fairer 
equivalents  of  their  real  worth." 

Touching  on  the  possible  trend  of  de- 
mand in  woollen  fabrics,  most  of  the 
Montreal  wholesalers  profess  to  stress 
soft  finished  goods  in  preference  to  all 
others.  It  is  to  be  definitely  a  season 
when  draped  effects  will  prevail  over 
straight  lines  and  to  develop  this  trend 
designers  must  depend  to  a  great  extent 
upon  supple,  even  velvety  fabrics.  Hence 
the  only  serges  wanted  are  of  the  finest 
smoothest  variety  with  scarcely  a  per- 
ceptible rib,  as  is  also  the  case  with 
tricotines  and  Poiret  twills,  both  of 
which  are  being  called  for,  both  by  the 
dry  goods  buyers  as  well  as  the  cutting 
up  trades,  but  only  in  the  finest  quali- 
ties. The  wiry,  stiffer  grades  positively 
do  not  attract  attention  this  season 
either  for  dress  or  for  wrap  purposes. 

Smooth  Finish  Cloths  Win  Favor 

Broadcloth  probably  will  have  first 
call  among  the  fabrics  for  dress  wear  as 
indicated  by  advance  orders  from  the 
retail  trade.  Staple  colors  vie  with  the 
newest  fawns  and  brown  variations  in 
this  material  which  lends  itself  admir- 
ably to  the  use  of  fur  trimmings.  Cash- 
mere is  back  again  among  the  most 
wanted  wool  fabrics,  it  is  said,  and  the 
demand  for  this  old  time  favorite  has 
surprised  more  than  one  Montreal 
wholesaler.  Wool  poplins  and  Ottomans 
likewise  seem  to  recover  no  little  degree 
of  former  favor  as  dress  materials. 

Anticipating  the  falling  off  in  demand 
which  usually  occurs  when  any  one  fab- 
ric has  been  well  nigh  done  to.  death, 
Canadian  manufacturers  have  (produced 
some  new  homespuns  to  replace  the 
sports  effects  of  the  past  season.  These 
newer    materials    show    a    predominance 


of  darker  tones,  chiefly  in  browns  and 
blendings  of  browns  with  faint  flecks  of 
other  colors,  which  are  essentially  ap- 
propriate for  fall  wear  as  tailored  suits 
and  skirts.  Checked  effects  are  extreme- 
ly popular  in  these  new  homespuns,  the 
checks  being  somewhat  indefinite  and 
blurry  in  appearance  and  small  for  the 
most  part.  Others  with  a  plain  neutral 
ground  are  overlaid  with  two  tone 
checks  in  a  rather  striking  color  contrast 
such  as  purple  and  blue  upon  brown, 
which  is  eminently  smart  for  siports 
skirts.  The  overcheck  has  a  raised  ef- 
fact,  almost  deserving  the  term  "boucle" 
to  describe  it. 

Enter  the  "Boucle"  Finish 

This  "boucle"  effect  is  promised  a 
wide  vogue  in  both  stripes  and  checks 
for  skirtings,  which,  far  from  losing 
their  former  popularity  show  every  in- 
dication of  even  greater  favor  next  win- 
ter. The  tendency  is  slowly  pointing  t£> 
greater  use  of  fabrics  with  a  soft  n 
or  pile  and  it  is  not  remarkable  that 
skirting  should  also  reflect  this  trend. 

Wool  crepes  in  all  staple  and  evening 
shades  seem  on  the  increase  insofar  a~ 
orders  received  during  the  past  month 
or  so  would  indicate,  and  it  has  been 
found  imposible  in  some  instances  to 
supply  the  demand  for  this  particular 
fabric. 

Soft  Finished  Coatings  Only 

Coatings  for  autumn  fall  into  four 
classes  where  general  usage  is  concern- 
ed, and  the  demand  is  recorded  by  sev- 
eral Montreal  houses  as  follows.  First, 
Polo  or  camel's  hair  effects;  second, 
velours,  third,  checked  back  cloth,  and 
fourth,  bolivias  in  rich  deep  shades. 
Practically  nothing  else  outside  of  these 
four  lines  is  called  for  where  staple 
trade  is  concerned  and  it  seems  likely 
that  all  Dame  Fashion's  whims  can  be 
satisfactorily  met  even  with  this  ap- 
parently limited  choice  owing  to  the  im- 
proved range  of  weights,  colors,  etc.. 
which  Canadian  mills  have  succeeded  in 
putting  forth. 

Domestic  Flannelettes  Now  on  Market 

Announcement  was  made  by  a  Mont- 
treal  wholesale  house  that  a  full  r-ange 
of  all  the  old  time  favorites  in  flannel- 
ettes, eiderdowns  and  robe  cloths  is  now 
available,  such  as  used  to  be  shown  some 
five  years  ago.  This  class  of  goods  has 
been  scarce  owing  to  the  large  quantity 
of  American  lines  sold  in  this  country 
since  the  war.  American  cotton  goods  of 
this  type  will,  however,  be  exceedingly 
scarce  and  owing  to  the  moderate  prices 
and  improved  quality  and  patterns  of 
domestic  cloths,  it  is  felt  that  demand 
will  quickly  pick  up   on  domestic  goods. 


Flannelettes  which  show  a  nap  on  one 
as  well  as  both  sides  are  effectively 
printed  in  pretty  plaids  and  small  fig- 
ures, whiie  reversible  eiderdowns  and 
robe  cloths  in  a  fluffy,  thick  pile  finish 
can  be  got  in  practically  every  floral  and 
geometric  pattern,  as  well  as  the  new 
bordered  and  Navajo  designs.  The  new 
range  of  designs  is  larger  than  for  some 
time  past  and  shows  a  complete  absence 
of  inartistic  and  inferior  merchandise. 


Imperfect  Goods 

Mean  Big  Loss 

British    Columbia      Merchant   Complains 
Of  Manufacturers'  Merchandise 

We  have  received  the  following  letter 
from  H.  W.  Fox  of  Duncan,  British  Col- 
umbia: 

"As  a  subscriber  to  your  valuable  pa- 
per and  a  dry  goods  man  of  30  years'  ex- 
perience I  should  appreciate  your  co- 
operation in  trying  to  get  the  under- 
mentioned reprehensible  habits  reform- 
ed. 

"The  Canadian  manufacturers  of  cot- 
ton goods  have  a  bad  habit  of  passing 
damaged  materials  off  with  a  small  la- 
be!  at  poin:  of  damage  (M  yard  allow- 
ed). Now  these  damages  occur  most 
frequently  in  white  and  striped  flannel- 
ettes and  ginghams.  I  have  had  re- 
peatedly to  cut  off  two  and  three  yard 
lengths  in  succession  before  getting  a 
perfect  length  for  my  customer.  It  is 
a  big  loss  to  the  retailer  as  these  pieces 
have  to  be  cut  off  for  remnants  and 
the  one-quarter  yard  allowance  is  not 
much  use. 

"Another  bad  habit  is,  there  are  nu- 
merous instances  where  the  pieces  are 
often  composed  of  a  number  of  short 
lengths  which,  again,  mean  disappoint- 
ment and  loss. 

"I  have  had  a  long  experience  with 
the  British  mil's  and  you  would  not  find 
the  damaged  goods  so  cooly  sent  in  as 
perfect.  They  are  subject  to  a  very 
rigid  examination  before  leaving  the 
mills  and  damaged  pieces  are  thrown 
aside  with  a  red  thread  in  the  selvedg .- 
at  point  of  flaw  or  imperfections  and 
sold  as  seconds  and  mill  ends. 

"If  Canadian  manufacturers  are  go- 
ing to  obtain  and  retain  a  reputation  for 
textile  manufactures  they  must  see  to 
it  that  they  put  perfect  goods  on  the 
market." 


Mcintosh  Bros,  who  have  stores  at 
Belleville,  Campbellford,  Cobourg,  King- 
ston and  Madoc  have  commenced 
business  as  importers  and  jobbers  at 
Napanee,   Ont. 
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Crepes  for  Fall 

Again  Strong 

In  Silks  They  Promise  to  be  Outstanding 
Fabrics — Linings    and    Novelties 

Once  again  crepes  are  promised  as  the 
outstanding  material  in  dress  silks. 
Many  marvelled  at  their  continued  pro- 
minence in  the  Spring  yet  here  they  are 
again  for  Fall,  standing  out  just  as 
strongly  as  though  this  were  their  first 
season. 

Canton  crepes  in  several  varieties  are 
mentioned  first.  A  few  of  the  names 
heard  most  around  importing  houses  in 
Toronto  are  romaine,  Roshanara,  satin 
crepe  and  marocain.  The  satin-)faced 
cantons  will  be  especially  strong  as  they 
give  a  certain  body  to  crepe  which  many 
women  like. 

Georgette  crepe  is  promised  a  return 
season.  It  is  doubtful  whether  it  will 
be  used  in  gowns  as  it  was  a  few  years 
ago  but  it  will  be  more  prominent  in 
underwear  and  blouses  than  it  has  been 
for  the  last  two  seasons. 

Last  on  the  crepe  list  comes  crepe  de 
chine.  The  heavy  qualities  will  be  very 
good,  in  fact  one  importer  at  any  rate, 
is  depending  on  them  for  much  of  his 
Fall  business. 

Silk   Linings 

Present  buying  tends  to  favor  bro- 
cades for  coat  linings  this  Fall.  These 
are  selling  in  greater  proportions  than 
in  other  years.  They  are  strong  both  in 
self-color  and  in  contrasting  shades. 
There  are  a  few  plain  linings  jn  demand 
as  well  not  only  for  suits  but  for  fur- 
coats.  A  certain  quantity  of  prints  are 
wanted  by  some  early  buyers  but  as  yet 
not  as  much  interest  has  been  shown  as 
in  previous  years. 

The  polo  coat  and  other  sports  coats 
which  are  assured  for  the  Fall  will  be 
lined  with  both  two-toned  silks  and  with 
plain  materials. 

Other  Novelties 

Most  of  the  novelty  silk  goods  which 
were  offered  in  the  Spring  will  be  shown 
again.  A  wool-filled  crepe  to  be  used 
as  a  substitute  for  canton  is  being  im- 
ported. Then  there  is  great  confidence 
in  chiffon  particularly  for  evening  wear. 
It  is  lovely  in  such  shades  as  yellow  and 
coral,  which,  by  the  way,  are  two  of 
the   biggest  colors  for  fall. 

There  is  some  indication  of  a  revival 
of  matelasse  or  embroidered  charmeuse. 
Silk  men  will  be  glad  to  hear  this  as 
charmeuse  is  a  line  which  needs  some 
incentive  in  order  to  get  it  moving. 

Printed  crepe     de  chine  and     paisley 
georgettes   will  have   a  certain  prestige 
for    underwear    and    negligees.     One    r 
two   buyers  even  promise  them  as  pro- 
bable  choices   for  dress  materials. 

The  Velvets 

Velvets  of  all  kinds  will  be  very  good 
both  for  millinery  and  for  costumes. 
There  will  be  a  great  many  capes  of 
velvet  as  well  as  gowns.  It  will  be  us- 
ed    for  ornamentation   as    well    as    for 
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The  above  clvart  was  furnished  by  the  Hamm  &  Riley  Co.,  Toronto,  for  the 

information  of  our  readers.     Sathi  is  bought  on  a  basis  of  so  many  yen 

(Japanese  standard  of  currency)  per  hundred  momme. 


entire  garments.  Colors  are  rather 
quiet  in  this  material,  those  which  are 
best  being  the  browns  and  blues.  Of 
course  some  of  the  other  new  shades 
such  as  caprice  (of  the  rose  family) 
spice,  poinsettia  and  bittersweet,  are 
shown  in  velvet. 

The  tinsels  and  metal  of  which  we 
spoke  last  month,  cannot  be  recom- 
mended too  highly  to  the  merchant  who 
is  interested  in  high-class  dress  fabrics 


The  Raphael-Mack  Co.  have  opened 
up  their  ready-to-wear  store  in  Brant- 
ford,  Ont.  The  other  stores  of  the 
chain   are   in   Hamilton    and    London. 

Twin  'brothers,  employees  of  the 
clothing  department  of  the  Robert  Simp- 
son Co.  Toronto,  married  recently  twin 
sisters.  The  grooms  were  Alfred  B. 
and  Alfred  C.  McClocklin  and  the  brides, 
Katie  B.  and  May  S.  Henderson.  The 
two  little  flower  girls   were  also  twins. 
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In  less  than 
SixWeeksfrom  the 
time  you  are  reading  this 


1INGETTE  will  have  a  mighty 
J  throng  of  potential  users- 
many  of  whom  will  look  to  your 
store  to  supply  their  wants! 

The  greatest  volume  of 
business  ever  done  in 
so  short  a  time — 

Our  books  show  that  this  is  the 
proud  record  Lingette  has  already 
set,  with  the  relatively  limited  ad- 
vertising campaign  that  backed  it 
this  last  spring. 

Millions  of  yards  of  Lingette 
were  sold;  alert  retailers  shared  in 
the  success;  shrewd  manufacturers 
booked  more  re-orders  for  Lin- 
gette garments  than  they  could 
deliver  during  the  past  season. 


Now  Lingette' s  Advertising 
will  appear  in  Twice  as 
Many  Rotogravure  Sections! 

— in  the  biggest  cities  in  the  land. 

Great  National  Magazines 
Are  Added 

Ladies'  Home  Journal     McCall's 
Pictorial  Review  Vogue 

Delineator  Harper's  Bazar 

with  their  millions  of  readers; 
and  extra  millions  of  home  seam- 
stresses and  dressmakers  will  be 
reached  through  the  great  Fashion 
Quarterlies — 

Butterick  Pictorial  Review 

Designer  Excella 

Ladies'  Home  Journal  Quarterly 
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will  have  Forty 
Million  New Friends! 


THOUSANDS  of  people  right 
in  your  locality  will  become 
acquainted  with  the  marvellous 
story  of  Lingette  —  famous  for  its 
enduring  strength,  and  its  pei  manent, 
silk-like  surface — woven  from  the 
strongest,  finest,  long-fibre  cotton 
obtainable.  These  people  will  be 
coming  into  your  store  for 

Lingette  by  the  yard 

at  the  fabric  counter. 

Lingette  made  into  undergarments, 

petticoats,  bloomers,  pajamas, 

negligees,  etc. 

in  the  ready-to-wear  departments. 

Merchants  who  did  not  get  their 
orders  in,  in  time  for  the  big 
Spring  business,  will  be  the  first  to 


realize  the  importance  of  acting  at 
once,  on  Fall  orders. 

Merchants  who  saw  their  profits 
swelled  by  Lingette  sales  last  Spring 
need  no  hint  from  us  as  to  the  value 
of  placing  orders  immediately. 

Honest  merchants  and  manufac- 
turers will  be  protected  from  low- 
priced,  shoddy  imitations  represent- 
ed as  Lingette.  We  shall  spare  no 
effort  or  expense  to  expose  and  pro- 
ceed against  imposters  trading  on 
Lingette' s  quality  and  lustrous  silk- 
like beauty. 

All  our  advertisements — in  mag- 
azines, fashion  quarterlies  and 
rotogravure — will  emphasize  "The 
Name  on  the  Selvage;"  "The 
Label  in  the  Made-up  Garment." 
It  is  _yo#r  protection,  too;  look  for  it! 


FRED  BUTTERFIELD  &  CO.,  INC. 

Established  1838 

361-363  Broadway  New  York  City 


"\ 
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The 

best  known 
Trade  Mark 
in  the 
Textile  World 


The    B.D.A.     Trade     Mark    has 
Standard  around  the  globe. 


followed    the    British 


To-day,  in  every  part  of  the  British  Empire,  it  is  gener- 
ally admitted  by  textile  experts  as  well  as  by  the  shop- 
ping public  that  COTTONS  AND  WOOLLENS -dyed 
and  finished  by  the  Bradford  Dyers'  Association — have 
finer  texture,  give  longer  wear,  hold  their  colors  better 
and  come  in  greater  variety — than  any  other  line  of 
trademarked  textiles  in  the  world. 

Stock  B.D.A.  Fabrics  for  new  possibilities  and  profits  in 
dress  goods  retailing.  If  your  wholesaler  cannot  show 
samples  of  "SOLPRUFE,"  "VOILENA,"  "SUPASAYDA," 
"WULMELLA,"  and  other  B.D.A.  finishes,  write  us 
direct  at  Bradford,  England. 


^f 


THE 


Bradford  Dyers'  Association,  IP* 

Am  BBADFORD  LONDON 


MANCHESTER 

6  OXrORD  ST 
ST  PETERS  5Q 


128  V  129 
OUAPMDE.l:C2 


(COPTRIOIfT) 
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Dress  (Soods 

FALL   1922 

We  are  showing  a  large  range  of  exclusive  Novelty  designs 
in  Costume  and  Dress  Cloths,  including  the  following: — 

COLORS:  (All  Wool)  BLACKS: 

Serges  Crepe  Royal 

Tricotines  San  Toy 

Gabardines  Cashmeres 

Jasmine  Poiret  Twills  Permette 

Crepe  de  Chine  Silk  Warp  Henrietta 

Broad  Cloths  Crepe  de  Chine 

The  leading  shades  for  Fall  are: — Sand,  Rose,  Taupe,  Ele- 
phant, Reindeer,  Kangaroo,  King  Fisher,  Pekin,  Tobacco, 
Nigger,  Wine,  Navy,  Black. 


We  have  also  a  complete  stock  of  French,  British 
and  Canadian  all  wool  Dress  Goods  and  suiting 
cloths  in  all  colors  in  the  following  lines:  Coating 
and  Botany  Serge,  Poplins,  Ottomans,  Nuns  Veil- 
ings, all  wool  Cashmeres,  Taffetas,  Wool  Crepes, 
Timis  Crepes,  Habit  Cloths,  Tricotines,  Gabard- 
ines, Striped  and  Plain  Armures,  Fancy  Skirtings, 
Checks  and  Stripes,  Homespuns  in  plain  mixtures. 
Fancies,  Stripes  and  Checks  in  all  the  leading 
shades. 


GREENSHIELDS  LIMITED 

"  The  Hub  of  the  Dry  Goods  Trade  in  Canada." 
17  VICTORIA  SQUARE  -  MONTREAL 

Sales  Rooms  from  the  Atlantic  to  the    Pacific 
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Obtainable  From  The 
Leading  Wholesale  Houses 


Wm.  Anderson  &  Co.,  Ltd. 

Pacific  Mills  and  12  Princes  Square 
Toronto  GLASGOW  New  York 


43  Scott  St. 


48  White  St. 


A.  S.  BROWN     -     Representative 
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Cfjatilion,  Jffloulp, 
ftous&el  &  tit. 

Silk  Manufacturers 

at:  LYONS,  TARARE,  VEYRINS,  CORBELINS, 
(France) 

CREPES 

PARIS  MUSLINS  LYONS 

Jndon  SATINS  nice 

NEW  YORK  DA  MASKS  MILAN 

BROCADES 
FANCIES 

All  the  Newest  Creations 


M.  AUBIN 

Canadian  Representative 

275  Craig  St.'West,       MONTREAL 


Where 
Trouble 


the 


was 


^k 


The  doth  was  sound  in 
fabric  and  tasteful  in  design 
— so  good  indeed  that  it  was 
evident  it  came  from  a  first- 
class  British  Manufacturer, 
but  the  shrinking  —  that's 
where  the  trouble  was.  No 
name  on  the  stamp  of  cou'se 
—just  "Thoroughly  Shrunk." 
When  will  buyers  se?  to  it 
that  good  cloth  is  not  spoilt 
by   bad   shrinking? 

The  real  guarantee  is  the 
stamp   of 

Jennens,  Welch  &  Co. 

Limited 

London— Huddersfield 

&  Bradford 

The  world's  premier  firm  of 
cloth  workers,  shrinkers, 
finishers,  etc.,  are  also  the 
proprietors  of  the  renowned 
JENNWEL  Waterproof, 
Rubberless  Finish,  applied  to 
Tweeds,  Serges,  Coverts, 
Fancy  Worsteds,  Costume 
Cloths,  etc. 


JENNENS,  WELCH  |&  CO., 

LIMITED 

SPRINGWOOD  WORKS,    HUDDERSFIELD 


To  relieve  retailers  of  the  bur- 
den of  the  increased  Sales  Tax 
demanded  by  the  recent  Bud- 
get, a  reduction  has  been  made 
in  the  prices  of 


"Viyella" 

Unshrinkable  Flannel 


The  attention  of  the  trade  is 
called  to  this  effort  to  meet  ex- 
isting conditions  and  to  main- 
tain dealers'  profits. 


The  Mark  of  Fine  Merchandise 


A  cordial  invitation  is  extend- 
ed to  all  interested  retailers  to 
visit  the  Exhibit  of  Wm.  Hol- 
lins  &  Co.,  Ltd.,  which  will  be 
held  in  Section  64,  Manufac- 
turers' Building,  Canadian  Na- 
tional Exhibition,  from  August 
26th  to  September  9th. 


WM.  HOLLINS  &'  CO.,  LTD. 

(OF  ENGLAND) 

62  Front  Street  W.,  Toronto 

Wm.  Hollins  &  Co.,  Inc.,  45  E.  17th  Street.  New  York 


ha 
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'I'Ls,  \/I?1  \/J7 ' I  J7 IT MQ  t',a'  g'vc  rca'  pleasure  and  complete  satisfaction  in  wear  are  those  dyed  by 
1  lie  V  Hi  Li  V  Hi  I  fl/LiVO  J.  &  J.  M.  Worrall,  Ltd.,  the  Premier  Velveteen  Dyers  of  the  World.  What- 
ever the  make — or  the  color — you  should  always  ask  for  a  guarantee  that  the  cloths  are  in  Worrell's  Fast-to-Rubbing 
Dyes. 

J.    &    J.     M.    WORRALL,     LIMITED,    MANCHESTER, 

are   not   merchants.      All   inquiries   for   velveteens   in   their   dyes    should    be    sent    through    the    usual    wholesale    channels. 
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Increase  Your 
Summer  Business 

by  featuring 

Fine  Cottons 

Your  customers  are  still  making  Dresses  and 
Petticoats,  Camisoles  and  Nighties  for  Summer 
wear — and  naturally  think  of  Horrockses' 
"Diaphalene,"  Nainsook,  Cambric,  India  Long 
Cloth  and  other  sheer,  dainty  Horrockses'  fabrics. 
How  is  your  stock?     May  we  serve  you? 

JOHN  E.  RITCHIE 

CANADIAN    AGENT 

591   St.    Catherine   St.   "West,   Montreal. 

Branches:    Toronto   and   Vancouver. 

UNITED  STATES  AGENTS 

Wright  &   Graham   Co., 

110   Franklin   St.,  New  York  City. 

Made  by 

HORROCKSES,    CREWDSON   &   CO.,   LIMITED 

Cotton    Spinners    and    Manufacturers, 

MANCHESTER  ....  ENGLAND. 


TELEGRAPHIC   ADDRESS: 

"FARDESILCO,  London'' 


TEL.    NO. 

City  7769 


H.  FARDEN  &  CO. 

SILK  AGENTS  AND  IMPORTERS 

28  &  29,  CHEAPSIDE, 

LONDON,   E.C.2 


POLO  LININGS 

FACINGS,  SILK  LININGS  AND  COLLAR  VELVETS 

CAP  POLOS 

Canadian  Representative: 
JAS.  C.  ALLAN,  14  Front  St.  East,  Toronto 


For 

Immediate 

Delivery 


We  have  for  immediate  deliv- 
ery an  attractive  stock  of 
White  and  Brown  Embroidery 
Linen,  Damask  Cloths  and 
Napkins. 

Orders  for  these  lines  should 
be  placed  immediately.  Import 
prices   upon   request. 

If  your  name  is  not  on  our  mailing  list  we  would 

glad   to  add   it  if  you  will  write  us. 

JOHN  E.  RITCHIE 
591  St.  Catherine  Street  West,  Montreal 

Branches: 
64  Wellington  615    Pender  29   Minshull 

Street     W.,  St.    W.,  Street 

TORONTO.    Ont.    VANCOUVER.     B.C.MANCHESTER,      Eng. 


be 


The 

Smart 

IV oman  's 

Choice 


Canton  Crepe, 
Crepes   Georgette, 
Crepes  de  Chine, 
Liberty  Satins, 
Ninons, 
Foulards, 
Chiffons  and 

Printed  Novelties  on 
Georgette    and    Ninons, 
Silk  Dress  Nets 


Our  new  com- 
mercial year  is 
just  starting  and 
during  the  month 
of  July  we  will 
carry  in  our  Tor- 
onto stock  a  com- 
plete assortment 
of  the  latest  Paris 
shades  in  Crepe 
de  Chine,  Georg- 
ette, Ninons  and 
all  fancy  mate- 
rials which  are 
now  in  favor  in 
the  great  centres 
of  the  warld. 


Les  Successeurs  de 


ALBERT  GODDE,   BEDIN  &  CIE.     I 


PARIS 
LONDON 


TARARE 


LYONS 

NEW  YORK 


EMPIRE  BUILDING:  64  WELLINGTON  STREET  WEST 

Telephone  :  Adelaide  3062 

TORONTO 

E.  Desnoux,  Rep. 

Eastern  Canada  Agent  :  G.  B.  Wynness,  113  Metcalfe, 

Montreal 

Western  Canada  Agent  :  Edwin  J.  Kirkbright,  205  Bower 

Building,  Vancouver,  B.C. 
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OSEPH 


DOYLE 

J^    |&  SON  LIMITED 


1V1  O  NTREAL 

/^fr  .Archer  A? obertson 

2)27  Z3 o ard  of  Trade  3uild/ngs 

VANCOUX'ER..  B.C. 
Mr.G.S.McConnell 
Z754  Be  re /ay  Street 


W/res    "Noy/e,  Longwood-Yorks" 
Codes:- Marconi,  Bent/ey's, 

HoT^WOOc/ 

ENCIAND 


ror*  over-  Aapa.  century 
manufacturers  of  trie 
Aianes^  qua/tfy Juorics-. 

CENTLEMENS  SUITINGS 
OVERCOATINGS  COVERT 
COATINGS  •  CAP  CLOTHS 
SPORTS  TWEEDS. 

LADIES'  MANTLE  & 
DRESS  MATERIALS  • 

TABLE  CLOTHS.  ART 
SERGES  •  CURTAINS 

UPHOLSTERY  CLOTHS 

•  •  *  '/or  A\oio2~  Cars 


i 
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A  Wholesaler  Writes: 

".  .  .  In  the  first  place  we  find  that 
SUNSET  has  been  a  most  satisfac- 
tory line  to  handle,  for  the  reason 
that  SUNSET  DYES  are  well  known, 
and  give  perfect  satisfaction  to  the 
Consumer.  This  makes  repeat  orders 
for  us!" 


GET   OFF   THE 
WAITING    LIST 

You  mu 

eventually  become  a 
SUNSET  Dealer— 

Make    Your    Decision    Today 

Send  a  post  card  for  full  information 


c^: 


IT'S    THE   'COME-BACK'   THAT    COUNTS 


S>Lnpsd¥es 

ONE  Real  Dye  For  ALL  Fabrics 


Sales  Representatives 

HAROLD  F.  RITCHIE  &  CO.,  Ltd. 

10  McCaul  St.,  Toronto,  Can. 

Manufactured  by 

NORTH  AMERICAN  DYE  CORPORATION,  Ltd. 
Toronto,  Canada 


SUNSET — Costing   more    to   manufacture — having   more    merit — giving    better    set-vice — creating    a    better    opinion 
from  all  who   handle  it — will  maintain  its  standard,    the   highest — and  its  price  15c.  will  not   be  changed. 


"I  Will  Give  You 
$1  for  that  Copy" 

So  said  a  Toronto  business  man  to  one  of  our  representatives  who  showed 
him  a  copy  of  one  of  last  year's  issues  of  THE. FINANCIAL  POST. 


Recently  another  subscriber  offered  $2 
a  copy  for  several  back  numbers  of 
THE  POST  required  to  complete  a  file. 
Because  THE  POST  supplies  much  in- 
formation that  is  to  be  had  in  no  other 
publication  many  of  its  readers  keep  it 
on  file  for  reference. 

The  City  Treasurer  of  a  large  Western 
city  had  a  special  table  built  in  his  of- 
fice to  carry  a  complete  file  of  THE 
FINANCIAL  POST  to  which  he  refers 


nearly  every  day.  There  are  many 
others  like  him  who  find  THE  POST 
valuable  beyond  the  first  reading. 

It  is  because  THE  FINANCIAL  POST  is 
valued  by  its  readers,  is  closely  studied 
and  is  in  many  cases  retained  for  refer- 
ence that  it  offers  the  advertiser  so  much 
of  those  important  qualities  that  adver- 
tising experts  call  "reader  attention" 
and  "reader  interest." 


The  leading  investors,  business  men,  bankers, 
financiers,  public  officials  in  every  community 
of  Canada  read  THE  POST.  THE  FINANCIAL 
POST  gives  the  advertiser 


<( 


QUANTITY  of  QUALITY ' ' 
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ACCESSORIES 
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The  Vogue  in  Paris  and  New  York 

What  Fashion  Centres  Are  Decreeing  in  Accessories— Feathers 
Seen  In  Profusion— Some  New  Styles  in  Girdles— Seventy-Two 
Inch  Necklace  for  Fall— More  Extensive  Use  of  Lace  for  Lingerie 
— Attractive  Woollen  Laces 


DESPITE  the  short  lives  of  most  of 
those  "sweet  nothings"  common- 
ly called  dress  accessories,  their 
coming  and  going  is  none  the  less  im- 
portant to  the  retailer  who  wants  the 
patronage  of  well-dressed  women.  Par- 
isian dressmakers  rely  as  much  on  these 
little  additions  to  their  creations  as  they 

V°Jvl  "eations  them^lves.  In  New 
York  ,t  1S  the  same  and  Canadian  fancy 
gcods  houses  inform  us,  that  each  se 
son  brings  forth  more  of  our  mer- 
chant who  want  the  dainty  things  that 
findtteir  way  from  both  Paris  and  New 

The  dress  accessories  are,  this  sea*™ 
numerous  and  just  as  quick  y  as  ?W 
multiply,  they  vanish.  Manufactured 
who  in  more  prosperous  times  did  not 
fmd  it  necessary  to  tempt  the  fancy  to 
any  great  extent,  are  now  devoting  al° 
their  energies  to  making  the  femfnine 
world  buy  whether  it  will  or  not 

Feathers  Everywhere 

The  smart  thing  in  Paris  is  the  hand 
bag     trimmed     with     ostrich     feathers" 

beai™"  oth   "I"0"  iS  C°mbi  "^  w£i 
Deads  and  other  times  it  is  alone    Tor 

££Cc,MM'wati,,^»*« 

coSent  *atVSed   extensivvely   on   the 

a" SI  ISt e nTent 6ut the* are of 

Lt  veai  n       T       tyPe  fr°m  thcSe  of 

getner  with  a  filigree  band  of  old  silver 

waist -but  hangs  t:irnUenTrfCrm;hhee 
steel  beads  from  which  hangs  a  jet  bead 
fringe.    Most   of  the     Parifian      gVdTes 
feature  steel  beads,  black  square  bead 
and   old  silver  along  with   iet    PnW 
used  to  brighten  the*  black  but  Sto  to 
nZ:T'nt  "^  3,0ne-  Kbi-stLfar 
rffctS  Soerlert]     «»«■•**     with 

n.a?k;rtG  araedemaupy0°frntrentS  ^  °n  th* 
a.  that  „«wf     P      ,he  same  materials 

Sfs  wa  v, T        v    glr?]eS-  Dec^ative  mo- 
on' 15?        g  bead  frinpes  Pendan>  from 

Prine.  nf'h  ^PeCialIy  f3V0red  in  Pa^ 
*nnge  of  beads  or  opalescent  bugles  is 

seen   a   great  deal.   Then   there   are   th 

1     n°  aSsland  0r1am+tnts  that  ™»e mS 
clasps.  Some  are   in  the  form     of     two 

rings  of  jet  or  rhinestones;  cameo  carv 
ings   are   -ery   popular   on   these   clasps 
and  on  buttons  as  well  P 

The  small  fan  is  due  for  prominence 


this  season  according  to  Paris.  It  may 
be  of  black  gauze  or  of  white.  In  New 
York  the  one  of  white  gauze  is  being 
particularly  featured  for  wear  with 
evening  gowns  of  the  flapper  type. 

Large  fans  this  season  will  be  dome- 
shaped  for  the  most  part  and  they  will 
again  favor  ostrich.  While  single  stick 
fans  are  shown  those  of  the  folding 
style  are  largely  in  the  majority.  In 
handles,  the  natural  wood  has  as  its  only 
rival  the  white  one. 

Imported  earrings  show  extensive  use 
of  combination  filigree  link  chain  with 
either  pearls  or  small  colored  beads. 
Some  have  tassels  suggesting  a  shower 
of  pearls. 

In  necklaces,  the  double  chain  is  fav- 
ored. Smoky  crystal,  and  onyx  are 
shown  extensively  in  these.  In  European 
markets,  importing  houses  who  have 
sent  buyers  over  recently,  say  that  there 
is  a  vogue  for  jewelry  of  cut  and  pol- 
ished tin.  Coral  is  also  spoken  of  as  com- 
ing into  prominence.  Many  French 
houses  are  making  up  novelities  in  Jap- 
anese coral. 

The  72-inch  necklace  is  decreed  as  the 
Fall  mode.  In  these  all  sorts  of  opaque 
and  transparent  stones  are  seen.  Some 
of  these  stones  are  semi-precious  and 
others  are  imitations,  strung  on  knotted 
cords.  A  few  of  the  stones  which  New 
York  is  already  showing  are:  amethyst, 
jade,  onyx,  coral,  lapis,  cornelian  and 
crystal.  Glass  beads  with  tassel  exten- 
sions are  also  in  the  series.  There  are  a 


great  many  24-inch  necklaces  ihown 
even  though  the  very  long  ones  are  con- 
sidered the  dernier  mot. 

It  is  said  that  Parisian  women  are 
wearing  numerous  bracelets  reaching 
from  the  wrist  half  way  to  the  elbow. 
Some  of  these  are  heavy  while  others 
are  merely  dainty  bits  of  novelry. 

What  Paris  Says  About  Laces 

Information  comes  from  Paris  chat 
lace  is  being  used  more  than  last  year  for 
lingerie  and  for  negligee.  The  narrower 
widths,  that  is  from  1/2  to  5  inches  are 
best  for  this.  The  laces  made  for  deli- 
cate copies,  very  often,  of  real  laces. 
Never  since  machines  were  introduced 
into  lace-making,  have  such  good  imita- 
tions been  made,  experts  declare. 

Malines  lace  is  being  used  for  negli- 
gees and  Valenciennes  in  numerous 
varieties  for  lingerie.  Both  cream  and 
white  are  good  with  a  little  stronger 
leaning  toward  the  latter.  Irish  lace  is 
also  growing  in  importance  for  under- 
things. 

Woolen  laces  are  still  a  matter  of  con- 
jecture although  there  is  scarcely  a 
veiling  house  in  New  York  or  Toronto 
which  is  not  plentifully  stocked  with 
them.  These  laces  are  most  attractive  in 
their  combinations  of  light  and  heavy 
materials  with  bright  and  dull  finish. 

Real  lace  is  again  being  used  in 
handkerchiefs.  Corners  of  the  daintiest 
workmanship  are  combined  with  lace 
borders  and  sheer  linen  to  make  these. 


Simple  Experiment  Trebled  Sales: 

Maybe  This  Applies  To  You 

Do  you  handle  electric  washers?     And,  if  so,  where  do  you  keep  them? 

A  certain  department  store  in  Toronto,  handling  electric  washers, 
kept  them  with  their  electrical  goods  on  one  of  the  upper  floors  of  their 
store.  They  believed  they  were  not  selling  enough  electric  washers,  so 
they  moved  them  down  in  the  basement  with  the  other  washing  machines. 

There  was  an  immediate  response  to  the  change.  It  was  discovered 
that  sales  became  almost  three  times  as  heavy  as  when  they  were  with 
the  electrical  goods  on  one  of  the  upper  floors.  There  were  two  reasons 
for  this:  First,  people  did  not  care  about  going  upstairs  to  look  at  the 
washers.  But  the  second  reason  is,  perhaps,  the  more  significant  one. 
Electrical  goods  are,  in  a  measure,  seasonal;  that  is,  there  are  certain  times 
of  the  year  when  sales  in  this  department  are  most  active.  That  is  not  the 
case  with  basement  merchandise.  The  hardware  department  is  said  to  be 
one  of  the  best  all-year-round  departments  in  the  store — it  carries  mer- 
chandise for  every  season  of  the  year.  Washing  machines  are  usually 
kept  near  the  hardware  department.  And  the  hardware  department  is 
usually  in  the  basement. 

Hence,  the  moving  of  the  electrical  washing  machines  to  the  basement 
proved  to  be  a  good  business-getter  for  that  line  of  merchandise. 

It  is  well,  at  times,  to  give  careful  study  to  the  arrangement  of  your 
merchandise  to  see  if  it  is  in  the  most  logical  place  in  the  store  for  quick 
sales. 
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Much  Attention  to  Miladi's  Feet 

Manufacturers  Endeavoring  to  Create  New  Styles  in  Hosieiy  and 
Footwear — Some  Leading  Shades  in  Hosiery — Predicts  Big  Silk 
Glove  Year  in  1923 — New  Ribbon  Novelties — Other  Novelties  in 

Beads  and  Jewelry 


MILADI'S  feet  will  receive  more 
than  usual  attention  this  Fall 
and  Winter  it  is  rumored,  since 
Canadian  manufacturers  have  done  their 
utmost  to  contrive  new  ideas  in  the  way 
of  hosiery  and  footwear  with  which  to 
beguile  reluctant  purses.  Although 
scarcely  an  accessory  in  the  accepted 
sense  of  the  word,  the  new  overshoe  is 
certain  to  create  a  furore  when  once  it 
is  placed  on  the  market  next  Winter, 
resembling  as  it  does  a  Russian  boot, 
trimmed  with  fur  and  devoid  of  clumsy 
fastenings  which  made  the  old  style 
overshoe  ridiculous.  When  once  the 
flapper  and  her  older  sister  behold  this 
new  fad  in  the  way  of  foot  coverings 
for  snowy  weather,  their  erstwhile 
favorite,  the  unbuckled  overshoe  will  be 
forgotten.  Several  American  manu- 
facturers are  endeavouring  to  create  a 
fad  for  this  style  of  Russian  boot  in 
street  styles  as  well,  and  have  even 
brought  out  a  gaiter  with  the  fur  top 
extending  out  from  the  leg. 

A  Montreal  manufacturer  of  fine  silk 
and  wool  hosiery  has  issued  an  an- 
nouncement to  the  trade  this  month  in 
which  it  is  predicted  that  the  most  de- 
sirable shades  in  fall  hosiery  will  be 
black,  brown,  pongee,  camel  and  fawn, 
along  with  the  brown  heather  and  lovat 
mixtures.  These  shades  will  be  espe- 
cially smart  in  silk  and  wool  hose  in 
the  finer  qualities  and  many  of  these 
will  be  adorned  with  clock  embroideries 
in  the  proportion  of  60  per  cent,  plain 
to  40  per  cent,  clocked.  It  is  expected 
that  travelers  will  leave  for  their  re- 
spective territories  about  August  first 
with  all  the  latest  ideas  in  gloves,  hos- 
iery and  silk  underwear.  One  of  the  new 
items  in  the  hosiery  range  will  be  a 
fine  gauge  seamless  wool  stocking  with 
extra  fine  elastic  top,  especially  design- 
ed to  meet  the  needs  of  women  of  stout 
proportions  who  desire  to  wear  a  fancy 
heather  mixture  wool  hose  with  a  roomy 
top,  an  article  hitherto  somewhat  scarce 
on  the  market. 

Ribbons  Show  Marked  Demand 

Ribbons  are  staging  a  remarkable 
come  back,  due  to  the  demand  for  mil- 
linery purposes.  Among  the  many  in- 
teresting novelties  which  will  be  shown 
later  on  will  be  narrow  gros  grain  rib- 
bons bordered  with  chenille  in  contrast- 
ing color;  metal  ribbons  with  a  velvet 
edge  and  steel  ribbons  with  a  colored 
silk  corded  edge.  Fancy  velvet  ribbons 
will  be  largelv  used  to  form  entire  hats 
and  brims  next  winter,  among  the  vari- 
eties used  being  some  reversible  effects 
with  one  side  velvet  with  the  reverse 
ribbed. 


Although  too  early  as  yet  to  talk  of 
next  Spring's  glove  styles,  nevertheless 
Montreal  manufacturers  are  prepared 
to  outline  the  probable  trend  of  demand. 
Comment  is  made  in  several  quarters 
upon  the  popularity  of  the  silk  glove 
and  its  serious  rivalry  over  the  fine  kid 
style  formerly  so  much  favoured  by  wo- 
men even  in  Summer.  Silk  gloves,  in 
all  lengths  are  therefore  regarded  as  the 
leader  as  far  as  1923  styles  are  concern- 
ed and  travelers  report  that  orders  are 
placed  right  on  into  the  Fall  for  im- 
mediate selling,  showing  that  cold  wea- 
ther is  no  deterrent  to  the  wearing  of 
this  style.  Many  new  trimming  ela- 
borations are  predicted  for  next  Sea- 
son in  silks,  and  fancy  shades  will  re- 
ceive special  attention. 

Where  kid  and  leather  gloves  are  con- 
cerned, the  outstanding  feature  is  the 
stiffening  of  the  raw  skin  markets,  es- 
pecially in  fine  kids.  These  pelts  are 
steady  just  now  but  cannot  possibly  go 
lower.  French  suedes,  which  again  are 
coming  into  marked  favour,  are  also  as 
low  as  they  will  be,  and  the  usual  cape 
and  mocha  gauntlet  styles  will  in  all 
probability  show  an  increase  as  time 
goes  on.  There  is  an  absolute  shortage 
of  fine  woollen  gloves,  especially  in  an- 
gora, and  English  manufacturers  can- 
not accept  any  more  orders  at  present. 
Just  as  in  all  other  commodities  require- 
ing  the  use  of  wool,  the  recent  advance 
has  become  felt  in  gloves  for  next  Win- 
ter. Taking  the  situation  as  a  whole, 
however,  a  Montreal  manufacturer  in- 
formed Dry  Goods  Review  that  confi- 
dence is  returning  now  and  business  is 
fully  five  or  six  times  greater  than  it 
was  last  year  at  this  time,  yet  it  is  not 
nearly  back  to  pre-war  levels.  Travel- 
ers will  go  out  in  August  and  September 
next  with  Spring  samples  and  Fall 
sorting  and  the  situation  should  be 
clearly  determined  ;n  the  course  of  the 
next  six  weeks. 

Novelties  Just  Received 

Cotton  beads  are  a  novelty  received 
not  long  ago  from  Paris  by  a  Montreal 
importer  who  states  that  the  millinery 
and  dress  trades  are  enthusiastic  about 
these  unique  trimmings.  The  beads 
come  in  all  pastel  shades  and  are  quite 
small  and  very  durable.  They  are  sold 
by  the  packet  only  and  are  said  to  be 
less  expensive  than  the  American  vari- 
ety. 

There  is  a  new  line  of  elastic  sus- 
penders just  introduced  to  the  market 
called  the  Lady  Betty  garter,  which  is 
made  of  the  very  best  materials  and  in 
length  adapted  for  both  ladies  and 
children,  but  which  will  retail  at  the 
very  moderate  cost  of  25  cents  a  pair. 


This  should  undoubtedly  prove  of  inter- 
est to  Canadian  stores  which  have  ex- 
perienced difficulty  in  obtaining  a  good 
suspender  even  to  retail  at  40  cents. 
Novelty  Jewellerv  Remains  for  Fall 
There  is  no  likelihood  of  the  vogue  for 
novelty  jewellery  dying  out  for  a  long 
time  yet,  owing  to  the  fact  that  the  pre- 
sent style  of  frocks  with  a  plain  un- 
broken front  practically  demands  some- 
thing in  the  nature  of  a  necklace  or 
chain  to  complete  it  and  modify  its  sev- 
erity. Thus,  all  sorts  of  colorful  beads 
will  continue  in  demand,  and  the  newest 
novelty  will  be  the  double  neck  chain  in 
72  inch  length.  The  so-called  "tin-cut" 
and  polished  beads  will  lead  in  favour 
and  opaque  effects  will  make  a  strong 
bid  for  popularity  over  colors.  Oblong- 
colored  glass  beads  strung  on  colored 
cords  will  be  shortly  shown  on  this  side, 
being  extremely  popular  in  Paris  at 
present. 

Dangling  ear  rings  will  remain  in 
style  another  season  at  least,  and  a 
good  deal  of  black  onyx  is  predicted  as 
being  smart  in  drops  and  pendants  for 
the  more  elaborate  and  showy  designs. 
Bracelets  also  are  due  for  a  prolonged 
season  ahead  and  fashion  will  decree  the 
use  of  as  many  as  four  or  five  on 
one  arm  in  place  of  the  single  orna- 
ment at  present  worn. 


NEW  METHOD  OF  SIGNALLING 
FLOOR  WALKERS 

A  new  lighting  system  tried  out 
some  time  ago  and  now  in  use  at 
L.  Bamberger  &  Co.,  Newark,  N.J., 
eliminates  the  need  for  salespeople 
to  call  out  the  name  of  a  floorman 
when  they  desire  to  attract  his  at- 
tention. 

Small  green  lights  are  installed 
at  intervals  throughout  the  various 
floors  in  the  store  and  when  these 
are  lit  it  means  that  the  floorman 
is  wanted  by  a  salesperson.  There 
are  two  lights  on  some  fixtures.  If 
the  light  on  the  right  is  lit,  it  sig- 
nifies that  a  salesperson  in  the 
aisle  to  the  right  is  seeking  the 
floorman  and  if  the  light  at  the 
left  is  illuminated  it  notifies  the 
floorman  that  a  salesperson  in  the 
left  aisle  wants  him. 


The  annual  meeting  of  the  Kingston, 
Ont.,  Business  Men's  Association  was 
held  on  July  3.  The  following  officers 
were  elected:  President,  W.  Y.  Mills  (re- 
elected); 1st  vice-president,  Mr.  H. 
Moore;  2nd  vice-president,  Mr.  E. 
Walsh;  3rd  vice-president,  Mr.  Bert 
Abernethey;  secretary  Mr.  Gordon 
Smith;   treasurer,   Mr.   Frank   Kinnear. 
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A  Foreword  on  Fall  Accessories 

Fancy  Handbags  Smaller,  But  Plain  Leather  Bags  About  the 
Same  Size — Velvet  Will  Be  Featured — Darker  Colors  in  Narrow 
Belts — Return  of  Hat  Pins — Some  New  French  Veils  and  Veil- 
ings— Radium  Laces  in  36  Inch  Widths — Metallic  Girdles 


HANDBAGS  for  the  coming  fall 
will  be  somewhat  smaller  where 
fancy  styles  are  concerned,  but 
plain  leather  bags  will  remain  about 
the  same,  owing  to  their  practical  na- 
ture, according  to  information  gathered 
from  Montreal  manufacturers.  The 
leading  leathers  will  be  beaver  calf,  vel- 
vet calf,  crocodile  calf,  real  Morocco, 
pinseal,  Persians  and  cowhide  seal  and 
ooze  in  combination,  Russian  calf  and 
brocaded  leathers.  The  envelope  style 
with  deep  flap  snapping  to  the  body  of 
the  bag  still  continues  to  please  the  fas- 
tidious woman  but  there  are  a  number 
of  interesting  shirred  or  gathered  pouch 
bags  developed  in  supple  leathers  slung 
on  a  leather  strap  which  are  altogether 
new  and  decidedly  smart. 

Fabric  bags  are  still  in  excellent  de- 
mand, particularly  plain  moire  silks  and 
a  few  corded  silks.  Velvet  will  be  a  fea- 
ture of  the  showing  of  winter  models  by 
this  Montreal  firm  who  predict  the  re- 
turn of  this  former  favorite  owing  to 
the  widespread  use  of  velvet  for  dress 
materials.  A  few  elaborate  evening  bags 
of  French  silk  with  a  metallic  finish 
and  equipped  with  a  gilt  filigree  clasp 
are  offered,  designed  in  the  open  end 
effect. 
Leather    Vanity    Cases    Attract    Buyers 

Among  the  novelities  shown  in  an- 
ticipation of  fall  business  are  ladies' 
pocket  vanity  purses  of  grey  brocaded 
leather,  measuring  only  a  few  inches  in 
size  but  compact  enough  to  hold  a  mir- 
ror, puff  and  pocket  for  small  change. 
The  "pochette"  or  oblong  purse  hung 
on  an  arm  strap  is  decidedly  popular  at 
present,  especially  the  style  with  a 
change  purse  attached  to  a  fine  chain. 
Two-tone  leather  combinations  are  new 
in  all  styles  of  bags,  especially  those 
which  combine  two  types  of  leather  as 
well.  One  striking  model  is  finished  with 
14k  gold  ornaments,  while  another 
boasts  a  mirror  which  covers  an  entire 
side  of  the  bag  with  a  note  book  and 
pencil  tucked  away  beneath  in  readiness 
for  the  busy  woman's  memoranda. 
Small  mirrors  are  finished  with  a  tab  of 
the  bag  lining  by  which  they  can  be 
withdrawn  from  their  pocket,  while  larg- 
er varieties  are  attached  permanently 
to  extension  flaps  in  plain  leather  bags. 

In  connection  with  a  discussion  on 
hand  bags  it  is  worth  while  knowing 
that  some  decidedly  worth  while  bar- 
pains  in  French  beaded  bags  are  avail- 
able which  can  be  retailed  at  profit  at 
$5  apiece.  These  are  really  beautiful  and 
are  the  surplus  of  a  famous  manufac- 
turer's stock. 

Narrow   Belts    Strong   for    Fall 

Narrow  leather  belts  are  a  good  prop- 
osition for  the  coming  fall,  it  is  announ- 


ced, in  darker  colors  than  those  which 
are  the  rage  at  present,  but  it  should  be 
recalled  that  for  the  next  60  days  there 
is  plenty  of  opportunity  of  selling  all 
white  and  colored  belts.  Cheap  mer- 
chandise of  inferior  quality  is  off  the 
market  in  this  class  of  goods  and  it  is 
now  possible  to  procure  the  finest  kid 
and  patent  leather  for  the  price  formerly 
paid  for  oilcloth,  etc. 

"Stratnoid"— The  New  Metal 

Hat  pins  have  come  back  with  the  re- 
turn of  the  large  hat  this  summer  and 
the  demand  for  various  lengths  is  sure 
to  be  registered  in  a  few  weeks.  To 
meet  the  demand  for  something  new 
yet  practical  and  inexpensive,  a  Mont- 
real wholesale  house  has  imported  hat 
pins  from  Europe,  made  in  the  new  met- 
al called  "Stratnoid"  which  is  guaranteed 
to  be  stronger  than  silver  and  untarnish- 
able.  The  pins  are  shown  in  a  variety 
of  pretty  shapes,  all  of  which  are  small 
and  inconspicuous  and  they  are  guaran- 
teed for  10  years,  yet  they  may  be  re- 
tailed at  15  cents  apiece  with  profit. 
The  same  metal  is  used  to  make  artistic 
thimbles  and  picture  frames  the  latter 
novelty  coming  in  two  sizes,  to  sell  at 
25  and  50  cents  retail. 

Metallic  Threads  Trim  Veils 

Although  veils  and  veilings  are  quiet 
as  yet,  interest  is  being  shown  in  some 
extremely  lovely  French  goods  just  re- 
ceived in  Montreal  by  a  i-epresentative 
of  one  of  the  best  known  French  manu- 
facturers. Dry  Goods  Review  was  in- 
formed that  metallic  threads  on  fine 
black  mesh  will  be  one  of  the  high 
lights  of  fall  business  as  well  as  the 
made  up  bordered  veils  showing  a  Span- 
ish pattern  up  three  sides.  A  Valencien- 
nes pattern  finished  with  a  fine  picot 
edge  was  applied  to  a  cobwebby  mesh  of 
decidedly  irregular  design,  most  becom- 
ing of  all  features.  Chenille  dots  in 
rather  large  size  were  lavishly  employed 
in  bordered  effects  on  the  usual  regular 
medium  sized  mesh.  Heavy  chain  stitch- 
is  sometimes  cleverly  combined  with 
these  dots,  which  also  come  ir  a  rnnge 
of  high  colors  in  addition  to  all  black. 
Little  circular  veils,  exquisitely  em- 
broidered in  fine  gilt  threads  are  de- 
signed to  hang  demurely  over  the  brims 
of  small  fall  hats.  All  these  models  are 
46  inches  in  length  and  are  intended  to 
drape  softly  over  the  new  large  hats. 

Radium  Lace  is  Demanded 

Another  Montreal  wholesale  house  is 
championing  the  cause  of  radium  laces 
for  this  season  in  black,  navy,  pearl,  jade 
and  copper  tones  in  36  inch  widths.  A 
representative  informed  Dry  Goods  Re- 
view that  orders  already  received  from 


the  largest  firms  throughout  Canada 
show  that  lace  is  still  the  thoroughly  ap- 
proved choice  of  fashion  and  will  be 
combined  with  charmeuse  satin  in  pre- 
ference to  the  duller  crepe  weaves  which 
are  not  so  effective  as  a  satin  finished 
material  to  set  off  the  lace.  A  good  deal 
of  tinsel  lace  is  selling  too,  and  nearly 
every  day  an  order  comes  in  enquiring 
for  "metallic"  novelities  of  some  sort. 
There  is  a  new  lace  designed  for  flounc- 
ings  which  is  said  to  be  a  mixture  of 
silk  and  wool,  the  latter  forming  hand 
made  flowers  on  a  silk  warp.  This  will 
be  obtainable  in  solid  and  assorted  colors 
and  should  prove  an  interesting  novelty. 
These  goods  are  on  the  way  and  are 
expected  in  Montreal  this  month. 

Metallic  Girdles  Adorn  Fall  Frocks 

Despite  the  rumours  that  metal  gird- 
les are  passee,  it  is  stated  on  good  au- 
thority that  these  goods  are  more  popu- 
lar than  ever  and  are  being  shown  in 
both  London  and  Paris  and  by  all  the 
leading  couturieres.  A  shipment  of 
some  particularly  lovely  metallic  gir- 
dles is  expected  in  Montreal  which  will 
be  priced  to  sell  between  $5  and  $10 
apiece  retail,  showing  that  this  type  of 
merchandise  has  not  degenerated  into 
the  cheap  class  as  yet.  All  the  dress 
manufacturers  are  showing  many  lovely 
conceits  upon  their  fall  frocks,  both  of 
crepes  and  cloths  as  well. 

Spanish  combs  in  all  sorts  of  bright 
colors  in  addition  to  white  and  black  are 
to  be  worn  next  winter,  it  is  predicted, 
especially  by  the  younger  set.  It  is  rum- 
ored that  these  carved  combs  will  be 
shown  in  such  colors  as  red,  blue,  am- 
ber and  crystal. 


TO   ERECT   BRAZIL   FAIR 
BUILDING 

It  has  been  announced  that  a  contract 
has  been  awarded  to  Dwight  P.  Robin- 
son &  Co.,  New  York,  for  the  construc- 
tion of  a  building  to  accommodate 
American  commercial  exhibits  at  the 
Brazilian  Centennial  Exposition  to  be 
held  in  Rio  de  Janeiro  beginning  Sep- 
tember 7th.  The  building,  which  will  be 
the  "unofficial"  exhibit  building,  will  be 
constructed  of  American  materials  as 
far  as  possible.  It  will  be  purely  a  com- 
mercial proposition,  having  no  direct 
connection  with  the  exhibition  plans  of 
the  American  government  under  the  ap- 
propriation of  $1,000,000  made  by  Con- 
gress  recently. 


J.  B.  Coyne,  K.  C,  has  been  elected  a 
director  of  R.  J.  Whitla  and  Co.,  Ltd., 
Winnipeg,  and  appointed  secretary  of 
the  company. 
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Many  Patent  Leather  Bags  For  Fall 

Output  Depends  Somewhat  on  Supply  of  Suitable  Leather — 
Vogue  for  Belts  Has  Been  Good  for  Retailers — Many  Feather 
and  Ribbon  Novelties  -  Some  Mills  Sold  up  to  Christmas  on 

Gloves 


IF  SUFFICIENT  leather  can  be  ob- 
tained, there  is  no  doubt  that  patent 
will  be  one  of  the  best  sellers  this 
fall  in  handbags.  Both  the  Sally  bag 
and  the  English  avenue  models  favor 
patent.  The  new  boar  leather  which  is 
usuajlly  a  roughly-g-rained  cowhide  is 
finding  a  good  market.  Sheepskin  in 
the  Brazilian  grain  is  another  favorite. 
There  are  some  lovely  matinee  bags 
being  shown  in  Toronto,  several  of 
them  being  of  the  Spanish  pebble  leath- 
er. Both  Pandoras  and  beauty  boxes  are 
asked  for  in  recent  orders.  It  is  said 
that  beaver  brown  will  be  good  all  fall 
particularly  in  the  soft  bags. 

The  vogue  for  belts  has  brought  a 
splendid  harvest  to  retailers  who  spec- 
ialize ;n  novelties.  In  the  race  for  first 
place,  both  kid  and  patent  are  spoken 
of  as  winners.  White  is  one  of  the  best 
shades  in  kid  while  black  favors  patent. 
Bek-makers  say  that  the  wide  patent 
belt  is  much  stronger  than  the  narrow 
one  of  last  year.  Even  the  craze  for 
rubber  belts  seems  not  to  have  hurt 
the  trade  in  leather  ones.  Manufacturers 
are  counting  on  rubber,  however,  for 
nex;  year's  bathing  suit  business  as  they 
say  this  year  saw  only  the  beginning  of 
it.  They  are  now  featuring  rubber  in 
all  the  bright  shades. 

Travelers  are  starting  but  now  with 
some  new  models  in  collar  boxes  and 
writing  cases  for  Christmas.  There  is 
also  a  new  type  of  music  case  being 
shown.  The  music  is  doubled  once  and 
then  slipped  'nto  a  pocket  instead  of  be- 
heing  folded  in  the  case. 

Feather   and    Ribbon    Novelties 

The  last  word  from  Paris  on  the 
feather  craze  is  the  Persian  effect. 
Three  or  more  colors  are  used  in  form- 
ing charming  bodice  and  hat  ornaments 
of   ostrich   in   these   shades. 

Then  there  are  powder  puffs  encased 
in  satin  bags  which  have  white,  pink 
or  blue  ostrich  plumes. 

Speaking  of  powder  puffs  and  such  gift 
lines,  Canadian  manufacturers  are  mak- 
ing a  special  effort  to  please  the  trade 
in  these  novelties.  There  are  all  sorts 
cf  charming  sachet  bags,  flower  orna- 
ments and  pin  cushions  resembling 
beautiful  flowers  to  be  bought  now.  One 
retailer  informed  Dry  Goods  Review  re- 
cently that  he  found  these  little  ribbon 
and  silk  lines  absolutely  necessary  as 
business-getters  and  keepers.  Apart 
from  the  profit  obtained,  they  are  one 
of  the  best  ground-floor  attractions  he 
has. 

Many  stores  are  showing  counters 
with  ribbon  tied  in  lengths  of  several 
yards.  They  say  that  an  aisle  table  of 
these  bunches  draws  attention  to  coun- 
ters where  business  is  slow.  Some  stores 


Here  are  two  of  many  neiv  ribbon  daiyities  which  should  attract  attention. 
The  powder  bag  in  the  hand  of  the  model  is  made  over  a  metal  frame  so  that 
it  will  not  lose  its  shape.  It  comes  in  all  the  lingerie  shades  and  has  a  circle 
of  ribbon  flowers  along  its  upper  edge.  The  garter  has  an  ingenious  powder- 
box  which  is  handy  when  the  lady  goes  a-walking.  The  snap  permits  the 
box  to  be  worn  on  any  style  of  garter  and  once  fastened  it  stays  until  wanted. 
It  is  so  light  in  weight  and  close-fitting  that  it  cannot  be  noticed.  Adapted 
for  dances  and  occasions  when  it  is  practically  impossible  to  carry  a  powder 
holder.     Shown  by  Ribbon  Art,  Royal  Bank  Bldg.,  College  &  Spadina,  Toronto. 


are  now  buying  one  of  every  novelty  in 
ribbon  that  ;hey  can  get  and  placing  it 
up  as  a  sample  of  what  can  be  done  with 
ribbons. 

Representatives  of  silk  glove  and 
hosiery  mills  say  that  there  are  sever- 
al mills  which  have  received  65  per  cent, 
of  their  fall  orders  and  two  are  sold  up 
until  Christmas.  This  has  encouraged 
them  so  much  that  they  have  begun 
working  on  the'r  gloves  for  next  spring. 

Once  again  the  gauntlet  and  cuff 
glove  is  the  best   in  both   kid   and  silk. 


The  kid  favor  cuffs  of  a  contrasting 
shade,  often  white,  while  the  silk  seem 
to  be  of  one  color  with  trimming  in  an- 
other. The  lace  effects  featured  in 
New  York  have  not  yet  been  stressed 
here  but  the  fringe  is  very  good.  Ap- 
plique is  used  as  trimming  for  many  of 
the  fall  gloves. 

As  to  color,  there  is  a  great  deal  of 
talk  about  the  browns,  particularly  chip- 
pendale,  Rembrandt  and  otter.  Grey  is 
good  in  the  suede  and  white  seems  to 
be  coming  back  into  its  own  again. 
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Den  t  Griffin,  Limited,  is  Organized; 
Make  Gloves  and  Kindred  Lines 

Factory  Situated  at  St.  Catharines,  Ontario — Joint 
Officers  With  Dent,  Allcroft  &  Co.,  Ltd.,  (Canada) 
— B.  S.  Griffin,  Formerly  With  St.  Catharines  Silk 
Mills,  is  Vice-President  and  Managing  Director — 
To  Specialize  on  Dents'  Silk  Gloves 


INCREASING  popularity  of  the  silk 
glove  is  further  evidenced  by  the 
fact  that  a  new  Canadian  company 
has  been  organized  whose  operations 
should  be  of  considerable  interest  and 
assistance  to  the  trade  in  general. 

Dent  Griffin,  Limited,  as  its  name 
suggests,  will  produce  in  Canada  Dent's 
silk  gloves,  followed  by  other  kindred 
lines  manufactured  from  glove  silk 
cloths.  This  company  is  located  at  St. 
Catharines,  Ontario,  where  the  entire 
process  from  the  weaving  of  the  raw 
silk  to  the  marketing  of  the  product  will 
be  undertaken. 

Samples  of  goods  for  ^delivery  for 
the  spring  season  of  1923  will  be  shown 
in  the  regular  way  by  travellers  of  Dent, 
Allcroft  &  Company  (Canada),  Limited, 
with  prices  quoted  f.  o.  b.  St.  Catharines 
and  all  goods  will  be  shipped  direct  from 
the  factory.  This  method  has  been  de- 
cided upon  in  order  to  give  the  trade  the 
advantage  of  the  best  possible  prices 
and  in  oi-der  to  eliminate  the  double  cost, 
of  handling  which  in  these  days  of  keen 
competition  is  an  important  considera- 
tion. 


H.  P.  Pearce,  president  of  Dent,  All- 
croft &  Co.  (Canada)  Limited,  is  also 
the  president  of  the  new  company  with 
B.  S.  Griffin  occupying  the  position  of 
vice-president  and  managing-  director. 

R.  K.  Gibson,  vice-president  of  Dent, 
Allcroft  &  Co.,  (Canada),  Limited,  joins 
the  board  of  the  new  company  as  dir- 
ector and  will  be  in  charge  of  sales  and 
distribution. 

J.  E.  Peters,  secretary  of  Dent,  All- 
croft &  Co.,  (Canada),  Limited,  becomes 
secretary  of  Dent,  Griffin,  Limited  and 
A.  G.  Watson,  also  of  the  Dent  Company 
becomes  treasurer.  Mr.  Watson  will  re- 
side in  St.  Catharines  and  take  charge 
of  the  credit  and  accounting  depart- 
ments. 

B.  S.  Griffin  is  well-known  in  St. 
Catharines  where  he  was,  until  recent- 
ly, acting  in  the  capacity  of  vice-presi- 
dent and  manager  of  production  of  the 
St.  Catharines  Silk  Mills  and  produced 
the  first  silk  gloves  made  in  a  Can- 
adian factory.  He  has  been  associated 
with  the  silk  glove  industry  well  over 
twenty   years    and      is    thoroughly      ex- 
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perienced  in  all  its  branches,  coming  to 
Canada  with  an  excellent  record  for 
success  in  this  direction  earned  in  the 
United  States,  while  in  charge  of  the 
Amsterdam  factory  of  Fownes  Bros.  & 
Company  which  was  organized  by  him 
and  brought  to  the  forefront  in  its  repu- 
tation for  quality  production  in  silk 
gloves. 

A.  G.  Griffin,  brother  of  B.  S.  Grif- 
fin, who  was  also  associated  with  the 
Amsterdam  factory  is  likewise  a  direc- 
tor of  the  new  company  and  will  super- 
vise   certain    operations. 

Links  with  Dyeing  Firm 

The  Guaranty  Silk  Dyeing  and  Fin- 
ishing Company,  Limited,  whose  premi- 
ses adjoint  the  building  occupied  by 
Dent,  Griffin  Limited,  by  a  special  ar- 
rangement between  the  two  concerns 
will  link  its  plant  with  the  weaving 
and  glove  plants  in  order  to  assure  per- 
fection in  the  shades  and  finishes  of 
Dent  Griffin  production. 

The  Guaranty  Silk  Dyeing  &  Finish- 
ing Co.,  Ltd.,  was  organized  in  the  aut- 
umn of  last  year  since  when  it  has  at- 
tained a  commendable  reputation  for  its 
perfection  and  accuracy  in  producing: 
fine  shades.  The  plant  is  operated  by  ex- 
perts with  technical  knowledge,  special- 
izing in  the  dyeing  and  finishing  of  piece 
goods,  broad  silks,  tricolettes,  hosiery  in 
the  garment,  etc.  All  the  latest  improve- 
ments in  weaving  and  glove  making  ma- 
chinery will  be  in  use  at  the  new  factory 
and  will  include  one  type  of  machinery 
for  which  application  for  patent  has 
been  made. 


A  Formal  Display  of  Evening  Silks 

This  striking  arrangement  of  three  pieces  of  shimmering  satin  against  an  original  painting  as  a  background,  is 
remarkably  well  executed,  the  only  relief  being  attained  by  the  use  of  metallic  brocade  in  a  harmonizing  shade 
to   the  satin.     The  position  of  the  wax  figure  ana   the  balance    of   the   floral   decorations    make    this    window    a 

notable  piece  of  work. 
Arranged    by   J.   H.    Roy,   Display    Manager  of  the  Paquct  Company  of  Quebec. 
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THE  RIBBON-HOUSE  of  CANADA 


WALTER  H.  BARRY  &  CO. 

6  St.  Helen  Street,  Montreal,  Que. 

502  Canada  Bldg.,         Winnipeg,  Man. 


ACCESSORIES 
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The  "Frenchmaide 


Line  Makes  Business   "Fine 


Undergarments 


DAINTY 

EXCLUSIVE 

INEXPENSIVE 


Negligees 
Kimonas    and    Bathrobes 
in  silk  and  cotton 


Our  initial  Fall  line  of  Novelties  and  Staples  are  now  on  display. 

Many  new  ideas  in  styles  and  materials  that  makes  this  the  most  com- 
plete and  original  showing  it  has  been  our  privilege  to  offer  you. 


sltmrrooms   at 

Vancouver,  B.C. 

319    Pender   St.    West 
John   Ogilvy,   Rep. 

Winnipeg,  Man. 

124-124A  Phoenix  Block 
Lawrence    &    Morrison,    Rep. 


"Most  smart  shops  feature  Frenchmaide   Undies" 

The    Lingerie    Company 

Manufacturers 
80-82  Wellington  St.,  W.      Toronto 


Shoicroom  at 

Montreal,  Que. 

23  Merchants  Bank  Bldg., 
364   University  St. 


E.  Scroggie,  Rep. 


Specialists    in   Newest    Colors 
Silk  and  Cotton  Crepe 

KIMONAS 

Ask  for  cotton  crepe 
Porch  Aprons  and 

Bungalow  Dresses 

of  new  creations  in  rich 
and  clever  oriental  col- 
or combinations.  Let 
us  reserve  your  Fall 
requirement  now.  Pad- 
ded Silk  Vests,  Gowns 
and  Jackets,  Children's 
Silk  Comforters  and 
Jackets  in  full  assort- 
ment for  immediate 
shipment. 


The  Mikado  Company 

Japanese  Goods 

TORONTO  MONTREAL 

33  Melinda  St.  248  St.  James  St. 


Could  you  retire  in  20  years? 

Perhaps  you  don't  want  to — but  all  the  same  it  is 
a  very  pleasant  feeling  to  have  enough  gilt-edged 
securities  tucked  away  that  if  business  does  get 
troublesome  you  haven't  the  slightest  worry. 

The  big  point  is  this — profit  is  not  profit  until  it 
is  safely  invested  and  bearing  interest.  There  is  so 
much  of  the  average  merchant's  earnings  that  are 
frittered  away  in  non-essentials,  when  he  might 
create  an  estate  separate  from  his  business  load. 

THE  FINANCIAL  POST  points  the  way  to  safe, 
sane  investment  in  sound  securities.  Through  the 
Investors'  Enquiry  Service  you  get  the  bed-rock 
facts  behind  any  and  all  investments.  Before  you 
buy — write. 

The  $5.00  invested  in  THE  FINANCIAL  POST 
service  for  a  year  will  mean  hundreds  of  dollars  to 
you,  if  you  follow  the  hints,  tips  and  suggestions  in 
the  investment  of  your  profits.  When  so  many  mer- 
chants have  found  its  pages  valuable  to  them,  will 
you  not  fill  in  the  coupon  and  find  out  for  yourself 
just  how  valuable  THE  FINANCIAL  POST  can  be 
to   you? 


THE    FINANCIAL    POST, 
143   University   Ave., 
Toronto,    Ont. 


.1922 


On  tiie  understanding  that  THE  FINANCIAL  POST  holds 
just  the  facts  I  need  for  safe  investment,  you  may  send 
me  a  recent  issue.  If  I  decide  not  to  take  it,  I  will  write 
you  within  five  days — otherwise  you  may  bill  me  for  16, 
subscription    price    for    one    year. 


Name 


Address 
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Sorting  Suggestions 


FINE 
GLOVES 

We  have  a  complete  line 
for  men,  women  and 
children  and  are  in  a 
position  to  make  im- 
mediate shipments  of 
orders  for  gloves  of 

Silk 

Lisle  Thread 

Chamoisette 

Leather 


KNIT 
GOODS 

In  addition  to  a  full  line 
of  staples  in  Sweaters, 
Children's  Suits  and 
other  Knit  Goods,  we 
have  a  number  of  novel- 
ties that  are  going  to  be 
strong  sellers  this  Fall. 
Get  a  line  on  these  when 
you  send  us  your  sorting 
order. 


Acme  Glove  Works,  Limited 

MONTREAL 
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ULTRA  SUPER 

slue 

GLOVES 


DENT  ALLCROFT  &  CO. 
(CANADA)    LIMITED 


DENT  GRIFFIN 

LIMITED 


A  REAL  ORGANIZATION 

OF    SILK    GLOVE    MANUFACTURERS 

operating  a  completely  new  manufactory  located  at  St.  Catharines,  Ont.,  and 
trading  under  the  style  of 

DENT    GRIFFIN    LIMITED 

has  been  instituted  in  order  to  provide  our  valued  customers  and  the  trade 
generally  with 

Dent's   Ultra-Super 

Double  Tipped    Silk   Gloves 

with  an  entirely  new  equipment  embracing  all  that  is  latest  and  best  in  im- 
provements. The  new  factory  will  produce  merchandise  of  the  real  Dent 
standard. 

THE  SILK  GLOVE  PAR  EXCELLENCE 

In  the  exquisite  beauty  of  texture,  quality,  style,  and  finish,  you  will  at  once 
detect  the  life  long  experience  and  skill  of  technical  experts. 

DUE  ANNOUNCEMENT  WILL  BE  MADE  OF  THE  DATE 

when  our  travellers  will  have  pleasure  in  submitting  our  sample  range  of 
silk  gloves  for  delivery. 

SPRING  SEASON  1923 

Make  a  note  to  hold  your  orders  until  you  have  made  your  critical  inspection. 
The  great  buying  public  need  no  reminding  to 

Insist  on  Dent's 

but  your  selling  will  be  made  easier  by  timely  advertising  direct  to  the  con- 
sumer. 

DENT  ALLCROFT  &  CO.  (Canada)  LIMITED 

MONTREAL,  QUEBEC 
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MOULTON 

TRIMMINGS 


Distinctive  Merchandise 
of  Highest  Quality 

Moulton  Trimmings  for  Fall 
show  all  the  new  and  smart  ef- 
fects in  Fringes,  Tassels,  Fancy 
Braids,  Yard  Trimmings, 
Cords,  Girdles,  Drops,  Orna- 
ments, Military  Braids  and  Sou- 
tache. 

Many  Novelty  Designs  that  will 
interest  you  are  being  shown. 


Make 
range. 


sure   you   see   our 


Fall 


We  ask  our  patrons  to  kind- 
ly remember  that  our  goods 
are  made  to  order  and  that 
the  demand  for  our  lines  is 
very  large  and  Dominion 
wide;  therefore,  please 
ORDER  EARLY. 


THE  MOULTON 

Manufacturing  Co.,  Ltd. 

4  Inspector  St.  -  Montreal 
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jfc&AAAu,  Combinette 

This  delightful  combination  of  brassiere  and 
corset  will   commend   itself  to  all   corset  buyers. 

The  one-piece  front  panel,  the  ample  elastic 
gores  and  the  hip  reducers  make  a  strong  appeal 
to  women  who  appreciate  comfort,  refinement  and 
style. 

Tailored  in  good  quality,  figured  pink  coutil,  and 
priced  to  allow  a  good  margin  of  profit. 

Order  your  "Combinette"  stock  from 
our  nearest   branch. 

Corset  Co. 

Limited 
St.  Hyacinthe,  Que. 

General  Sales  Office: 
Coronation  Building,  Montreal 


Western    Sales    Of'ice 

Canada    Bldg. 
Winnipeg 


Ontario    Sales      Office 

York  Building 
Toronto 


& 
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Interesting  Range  of  Fall  Samples 

Manufacturers  Say  That  More  Attention  is  Being  Given  to  Fig- 
ures— Uncorseted  Fad  Leads  to  More  Confining  Styles — Special 
Attention  to  Stout  Women — Price  Range  to  Meet  Popular  De- 
mand— Flesh  Colored  Type  Still  Popular 


WITH  an  unusually  interesting' 
range  of  Fall  samples  just  com- 
pleted, corset  manufacturers  of 
Quebec  and  Montreal  are  anticipating 
a  more  than  ordinarily  successful  sea- 
son when  once  placing  gets  under  way. 
More  than  one  manufacturer,  however, 
comments  upon  the  tendency  to  delay 
ordering  which  grows  more  marked 
each  season  with  the  retail  trade  and 
points  out  that  unless  placing  is  done 
in  the  usual  volume  this  month,  a  short- 
age will  occur. 

In  special  interviews  accorded  to  a 
staff  member  of  Dry  Goods  Review,  two 
corset  manufacturers  in  the  Province  of 
Quebec  outlined  the  situation  as  it  is 
likely  to  shape  itself  in  the  course  of 
the  next  month  or  so.  In  most  points 
both  these  authorities  are  unanimous, 
the  only  diversity  of  opinion  having  re- 
gard to  differences  in  their  respective 
products. 

More  Attention  to  Figures 

"Women  are  now  giving  more  atten- 
tion to  their  figures,"  it  was  declared, 
"and  the  outstanding  point  about  the 
new  corset  models  is  the  slight  increase 
in  boning  which  characterizes  the  styles 
for  1922-23.  There  are  two  logical  ex- 
planations for  this  tendency  towards 
greater  support,  one  attributable  to  the 
trend  of  apparel  styles  towards  more 
fitted  effects  while  the  other  is  undoubt- 
edly due  to  the  fact  that  enlarged  and 
sagging  muscles  caused  by  over  indul- 
gence in  the  uncorseted  fad  must  now 
be  reduced  and  overcome  by  a  return  to 
more   confining   styles. 

"The  average  woman  demands  cor- 
sets of  light  weight  construction,  suf- 
ficiently boned  to  allow  for  essential 
support  and  low  in  the  bust,  and  the 
trend  is  positively  in  the  direction  of 
comfort,  yet  greater  support  is  wanted 
along  symmetrical  lines  which  repro- 
duce natural  curves  and  permit  the  ut- 
most freedom  of  movement. 

Models  for  Stout  Women 

"One  of  the  outstanding  features  of 
the  coming  Season's  new  Fall  range  of 
corsets  is  the  increasing  attention  that 
is  shown  to  models  for  stout  women.  In 
the  past  it  has  been  customary  to  de- 
velop corsets  for  larger  women  in  some- 
what heavier  fabrics  with  a  maximum  of 
attachments,  re-inforcements  and  seams 
in  order  to  hold  down  the  unwieldy 
flesh  to  more  harmonious  lines.  Very 
few  such  types  will  be  featured  during 
the  coming  Fall  and  the  larger  woman 
will  be  more  than  adequately  cared  for 
in  the  matter  of  light,  flexible  but  es- 
sentially strong  models  which  will  not 
encase  her  figure  like  a  rigid  sheath.  On 


the  contrary,  owing  to  the  improved 
manner  in  which  elastic  webbing  is  in- 
serted, the  much  desired  flat  back  and 
front  effect  is  achieved  with  distinct 
success.  The  skirt  of  the  new  models 
intended  for  well  developed  figures  is 
somewhat  longer  than  is  the  case  with 
average  figure  models  and  there  is  a 
perceptible  rise  at  the  back  of  the  cor- 
set top,  so  that  it  reaches  a  height  of 
two  to  three  inches  above  the  normal 
waist  line  where  the  flesh  tends  to 
bulge  over,  although  the  low  and  me- 
dium bust  line  in  front  still  prevails." 

New  Hip  Treatment 

Elastic  topped  models  are  shown  in 
the  same  pro- 
portion a  s 
last  season, 
but  there  is 
probably 
more  webbing- 
used  in  the 
form  of  pan- 
els of  entire 
gores.  A  new 
treatment  cf 
the  usual  hip 
insert  of  web- 
bing is  to 
overlay  it  at 
the  top  by  a 
pointed  V  of 
the  corset 
fabric  firmly 
stitched  down 
to  the  centre 
of  the  section 
so  that  it 
cannot  stretch 
or  bulge  out- 
wards. An  ad- 
ditional fea- 
ture of  this 
type  of  corset 
of  special  in- 
terest to  wo- 
rn e  n  with 
heavy  diaph- 
ragms is  the 
double  front 
section,  with 
a  front  belt 
fitted  with 
double  sus- 
penders a  d- 
justable  t  o 
any  length 
and  made  of 
heavy  pure  el- 
astic webbing. 
Such  a  model 
as  this  which 
represents  the 
highest      type 


of  workmanship  and  style  in  sizes  up  to 
the  largest  outsize,  is  priced  at  $33  a 
dozen  but  others  by  the  same  make 
of  equally  fine  design  for  large  women 
can  be  had  as  low  as  $18  a  dozen. 

The  inevitable  question  which  always 
comes  up  when  the  subject  of  corsets 
is  under  discussion  refers  to  the  com- 
bination brassiere-corset  and  its  statue 
in  the  regular  field.  One  opinion  given 
by  a  Quebec  manufacturer  inclines  to 
the  belief  that  the  sale  of  such  garment 
in  this  country  has  not  reached  -  any 
great  proportion  and  as  the  promotion 
of  such  a  type  of  garment  cannot  in  the 
long  run  be  helpful  to  the  industry,  few 
of  the  better  manufacturers  have  felt 
inclined  to  stress  it.  One  firm  has  heldi 


The  sportswoman  will  find  this  sports  model  corset 
with  full  elastic  side  panels  exceedingly  comfortable. 
It   is    developed    in   strong    white    coutil    at    front    and 

back  to  give  necessary  support. 

Shown   by    courtesy    of    E.    T.    Corset    Co.,    Ltd.,    St. 

Hyacinthe. 
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off  the  production  of  such  a  line  until 
June  and  will  shortly  introduce  a  new 
range  for  hot  weather  wear.  They  an- 
ticipate that  with  the  first  snap  of  real- 
ly cold  weather  the  demand  for  corset- 
brassieres   will   lessen. 

Another  firm  commented  on  this  line 
as  follows,  "We  showed  this  garment 
last  season  in  a  short  length,  practically 
more  brassiere  than  corset  in  effect,  but 
the  demand  this  season  is  for  a  much 
longer  garment,  extending  all  the  way 
down  to  the  depth  of  an  ordinary  corset 
although  quite  unboned.  The  trend  of 
demand  shows  us  that  the  short  and 
unconfining  garment  is  no  longer  want- 
ed except  for  a  bathing  corset." 

Price  Range 

In  reply  to  a  query  as  to  the  price 
range  for  the  coming  season  one  maker 
reports  "no  change"  and  comments  on 
the  advantageous  values  now  obtain- 
able. Another  firm  quote  their  price 
range  as  varying  between  $8.50  to  $42  a 
dozen    and    point   out   that   the    favorite 


retail  price  is  apparently  for  a  corset 
$2.50,  $3.50  and  $5.  The  consumer 
purchasing  ability  at  this  time  has  re- 
ceded, it  was  explained,  and  popular 
priced  corsetry  is  the  mainstay  of  every 
retail  department,  with  very  few  ex- 
ceptions. Nevertheless,  the  popular 
priced  lines  have  reproduced  the  best 
style  features  this  season  so  that  econ- 
omy entails  no  sacrifice  in  appearance. 

The  all  white  corset  does  not  show 
any  signs  of  supplanting  the  flesh  col- 
ored type,  which  still  prevails  in  popu- 
larity, particularly  in  the  new  style  of 
"wrap  around"  corsets,  which  are  a  de- 
velopment of  the  girdle  idea.  These 
"wrap  arounds"  are  devoid  of  lacings 
and  hook  up  in  the  usual  manner  in 
front,  but  have  a  wide  elastic  panel  in- 
set at  the  back  to  provide  the  necessary 
stretch.  Some  of  these  models  are  very 
dainty  in  appearance  having  their  side 
sections  made  of  over-lapping  rows  of 
fancy  braid  trimming  with  a  highly  mer- 
cerized finish,  while  plainer  styles  have 
sides  made  of  five  rows  of  strong  tape 


running  horizontally  and  overlapping 
without  stitching.  One  elastic  section 
is  now  considered  sufficient  in  this  type 
of  corset,  where  formerly  three  were 
used  at  the  sides  and  back.  These  mo- 
dels may  also  be  obtained  in  sizes  up  to 
36  instead  of  merely  the  smaller  num- 
bers, and  it  is  probable  that  with  judi- 
cious advertising  the  "wrap  around" 
will  become  an  accepted  part  of  the 
feminine  wardrobe  for  every  day  wear. 


The  plant  being  erected  at  Drum- 
mondville,  Que.,  by  the  National  Silk 
Dyeing  Company  of  Paterson,  New  Jer- 
sey, will  be  operated  by  the  newly  in- 
corporated Dominion  Dyeing  &  Finish- 
ing Company,  Limited.  The  plant  will 
cover  about  80000  square  feet,  and  will 
be  modern  in  every  particular.  From 
100  to  200  hands  will  be  employed  at  the 
outset.  The  company  will  dye  silk  and 
artificial  silk  in  the  skein,  and  will  dye 
and  finish  silk  and  silk-mixed  goods  in 
the  piece. 


A  new  combination  corset  and  brassiere  developed  in 
pink  figured  coutil  with  dainty  shoulder  straps,  smart- 
ly tailored  in  long  shirted  effect  to  give  the  flatten- 
ing effect  decreed  by  fashion. 
Shown  by  courtesy  of  E.  T.  Corset  Co.,  Ltd.,  St. 
Hyacinthe. 


Model  of  pink  silk  brocade  with  several  new  features 
desig?ied  for  comfort,  including  a  back  panel  of  elastic 
which  does  awaiy  with  lacings,  and  a  hook  front  con- 
cealed by  a  close  fitting  flap  which  prevents  wearing. 
Shoivn  by  courtesy  of  E.  T.  Corset  Co.,  Ltd.,  St. 
Hyacinthe. 


74 


CORSETS    AND    LINGERIE 


Dry  Goods  Review 


Corsets  That  Women  are  Asking  For 


There  is  a  demand  for  corsets  that  fit  per- 
fectly, wear  well,  and  give  efficient  service. 
This  demand  has  turned  with  ever  increasing 
force  to 


Jfjarher's 

jftus£-Proo/,x 

Corsets — 

(MADE  IN  CANADA) 


This  season  we  are  showing  a  larger  and  more  varied  line,. 
The  good  staple  "bread  and  butter"  numbers  are  stronger  than 
ever,  and  in  addition  there  are  all  the  new  features  brought  out 
this  season  for  the  latest  fashions  of  dress.  Whatever  your 
type  of  trade,  you  will  find  Warner  styles  to  meet  it  properly* 
from  $12  per  dozen  to  $48,  back  lace,  front  lace,  or  elastic 
girdles. 

EVERY  PAIR  IS  GUARANTEED 

Every  Warner  Corset,  Corselette,  or  Brassiere,  is  sold  by  us  with 
an  unreserved  guarantee  not  to  rust,  break,  or  tear. 


The  Corselette,  originated  and  first  brought  out 
by  us,  has  been  meeting  with  much  favor,  and 
there  are  large  sales  for  it  for  bathing,  athletics, 
house  work,  and  lounging.  It  is  a  combination  of 
the  corset  and  bandeau,  made  in  bust  sizes  30  to 
44,  and  models  from  $12  to  $30  per  dozen. 

Warner  Bandeaux  and  Brassieres  are  also  win- 
ning hosts  of  friends  by  their  splendid  fitting  qual- 
ities, and  are  made  in  a  variety  of  fabrics  and 
patterns  from  $4.25  to  $21  per  dozen. 

Now  is  the  time  to  prepare  for  the  better  busi- 
ness prospects  for  this  Fall,  and  the  Warner  line 
will  help  your  corset  section.  Your  stocks  should 
be  complete  by  September  1st.  Would  you  not 
like  to  see  samples? 


THE  WARNER  BROTHERS  COMPANY 


Canadian  Factory  and  Sales    Office 


356  St.  Antoine  St.,  Montreal,  P.Q. 
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New  Interest  in  Wool  Underwear 

Lower  Prices  Increase  Retailer's  Interest — Big  Demand  for 
Opera  Vests  in  Wool — Different  Styles  for  Different  Localities — 
Fancy  Hosiery  Strong  for  Fall — Many  Stores  Are  Opening  Up 

An  Infant's  Department 


THERE  is  every  reason  to  believe 
that  wool  will  return  to  its  old 
position  in  the  underwear  trade 
next  winter.  The  reduction  in  price 
which  it  has  undergone  in  the  last  few 
months  is  responsible  for  the  interest 
which  merchants  are  showing.  One 
manufacturer  says  that  this  revival  is 
the  best  proof  one  could  have  that  the 
public  like  woollen  underwear.  For 
several  seasons  now,  travellers  and  re- 
tailers have  tried  to  impress  woollen 
houses  that  both  women  and  men  want 
only  silk  or  cotton  and  when  they  use 
-wool  at  all,  they  prefer  union  under- 
wear. The  new  interest  which  has  been 
aroused  with  the  decrease  in  cost  of 
wool,  proves  beyond  a  doubt  that  price 
was  the  dominant  factor  before.  There 
the  some  lines  in  which  the  mills  are 
already  far  behind  in  delivery. 

The  Vogue   in   Underwear 

One  of  the  big  surprises  is  the  de- 
mand for  opera  vests  in  wool.  Re- 
tailers are  ordering  these  no-sleeve  or 
i-ibbon  strap  vests  quite  freely.  Travel- 
lers say  that  they  are  now  wanted  for 
wear  with  all  costumes,  including  street 
and  afternoon  dresses.  As  long  as  the 
bateau  neck  is  worn,  and  Paris  is  still 
showing  it,  these  vests  should  be  good. 
When  required  for  evening  wear  alone, 
cotton  or  silk  was  always  best  but  day 
in  and  day  out  Winter  wear  requires 
the  wool. 

In  Quebec  there  is  an  increasing  de- 
mand for  long-sleeve  vests  but  in  On- 
tario and  even  throughout  the  west, 
travellers  can  dispose  of  the  no-sleeve 
or  the  short  sleeve  more  easily.  The 
same  applies  to  ankle-length  'drawers. 
The  all-year-round  demand  for  silk 
hose  has  resulted  in  a  strong  call  for 
the  knee-length.  All  of  the  heavy 
underwear  lines  however  stress  tight 
knees. 

Tvvo-Piece  Sets  Still  Good 

Though  many  manufacturers  are 
turning  out  some  very  attractive  com- 
bination suits,  they  say  that  the  se- 
parate pieces  are  by  no  means  on  the 
wane.  This  applies  to  both  cotton  and 
woollen  underwear. 

New  York  is  at  the  moment  showing 
loose  knees  extensively.  Mills  in  this 
country  say  there  is  no  danger  expect- 
ed for  the  bloomer  business  from  that 
source.  Most  of  the  Canadian  under- 
wear manufacturers  are  showing  cot- 
ton underwear  along  step-in  and  loose 
lines  but  they  say  that  the  tight  knee  is 
essential  for  Canadian  trade  in  winter 
wear.  Though  women  in  this  country 
have  managed  to  endure  the  cold  with- 
out protection  for  the  legs,  they  can- 
not wear  the  loose  knee  all  winter. 


THE  SPORTSWOMAN 
who  dons  this  smart  three  piece  knit- 
ted set  will  typify  the  latest  conceits 
in  outdoor  apparel.  The  entire  set  of 
hat,  scarf  and  sweater  are  knitted 
from  Corticelli  Sylvergleam,  the  hat 
being  edged  with  French  angora,  while 
the  stripes  in  the  scarf  are  done 
in  Belding's  Artsyl  Sweater  yarn. 
Shown  by  courtesy  of  B  elding -Corti- 
celli, Limited,  of  Montreal. 

If  there  is  any  change  at  all  in  the 
style  of  drawers  for  next  winter  it  will 
be  in  the  body  of  the  garment  rather 
than  the  knee.  One  or  two  samples 
show  a  tighter  fitting  line  than  is  seen 
in  the  bloomer. 

Light   Underwear   for   Next   Winter 

The  increase  in  demand  for  wool  for 
next  winter  has  had  little  effect  on 
Summer  weight  underwear.  Two  man- 
ufacturers in  Ontario  informed  Dry 
Goods  Review  that  business  in  all-year 
light  weight  lines  is  bigger  than  ever 
this  Summer. 

In  the  regular  vest  which  has  the 
built-up  rather  than  the  strap  shoulder, 
one  mill  is  trying  to  turn  out  a  gar- 
ment which  will  not  show  at  the  sides 
of  the  V.  The  designer  has  therefore 
widened  the  V  both  back  and  front  so 
that  it  is  now  more  oval  in  shape  than 
last  year.  Those  who  have  tried  it  out, 
say  the  strap  does  not  slip  from  the 
shoulder  as  a  result  of  this  widening. 

Canadian  undergarment  makers  are 
paying   more     attention   to   detail     th's 


year.  They  are  placing  very  neat 
straps  of  lingerie  braid  on  their  vests 
and  using  a  good  grade  of  lace.  Most 
of  them  are  making  vests  with  silk 
tops.  These  silk  tops  are,  as  a  rule,  . 
imported  in  the  piece  and  attached  in 
factories  here  to  either  wool  or  cotton. 

In  sports  bloomers  for  wear  as  under- 
skirts, there  are  many  new  color  com- 
binations for  Fall.  Periwinkle  and 
black,  smoke  and  purple,  navy  and 
honeydew  are  very  good  in  both  all- 
wool  and  in  Italian  silk.  One  manu- 
facturer is  placing  a  petal  cuff  on  his 
samples.  This  can  be  worn  down  or 
turned  back  according  to  the  length  of 
the  skirt — a  very  great  convenience  in 
a  season  which  shows  a  promise  of  vary- 
ing lengths. 

What's  What  in  Hosiery 

The  trend  for  Fall  seems  to  be  to- 
ward fancy  hosiery.  Silk  and  wool 
two-tones  will  be  good.  The  all-wooi 
heather  mixtures  will,  of  course,  sell, 
but  as  to  what  colors  will  be  wanted, 
manufacturers  are  in  doubt.  Fabric 
houses  say  that  homespuns  will  be 
in  quieter  shades  than  in  the  Spring.  If 
this  is  so,  the  hosiery  will  be  more  sub- 
dued. 

There  will  no  doubt  be  a  great  deal  of 
all-cotton  hose  in  heather  next  Winter 
because  of  its  wearing  qualities.  To 
offset  this,  several  mills  are  making  a 
wool  hose  with  cotton  heel  and  toe. 

Infants'  Wear  a  Big  Factor  in   Canada 

With  more  stores  in  this  country  open- 
ing up  regular  departments  for  child- 
ren's clothing  each  season,  there  are 
new  mills  being  established  all  over  the 
country.  Most  of  these  mills  can  be 
kept  busy  with  children's  lines  alone 
and  some  make  only  a  few  of  the  in- 
fants' requirements.  One  Toronto  mill 
says  that  it  is  more  profitable  for  them 
to  devote  all  their  time  to  children's 
sweaters  instead  of  women's  as  former- 
ly. Though  the  infants'  styles  follow 
the  trend  of  women's  rather  carefully, 
they  do  not  suffer  to  the  same  extent  in 
bad  seasons.  There  are  certain  times 
when  women's  sweaters  cannot  be  sold 
at  a  third  of  their  cost  as  many  manu- 
facturers and  retailers  have  found  out 
in  the  last  few  years.  Babies'  lines 
keep  to  a  fairly  uniform  price  and  are 
all-year  sellers. 

The  gift  idea  has  been  a  gi'eat  boon 
to  infants'  knitted  lines.  Bootees,  mitts 
and  bonnets  sell  in  enormous  quantities. 
One  manufacturer  claims  that  he  made 
20,000  gross  of  infants'  hose  last  year. 

Retailers  who  separate  their  infants' 
lines  from  other  departments  say  that 
they  can  get  better  prices  in  this  sec- 
tion. 
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Slipover  Enjoys  Great  Popularity 

Is  Strong  in  New  York  and  Philadelphia  and  Shares  Honors  With 
Tuxedo  in  Buffalo  and  Toronto — Scarf  Increases  Use  of  Slipover 
— Bright  Showing   of  Sleeveless   Sports  Jackets   in   Toronto — 

Knickers  for  Sports  Wear 


THERE  has  been  a  tremendous 
sale  of  slipover  sweaters  in  the 
last  month.  Dry  Goods  Review 
has  received  reports  from  the  follow- 
ing cities  in  regard  to  this  style: 

New  York  and  Atlantic  City — slip- 
overs  stressed   almost   exclusively. 

Philadelphia — demand  very  strong 
particularly  for  light  weight  wool  var 
iety. 

Buffalo — younger  girls  wearing  slip- 
over but  a  steady  demand  for  Tuxedo 
as  well. 

Toronto — both  slipover  and  Tuxedo 
selling,  the  former  moving  beyond  all 
earlier  expectations. 

This  is  a  very  encouraging  report  for 
retailers  who  have  stocked  heavily  in 
these  lines.  There  is  no  doubt  that  the 
vogue  will  last  throughout  the  Sum- 
mer whether  the  weather  is  cool  or 
warm  because  sweaters  now  belong  to 
that  indefinable  class  of  women's  ap- 
parel which  is  considered  necessary  as 
warm  weather  equipment  but  is  chosen 
in  preference  to  dresses,  for  cool  days. 

The  New  York  flapper  is  wearing  the 
slipover  on  the  streets  with  sports 
skirt  and  sports  hat.  She  is  not  par- 
ticular whether  her  sweater  has  the 
round  or  the  V  neck  so  long  as  it  has 
a  belt  in  the  Balkan  style.  Usually 
there  is  a  scarf  to  cover  her  shouders  in 
Russian  or  Indian  colors.  The  scarf  is 
tucked  neatly  under  the  belt  of  the 
sweater.  One  Toronto  manufactu 
who  has  just  made  a  flying  trip  to  At- 
lantic City  says  that  the  scarf  has  in- 
creased the  usefulness  of  the  slip-over 
almost  three-fold.  In  other  years  this 
sweater  could  only  be  worn  by  very  slim 
women  and  even  they  have  some  diffi- 
culty with  it.  Now  the  clever  arrange- 
ment of  the  scarf  gives  the  appearance 
of  a  waist-line  V-neck  which  the  very 
stoutest  women  can  wear  well. 

More  About  Slip-overs 

These  slip-overs  are  good  in  both 
silk  and  wool,  the  latter  being  prefer- 
ably of  fine  Iceland  wool.  The  fact  that 
those  of  artificial  silk  run  from  $5.00 
to  $8.00  and  that  wool  ones  are  sold  at 
from  $1.98  to  $3.50,  makes  the  latter  a 
little  the  better  seller.  The  price  fac- 
tor influences  the  trend  of  business  this 
Summer  to  such  an  extent  that  there  is 
every  expectation  that  wool  will  have 
more  sales  throughout  the  Summer. 

White  is  particularly  liked  and  the 
light  shades  come  next.  Besides  Ice- 
land wools,  Shetland  and  chiffon  are  in 
favor. 

In  the  scarfs  of  which  we  spoke  above, 
bright  shades  are  best. 

The  good  sellers  are  combinations  of 
the  following  colors:  French  blue,  silver 


Island  Display 
Helped  Hosiery 

The  hosiery  department  has  been 
one  of  the  most  active  departments 
in  dry  goods  lines  during  the  last 
year.  Women  have  not  needed  a 
great  deal  of  urging  to  search  out 
this  department. 

Yet,  according  to  a  little  plan 
worked  out  by  Murray  Sons,  Lid., 
of  Hamilton,  it  is  possible  to  in- 
crease even  the  heavy  hosiery  sales 
of  the  last  year.  Almost  in  the 
centre  of  their  store  there  was  a 
partition  that  did  not  serve  any 
very  useful  purpose  and  tool;  up 
some  valuable  space.  They  itecid- 
ed  to  knock  it  down  and  use  the 
space  for  display,  hi  this  space 
which  liad  to  be  passed  by  nearly 
every  person  who  came  into  the 
store  they  placed  a  hosiery  table. 
It  was  always  up  to  the  minute  so 
far  as  neat  and  attractive  arrange- 
ment of  merchandise  was  concern- 
ed and  it  whetted  the  appetite  of 
Hamiltonian  ladies  for  up  to  the 
minute  hosiery. 

The  result — from  December  to 
the  end  of  January  they  increased 
their  hosiery  sales  ONE  HUN- 
DRED  PER   CENT. 


grey,  champagne  and  yellow,  black  and 
white,  jade. 


Black  and  White  for  Sports  Wear 

The  past  month  shows  that  with  the 
passing  of  vivid  colorings  and  to  some 
extent,  the  pastel  shades,  women  want 
a  color  with  white  of  which  they  are 
not  tired.  Black  seems  to  be  far  the 
best.  One  retailer  says  that  the  vogue 
for  black  trimmings  on  footwear  has 
done  a  great  deal  to  popularize  black  in 
other  clothing.  Black  and  white  shoes 
which  are  taking  the  place  of  the  all- 
white  shoe  of  other  seasons,  look  much 
better  when^  worn  with  stockings  having 
black  clocks  and  with  hat,  skirt  and 
sweater,   cleverly   sprinkled   with   white 

Sleeveless  sports  jackets  of  black  are 
being  shown  by  the  smartest  shops  in 
Toronto  with  skirts  and  blouses  of 
white.  Then  there  is  the  all  black  Tux- 
edo, which',  particularly  in  silk,  is  about 


the  dressiest   s,ports  garment  a  woman 
can  wear  with  a  crepe  skirt  of  white. 

Though  Tuxedos  are  not  shown  as  ex- 
tensively as  in  other  seasons  in  some 
cities,  they  are  selling  very  well  in 
others.  It  is  worthy  of  note  that  in  Buf- 
falo, N.  Y.  where  conditions  are  said 
to  be  better  than  in  many  other  Ameri- 
can cities,  Tuxedos  are  selling  very  well. 
In  Canada,  orders  are  fairly  good  from 
all  directions.  This  should  prove  encour- 
aging to  buyers.  The  price  of  Tuxedos 
averages  about  twice  that  of  slip-overs 
and  if  a  comparison  were  made  of  the 
districts  where  each  is  having  a  good 
run,  the  resulting  figures  might  provl 
interesting  for  those  who  like  to  str 
economic  conditions. 

Of  course,  there  are  at  least  a  score  of 
grades  in  which  the  Tuxedo  is  selling. 
Some  stores  in  Buffalo  are  offering 
them  in  white  and  the  pale  shades  at 
$3.98.  These  are  of  the  poorest  grade 
artificial  silk,  loosely  woven  and  not 
very  shapely.  Several  stores  are  show- 
ing them  for  $6.95  to  $9.50.  Pure  silk 
Tuxedos  still  hover  at  the  $35  mark  in 
Buffalo  and  even  at  $45  in  some  Tor- 
onto stores.  The  outstanding  colors  are 
golf  green,  tan,  navy,  black,  white  and 
jockey  red. 

Blazers  will  remain  in  the  hands  of 
the  more  exclusive  shops  for  this  sea- 
son, it  is  expected.  A  great  number  are 
selling,  however,  particularly  the  red, 
black  and  navy  in  combination  with 
flannel  skirts.  Sleeveless  blazers  with 
organdie  blouses  are  good  too,  most 
stores  offering  these  for  $5. 

Knickers  or  Breeches? 

So  far  Toronto  women  are  choosing 
knickers  for  sports  wear  of  all  kinds 
except  riding,  which  requires  breeches. 
Nearly  every  golf  course  has  half  a  doz- 
en devotees  and  the  stores  report  a  fair 
number  of  sales  for  summer  camps.  On 
good  authority  word  has  come  from  New 
York  that  many  women  there  prefer 
breeches  for  general  use.  The  reason 
given  is  that  the  blouse  at  the  knees  of 
the  knickers  is  found  to  be  less  satis- 
factory than  the  snug  knees  of  the 
breeches  and  the  latter  fill  the  same  re- 
quirements as  the  others.  I"„  however, 
the  breeches  do  find  their  way  into  Can- 
ada, it  will  not  likely  be  until  next  sea- 
son. 

A  sudden  revival  for  the  good  old  mid- 
dy blouse  has  taken  place  in  some  cen- 
tres. Some  are  of  silk  and  others  of  cot- 
ton. Those  which  are  a  combination  of 
middy  and  smock  are  liked  the  best  and 
are  even  more  popular  than  the  regular 
smock.  Knicker  suits  are  shown  with 
middies  for  camping  and  rough  wear. 
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Is  Tailoring  On  Large  Scale 


So  Says  Manager  of  Monarch  Knitting  Mills  With 
Regard   to   Sweater   Industry — Interesting    Points 
With  Regard  to  Manufacturing  of  Use  to  Sales- 
men— Operations   Described 


T 


HE  sweater  industry  to-day  is 
tailoring  on  a  lare-e  scale,"  says 
the  manager  of  the  Monarch 
Knitting  Company  at  Dunnville,  Ont. 
"All  our  ladies'  sweaters  have  a  cer- 
tain amount  of  pattern  work  done  on 
them.  This  is  absolutely  necessary  in 
order  to  make  well-fitted  garments  such 
as  women  require  to-day.  Sweaters  are 
worn  just  as  coats  and  suits  were  in 
■other  seasons  and  therefore  require 
perfect  workmanship." 

Though  a  great  many  lines  made  are 
knitted  on  circular  machines,  most  of 
them  are  not  dependent  on  the  ma- 
chines alone  for  shaping.  Even  such 
small  articles  as  children's  toques  re- 
quire a  certain  amount  of  cutting.  Scarfs 
are  made  by  knitting  the  silk  or  wool 
into  lengths  of  many  yards  and  then 
cutting  up  into  separate  pieces.  Some 
of  the  best  grades  of  fibre  silk  sweaters 
are  made  this  way  also.  The  circular 
cloth  formed  by  these  machines  is  cut 
up  on  regular  patterns  by  experienced 
tailors. 

Flat  machines  are  used  for  some  of 
the  best  sweaters.  They  turn  out  the 
knitted  fabric  in  lengths  which  are 
more  easily  handled  by  the  cutters. 
Their  production,  however,  is  not  nearly 
so  great.  A  circular  machine  can 
make  fabric  sufficient  for  10  dozen 
sweaters  while  a  flat  one  is  knitting 
enough  material  for  only  21/&. 

Interesting   Features    in   Knitting 

Even  the  finishing  of  small  sweaters 
for  children  requires  cutting.  Though 
the  body  of  the  sweater  is  in  one   piece 


and  knitted  on  a  circular  machine,  the 
fabric  is  cut  so  that  several  sizes  can 
be  made.  The  outer  edges  are  used  in 
making  the  lapels  for  the  Tuxedo  or 
coat. 

Men's  pullover  sweaters  are  not  cut. 
They  depend  on  the  machines  for  shap- 
ing. 

The  making  of  buttonholes  is  now 
done  by  machinery.  Power  machines 
make  the  stitching  and  then  cut  the 
hole.  Even  the  buttons  are  put  on  by 
specially  constructed  machines  which 
hold  the  button  in  a  vise  while  it  is  be- 
ing  sewn. 

Why    Stripes    Are   Expensive 

Sweaters,  scarfs,  hose  and  all  gar- 
ments which  have  stripes  are  necessar- 
ily more  expensive  than  the  same  things 
in  plain  materials  because  their  pro- 
duction is  very  much  slower.  The  mak- 
ing of  the  pattern  takes  longer  and  the 
slowing  up  of  the  machines  for  every 
change  of  color  makes  the  output  con- 
siderably less  in  this  type  of  garment. 
Sweaters  which  are  so  prominent  this 
year  in  the  Indian,  Navajo  and  Russian 
shades  are  comparatively  expensive  be- 
cause of  the  time  they  require. 

Variegated  Dyeing 

The  Dunnville  factory  makes  its  own 
woollen  and  union  yarns  but  imports  its 
silk  yarns.  These  come  in  skeins  from 
England  and  are  dyed  and  spooled  here. 

When  a  silk  sweater  is  required  in 
variegated  shades,  the  yarn  is  dyed  in 
the  skein.  This  is  done  by  hand. 
Boards  are  clamped  at  ccr  ain  intervals 


on  the  silk  and  the  section  between  the 
boards  dipped  into  the  dye.  One  skein 
may  have  as  many  as  six  or  eight  colors 
in  it. 

Drying  by  means  of  fanning  as  well 
as  heat  is  used  in  this  mill.  Machines 
which  revolve  in  a  heated  room  are  lad- 
en with  the  yarn.  This  method  makes 
the  yarn  "loftier"  than  it  is  when  sub- 
jected to  heat  or  air  alone. 


Important  Changes 

In  Personnel 

Clinton    Knitting    Co.    Ltd.    Elect    New 
Officers — Pioneers  in  Welfare  Work 

Important  chang-es  have  just  been 
made  in  the  personnel  of  the  Clinton 
Knitting  Co.  Limited.  The  controlling- 
interest  in  this  business  has  been  pur- 
chased by  Messrs.  H.  G.  Harper,  and  E. 

A.  Vincent,  of  London,  and  Lieut.-Col- 
onel  H.  B.  Combe,  of  Clinton.  H.  G. 
Harper  and  A.  E.  Vincent  are  already 
well  known  to  the  trade,  having  been 
heads  of  departments  and  important 
factors  in  the  R.  C.  Struthers  &  Co. 
Wholesale  Dry  Goods,  of  London.  Lieut.- 
Colonel  Combe  has  been  with  the  Com- 
pany since  its  inception,  except  for  the 
three  years  he  served  with  the  Canadian 
forces  overseas. 

Officers 

The  new  officers  of  the  Company  are: 
— H.    G.   Harper,    president;    Lt.-Col.   H. 

B.  Combe,  vice-president;  A.  E.  Vincent, 
managing  director. 

The  Clinton  Knitting  Co.  commenced 
operations  in  1903,  were  incorporated 
in  1905;  and  in  1906  they  built  their 
present  factory.  Their  history  is  known 
as  the  "Wearwell  Brand."  During  the 
years  of  their  expansion  subsidiary 
(Continued   en   next   page) 


Under  a  gigantic  sun  umbrella  was  displayed  a  variety  of  bathing  accessories  by  Henry  Morgan  &  Co.,  of  Mon- 
treal.    Green  and  white  a,wnina  formed  the  background  and   a   mirror    havked    in    grass   formed   the   floor.     Toy 
svjans  were  posed  on  the  mirror  and  paddles,  sand  toys,   beach  chairs,  etc.,  were  effectively  used. 
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Makes  Boosters  Out  of  Kickers 

Handling  Complaints  Wisely  is  Splendid  Adver- 
tising— Store  Always  Gets  the  Worst  End  of  the 
Deal  When  There  is  a  Dissatisfied  Customer — 
How  Exchanges  Might  be  Reduced — Make  Ad- 
justments With  a  Smile 


DEPARTMENT  managers  are  li- 
able to  lose  valuable  opportunities 
for  the  best  possible  sort  of  ad- 
vertising by  carelessness,  or  worse,  by 
their  method  of  handling  complaints,  of 
exchanging  goods  or  refunding  the  cash. 
We  have  heard  managers  say,  again  and 
again,  "Oh,  she's  an  old  grouch,  always 
kicking  about  something,  I  wish  she 
would  never  come  in  the  store  again," 
and  that  is  the  spirit  in  which  some  com- 
plaints are  handled. 

Now  we  all  know  that  the  person  who 
makes  a  complaint  is  usually  a  great 
gossip.  The  world  is  full  of  these  kind 
of  people,  and  although  we  may  not  like 
them,  we  can't  k'll  them,  and  we  can't 
make  them  quit  talking,  but  we  can  di- 
rect the  sort  of  talking  they  are  going 
to  do,  about  this  store. 

Store   Gets   Worst   of   It 

We  know  that  if  we  give  scant  cour- 
tesy to  their  complaints,  no  matter  how 
unreasonable  they  are,  our  store  is  go- 
ing to  get  the  worst  of  it  in  that  person's 
conversation  for  months  to  come;  so  it 
will  pay  us  to  make  an  investment  this 
morning  by  studying  this  vital  problem 
of  exchanging  goods  and  cheerfully  re- 
funding the  cash,  and  outlining  a  uni- 
form policy  and  rules  for  all  depart- 
ments  regarding  this  subject. 

Marshall  Field  said,  "the  customer  is 
always  right,"  because  he  didn't  want 
this  bad  talk  to  go  around  when  he 
would  not  be  there  to  prove  that  the 
talker  was  a  liar,  so  he  paid  to  get  the 
other  kind  of  talk  going,  the  kind  which 
is  free  advertising. 

Supposing  you  are  imposed  upon  very 
frequently.  Is  it  better  to  have  them  think 
you  are  "easy"  than  to  say  that  your  de- 
partment is  a  trap?  The  woman  who 
gets  the  best  of  a  store  is  always  the 
sort  of  woman  who  brags  about  it,  and 
the  more  she  brags  about  it,  the  mx 
good  she  is  doing  your  store. 

Say  it  With  a  Smile 

When  the  complaint  comes,  you  are 
facing  a  condition  and  not  a  theory,  and 
when  you  decide  to  accede  to  the  cus- 
tomer's demands,  for  goodness  sake  do  it 
with  kind  words  and  a  smile.  Don't 
spoil  it  all  by  having  a  grouch  of  your 
own,  do  it  quickly,  don't  wait  a  month  or 
a  day,  don't  let  the  kicker  get  out  of  ;he 
store  to  say  a  word  against  the  store. 
Remember  she's  a  talker,  so  give  her 
something  mighty  good  to  say,  so  as  to 
bring  back  all  ;he  money  you  invest  in 
her  that  day  in  exchanging  the  goods 
or  refunding  the  cash. 

Now  the  store's  policy  should  be  to 
satisfy  every  customer.  Because  good 
will    is    the    chief    asset    of    any    store, 


The  accompanying  lecture  was 
(liven  to  department  managers  in 
one  of  the  large  Ottawa  stores.  It 
contains  many  valuable  sugges- 
tions for  salespeople  as  to  methods 
of  making  adjustments  and,  at  the 
same   time,  making  friends. 


and  good  will  is  the  sensitive  plant  of 
business  it  suffers  from  the  slightest 
touch.  Even  an  untruth  does  enormous 
damage,  for  you  can  never  catch  a  lie. 
When  bad  things  are  constantly  being 
said  about  your  store,  the  loss  to  the  con- 
cern may  be  greater  than  we  expect. 

The  store  which  by  its  policy  and  man- 
agement, can  please  its  customers,  and 
so  handle  complaints  as  to  get  nice 
things  constantly  said  about  it,  has  in 
good  will  a  growing  asset  that  has  a 
cash  value  of  many  thousand  dollars. 
Reduce  Exchanges 

How  can  we  reduce  exchanging  of 
goods  ?  One  of  the  most  hopeful  ways 
to  cure  this  evil  is  by  teaching  salespeople 
to  sell  their  goods  intelligently.  In  this 
way  the  goods  will  stay  sold.  If 
thorough  selling  is  taught,  and  foolish 
selling  is  eliminated,  there  will  be  muc 
bigger  profits  at  the  end  of  the  year  and 
customers  will  be  better  satisfied  with 
your  store  service. 

Never  allow  your  salespeople  to  force 
a  customer  into  keeping  something  she 
doesn't  want,  or  to  make  her  feel  that 
the  store  couldn't  have  possibly  given  her 
better  service  than  it  did.  Seize  upon 
9very  kicker  thankfully,  as  the  opportun- 
ity to  create  another  booster  for  r- 
business.  If  you  act  with  this  vital 
thought  in  your  mind,  your  business  will 
grow  bigger  and  more  profitable. 

If  you  leave  this  important  matter  in 
poor   hands,   you   may   begin   to   wonder 
why   your  trade  is  falling   off,   and  the 
nublic   go   to   other  stores   that  do      r.c 
seem  to  you  to  be  as  good  as  this  one. 


Three  Piece  Sets 

Are  Featured 

Will   Help   Yarn  Sales — Leaflet   Instruc- 
tions Instead  of  Booklets 

Art  goods  departments  are  finding 
that  the  new  form  of  knitting  and 
crochet  instructions,  namely,  in  leaflet 
form  in  place  of  booklets,  are  prefer- 
able from  every  standpoint  to  the  form- 
er way.  When  the  books  of  instructions 
on  making  sweaters,  etc.,  are  prepared, 
the  length  of  time  required  to  collect 
the  directions,  photograph  the  many 
models,  and  attend  to  the   printing  and 


distributing  results  in  many  of  the 
styles  represented  becoming  out  of  date 
before  reaching  the  hands  of  consumers. 
Consequently,  the  plan  of  issuing  leaf- 
lets as  soon  as  each  one  is  prepared  has 
much  to  commend  it  and  these  should 
be  distributed  and  shown  by  all  art 
needlework  departments  this  Summer. 
Books  will  be  issued  to  cover  the  staple 
lines  of  knitted  goods,  the  leaflets  be- 
ing confined  more  to  novelty  ideas. 

Three  Piece  Sets   Aid  Yarn  Sales 

Among  the  newest  ideas  brought  out 
this  month  by  a  Montreal  manufacturer 
of  wools  and  crochet  silks,  etc.,  are 
three  piece  knitted  sets,  comprising 
sweater,  sports  hat  and  scarf  to  match. 
These  sets  feature  either  the  tuxedo  or 
pullover  style  of  sweater  and  are  de- 
veloped in  the  popular  gossamer  wool 
and  artsyl  cable  yarn  as  well  as  various 
silky  wools  which  are  so  much  favoured 
this  Summer.  Angora  is  cleverly  com- 
bined with  plain  wools  in  developing 
some  of  these  sets,  one  of  which  calls 
for  detailed  comment,  being  knitted  of 
firtree  green  wool  in  a  pullover  effect 
designed  on  Norfolk  lines.  The  smart. 
little  hat  to  match  is  trimmed  with  an- 
gora. Yellow  gossamer  wool  is  'beauti- 
fully combined  with  wnite  silk  cable 
yarn,  while  a  rainbow  effect  is  realis- 
tically carried  out  in  a  myriad  of  lovely 
colors  running  horizontally  on  a  scarf. 

Roman  stripes  are  knitted  into  a 
colorful  scarf  which  boasts  jade  as  its 
predominating  color,  while  a  cunning 
liitle  cape  for  a  child  is  knitted  out  of 
shell  pink  wool  with  white  angora.  A 
corn  color  pull  over  sweater  is  charm- 
ingly trimmed  with  lavender  which 
color  is  used  to  outline  the  scalloped 
edge  and  form  the  acorn  drops  which 
are  used  as  a  trimming. 

Although  the  announcement  has  been 
made  that  fine  wools  have  shown  an  ad- 
vance this  firm  states  that  there  will  be 
no  increase  in  the  prices  of  knitting 
wools  in  balls  for  this  Fall  at  least. 


IMPORTANT  CHANGES 


(Continued   from   previous   page) 

plants  have  been  operated  at  Wingham 
and  Owen  Sound  but  the  policy  of  the 
new  firm  will  be  to  close  all  branch  fac- 
tories and  install  the  equipment  in  the 
Clinton  Mills  so  that  economy  in  manu- 
facturing costs  may  be  effected.  A  new 
modern  and  up-to-date  dye  plant  has 
been  installed  and  the  company  will  now 
do  their  own  bleaching  and  dyeing  in 
colors. 

Welfare  Work 
The  Clinton  Knitting  Co.  were  pion- 
eers in  welfare  work  and  early  equipped 
the  Girls'  Club  Rooms,  which  is  the  up- 
per flat  in  the  Combe  Block,  as  an 
assembly  room  for  dancing  and  concert 
purposes,  reading  and  writing  rooms,  a 
complete  kitchen  for  banquets  and  sup- 
pers. These  Club  members  are  limited 
to  the  employees  of  the  Company. 


S.  K.  Cooper  has  opened  a  dry  goods' 
store  at  Long  Branch,  Ont. 


80 


KNITTED    GOODS 


Dry  Goods  ReVieTV 


CELTIC 

HOSIERY 

FOR 

AUTUMN 


Pure  silk  hose  in  new 
and  distinctive  hand  em- 
broidered clock  'designs 
are  being  shown  in  our 
Fall  range. 

Also  fine  Cashmere 
Hose  in  all  the  new  and 
popular  colorings,  with 
and  without  clocks. 

Selling   Agents: 

HARVEY   BROS.    &  SEMPLE,    LTD. 

224    Empire    Bldg.,    TORONTO;    313    Fort 
St.,    WINNIPEG:    325    Howe    St.,     VAN- 
COUVER. 


THE 
CELTIC  KNITTING 

CO.,  LIMITED 

14  Turgeon  St.      Montreal 


" 


KNITTED  to  impart  to 
the  garment  an  elas- 
ticity that  will  stand  the 
most  strenuous  bending  and 
stretching. 

Atlantic  Underwear  is  sold  to 
dealers  at  a  price  that  allows 
a  generous  profit  on  each 
garment. 


The  Underwear 
tAcd  Overyears 

ATLANTIC  UNDERWEAR  Limited 
Moncton,  N.B. 

E.  H.  Walsh  &  Company  46 

Montreal  flt  Toronto 
Selling  Agents  for  Quebec,  Ontario  and  Western  Provinces 
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This   mill   runs  to    full  capacity   on  "Wearwell"    Hosiery  and    the  secret  lies  in   the 
merchandise  it   produces.     Its  beauty   and  strength    brings  the    customer  back. 


Ladies'   Novelty  Hose 

Comes  in  a  wide  Rib  in  the 
following  colors:  Brown, 
Cardinal,  Gray  and  Black. 
Splendid  line  for  Fall  busi- 
ness. 

Heather    Hose 

We  are  specializing  in  this 
very  popular  line  and  the 
range   will   Convince   you. 

Mercerized  Hose 

We  carry  a  full  range 
of  plain,  and  garter  top. 


For  Boys 


Our  Wearwell  Scout  Stock- 
ings for  Boys  are  well  known 
to  the  trade.     1/1  Ribbed. 


EM&BWffl 


Girls'  1/1   Ribbed   Hose 

Also  novelty  lines  in  all 
the  wanted  shades. 


Men's    Half    Hose 

Plated  Cashmere  Silk 
and  Wool.  Many  other 
lines  to  choose  from. 


All     lines     of     Hosiery 
made   in   our   mills   are 

GUARANTEED 


We  are  Represented  in  all  the  Leading  Centres' from  Coast  to  Coast 

The  Clinton  Knitting  Co.,  Limited 

Clinton         -         Ontario 
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"Scotch  Knit"aiid,all  that 
Scotch  Knit  implies—that 
is  Pesco  Underwear. 

A  product — based  on  knowledge 
and  experience — knitted  stitch  by 
stitch  to  the  standards  set  by  the 
stockingers  of  old — partaking  of 
the  character  of  the  Scottish  people 
in  the  thoroughness  and  honesty  of 
its  workmanship — built  up  bit  by 
bit  through  conscientious  effort  to 
the  premier  position  it  enjoys  to- 
day! 

Undoubtedly  the  brand  of  SUPREME 
quality  for  high  grade  trades.  The 
proved  best  brand  in  the  home  mar- 
ket, and  the  most  attractive  imported 
line  for  the  Canadian  dealer  catering 
for  people  who  love  good  clothes. 

We  invite 
your  enquiries 

Peter  Scott  &  Co.,  Ltd. 


Canadian  Agents  for  Pesco  Underwear. 

(Pure  Wool,  and  Silk  and  Wool,  for  Ladies,  Gentlemen 
and  Children,  and  in  shapes  for  the  Canadian  market.) 
Messrs.    C.    and    A.    G.    Clark  Messrs.    Hartley   &   Hackay    Co.. 

36    Wellington   Street   West,  Hammond    Building,    Winnipeg. 


418 


Toronto,    Ont. 

Mr.  R.  C.  Poyser 

King's    Hall     Building, 

Catherine    Street   W. 

Montreal 


St. 


Mr.    J.    J.    Mackay 

804   Bower   Buildinf 
Vancouver,    B.    C. 
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PURE    WOOL 


TRADE 


S^N^L. 


REGISTERED 


OV  BRAND 

PURE  WOOL  UNDERWEAR 

For  Men  and  Soys 

Give  your  customers  O.  V.  Brand,  the 
guaranteed  underwear^for  the]outdoor 
worker.  Quality  garments  at  moderate 
prices.    The  first  choice  for  15  years. 

SOLD  THROUGH 
WHOLESALE  TRADE 

BATES&INNES  Limited 

Carleton  Place,  Ont. 

Agents  : 
H.   J.    FOX,  C.   E.   WINKS,  W.   R.    MILLER, 

152   Bay  Street,         44  Aiken   Bldg.,  807  Mercantile   Bldg., 

Toronto  Winnings'  Vancouver. 

General    Sales    Office:    35    St.    Nicholas    St.,    Montreal. 


Established  over  a  Ctntury-and-a-halj 

WM.  GIBSON  &  SON 

LIMITED 


Hosiery  and  Underwear  Man  ufacturer 


Head  Office  and  Warehouse: 
THURLAND  STREET.  NOTTINGHAM.  ENG. 

Telegraphic  Address  :  "Wigibson,  Nottingham" 


Factories: — 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.     Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands : 
ACTION,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 

Allan  &  Macpherson,   31-33  Melinda  St.  Toronto 
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Telegraphic  Address:  "Vicuna"   Bradford 
Codes:  A. B.C.  (5th  Edition) 
Bentleys  and  Marconi. 
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Merino,  Crossbred  and  English  Topmaker, 

STANDARD  QUALITIES. 


Cashmere  and  Camel's  Hair 
Tops,    Noils    and    Cardings. 


Joseph    Dawson 


Cashmere  Works 

BRADFORD 


L 


u 
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1  Ladies'  Cashmere  H 


This  high  quality  pure  cashmere  wool 
hose  will  make  an  immediate  appeal 
to  every  woman.  High  spliced  at  the 
heel,  sole  and  toe,  this  hose  is  knit 
to  fit  the  ankle  snugly.  The  wide 
elastic  top  insures  comfort  and  free- 
dom.     Plain    and    Heather    mixtures. 


Golf  Hose 


A  large  variety  of   colors   to  choose 
from. 


Play  Suits 

Made  of  pure  Australian  worsted 
yarn,  the  suit  includes  Overalls, 
Sweater  and  Cap.  Made  in  the  fol- 
lowing colors:  white,  gray,  cardinal, 
tan,  scarlet. 

A.  Burritt  &  Co. 

Mitchell,  Ont. 

Established  1875 

Manufacturers  of  Sweaters,  Pure  Camel  Hair 
Men's  Seamless  Gloves,  Fullovers,  Toques, 
Boys'    and    Men's    Ribbed    Worsted    Hosiery. 


56   I   j   It  doesn't  take  a  long  Sales 
I    |  Talk  to  Sell 


I  |  Burritt  Knit  Coats  j 

This  light  weight  coat  made  in 
heather  and  plain  shades  from 
pure  worsted  yarn  is  the  most 
popular  men's  coat  on  the  mar- 
1     1  ket  to-day. 

The  coat  is  specially  reinforc- 
ed at  the  shoulders  and  pock- 
j     i  ets  and  is  wonderfully  elastic 

1     1  in   fit.  1 

|  |  Sizes  32-42  | 

Don't  delay — send  your  order  to-day 
and  get  your  share  of  the  business  in 
1     §       your  locality.  § 

II  A.  Burritt  &  Co.  | 

Mitchell,  Ont. 

I      §  Established  1875 

Manufacturers  of  Sweaters,  Pure  Camel  Hair        = 
m      l|  Men's     Seamless     Gloves,    Fullovers,     Toques,        If 

=      H         Boys'    and    Men's    Ribbed    Worsted    Hosiery.        = 


II! 


Mill 
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For  Women-— Children— Infants 

Dainty  and   Luxurious 

this  Peerless  Underwear 


Your  customers  will  enjoy  the  daintiness  and 
luxury  of  this  high  quality  underwear.  It  is 
exquisitely  soft,  shapely,  and  perfect  fitting. 
Highly  durable  and  popularly  priced. 


Represc  ntatives: 

E.  R.  Woodill,  123  Roy  Bldg.,  Halifax, 

N.S. 

Ernest    Hamel,    66    Rue    de    L'Eglise, 
Quebec,  Que. 

R.  C.  Poyser,  417  King's  Hall  Bldg., 
St.  Catherine  St.  W.,  Montreal,  Que. 

C.  &  A.  G.  Clark,  35  Wellington   St. 
W.,  Toronto,  Ont. 

Hanley  &  MacKay  Co.,  407  Hammond 
Bldg.,  Winnipeg,  Man. 

J.  J.  MacKay,   504  Mercantile   Bldg., 
Vancouver,  B.C. 


PEERLESS  UNDERWEAR 
Company,  Limited 

Controlled  by 
J.  R.  MOODIE  &  SONS 

HAMILTON,  ONT. 
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Mackinaw 

Tweed 

Flannel 

by  the  yard  or  in  Clothing 


LOOK  FOR  THE 
TRADE  MARK 


Overcoating, 
Suiting, 

Travelling  Rugs 
Blankets 


"  It  is  not  what  we  pay  for  an  article,  but  what   we  get  for 
what  we  pay  that  governs  the  measure  of  our  satisfaction." 

Bird's  Mackinaws  and  Tweeds  are  worn  in  practically  every  lumber  camp  of  any 
size  in  Canada.  This  is  because  the  men  have  demanded  the  very  best  value  for 
their  money,  and  for  thirty  years  have  found  it  in  Clothes  made  from  Bird's  Cloth. 

There's  desirable  profit  in  Bird's  Travelling  Rugs  and  Blankets  for  home  or  camp, 
in  various  styles  or  quality.  These  Blankets  create  an  appeal  which  causes  them 
to  sell  the  year  'round. 


Sell  your  customers  Bird's  Yarn  and  it  will  be  the  only  Yarn  they  will  want, 
name  is  on  every  skein. 

//  you  cannot  get  these  goods  from  your  wholesaler,  write  us, 

Tne  Bird  Woollen  Mill  Co.,  Ltd. 

Bracebriage,  Ont. 


Our 
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Made  for  Women   who   want   the   Best 

The  well-dressed  woman  demands   two   qualities  in  Knit  Undergarments — Proper  Fit — Wear — 
which  demands  the  employment  of  the  best  yarns  and  the  greatest  care  in  cutting. 

|  You  are  assured  of  these  qualities  when  buying    our   lines.  | 

Vests  with  straps  of  washable  Lingerie  Braid  daintily    finished.      Vests    finished   with   attractive 

|  lace  closely  resembling   a  hand-crocheted   lace.      Combinations  finished  with  Torchon  lace,  very 

|  rich  and  durable.     Bloomers  finished  with  lace  and  ribbon  rosettes. 

See  Our  Spring  1923  Line.  § 

I  THE   OXFORD    KNITTING    COMPANY,    LIMITED  I 

I  Woodstock,  Ontario 

1  Representalives:  f 

T.  H.  WARDELL  H.  R.  BLADE  F.   W.  McLEAN 

24  Aikins  Block,  Winnipeg  Carleton  Chambers,  Ottawa  5  Paddock  St.,  St.  John,  N.B. 
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Dry  Goods  Reoieiv 


Carry  Circle-Bar  Hosiery 

and  You  Attract  the  Best  Trade 


The  "difference"  between  Circle-Bar  and  other  lines  of 
hosiery  makes  the  former  the  favorite  with  men  of  dis- 
criminating taste.  They  like  the  more  tapering  toe,  the  deep- 
er heel  and  the  narrowed  ankle  (which  provide  better  fit  and 
greater  comfort),  and  the  unvarying  excellence  of  quality  of 
Circle-Bar. 

The  best  and  latest  fashions  for  men's  hosiery  are 
seen  in  <our  new  weaves  and  color  effects  in  silk, 
wool,  mercerized  lisle  and  cotton. 


The  Circle-Bar  Knitting  Co.,  Limited 

Head  Office  -  Kincardine 

MILLS  AT  KINCARDINE  AND  OWEN  SOUND 


HOS1EBY 


LADIES'  AND  CHILDREN'S 
UNDERWEAR 

We  still  have  a  full  assortment 
of  summer  lines,  with  which  to 
handle  your  sorting  orders. 

And  in  Fall  weights  we  have  an 
attractive  range.  We  would  be 
glad  to  book  your  order  for  what 
delivery  you  prefer. 

LADIES'  SWEATERS 

are  in  strong  demand  to-day. 
We  are  showing  a  nice  line  of 
these,   in   the   latest   models. 


VASSIE&  CO.,  LIMITED 

Wholesale  Dry  Goods  &  Woollen  Merchants 
ST.  JOHN  .  .  .  NEW  BRUNSWICK 


JFCarnall&G 

Redcross  St.  Leicester, 

England. 

^M*NUFACTUR£ftc 

SEAMLESS   HOSE, 
£  HOSE  &  h  HOSE 

PLAIN  &,  RIBBED, 
FINE  &  COARSE  MAKES. 

MENS  SELF,  &  FANCY 
MDCTURE,HOSE&  HALF  HOSE 
LADIES'  SPORT  HOSE. 


GENTS  EMBROIDERED 

HALF  HOSE. 


tsmiAH 


West 


W.J.WATTAM,C 

18,  DISMORR  BLOCK, 
327,  PORTAGE  AVE, 
WINNIPEG  . 


AGENTS. 


East, 


! 


WP 


o"  d 


H.A.MUMFORD, 

ROOM   19, 
34,  VICTORIA  ST 
"TORONTO. 
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The  Dods  Knit  Family 


Light-Weight    Merino    and    Nat- 
ural     Wool,      for      men      and 

women,   boys  and  girls.     Two- 
piece   and    combination. 


Duds    Scotch    Knit    for    men 

and  boys  ;  warranted  100% 
pure  wool.  Two-piece  or 
combination. 


R?^ 


Dods  Elastic  Knit  for  men.  The 
best  underwear  of  its  kind — 
especially  for  farm  folk  and 
workers  outdoors  in  Canadian 
winter  weather. 


Dods  Wear  for  Children.  Kiddies'  Cotton 
Vests  ;  Kiddies'  Bloomers — knitted  cot- 
ton— white.  Kiddies'  Sleepers,  fleece- 
lined,  jaeger  and  white.  Children's  fleece- 
lined    Waists — white    or    jaeger. 


Dods-Knit  Fleece  for  men  and  boys — two- 
piece  and  combination — jaeger,  violet 
random,  cream,  olive  stripe.  For  women 
and  girls,  two-piece  or  combination, 
white,  cream  and  jaeger ;  also  with 
fleece  bloomers. 


HERE'S  the  underwear  "that  mother  always  buys" — depending  on  which 
member  of  the  family  she  is  shopping  for. 

Dods-Knit  Underwear  is  one  of  the  solid  staples  in  the  Canadian  trade,  and 
some  of  these  lines  hold  the  largest  sale  in  Canada. 

Famous  in  the  trade,  trade-marked  and  advertised  in 
the  newspapers,  Dods-Knit  Underwear  is  going  to  be 
a  bigger  factor  than  ever. 

But,  however  much  we  advertise  to  the  general  pub- 
lic, however  well  the  people  become  acquainted  with 
the  Dods-Knit  line  of  underwear  they  have  been  buy- 
ing for  years  without  knowing  the  name — we  are  still 
going  to  do  business  through  the  wholesaler  only. 

Retailers — get  in  touch  with  your  wholesalers  and  get 
ready  for  a  big  Dods-Knit  season.  Big  advertising 
is  on  the  way.  If  you  have  not  handled  Dods-Knit 
before,  write  us  direct  and  we'll  have  great  pleasure 
in  directing  you  to  the  wholesaler  carrying  Dods-Knit 
goods  in  your  territory. 


Selling  Agents 
Ontario  &  Western  Provin- 
ces: R.  Reade  Davis,  Man- 
chester Building.  33  Melinda 
Street,  Toronto,  Ontario. 
Quebec  and  Maritime  Prov- 
inces :  William  C.  Forster. 
128  Bleury  Street,  Montreal, 
Quebec. 


The  Dods 


Kn  i  1 1  i  n  g 
Company 

L  i  m i  ted 


Orangeville     -     Ontario 
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We  are  Always  Looking 

for  New  Methods 

To    promote    and    improve    the    quality 
and  manufacture  of  Children's  Woollens 
\  is  what  we  are  always  looking  for.     We 

know  that  mothers  want  the  best  at  a 
reasonable  cost. 

Priscilla  Brand 

Knit  Goods  for  Kiddies 

If  you  are  looking  for  woollen  goods  that  are 
known  for  high  quality  and  which  make  sales 
with  the  best  customers  make  sure  you  get  the 
real  Priscilla  Quality. 

The  attractive   prices  we  are  able   to 
quote   will   prove  of  interest  to   you. 

Henry  Davis  &  Company  Limited 

259  Spadina  Ave.,        -        Toronto 

MONTREAL:   H.   B.   Taylor,    315   Mappin   BIdg..   Montreal. 
Qruebec. 

Representatives — WINNIPEG:  George  G.  Smith,  403  Canada  Bidg.,  Winnipeg, 

Manitoba. 

ONTARIO:   E.   R.    Briggs,    Toronto,   Ontario. 
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Regisrered    No  262  OOS 
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The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cos  I 

FIRST  IN  THE  FIELD  AND  STILL  LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP,  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS, 
THE    INSTEP   AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF  HOSE 
FOR   HARD  WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


RFJCT?ONjK-FOOTWEA^ 


To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  House; 
^unnnniiiHminitrnniniTTiHiiTMTTMnMriTTinTMiTnms 


Hosiery  Specials 
for  Fall 

LAVOIE'S  DOUBLE  KNEE 
SPORT  STOCKINGS 

For  Ladies,  Girls  and  Boys. 
Place  your  orders  early  on 
this  line — the  best  seller  on 
the  market  today — an  ad- 
vantage of  two  fold  stock- 
ings for  wear  and   warmth. 

Patent  Designs  Registered 

COLORED  HOSIERY  FOR 

LADIES  and  CHILDREN 

HEATHERS     wide  ribbed 

Write  for  samples  and  prices 

Lavoie  Knitters 

PETERBOROUGH,   ONTARIO 

Selling   Agents:    RICKERT   AND  McLAUGHLIN, 
275  Craig  Street  West,  Montreal 
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It's  easy  to  BELIEVE    What   We    Can   See!  | 

Your  Customers  can  see  Jersey  Quality  ] 


Oc/a^lti 


.at  Mi 


s?e-x>ell 


JERSEY'S 

for 
Men  and  Boys 


ALL  WOOL 


KNITTED  SUITS  1 

for 
Children 


It  is  easier  to  sell  Jerseys  and  Knitted  Suits  that  will  make  a  satisfied  cus- 
tomer when  that  customer  can  SEE  th?  quality  and  not  just  take  someone's 
word   for   it. 

GOODS  BOUGHT  RIGHT  ARE  HALF  SOLD 

Hundreds  of  merchants  in   Canada  have  proven   this. 

New  Shades 

For  September  delivery—  IN  LOVATS  and  HEATHERS. 

JERSEY'S,  LIMITED 


I    455  KING  ST.  WEST 


TORONTO 


Telegraphic    Address    "LLAMA,    LEICESTER,' 
5th   and   6th   Edition   A. B.C.   Code   Used. 


oV0  JOH/y, 


red   Trade   Mark   No.   156702 


WILLS  &  HUTCHINSON 

ifHanafacturers  of  ^ojsierp 
Deacon  Street,  Leicester,  England 

LADIES'  Plain  and  Ribbed  Hose  in   Black  and  Colours. 

LADIES'  Fancy  Sports  Hose. 

CHILDREN'S  Ribbed  Hose,  made  with  our  patent  sixfold  knees  and  spliced 

ankles. 
KIDDIES'    %    Hose   Fancy   T.   O.   Tops. 
MEN'S  Plain  and  Fancy  Half  Hose  in  all  Colours. 
SPECIALITIES:  "Old  John"  Unshrinkable  Hose,   in  both  Ribs  and  Plains. 

Goods  of  this   finish  bear  our   "Old  John"  trade  mark,   whidh  is  a 

guarantee  of   their  comfort  and   durability. 

Agent  for  CANADA 

R.  Reade  Davis,  31  Melinda  Street,  Toronto 


Evans  &  Co. 
Limited 
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Metallized  Effects  in  Profusion 

Montreal's  Forecast  in  Fall   Millinery — Paris:  Sponsors  Lavish 

Use  of  Ribbons — Americans  Take  Keen  Interest  in  Stiff  Blocked 

Hat   With    High    Crown — Osprey    Effects    Seen — Paris    House 

Makes  Display  in  Montreal 


MONTREAL  wholesale  millinery 
openings  are  set  for  August  28th 
next  and  at  this  early  date 
there  is  little  to  report  in  the  way  of 
actual  models,  most  of  the  available  in- 
formation being  more  in  the  way  of 
prediction  than  actual  fact.  Designers 
are  just  back  after  their  New  York 
trips  and  report  that  unusual  interest  is 
being  manifested  by  American  buyers 
in  rather  stiff  blocked  shapes  with  high 
crowns,  which  type  of  millinery  is  de- 
creed by  Paris  and  is  certain  to  be  spon- 
sored on  this  side  by  the  time  that 
retail  Fall  openings  become  the  rule. 
The  following  paragraphs  sum  up  com- 
prehensively the  trend  as  seen  and  ac- 
cepted  by   Montreal   designers. 

Lavish    Use   of    Ribbons 

Panne  velvet  will  occupy  a  promin- 
ent position  in  the  line-up  of  Fall  mil- 
linery fabrics,  the  material  being  em- 
ployed softly  and  in  slightly  crushed 
effect  in  facing  brims,  so  as  to  take 
away  from  the  severity  of  the  plain  brim 
which  is  trying  slowly  to  return  to 
favour. 

There  seems  to  be  little  doubt  in  the 
minds  of  millinery  designers  that  rib- 
bons have  started  on  a  promising  career. 
Paris  houses  have  use'd  them  lavishly 
and  recent  imports  show  models  made 
entirely  of  ribbon  or  else  very  elabor- 
ately trimmed  with  it.  A  returning 
importer  thinks  that  the  ribbon  craze 
will  last  over  till  next  Spring  from  the 
reports  current  in  Paris. 

Tricorne  and  irregular  brim  models 
will  return  to  favor  for  Fall  emphasiz- 
ing the  use  of  Canton  crepes  in  great 
profusion  as  facings.  Fine  velvet  will 
be  much  seen  later  on,  and  as  the  sea- 
son advances  it  is  thought  the  insistant 
demand  for  black  will  modify  into  a 
preference  for  brown  tones.  At  pre- 
sent, pearl  grey  is  smartly  combined 
with  black  to  trim  little  toques  and 
slashed  brim  hats. 

Felt  is  likewise  in  the  spotlight,  com- 
bined with  velvet  or  crepe  in  a  con- 
trasting shade.  Clipped  ribbon  rosettes 
form  a  smart  trim  against  the  severity 
of  the  felt  chapeau. 

There  is  a  preponderance  of  metal- 
lized effects  in  the  showing  of  trim- 
mings for  Fall  and  every  designer 
seems  agreed  that  the  metallic  trim- 
ming especially  will  be  one  of  the  chiet 
items  of  interest  for  the  new  season,  al- 
though there  are  many  who  lay  just  as 
much  stress  on  the  hat  entirely  made  of 
metallic  fabric.  The  touch  of  tinsel  has 
been  a  factor  of  interest  in  past  sea- 
son's, but  it  has  not  been  used  to  a 
great  extent  as  at  the  present  time.  The 
vogue    which    prevailed   last    Spring   for 


Baby  Day  Brought 
Many  Good  Sales 

A  certain  firm  has  been  in  the 
habit  of  holding  an  annual  Baby 
Day.  One  year  they  determined 
to  surpass  all  other  efforts  and 
here  is  the  way  they  did  it. 

They  announced  that  a  number 
of  valuable  prizes  would  be  given 
away  absolutely  free  to  babies 
under  one  year  of  age  who  were 
weighed  at  their  store  on  Baby 
Day.  The  prizes  were:  $10  for 
the  heaviest  baby;  $10  outfit  for 
the  lightest  baby;  an  $8.25  outfit 
for  the  next  heaviest  baby  and  the 
same  for  the  next  lightest  baby. 
They  gave  ten  prizes  of  coats  and 
dresses  to  the  ten  average  babies. 
Every  pair  of  twins  under  one  year 
of  age  weighed  on  that  day  re- 
ceived a  dollar  each;  while  to  trip- 
lets went  a  special  prize  of  $25. 
Every  baby  weighed  received  a 
handsome  doll.  The  firm  offered 
to  make  a  dozen  fine  cabinet 
photos  of  any  child  weighed  for 
less  than  half  the  regular  price, 
giving  two  proofs  to  select  from. 

The  whole  plan  was  liberally  ad- 
vertised and  it  proved  to  be  a  big 
day's  business  for  the  firm. 


metal  cloth  hats  in  small  size  adapted 
for  dancing  will  be  repeated  for  the  Fall 
season  and  all  sorts  of  metal  cloth,  in 
tissues,  blistered  fabrics,  aluminum 
cloths  and  fancy  weaves  will  be  em- 
ployed, and  in  some  cases  hats  will  be 
veiled  with  an  over  covering  of  fine  tulle 
or  chiffon  to  suit  the  preference  of 
those  who  find  the  metal  a^one  too 
trying. 

"Biot"  will  again  be  used  on  Fall 
millinery  as  well  as  ostrich  in  various 
styles  of  "fancy."  Comment  is  heard 
that  the  upstanding  trimming  will  re- 
turn next  Fall,  particularly  in  front  of 
the  hat,  but  according  to  designers,  the 
demand  for  present  selling  is  for 
the  down  drooping  effect. 

Advices  from  New  York  indicate  that 
the  favorite  fabric  for  Fall  hats  is  an 
embossed  lacquered  brocade  on  heavy 
-slipper  satin  which  can  be  used  in  either 
plain  or  draped  effects  equally  well. 
Black  is  selling  best  as  regards  colors 
and  the  inclination  towards  the  use  of 
high  lustre  fabric  and  blistered  effects 
is  most  noticeable.  Deep  brown  is  al- 
so spoken  of  highly  but  black  leads. 

Tuck-A-Dunt  is  the  name  given  to  a 
cired  satin  that  carries  a  blistered  pat- 
tern through  its  weave.     It  is  a  lighter 


satin  than  the  lacquered  and  is  especially 
effective  when  draped. 

Giberine  velvet  will  be  used  by  the 
most  exclusive  designers  in  place  of  the 
real  uncut  velvet  which  is  so  perishable 
and  the  former  will  give  the  popular 
two-tone  effect  just  the  same  as  the  un- 
cut velvet. 

Black  slipper  satin  is  finding  a  large 
call  just  now,  especially  because  some 
of  the  newest  Paris  models  show  the  use 
of  slipper  satin  in  matrons'  toques,  the 
satin  being  lavishly  used  to  form  large 
flowers. 

An  exhibition  shipment  of  millinery 
trimmings  from  the  famous  Berger  es- 
tablishment of  Paris,  the  largest  of  its 
kind  in  the  world,  arrived  in  Montreal 
this  month  and  was  the  subject  of  much 
interested  comment  among  those  who 
were  privileged  to  examine  the  many 
wonderful  samples.  Flowers  and  plum- 
age were  the  main  features  but  there 
were  also  a  number  of  fruits  and  fan- 
cies of  decidedly  novel  inspiration.  One 
of  the  most  popular  flowers  in  the  col- 
lection was  the  nasturtium,  seldom  if 
even  seen  on  this  side,  yet  created  out 
of  velvet  in  the  familiar  tawny  shades 
or  in  cire  effect,  together  with  the  ac- 
companying round,  shiny  leaves,  a 
strikingly  realistic  effect.  Honey- 
suckle, pansies  and  daisies  were  each 
realistically  and  cleverly  made  of  en- 
tirely new  materials,  while  wheat  was 
represented  by  sheaves  of  dyed  horse- 
hair, tufted  with  puffs  of  crepe  de  chine. 
Real   Birds   in  "Nest"  Effect 

All  sorts  of  osprey  effects  were  shown, 
including  many  varieties  of  fine  heron, 
but  the  piece  de  resistence  was  the 
"bird's  nest"  trimming,  made  of  the 
heads  and  plumage  of  five  tiny  perfect 
birds  of  the  humming  bird  variety,  all 
joined  together  in  a  circle  with  their 
little  beaks  lifted  upwards,  representing 
a  family  of  young  birds  in  the  nest.  The 
same  idea  was  carried  in  half  circle 
effect. 

Quills  and  wings  in  paddle  and  sword 
effects  were  developed  in  very  vivid 
shades  including  poinsettia  red  and  jade 
while  a  long  fluffy  plume  was  actually 
turned  inside  out  and  sewed  up  like  a 
bag  so  that  the  tips  of  its  flues  were 
turned  inwards.  Many  quills  were  fin- 
ished with  imitation  bird's  heads  es- 
pecially those  of  parrots,  and  were 
shown  in  both  flat  and  full  head  effect. 

Metallic  flowers  and  leaves  formed 
a  large  part  of  the  showing  as  well  as 
all  kinds  of  large  blossoms  with  trail- 
ing petals,  designed  to  hang  down  over 
the  edge  of  the  hat.  Willow  ostrich 
plumes  were  shown  in  goodly  number 
as  well  as  novelties  made  of  flannel  to 
represent  quills. 
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Mr 

One  of  the  new  tricorne  hats  which,  because  of  its  soft  edge,  is  becoming  to 

any  face.     It  is  of   black  velvet  and  the  coque  feathers  are  in   the  natural 

shade.     Hat  shown  by  G.  Goulding  &  Sons,  Toronto.     Sketched  by  our  artist 

in  their  oriental  showrooms. 


Millinery  Ideas 
That  Produced 
Good  Business 


Here  are  some  ideas  which  have  been 
tried  out  in  millinery  shops  and  millin- 
ery departments  and  which  are  recom- 
mended by  the  promoters  as  real  busi- 
ness getters: 

A  Toronto  woman  who  has  a  small 
ready-to-wear  hat  shop  on  Yonge  St., 
offers  a  spore  veil  with  every  hat  she 
sells.  The  veiling  she  keeps  for  this 
purpose  costs  her  about  fifty  cents  a 
length  and  is  particularly  attractive  to 
prospective  purchasers  because  it  is  of 
the  "complexion   veiling   type." 

The  shades  she  stresses  are  white  and 
grey,  which,  she  informs  her  patrons, 
will  allow  them  to  dispense  with  powder. 
The  present  season  of  all-white  silk  hats 
and  felt  sports  shapes  is  one  in  which 
the  veil  has  its  greatest  opportunity. 

A  department  store   in   Detroit   keeps 


a  record  of  the  price  at  which  a  hat  was 
sold  during  a  certain  season,  as  well  as 
the  name  of  the  woman  who  bought  it. 
The  manager  says  that  in  this  way  he 
can  send  the  correct  information  on  new 
stock,  the  next  season.  The  woman 
who  pays  a  certain  price  at  one  purchase 
is  very  likely  to  want  a  hat  at  the  same 
figure  the  next  time  she  buys.  This 
store  believes  that  the  names  of  even 
their  poorest  customers  who  buy  hats 
from  the  end-of-season  tables  are  valu- 
able. Neat  cards,  advising  such  people 
of  real  bargains  are  sent  out  regularly. 

Hosiery  Helps 

A  rather  unusual  innovation  in  the  way 
of  millinery  was  seen  in  a  Toronto  shop 
recently.  The  milliner  had  added  hosiery, 
which  she  said,  is  the  best  single  extra 
line  that  can  be  carried.  It  requires 
less  attention,  in  fact  can  be  sold  while 
trying  on  hats.  Moreover  hosiery  is 
bought  as  an  extra  as  well  as  being  a 
splendid  in-between  season  and  Satur- 
day night  line. 

Demonstration 

Attention  was  brought  to  the  millin- 
ery department     in  a     large     American 


house  by  having  girls  wear  hats  with 
veils.  The  argument  is  that  a  great 
many  more  women  would  use  veils  if 
they  knew  how  ;o  adjust  them  properly. 
The  girl  who  demonstrated  one  type  of 
veil  sold  that  at  the  counter  and  so  on, 
the  object  being  to  show  every  veil  in 
the  house.  Little  Chantilly  nose  veils, 
those  which  sell  by  the  yard  at  a  few 
cents  and  the  most  elaborate  draped 
veils  all  come  in  for  publicity.  The  to- 
tal sales  during  the  week  in  which  this 
feature  took  place,  were  more  than 
double  those  of  the  previous  week. 

Selling    Baby   Bonnets 

The  proprietor  of  a  millinery  shop  in 
a  small  Ontario  •  town,  says  that  baby 
bonets  sell  well  in  her  store.  She  be- 
gan by  adding  a  section  for  children 
which  soon  attracted  so  much  attention 
that  bonnets  were  put  in.  Women  who 
want  hats  for  their  three  or  six-year 
olds  are  just  as  likely  to  need  headgear 
for  their  wee  ones  at  home. 

The  complete  range  offered  in  this 
shop  enables  the  proprietor  to  use  the 
attractive  slogan  in  the  newspaper  and 
in  her  window,  "Everything  in  feminine 
millinery  from  the  cradle  to  the  grave." 
She  specializes  also  in  wedding  veils 
and  in   mourning  hats. 

The    Seasonal   Fur   Shop 

A  furrier  who  has  been  in  business  in 
Toronto  for  many  years  informed  Dry 
Goods  Review  recently,  that  he  has  nev- 
er done  as  well  in  furs  as  he  has  since 
he  added  millinery.  This  applies  par- 
ticularly to  the  late  Spring  and  Summer. 

Previously,  he  says,  there  was  a  large 
percentage  of  women  who  would  not 
come  into  his  store  because  of  their 
natural  reluctance  in  even  looking  at 
a  line  they  considered  far  beyond  then- 
means.  Now  after  trying  on  hats,  they 
can  often  be  induced  to  look  at  furs,  par- 
ticularly coats.  When  it  is  explained 
that  if  they  order  in  the  Summer,  they 
will  have  their  coats  paid  for  by  Fall, 
they  begin  to  see  light. 

The  millinery  section  is  not  taken 
charge  of  by  the  furrier  but  by  a  woman 
who  has  been  in  business  for  many 
years.  She  is  given  a  commission  on 
every  piece  of  fur  which  she  is  instru- 
mental in  selling  and  is  therefore  as 
much  interested  in  sales  as  the  fur 
man. 


Nicholas  Garland,  one  of  the  pioneer 
dry  goods  men  of  this  country  celebrat- 
ed his  81st  birthday  in  Toronto  recently. 
At  an  early  age  he  began  working  in  a 
store  at  a  salary  of  $30  a  year.  To- 
day he  is  recognized  as  one  of  the 
greatest  authorities  on  mercantile  lines 
in  Canada. 


Another  firm  is  making  a  child's  tray 
which  attracted  the  attention  of  visit- 
ors. It  has  a  little  trough  which  pre- 
vents tJhe  spoiling  of  the  tablecloth  if 
something  is  spilt  on  the  tray  and  it 
fastens   to  the   edge  of  the   table. 
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Increases  Sales  by  Frequent  Visits  to  Market 


After  Three  Days  Hats  Marked  Down 

Wm.  E.  Hengerer  Co.  of  Buffalo  Aim  At  Turning  Stock  Once  a 
Month — Salesgirls  Cultivate  Their  Own  Customers — Keep  Mod- 
erately-Priced and  Cheap  Hats  Continually  on  Display  and  Ex- 
pensive Ones  Shown  in  Moderation — Methods  of  Advertising 


I 


F  A  MILLINER  can 
make  sufficient  trips 
to  a  buying  centre  to 
get  all  the  hats  she  needs 
there,  I  believe  she  is  better 
off  without  a  designing 
room,"  is  the  rather  start- 
ling assertion  of  Mrs.  Julia 
H.  Clark,  buyer  and  mer- 
chandising manager  of  the 
Wm.  E.  Hengerer  Co.,  of 
Buffalo.  She  is  herself  a 
designer  of  many  years  ex- 
perience as  well  as  a  sales- 
woman and  buyer. 

When  she  was  placed  in 
charge  of  the  department  in 
this  store,  her  first  request 
was  that  the  regular  design- 
ing and  workroom  be  < 
away  with  leaving  only  a 
small  workroom  for  orders. 
This  experiment  has  proved 
a  distinct  success. 

The  buying  centre  where 
Mrs.  Clark  goes,  is  of  course 
New  York,  because  Buffalo 
women  follow  this  market 
very  closely,  in  fact  more 
carefully  than  those  in  larg- 
er cities  farther  west.  She  does  not  see, 
however,  why  stores  in  other  places  can- 
not obtain  their  merchandise  from  their 
nearest  centres  in   the   same  way. 

This  buyer  says  that  her  system  of 
dispensing  with  a  workroom  would  not 
ho!d  if  she  made  trips  only  every  five 
or  six  weeks.  Even  four  weeks  is  too 
long  between  visits  to  New  York. 
Every  ten  days,  or  at  most  every  two 
weeks  she  goes  down  and  gets  almost 
overnight  delivery  on  the  merchandise 
she  orders. 

"A  buyer  must  shop  more  in  New 
York  than  anywhere  else,"  says  Mrs. 
Clarke.  "With  me  it  is  not  a  case  of 
buying  what  I  need  or  what  I  know  will 
sell.  I  get  my  price  on  every  hat  I  order 
and  for  this  reason  it  is  essential  that 
I  know  every  worth-while  house  in  the 
metropolis. 

"This  is  my  method:  On  Monday  I 
shop,  on  Tuesday  I  wire  my  advertising 
mater  to  our  advertising  man,  on  Wed- 
nesday the  merchandise  is  delivered  in 
Buffalo  and  on  Saturday  it  is  sold. 

"I  am  never  caught  with  New  York 
goods  for  three  reasons,  first,  I  make 
sure  New  York  women  are  wearing  it 
before  I  buy,  secondly,  I  have  shopped 
before  buying  or  in  other  words  got  the 
best  price,  and  thirdly,  I  mark  for 
turnover.  Our  aim  in  this  department 
is  to  turn  stock  once  a  month  so  we 
mark    closely   and   often.     A   hat  which 


does  no;  go  after  being  out  three  days, 
is  marked  down:  if  it  does  not  then  sell 
it  is  marked  lower  still,  for  with  ou 
system  of  buying  often,  one  cannot  af- 
ford to  hold  for  long  prices.  'Take  your 
first  loss  right  away,'  is  our  motto." 
Orders  Short     but  Often 

Mrs.  Clark  stressed  the  point  that  it 
is  rarely  wise  to  buy  for  longer  than 
one  week's  selling,  even  if  a  buyer  is 
sure  that  a  certain  hat  will  last.  As  an 
instance  of  this  she  mentioned  a  line  of 
sports'  hats  of  which  she  sold  400  at  $4 
each  in  a  month.  Her  first  order  was 
for  only  one  hundred;  this  she  repeated 
the  following  week  and  again  each  of  the 
next  two  weeks.  It  is  always  advisable 
to  take  this  precaution  in  millinery  she 
believes,  where  the  aim  is  to  turn  stock 
completely  every  month.  It  is  usually 
unwise  to  stock  more  than  a  week  ahead 
and  under  no  account  would  she  advisie 
longer  than  two  weeks. 

Though  she  buys  so  cautiously,  she 
begins  to  promote  a  month  ahead  so 
that  when  her  merchandise  arrives, 
Buffalo  women  are  ready  to  receive  it. 
Sample  hats  are  of  course  one  of  the 
best  means   of  promoting. 

In  this  store,  instead  of  the  card  or 
letter  system  of  following  up  customers 
Mrs.  Clark  says  that  she  has  found  it 
advisable  to  allow  each  saleswoman  to 
keep  a  check  on  her  own  patrons.  This 
personal  touch  appeals  to  both  custom- 


ers and  clerks.  When  cer- 
tain hats  arrive,  the  sales- 
girls watch  for  styles  which 
they  know  will  suit  their 
pet  customers.  They  then 
call  these  women  up  and  in- 
form them  that  such  hats 
have  just  reached  their 
store.  Probably  ninety  per 
cent,  of  these  women  drop  in 
to  see  the  saleswoman  who 
is  interested  in  them. 

The  effect  on  the  girls 
themselves  is  splendid.  It 
stimulates  in  them  the  de- 
sire to  make  good. 
End-of-Season  Workrooms 
Although,  as  explained 
above,  during  the  regular 
season,  the  workrooms  are 
devoted  to  special  orders 
and  to  slight  alterations, 
Mrs.  Clark  finds  it  neces- 
sary before  each  season's 
stock-taking,  to  have  a 
workroom  where  left-over 
shapes,  ribbons,  flowers  and 
i:.m:r.in~s  of  all  sorts  can 
be  made  up.  At  such  times, 
she  gets  extra  help  by  tak- 
ing girls  from  the  wholesale  houses, 
where  work  is  often  quiet  at  such  times. 
These,  along  with  her  regular  trimmers 
make  over  and  add  to  the  hats  in  stock, 
so  that  the  end-of-season  losses  are 
comparatively  small. 

Our  informant  thinks  that  the  me- 
dium-priced and  cheaper  hats  should  be 
kept  well  on  display  all  the  time.  The 
most  expensive  models  should  be  shown 
in  moderation.  For  these,  she  has  fit- 
ting rooms  adjoining  the  exclusive  sec- 
tion, so  that  women  may  sit  down  alone 
and  try  on  hats  that  are  brought  to 
them.  Women  will  buy  much  quicker 
when  seated  so  that  others  will  not  dis- 
tract them. 

"Do  you  order  many  hats  from 
Paris?"  asked  Dry  Goods  Review.  "I 
always  have  a  certain  percentage  of 
French  hats  in  stock,"  was  the  answer, 
"but  I  find  that  these  imported  models 
must  be  very  carefully  bought  and 
handled,  if  they  are  to  serve  as  any- 
thing but  attractions  to  the  department. 
One  must  always  remember  that  hats 
which  sell  in  Paris  will  not  always  go 
in  Buffalo  or  even  in  New  York  for 
that  matter.  I  stock  French  hats  very 
cautiously  for  this  reason  and  I  watch 
them  from  day  to  day.  If  they  do  not 
sell  easily,  I  mark  them  down  just  like 
the  rest." 

(Continued   on    next    page) 
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Millinery  Forecast  for  Coming  Months 

as  Seen  by  a  Toronto  Foreign  Buyer 


THIS  IS  THE  forecast  of  millinery  styles  for  the 
next  few  months  which  was  given  Dry  Goods  Review 
by  a  Toronto  foreign  buyer. 

July  15  to  Aug.  15 — Felt  sport  hats  and  garden  hats  in 
Tusco  and  leghorn  with  flower  trim. 

August  15  to  Sept.  15 — Silk  sport  hats  followed  by  feather 
hats. 

Sept.  15  to  Oct.  15 — Large  irregular  hats  with  soft  brims 
and  rolling  fronts. 

October  and  following  months — The  large  irregular  hats  will 
continue  but  tightly  fitting  turbans  will  be  introduced 
as  well.  Both  of  these  types  will  feature  metal — the 
latter  cannot  be  stressed  too  strongly. 

The  materials  for  next  fall  will  be:  panne  velvet,  hatters' 
plush,  quilted  silks,  blistered  silks,  duvetyn,  suede,  rib- 
bed plush  and  ribbed  velvet.  Metal  tissues  and  metal 
brocades  will  be  very  prominent  in  millinery  as  well  as 
in  dress  fabrics  and  dress  trimmings.  It  is  thought 
that  the  tissues  will  be  best  until  the  fur  coat  season 
begins  as  they  are  lighter  in  appearance  and  weight 
than  the  brocades. 

Trimmings — Jet  will  be  strong  again  as  well  as  Bohemian 
and  Russian  ornaments  particularly  medallions.  Square 
beads  introduced  last  season  will  be  good.  Lace  in 
coarse  fishnet  and  spiderweb  patterns. 
Quantities  of  ostrich  will  be  used.  Cockades  or  pom- 
poms of  hackel,  ostrich  and  almost  every  kind  of  fea- 
ther. Even  ribbon  will  be  made  into  these  cockades, 
the  centre  being  carefully  bunched  and  the  ends  pointed. 
For  early  fall  wear,  coque  will  be  best  perhaps  in 
bronze,  brown  and  white,  though  the  last  shade  will  be 
limited  as  it  is  hard  to  get.     Biot  feathers  will  be  seen 


although  to  what  extent  is  still  somewhat  uncertain. 
The  summer  felts  of  the  latest  models  are  showing 
peacock  and  pheasant  tails.  All  of  these  will  continue 
throughout  the  winter.  Peacock  of  the  burnt  variety 
is  promised  in  place  of  the  aigrette  which  is  prohibited 
in  this  country. 

There  is  an  imitation  of  the  bird  of  paradise  feather  on 
the  market  to  satisfy  the  craving  many  women  have 
for  that  forbidden  bird.  Both  the  burnt  peacock  and 
the  imitation  paradise  are  feathers  which  should  bring 
good  fall  trade.  Coque  in  bright  and  blending  shades 
will  be  featured  again.  In  fact  as  regards  feathers, 
there  is  no  doubt  they  show  every  promise  of  a  big  run 
in  America.  Paris  has  stressed  them  for  two  seasons 
now  and  they  are  now  overdue  in  this  country. 
In  flowers,  those  of  velvet  will  be  best.  Feather  flow- 
ers will  be  good  too.  Metal  ribbons  and  metal  threads 
alone  and  combined  with  Chantilly  lace  are  a  certainty. 
All  kinds  of  pin  trimmings  are  promised. 

Colors — In  the  metal  lines  there  are  aluminum,  steel,  copper, 
antique  metal  and  white  silver.  The  antique  metal  or 
dull  gold  will  be  stronger  than  the  gold  of  last  season. 
Red  is  promised  again;  one  or  two  designers  are  looking 
for  a  bigger  demand  than  in  the  spring  while  others 
think  it  will  be  about  the  same. 

A  blue  which  is  between  a  royal  and  a  copper  shade  and 
is  called  French  flag  blue  will  be  good. 
Blonde  or  rust  brown  will  probably  be  the  most  popular 
shade  of  all. 

Orange  and  flame  will  be  good  early  in  the  season  but 
they  will  not  last  it  is  predicted. 
Black  will  be  good  during  all  the  late  winter  months. 


INCREASES  SALES  BY 

(Continued  from  previous   page) 

In  plain  view  of  customers  at  the 
trimming  counters  in  the  Hengerer  mil- 
linery department,  hangs  the  following 
sign:  "Hats  trimmed  without  charge 
when  shapes  and  trimming  are  purchas- 
ed here."  Mrs.  Clark  says  that  this  has 
done  a  great  deal  to  put  che  department 
before  the  eyes  of  women  of  their  city. 
Many  women  buy  a  shape  with  the  in- 
tention of  trimming  it  themselves. 
When  they  see  this  sign  they  are  glad 
to  purchase  their  trimmings  there  as 
well,  if  they  can  have  these  and  the  lin- 
ing placed  on  them  free  of  charge. 

Of  course,  trimmings  arranged  free  of 
charge  are  only  done  in  the  simplest 
manner,  so  that  the  cost  of  the  labor  is 
never  very  great.  The  big  leghorn  sea- 
son this  year,  has  been  a  boon  to  this 
department. 

Wedding    and    Communion    Veils 

The  Hengerer  store  has  earned  quite 
a  reputation  for  its  wedding  veils  and 
for  veils  for  children  making  their  first 
communion.  Previous  to  each  of  these 
seasons,  Mrs.  Clark  says  she  inserts  an 
advertisement  in  pages  devoted  to  read- 
ing matter  in  the  Buffalo  papers.  This 
is  put  into  small  box  panels  in  the  cor- 
ners along  with  an  attractive  drawing 
of  some  kind. 


A  most  welcome  sign  that  business  is 
improving  is  shown  by  the  purchase  of 
an  old  meal  mill  by  the  C.  Turnbull  Co. 
at  Gait,  Ont.  It  will  be  incorporated  im- 
mediately in  the  big  plant  and  will  pro- 
vide 8000  feet  additional  floor  space. 


Only  two  types  of  feathers  from 
foreign  birds  are  permitted  to  be 
imported  into  this  country.  These 
are  ostrich  and  English  pheasant. 
The  numerous  other  feathers  which 
will  be  seen  this  season  in  millin- 
ery, are  either  from  domestic  birds 
or  are  imitations  of  foreign  ones 
which  are  prohibited.  A  great 
many  feathers  from  birds  which 
we  have  in  Canada  but  which  are 
not  plentiful  enough,  are  also  im- 
ported. This  applies  particularly 
to   certain   fowl. 


Lawrence  J.  Williams,  manager  of 
the  Hudson  Bay  Co.,  at  Sioux  Lookout, 
Ont.,  was  drowned  on  June  21  in  Peli- 
can Lake. 

The  Belgium  Glove  and  Hosiery  Co. 
which  operates  two  stores  in  Toronto 
has  opened  another  at  Hamilton,  Ont. 

The  proprietor  of  the  Camrose  fox 
farm  in  Alberta,  realized  approximate- 
ly $3,000  from  12  foxes. 


Very  recent  news  from  Paris  brings 
the  information  that  ribbons  are  having 
a  place  of  much  importance.  This  is 
particularly  true  of  the  very  narrow; 
ones  ranging  from  an  eighth  lo  three- 
quarters  of  an  inch.  These  are  princi- 
pally -novelty  ribbons,  some  of  which 
show  an  embroidery  of  chenille  on  a 
grosgrain  surface.  Others  have  metal 
edges,  many  being  of  half  metai  and 
half  color. 

Everything  that  has  a  touch  of  chen- 
ille from  embroideries  of  cloths  will  be 
good.  Pins  are  still  worn  as  ornaments; 
they  may  be  of  single  or  double  head, 
but  they  are  usually  short. 

Skirts  are  worn  so  much  longer  now 
that  the  hats  show  more  extensive  brims. 
It  is  thought  by  Canadian  buyers  that 
this  will  introduce  a  larger  hat  into  this 
country  for  the  Fall  than  is  usual  at  the 
beginning  of  the  season. 

Crinkled  velvet  is  seen  more  and  more 
in  Paris,  even  the  little  sports  hats  be- 
ing made  of  points  of  velvet  placed  in 
contrasting  ways.  New  two-toned,  vel- 
vets are  also  being  brought  out.  Th*y 
have  ribbons  in  matching  colors.  A 
range  of  rich  shades  is  seen  in  these. 
Only  a  few  panne  velvets  have  appeared 
so  far  but  designers  are  looking  forward 
to  a  long  run  in  this  material. 


Harry  Cohen  has  bought  the  ready- 
to-wear  store  in  Hamilton,  Ont.  known 
as  the  Model  Cloak  and  Suit  Co.  He  is 
also  proprietor  of  a  store  in  Dundas. 
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Fall  Millinery ! 

Model  Hats 

and  Novelties 

Ready  for  early  buyers 
from  tenth  August 

Inspection  cordially  invited 

G.  GOULDING  &  SONS 

55  Wellington  Street  West,  Toronto 


WINNIPEG 

66  King  Street 


OTTAWA 

236-237  Jackson  Bldg. 


HAMILTON 

28  V2  John  Street  N. 
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STYLE 

and 

QUALITY 
ASSURED 


Announcing 
Fislchats  for  Fall 

The  fall  showing  has  many  novelties  and 
surprises — original  creations  of  the  Fisk  de- 
sig,nin£  staff. 

We  extend  a  cordial  invitation  to  visit  the 
initial  showings 

Be&innin&  July  10th 

and  continuing  throughout  the  market  season. 

If  unable  to  visit  our  Chicago  display  you 
will  find  a  complete  display  at 

411  Fifth  Avenue,  New  York 

D.  B.  FISK  &  CO. 

Creators  of  Correct  Millinery 

225  North  Wabash  Avenue,  Chicago 


Canadian  "B^i 

Hairnets  •  74&jg*t 


The  Constant  Seller 

CANADIAN  BEAUTY 

REAL  HAIR  NETS 

with   attractive  display. 

SPANISH  ALLOVER  LACE 

RADIUM  LACE 

LINEN  LACE 

VEILS  and  VEILINGS 

and  the  season's 

NOVELTIES. 

BLACK  JET  FRINGE 

SILK  FRINGE 

TASSELS 

BRAIDS 

HANDKERCHIEFS 


Mail  Orders  will  be  Promptly  Attended  to. 


THE  H.  G.  TOD  CO.,  Limited 

78  BAY  ST.  TORONTO 


as 
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Straight  Lines  in  Coats  and  Capes 

Reports  on  Fall  Selling  Indicate  Caution  With  Feeling  That  Good 
Business  Will  Develop — Wide  Variety  in  Sleeve  Treatment — 
Collars  Vary  from  Chin-Chin  to  Huge  Collars  Extending  Over 

Shoulder 


FORECASTING  the  season's  style 
trend  in  furs,  is  to  write  about  coats 
and  capes,  as  it  appears  that  all 
interest  is  centered  in  these.  Such  is 
the  information  that  Toronto  manufac- 
turers give  Dry  Goods  Review.  Never 
before  has  the  trade  in  this  country 
shown  such  a  collection,  the  variety  of 
which  runs  from  the  ordinary  staple 
garment  of  muskrat  to  the  most  elabor- 
ate wrap  of  fine  Canadian  mink. 

Travellers  have  completed  their 
rounds  and  reports  are  encouraging.  The 
tendency  on  the  part  of  the  merchant  is 
to  buy  very  sparingly  for  early  delivery 
with  promise  of  greater  volume  as  the 
season  opens. 

Points  of  Difference  for  Next  Winter 

It  seems  to  be  a  fact  that  Hudson  seal 
will  have  several  strong  rivals  this  sea- 
son. Perhaps  this  is  the  best  thing  that 
could  happen  for  all  concerned,  because 
apart  from  the  difficulty  in  producing 
fine  and  well-made  garments,  the  musk- 
rat  supply  suitable  for  that  purpose  is 
very  short  this  year,  a  feature  that  will 
make  itself  felt  later.  More  than  one 
furrier  is  willing  to  give  it  as  his  opinion 
that  prices  are  certain  to  advance  after 
the  first  stocks  are  sold. 

After  reviewing  a  number  of  the  fur 
collections,  certain  details  stand  out  to 
our  representative  as  different  from 
those  of  former  years.  Coats  are  going 
to  be  longer  and  everything  has  been 
employed  in  their  making  and  designing 
to  accentuate  the  straight-line  effect. 

Sleeves  and  Collars 

The  variety  in  sleeve  treatments  is 
particularly  noteworthy;  there  are  cape 
sleeves,  elephant  ear  sleeves  and  Jenny 
sleeves  as  well  as  the  more  ordinary 
type  of  Raglan  and  kimono.  Capes  and 
wraps  developed  in  mink,  squirrel,  mole- 
skin and  Kolinsky  are  usually  made 
without  sleeves.  A  marked  feature  in 
these  novel  garments  is  the  clever  treat- 
ment of  the  skins  employed,  depicting 
zig-zag,  horizontal,  panel  and  scalloped 
effects. 

Next  in  importance  to  sleeves  is  col- 
lars. The  chin-chin  from  the  medium- 
sized  one  to  the  huge  collar  extending 
over  the  shoulder  when  open,  finds  favor 
in  the  highest-priced  wraps.  The  crush 
collar  gathered  in  folds  to  the  lapels  is 
just  as  popular  as  it  was  last  year, 
while  the  shawl  in  its  many  sizes  and 
shapes  is  expected  to  continue  in  popu- 
larity in  the  medium-priced  and  more 
staple  models. 

Present  Indications  Good 

All  indications  point  to  a  good  season. 
With  the  prospects  of  fine  crops  of  which 


HEADQUARTERS  OF  THE  TRAPPERS 

was  the  description  given  this  interesting  window  display  by  its  originator, 
J.  H.  Roy,  Display  Manager  of  the  Paqaet  Company  of  Quebec.  The  entire 
three  sides  were  hung  with  pelts  while  a  pictorial  background  depicted 
several  young  fox.  A  bob  sled  was  effectively  used  as  a  stand  for  the  coats 
shown.     Such  a  window  as  this   would  stimulate  interest  in   the  August 

fur  sale. 


Westerners  seem  fairly  sure,  there 
should  be  solid  business  done  in  furs. 
Prices  are  just  about  the  same  as  they 
were  at  the  beginning  of  last  season.  It 
remains  to  be  seen  whether  or  not  they 
will  remain  so.  One  prominent  fur  man- 
ufacturer gives  it  as  his  opinion  that 
prices  will  show  an  upward  tendency  as 
soon  as  the  demand  warrants  it  because 
there  is  no  great  surplus  of  good  skins 
on  the  open  market. 

Persian  lamb,  Hudson  seal,  muskrat 
and  raccoon  are  the  furs  that  the  manu- 
facturers have  concentrated  on  for  vol- 
ume in  this  year's  business.  It  is  diffi- 
cult to  say  just  yet,  which  one  of  the 
class  will  head  it.  Whatever  may  be  the 
feeling  in  regard  to  Hudson  seal,  it  is 
the  opinion  of  most  fur  men  that  it  will 
hold  its  own  the  whole  season  through. 
Very  attractive  wraps  and  capes  have 
been  developed  in  seal  combined  with 
squirrel,  moleskin  and  Kolinsky  and  em- 
phasizing the  bordered  line  in  skirt,  col- 
lar and  cuffs.  They  are  beautiful  to 
look  at  but  the  Canadian  public  is  so 
staple  in  its  ideas  that  many  merchants 
are  afraid  to  stock  these  models  to  any 
extent. 

For  contrasting  trimmings,  grey 
squirrel  is  bidding  fair  to  outdo  skunk 
and  the  only  feature  that  will  make  the 


latter  supreme  is  its  wonderful  wearing 
qualities.  Kolinsky,  opossum  and  fine 
natural  raccoon  alike,  are  usual  on  Hud- 
son seal  and  Persian  lamb. 

The  keenest  interest  seems  to  be  cen- 
tred in  raccoon,  especially  for  sports  and 
automobile  wear.  Towards  the  middle 
of  last  season,  these  coats  made  their 
debut  on  the  streets  and  became  so  pop- 
ular that  retailers  and  manufacturers 
were  sold  up  almost  immediately. 

There  seems  no  other  way  to  make  up 
raccoon  than  that  employed  last  season, 
viz.:  a  straight  line  about  forty  or  forty- 
five  inches  long  with  three  or  four 
stripes  for  border  and  shawl  collar  and 
cuffs.  Enquiries  for  these  coats  have 
continued  strong  all  through  the  inter- 
season  and  this  is  a  sure  indication  that 
they  will  be  a  favorite  when  the  season 
opens. 

Natural  muskrat  coats  are  going  to  be 
a  volume  builder  this  year  from  present 
indications.  More  attention  has  been 
paid  to  general  details  of  lining  and 
finishing  this  season  than  has  heretofore 
been  done  in  the  manufacture  of  this 
fur.  It  is  going  to  answer  the  demand 
for  a  low-priced  garment  that  will  give 
good  measure  of  service.  Lengths  vary 
from  34  to  42  and  in  all  cases  the  border 
prevails. 
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TWO  FUR  CREATIONS  FOR   THIS   WINTER 
A  very  clever  arrangement  of  squirrel  skins  is  shown  in  this   beautiful   model   on   the   left.     The   cape,   sleeves   and 
panel  back  with  border  are  noteworthy  features. 

The  coat  on  the  right  shows  that  skunk  will  still  be  a  leader  for  trimming  Persian  lamb.     It  is  especially  rich  with 
this   model.     Note   the   attractive   lines   of   the   coat   itself. 

Furs  shown  by  E.  HERMAN  &  CO.,  61   Gerrard  St.,   West,   Toronto. 
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A  STRIKING  MODEL 
The  cape-wrap  shown  herewith  is  developed 
in  finest  Hudson  seal  with  22  inch  reversed 
self-border  which  gives  a  high  luster  and 
sheen  to  the  fur.  The  "three  way"  collar  has 
the  latest  square  front  effect  which  can  be 
worn  os  a  chin  or  choker  collar.  The  half 
sleeves  are  of  double  fur  and  can  be  reversed 
inwards  for  evening  wear.  The  lining  has  a 
border  effect  of  brocade  combined  ivith  plain 
satin.  Length  42  inches.  Shown  by  Boulter 
Waugh  Limited,  Montreal. 


THE  NEW  MANDARIN  SLEEVE 
is  featured  in  this  semi-fancy  coat  of  Hud- 
son seal  and  mole,  also  developed  with  squir- 
rel or  beaver.  The  square  point  collar  can 
be  worn  in  three  ways,  while  the  double  furred 
sash  is  essentially  practical.  Shown  by  Boulter 
Waugh    Co.,   Montreal. 
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THE  NEW  CAPE-COAT  DESIGN 

is  cleverly  developed  in  fine  quality 
French  seal  collared  in  Siberian  grey 
squirrel  in  crushed  effect.  The  over-cape 
and  back  are  lined  in  black  silk,  while 
the  inside  lining  is  of  Zingari  crepe. 
Either  silk  or  fur  sleeves  can  be  had 
i)i  this  model  which  is  a  "two  purpose" 
garment,  epuallu  adapted  for  day  or 
evening  wear.  Length  measures  43  in. 
Shown  by  Boulter  Waugh,  Limited,  of 
Montreal. 


TUXEDO  COLLAR 

The  feature  of  this  neiv  Hudson  seal  coat  ivrap  is  the 
Tuxedo  collar  which  forms  a  muff  effect  in  front.  The 
skirt  flares  smartly  at  the  back  providing  unusual  width. 
Tango  pussy-willow  lines  this  model.  Shown  by  Boulter 
Waugh  Ltd.,  Montreal. 
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Hudson  Seal  Cape  Wrap— A  Leader 

This  Model  Will  be  a  Strong  Feature  of  the  Fall  Showings — Has 

Oval  Silhouette — Average  Coat  Length  From  36  to  40  Inches, 

While  Wraps  are  From  42  to  45  Inches — The  New  Convertible 

Armholes — Persian  Lamb  for  Staples 


A  MONTREAL  wholesale  manufac- 
turing furrier  informed  Dry 
Goods  Review  this  month  that 
orders  received  in  the  course  of  the  past 
few  weeks  have  been  surprisingly  good 
and  exceed  the  hopes  that  had  been  'en- 
tertained regarding  a  successful  Fall 
selling  season  in  coats  and  wraps.  Rep- 
resentatives of  leading  retail  stores  all 
over  Canada  have  been  visiting  the  Mon- 
treal show  rooms  of  this  firm  and  have 
purchased  generously,  proving  that  they 
have  confidence  in  the  purchasing  power 
of  the  public  where  fine  goods  are  con- 
cerned. On  the  other  hand,  it  was  said, 
that  orders  placed  with  travelers  have 
not  been  up  to  normal  and  it  is  thought 
by  this  firm  that  buyers  recognize  the 
wisdom  of  visiting  the  larger  centres 
personally  when  advance  buying  comes 
under  consideration.  Possibly  Mon- 
treal's growing  reputation  as  a  fur  buy- 
ing centre  may  be  traced  to  the  variety 
*of  hospitality  and  entertainment  which 
the  city  holds  out  for  the  enjoyment  of 
its  guests,  bort  in  any  case,  the  influx 
of  fur  buyers  is  steadily  growing  more 
numerous  as  Fall  and  the  August  sales 
come  nearer. 

"Cape-Wraps"   and  "Cape-Coats" 

The  fur  garment  which  will  hold 
place  as  a  style  leader  next  Winter  is 
undoubtedly  the  Hudson  seal  "cape 
wrap"  which  must  be  carefully  differ- 
entiated from  the  "coat  wrap,"  the  other 
new  type  of  fur  garment  decreed  for 
1923.  A  fur  designer  demonstrated 
both  these  new  styles  to  Dry  Goods  Re- 
view emphasizing  the  point  that  the 
smartest  fur  garments  will  be  of  one 
pelt  only  rather  than  combinations  of 
two  as  in  the  past.  Hence,  the  Hudson 
seal  cape  or  coat  wrap  will  be  unreliev- 
ed by  the  somewhat  overdone  Alaska 
sable  and  will  depend  for  its  distinction 
upon  expert  workmanship  in  the  hand- 
ling and  treatment  of  skins  together  with 
an  even  greater  attention  in  cut  and 
styling,  so  that  the  fur  garment  of  next 
Winter  will  be  judged  and  compared  on 
its  own  merits  and  no  longer  by  the 
amount  of  elaboration  of  trimming 
which  has  unfortunately  tended  to 
cheapen  and  lower  the  quality  of  even 
the  best  fur  coats,  in  the  past. 

The  "cape  wrap"  is  characterized  as 
having  an  oval  silhouette,  which  means 
that  lines  will  be  straight  without  any 
ripple,  and  though  the  hem  line  may 
appear  to  be  narrower  than  the  upper 
skirt  portion,  in  actual  fact  it  is  some- 
what wider,  only  the  sleeve  arrange- 
ment and  arm  openings  give  a  full  effect 
above  the  waist  line  which  heightens 
the  oval  effect.    This  silhouette  has  been 


described  as  "egg  shaped"  and  from 
back  or  front  this  phrase  rather  aptly 
conveys  the  oval  idea. 

Longer  Lengths  Favored 

Montreal  designers  say  that  the  aver- 
age coat  length  will  be  from  36  to  40 
inches,  while  for  wraps,  42  to  45  inches 
will  be  preferred.  The  "cape  wrap" 
will  be  mainly  distinguishable  by  its 
convertible  armholes,  fitted  with  flaps 
which  can  be  worn  forward  in  daytime 
snapped  together  to  form  a  sleeve  effect 
or  pushed  inwards  for  evening  wear  to 
show  the  full  length  of  the  wearer's  kid 
gloves.  The  collar  on  such  wraps  as 
this  is  particularly  striking,  being  con- 
vertible in  three  different  forms,,  either 
lifted  up  in  choker  effect,  fastened  loose- 
ly in  half  open  style,  or  left  perfectly 
open  on  the  shoulders  like  a  small  cape. 
In  all  these  cape  wraps  the  linings  are 
exceedingly  elaborate,  in  many  cases, 
being  in  double  effect,  plain  above  and 
heavily  brocaded  below,  plentifully  elab- 
orated by  hand  stitchery  and  finished  in 
every  case  with  the  latest  style  of 
pocket,  namely  a  satin  pouch  bag, 
gathered  on  ribbon  ties  finished  with 
seal  pompoms  and  stitched  firmly  into 
place  at  the  waist  line.  Pouch  pockets 
are  much  more  useful  as  well  as  orna- 
mental than  the  ordinary  flat  variety 
and  are  featured  in  addition  to  the  usual 
finger  tip  pockets  at  either  side  of  the 
fronts. 

The  coat  wrap  has  a  half  sleeve  which 
does  not  quite  reach  the  wrist.  In  one 
striking  model  of  Hudson  seal,  the  neck 
is  finished  with  a  wide  collar  in  a  tux- 
edo stole  effect  which  folds  over  into  a 
muff  in  front  and  into  which  the  hands 
can  be  slipped.  Button  tabs  in  front 
can  be  fastened  together  to  hold  the 
wrap  without  need  of  exposing  the 
hands  to  the  cold. 

Fur  Contrasts  Used  Sparingly 

In  all  of  these  Hudson  seal  wraps  as 
well  as  some  of  the  staple  coats  the  sole 
trimming  is  the  intricate  and  skillfully 
worked  border  and  striping  which  is 
lavishly  employed  on  the  skirts  and  col- 
lars. Triple  reversed  borders  are  rather 
the  rule  than  the  excepton,  even  on 
muskrat  and  other  practical  fur  coats. 
In  staple  coats  of  Hudson  seal,  a  fav- 
orite type  of  girdle  is  the  4  strand  silk 
cord  effect  caught  with  silver  clasps 
and  allowed  to  hang  down  in  front.  Belts 
are  also  much  used,  showing  in  front 
and  running  underneath  across  the  back. 
Pockets  are  as  popular  as  ever,  general- 
ly tucked  away  under  deep  panels  and 
borders  which  are  carried  up  on  the 
skirt.  The  turnback  cuff  is  preferred 
on  this  style  of  garment,  and  the  cape 


collar  which  rolls  up  luxuriously  about 
the  face  is  by  far  the  most  wanted 
style. 

Persian  Lamb  For  Staples 

Favored  trimmings  are  mole  and 
squirrel,  with  Alaska  sable  preferred  on 
Persian  lamb,  which  by  the  way,  is  al- 
most as  popular  as  Hudson  seal  for 
staple  coats.  Persian  lamb  is  being 
made  up  into  "chicken"  styles  this  sea- 
son for  the  first  time  and  is  selling  well. 
French  seal  appears  in  several  very 
smart  garments  which  will  have  a  strong 
appeal  to  the  woman  who  wants  an  in- 
expensive two-in-one  garment  adaptable 
for  day  or  evening  wear.  One  such 
style  was  a  cape  wrap  comprising  a 
three-quarter  cape  made  over  a  silk 
foundation  faced  at  the  hem  with  the 
seal  to  form  an  irregular  line.  The 
deep  collar  was  of  squirrel,  and  quaint 
little  sleeves  of  silk  cuffed  with  seal  or 
else  entirely  of  fur  were  provided  for 
extra  warmth,  making  this  garment  a 
really  smart  and  fashionable  style. 
Every  buyer  who  has  seen  this  sample 
has  placed  orders  and  it  Is  thought  that 
the  all  purpose  fur  wrap  will  replace 
the  tailored  or  staple  garment  as  the 
winter  advances. 

Sports  Coats  Of  Natural  Pelts 

Muskrat  and  raccoon  are  exceedingly 
popular  in  sports  and  staple  models, 
especially  blended  Carolina  muskrat 
with  a  5  strand  border.  Racoon  is  de- 
veloped in  youthful  coats  beautifully 
styled  and  appropriate  for  formal  wear 
with  3  strand  borders,'  showing  the  ex- 
quisite color  shading  of  the  silver  coon 
skins.  These  are  strictly  plain  in  effect 
with  full  length  skirts.  Blended  Aus- 
tralian wallaby  is  a  new  pelt  to  be  de- 
veloped in  smart  staple  coats  to  replace 
cheap  qualities  of  raccoon. 


Members  of  the  firm  and  staff  of 
Goudies'  Limited,  Kitchener,  Ont.,  cele- 
brated their  first  Wednesday  half-holi- 
day this  year  with  a  picnic. 

The  Danforth  Business  Men's  Asso- 
ciation of  Toronto  have  organized  a 
Bowling  League  with  teams  represent- 
ing the  following  interests;  dry  goods, 
real  estate,  motor  garages,  confection- 
ery and  butchers,  hardware  and  electric 
goods,  bankers,  amusements  and  sport- 
ing goods,  professional  men. 

H.  Engel  opened  a  new  store  at  Whit- 
by, Ont.,  recently.  This  is  now  his  se- 
cond dry  goods'  house,  the  first  being 
at   Oshawa,  Ont. 
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A  MOLE  WRAP 

in  40  inch  length  with  a  wide 
sweep  measuring  87  inches 
around  and  lined  with  extra 
fine  brocaded  silk.  The  fash- 
ionable scarf  collar  is  tipped 
with  tassels  and  can  be  worn 
in  several  ways.  A  back  yoke 
runs  down  as  far  as  the 
ivaist  line  and  the  outer  cape 
section  is  stitched  to  the 
front  panels  to  form  arm- 
holes.  A  five  row  border  of 
reversed  skins  finishes  the 
lower  edge. — Shown  by  cour- 
tesy of  Gnaedinger  Sons, 
Ltd.,  Montreal. 


PERSIAN  LAMB 

forms  the  entire  fabric  of 
this  unusual  coat,  featuring 
the  latest  large  sleeve  ef- 
fect. The  cuffs  are  formed 
by  a  jet  button  finish  to  cor- 
respond with  the  fastenings 
of  the  garment.  A  heavy  cord 
girdle  provides  a  convertible 
effect,  either  fitted  at  back 
or  loose  and  the  collar  is 
developed  in  a  new  gathered 
effect  which  can  be  worn  in 
several  becoming  ways.  The 
length  of  coat  is  40  inches. 
Sweep  67  inches.  Lining  con- 
sists of  richly  colored  silk 
heavily  hand  embroidered  in 
the  prevailing  fashion  across 
the  bottom. — Shown  by  cour- 
tesy of  Gnaedinger  Sons, 
Ltd.,    Montreal. 
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Big  Addition  to 

New  York  Store 

Gimbel  Bros.  Take  Over  Big  Store  Oc- 
cupied by  Saks  and  Co. — Occupa- 
tion in  1924 

Gimbel  Bros,  of  New  York  will  take 
over  within  a  year  as  an  addition  to 
their  present  facilities,  the  nine-story 
building  now  occupied  by  Saks  and  Co. 
just  across  Thirty-third  street  from  the 
ipresent  Gimbel  establishment.  They 
will  obtain  occupancy  in  the  Spring  of 
1924  by  which  time  Saks  and  Co.  will 
be  in  their  new  building  on  Fifth  Aven- 


ue, between  Forty-ninth  and  Fiftieth 
streets.  A  twenty-year  lease  has  been 
signed  which  carries  with  it  an  aggre- 
gate rental  of  approximately  $8,000,000. 

In  making  the  announcement  of  the 
large  transactions,  Isaac  Gimbel  said: 

"Perhaps  the  greatest  thing  accom- 
plished by  the  acquirement  of  the  new 
property,  will  be  the  thing  that  Gim- 
bel Brothers  have  always  striven  for  and 
are  now  able  to  realize — that  is,  that 
joint  operating  expenses  can  be  brought 
down  to  such  a  level  that  it  will  be  pos- 
sible to  offer  the  community  prices 
commensurately  lower  than  present  op- 
erating expenses  demand.  It  is  estim- 
ated that  with  the  huge  volume  made 
possible  by  the   space   expansion  operat- 


ing costs  will  be  so  lowered  as  to  esta- 
blish the  lowest  possible  price  level  for 
goods  of  established  quality. 

"Gimbel  Brothers  will  not  take  pos- 
session of  the  property  acquired  until 
the  spring  of  1924,  but  steps  will  be 
immediately  taken  to  prepare  for  the 
expansion  of  the  business,"  said  Mr. 
Gimbel. 


At  the  recent  convention  in  Toronto 
of  the  Canadian  Association  of  Cleaners 
and  Dyers,  the  following  officers  were 
elected:  President,  W.  E.  Mann,  Hamil- 
ton; vice-president,  C.  Allen,  Montreal; 
executive  committee,  R.  S.  Stockwell, 
G.  Langley  and  F.  Collinson,  all  of  Tor- 
rnto;  managing  secretary,  W.  S.  Hulbig. 
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Applique  Work  and  Rick- Rack  Braids 

These  Will  be  Leading  Features  of  Needlework  Department — 
Brisk  Demand  for  Children's  Dresses — Some  of  the  New  Lingerie 
Models  Described — Varied  Showing  of  Christmas  Goods— Liv- 
ing Room  Sets  in  Ripple  Cloth. 


JULY  is  the  month  eagerly  awaited 
by  art  needlework  departments  all 
over  the  country,  for  the  trend  of 
the  coming  season's  selling  is  then  de- 
termined with  the  showing  of  made  up 
samples  by  a  leading  Montreal  manu- 
facturer. A  staff  member  of  Dry  Goods 
Review  was  privileged  to  view  the  ad- 
vance showing  of  these  products  which 
include  flat  stamped  goods  and  made 
up  novelties  as  well  as  many  interesting 
new  designs  in  knitted  and  crocheted 
goods. 

Taking  the  range  as  a  whole,  it  is  evi- 
dent that  the  vogue  for  applique  work 
will  be  an  outstanding  characteristic 
together  with  the  use  of  novelty  rick- 
rack  braid,  both  of  which  lend  them- 
selves charmingly  to  the  development 
of  most  kinds  of  needlework.  The  de- 
signs of  the  stamped  goods  as  well  as 
of  the  made  up  goods  surpass  anything 
shown  by  this  company,  there  being  a 
marked  absence  of  cheap  looking  and  in- 
artistic models.  A  representative  of 
the  firm  commented  on  the  fact  that 
the  demand  for  children's  dresses  is 
greater  than  ever  in  both  playtime  and 
party  frocks.  In  the  former  class  black 
sateen  is  a  novelty  altogether  charming 
in  effect,  being  relieved  by  vivid  patches 
of  applique  in  the  form  of  odd  pockets 
and  animal  motifs.  Rompers,  creepers 
and  bloomer  dresses  are  all  provided  in 
the  range  which  is  said  to  be  fully  as 
large  as  that  shown  for  Spring,  show- 
ing that  children  are  now  wearing 
lighter  clothing  in  Winter  than  former- 
ly. The  materials  used  in  the  party 
frocks  are  all  of  the  finest  imported 
Swiss  mulls  and  muslins,  and  the  frocks 
run  all  the  way  in  size  from  6  months 
to  6  years.  Considerable  use  is  made 
of  wash  satin  ribbons  in  delicate  shades 
to  form  sashes,  rosettes,  streamers,  etc., 
on  all  these  little  dresses  and  a  study 
of  the  made  up  models  will  reveal  the 
fact  that  ribbon  possibilities  are  by  no 
means  exhausted  as  yet. 

Play  aprons,  which  represent  a  large 
rabbit  who  wears  a  demure  puritan  col- 
lar and  whose  ears  fold  back  to  form 
shoulder  straps,  are  sure  to  prove  a  joy 
to  every  kiddie,  while  Kate  Greenaway 
girls  also  simulate  aprons,  developed  in 
pink  or  blue  linen.  In  trimmig  these 
novelty  goods  rick-rack  braid  is  applied 
by  means  of  French  knots,  quickly  and 
effectively,  and  provides  a  neat  finish  to 
all   long  edges. 

New    Lingerie   Models 

Lingerie,  both  silk  and  of  cotton  ma- 
terials, is  plentifully  representedi  in 
made  up  models  which  require  little 
work  to  complete.  The  finest  domes- 
tic materials   are  utilized  in  developing 


these  exquisite  sets  which  reflect  the 
latest  trend  of  fashion  in  the  matter  of 
simple  tailored  effects.  Hemstitching 
is  cleverly  employed  to  form  scrolls, 
wreaths,  bowknots  and  other  festoons  in 
combination  with  solid  work,  and  is  a 
close  imitation  of  fine  "entre-deux," 
with  no  appearance  of  machine  work 
visible.  The  long  armhole,  both  in  simple 
strap  and  draped  style  are  introduced 
for  the  first  time  in  art  needlework 
models,  and  many  unusual  effects  are 
gained  by  the  clever  use  of  inset  colored 
motifs  of  organdy.  The  waist  line  is 
simulated  by  the  use  of  rows  of  hem- 
stitching and  the  gowns,  chemises,  etc., 
are  usually  completed  by  the  additions 
of  dainty  sprays,  scallops,  etc.  White 
is    the    predominant    color    in    all    these 


Hemstitched  colored  organdy  inserts 
form  the  exquisite  decoration  upon 
this  fine  white  nainsook  nightdress 
which  embodies  the  new  sleeve  line. 
Delicate  svmus  of  hand  embroidery 
can  be  quickly  added  by  the  needle- 
woman who  can  also  add  pastil  tint- 
ed bows  at  either  side.  Shown  in 
the  full  range  of  B elding -Corticelli, 
Limited,  Montreal. 


models,  although  here  and  there  a  flesh 
tinted  garment  appears,  but  white  is 
considered  to  be  most  practical  and 
durable  in  embroidered  goods,  requiring 
no  tinting  to  retain  the  original  shade. 
Three-piece  sets,  of  step-in,  vest  and 
nightgown  are  included,  some  of  which 
are  made  of  heavy  Habutai  and  Shan- 
tung silks  with  the  new  bateau  neck 
line  finished  by  hemstitching,  caught 
together  by  ribbon  bows. 

Porch  frocks,  which  are  really  glori- 
fied aprons  quite  suitable  for  street 
wear  in  some  cases,  are  cleverly  de- 
veloped in  unbleached  muslin,  cotton 
crepe  and  linen,  while  the  ubiquitous 
black  sateen  is  irresistibly  charming 
when  appliqued  smartly  with  realistic 
fruits.  Rick-rack  braid  and  other  new 
trimmings  accompany  these  frocks 
which  are  offered  in  practically  every  be- 
coming color,  and  which  are  completed 
by  the  addition  of  a  fetching  cap  also 
embroidered  or  appliqued  to  match  its 
apron. 

Small,  sheer  dotted  Swiss  tea  aprons 
call  for  the  addition  of  delicate  sprays 
of  handwork  and  feature  panels  of 
colored  organdie  and  crisp  ribbon  ties. 
The  same  dainty  effect  is  also  seen  in 
muslin  breakfast  saques  combining 
white  and  pastel  colors  which  are  quick- 
ly embroidered  in  various  simple  motifs. 
Christmas  Novelty   Goods  Are  Varied 

With  shorter  evenings  drawing  in, 
thoughts  of  Christmas  fancy  work  are 
inevitably  awakened  by  the  sighlt  of  a 
new  array  of  novelty  goods  including  an 
umbrella  case,  shoe  case,  hot  water 
bottle  coVer,  cutlery  and  silverware 
cases,  centre  piece  roll,  clothes  pin  bag 
and  kitchen  holders  for  protecting  the 
hands.  Such  an  array  of  new  ideas 
will  surely  prove  a  solution  to  the  prob- 
lem of  what  to  give  the  bride,  since  the 
handwork  on  each  article  is  of  the 
simplest  and  most  easily  accomplished 
variety,  chiefly  outline  stitchery  with 
some  solid  work.  Children's  bibs  with 
tray  cloth  to  match  are  fascinating  with 
rabbits  scattered  here  and  there,  their 
tails  being  made  of  woolly  balls.  Laun- 
dry bags-j  bridge  table  covers  and  bed- 
spreads are  offered  in  entirely  new  de- 
signs which  are  sure  to  be  popular.  The 
bridge  table  covers  come  in  white  linen, 
black  sateen  and  green  felt  and  feature 
applique  and  wool  embroidery,  etc.,  in 
the  newest  conventional  designs.  Bed- 
room sets  comprising  3  pieces  are  a 
novelty,  again  providing  opportunity  to 
use  applique  and  rick  rack  braid.  Sheer- 
er and  daintier  sets  of  scarf,  pillow  and 
pin  cushion  are  developed  in  dotted 
Swiss  hemstitched  on  to  sheer  white 
muslin  and  edged  with  finest  val  lace. 
(Continued  on  page  106) 
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CANNA  COLORED  BENGALINE 
Forms  the  covering  of  this  stunning 
cushion  designed  for  drawing  room  or 
living  room.  A  conventional  design  is 
strikingly  carried  out  in  the  Artsjl  Rope 
with  silver  threads.  Rich  tassels  are 
used  at  the  upper  corners  in  an  unusual 
effect,  and  the  pillow  can  be  matched 
by  a  scarf,  if  desired.  Shown  by  Belding- 
Corticelle,   Limited,  of   Montreal. 


THE  SQUARE  EFFECT 
In  luncheon  sets  as  typified  in  this 
beautiful  model  developed  in  white 
Premier  cloth  with  colored  medallion  ap- 
pliques is  fashion's  decree.  A  realistic 
daisy  design  can  be  quickly  worked  on 
the  applique  while  the  edges  are  finish- 
ed in  crochet  in  a  simple  but  effective 
design.  Shown  in  the  fall  range  of  Beld- 
ing-Corticelli,  Limited,  of  Montreal. 


LIVING  ROOM  SETS 
Comprising  three  pieces  are  very  much 
in  vogue  now,  especially  in  warm  aut- 
umn colors,  upon  the  ever-popular  pure 
linen  in  tan  shades.  The  mountain  ash 
berry  design  here  shown  is  one  of  the 
most  artistic  yet  seen  and  is  effectively 
worked  in  Artsyl  Rope  with  silver  thread 
to  lend  added  brilliance.  Shown  by  Beld- 
ing-Corticelli  Limited  of  Montreal. 
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Three  imported  boudoir  lamps  of  white  glass.  They  are  hand-decorated  in  six  dif- 
ferent patterns  and  colors.  The  shades  fit  closely  and  the  stands  are  in  one  piece. 
The  lamps  are  11  in.  high  and  quite  inexpensive.  Shown  by  Nerlich  &  Co.,  Toronto. 


When  finished  with  colored  embroidery 
nothing  prettier  can  be  imagined.  In 
other  novelty  pillow  covers  a  new  type 
of  hand  work  has  been  introduced, 
namely,  an  applique  which  is  fastened 
down  at  one  side  only  to  simulate  flower 
petals  or  the  skirt  of  a  picturesque 
maiden,  under  which  cotton  padding  is 
placed  to  give  a  raised  appearance.  Un- 
bleached muslin  is  due  for  considerable 
vogue  as  a  foundation  for  bedroom 
spreads  on  which  large  and  striking  pat- 
terns are  developed  in  double  applique 
and  embroidery  in  heavy  pearl  cotton, 
finished  with  cotton  fringe  in  the  same 
cream  shade. 

Lunch     Sets    In    Oblongs     Replace    Old 
Style 

These    spreads   can   be   matched   with 
curtains,   runners,   etc,   to   form    sets   if 


desired  by  the  purchaser.  Unbleached 
muslin  forms  very  striking  lunch  sets 
also,  in  which  a  54  inch  cloth  is  sup- 
p'emented  by  serviettes  all  worked  in 
applique  and  rick-rack.  The  newest 
style  of  luncfni  set  is  however  developed 
in  white  crash  in  the  oblong  effect,  the 
centre  piece  being  quoted  separately  and 
additional  mats  being  sold  as  wanted. 
Doylies  to  match  are  quoted  by  the 
dozen.  Three  piece  buffet  sets  are  now 
sold  to  replace  straight  runners  and  are 
finished  in  bright  colored  art  silk  and 
edged  with  heavy  lace.  Blue  is  an  un- 
usually popular  color  in  all  embroid- 
eries intended  for  use  in  the  dining 
room,  but  with  the  Christmas  season  in 
view,  some  poinsettia  and  rowan  berry 
patterns  are  being  featured  on  tan  linen 
that  are  certain  to  result  in  a  large  de- 
mand. 


Living  room  sets  are  especially  at- 
tractive developed  in  the  new  "ripple 
cloth"  as  well  as  "Berkshire  cloth"  and 
are  easily  worked  in  a  heavy  silk  em- 
broidery with  metallic  threads  on  an 
ecru  or  tan  ground.  Huge  roses  meas- 
uring fully  6  inches  across  with  a  loose 
appliqued  petal  are  strikingly  effective 
on  centrepieces  or  pillows.  There  is 
also  a  new  elongated  table  centre  some- 
what reminiscent  of  French  period  de- 
signs which  is  developed  in  rich  Ven- 
etian cloth,  appliqued  in  bright  colored 
taffeta,  outlined  with  metallic  feread. 
A  French  tinsel  edge  completes  the 
quaint  round  pillow  which  also  matches 
the  cover.  Prim  little  daisies  in  empire 
design  are  the  sole  embroidery  used  on 
another  bedroom  set)  of  rose  colored 
gros  grain.  In  connection  with  ap- 
plique embroidery  it  is  emphasized  by 
the  firm  that  all  extra  applique  pieces 
included  with  embroidery  goods  are  now 
children's   garments   next   Fall. 

The  homespun  bag  is  now  made  up  on 
oval  hoops  with  realistic  wool  crochet 
flowers  clustered  on  the  sides,  and  the 
latter  decoration  is  also  to  be  used  on 
practically  anything  from  millinery  to 
children's  garments   next   Fall. 

Package  goods  have  gone  out  entire- 
ly where  art  needlework  is  concerned 
and  the  new  way  of  displaying  the  goods 
openly  so  customers  may  study  how 
the  work  is  done,  is  proving  entirely 
satisfactory. 


Employees  of  Murray  Sons,  Hamilton, 
Ont.,  entertained  the  officers  of  the 
firm  at  Wabasso  Park,  on  June  14.  It- 
was  the  occasion  of  the  40th  anniver- 
sary of  the  marriage  of  J.  L.  Murray 
their  president  and  the  11th  anniversary 
of  that  of  his  son,  G.  S.  Murray. 


Baby  tveek  at  the  Bryson-Graham  store  in  Ottawa  was  given  a  good  send-off  by  this  striking  window  display 
which  emphasized  the  familiar  stork  and  the  tall  grass,  emblematical  of  nature.  In  the  foreground  was  shown 
a  beautiful  booklet  given  free  by  the  store  during  the  week.       Display     by    Fred     Ashfield,    Display     Manager. 
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Sales  Were  Effected  by  Suggestion 

A  Negative  Suggestion  Will  Never  Bring  a  Positive  Response — 

How  a  Live  Sales  Girl  Sold  Toilet  Articles — Suggest  Something 

Definite  to  Your  Customer  After  Her  Main  Purchase  Has  Been 

Made — Substitution  Not  Always  An  Evil 


ONE  OF  the  most  interesting  op- 
portunities in  salesmanship, 
namely,  selling  by  suggestion  is 
frequently  overlooked  by  otherwise  cap- 
able sales  clerks  who  perhaps  have  not 
fully  grasped  the  significance  of  the 
power  of  suggestion  as  related  to  the 
art  of  selling. 

In  order  to  be  successful,  the  sales 
clerk  who  sells  by  suggestion  must  de- 
pend to  a  great  extent  upon  his  or  her 
ability  to  stimulate  a  customer's  imag- 
ination, for  without  this  aid,  all  the  sug- 
gestions in  the  world  will  avail  nothing. 
It  is  the  inherent  qualities  of  the  goods 
which  muse  be  emphasized,  such  as  its 
usefulness,  beauty,  novelty,  smartness, 
etc.,  rather  than  the  idea  of  buying 
something,  which  has  no  defintie  and 
personal  appeal.  The  majority  of  sales 
are  closed  by  such  phrases  as  these: 

1.  "Anything   else   to-day?" 

2.  "Is  that  all?" 

3.  "Nothing  else  you  need?" 

4.  "What  else?"  and  so  on. 

All  of  these  questions  do  not  cause 
the  customer  to  visualize  anything  in 
her  mind  and  she  habitually  answers 
"No,  that  is  all,"  or  else,  "That  is  all  I 
I  can  think  of  just  now."  The  effect, 
moreover,  of  such  queries  put  in  a  neg- 
ative form  as  "You  don't  want  anything 
else,  do  you?"  tend  sub-consciously  to 
make  the  customer  reply  in  the  nega- 
tive as  well,  just  as  the  query  "Shall 
I  send  this  parcel?"  invariably  leads  to 
acquiescence  on  the  part  of  the  pur- 
chaser who  might  otherwise  have  car- 
ried the  parcel  home. 

Stimulate  Customer's  Imagination 
This  power  of  suggestion,  therefore, 
is  not  only  the  most  important  aid  of 
the  salesperson  but  it  is  perhaps  the 
most  neglected  side  of  retail  selling, 
and  consequently  the  following  hints  on 
starting  and  continuing  sales  by  the 
aid  of  stimulating  the  customer's  imag- 
ination may  be  found  helpful  by  many1 
who  find  difficulty  in  getting  satisfac- 
tory results. 

In  regard  to  starting  sales  by  means 
of  suggestion,  a  concrete  cast  may  be 
quoted  which  proves  the  truth  of  the 
contention  that  imagination  sells  goods. 
A  woman  was  recently  noticed  by  a 
clerk  at  the  toilet  goods  counter, 
standing  in  an  attitude  of  weariness, 
evidently  waiting  for  a  friend  who  was 
very  late  in  arriving.  From  time  to 
time,  she  looked  over  the  goods  display- 
ed on  the  counter  but  with  an  unseeing 
eye,  her  mind  evidently  intent  on  her 
friend.  An-  observant  sales  girl  watch- 
ed her  for  a  few  minutes  and  then  of- 
fered her  a  chair  which  had  been  set  ir 
a  quiet  corner  of  the  section.       The  wo- 


man accepted   it  gratefully  saying  that 
she  was   tired  with  the  delay     and  the 
heat  of  the  afternoon.  She  chatted  with 
the  sales  girl  who  was  busy  re-arrang- 
ing  toilet   articles   on  the   counters   and 
remarked  on  the  attractiveness     of  the 
display.     This  girl  was  swift  to  see  her 
chance,   and   sne    enquired,     "Have   you 
seen   the  new  instantaneous   nail  polish 
yet?     It    is    really      the    greatest    time 
saver."   Following   up   her   question   she 
showed  her  own  polished  and  beautifully 
manicured   nails    and    offered    a    sample 
of   the   polish.     The    woman    was    inter- 
ested  and   accepted  the   sample,  enquir- 
ing the  price  of  the  regular  size.       On 
finding    that    it    was    inexpensive      and 
small   enough  to   slip   in   her     bag,   she 
purchased  the  polish,  and  evidently     in- 
spired      by      the       well       kept      nails 
of    the       sales       girl,      she       bethought 
herself  of     emery     boards.       The  sales 
clerk,  warming  up  to  her  task  of  inter- 
esting the  woman   in  how   to   care  pro- 
perly for    her    nails,  mentioned  a     new 
cuticle  remover  as  being  helpful.       The 
customer   thereupon   became   thoroughly 
interested  and   on   being  shown   several 
new  nail  preparations  decided  to  invest 
in  a  complete  outfit  for  the  home  mani- 
cure, the  sales  slip  for  which  reached  a 
total   of  $2.85. 

In  this  case,  the  sale  was  not  only 
started  but  continued  by  the  power  of 
suggestion,  which  quickened  the  imagin- 
ation of  the  customer  by  implanting  in 
her  mind  the  desire  to  have  well  cared 
for  nails,  the  mark  of  good  grooming. 
Furthermore,  by  presenting  an  attrac- 
tive combination  of  goods,  there  was  no 
need  to  ask  the  usually  futile  question, 
"Will  there  be  anything  else?" 

Avoid  Forcing  Sales 

In  the  majority  of  cases,  customers 
come  to  a  store  for  a  specific  thing  an)d 
ask  for  it.  The  sale  is  made  and  the 
sa'es  clerk  apparently  does  not  think  it 
worth  while  to  suggest  anything  fur- 
ther. The  fundamental  idea  that  should 
be  kept  in  mind  by  everyone  who  sells 
merchandise  is  the  fact  that  goods  must 
not  be  urged  on  a  customer,  so  that  she; 
buys  against  her  Will  and  judgment, 
but  rather  customers  should  be  agree- 
ably led  to  purchase,  by  simple  and  na- 
tural ways,  those  things  which  would 
not  otherwise  have  been  bought  at  all. 
The  important  thing  to  bear  in  mind 
therefore,  is  the  difference  between  sug- 
gestion  and   compulsion. 

Promote  Sales  in  Other  Sections 

When  making  a  sale,  and  it  is  appar- 
enly  impossible  to  interest  a  customer 
in  goods  carried  in  the  department,  it 
is  advisable  to  keep  in  mind  the  merch- 


andise of  other  parts  of  the  store,  for 
often  goods  closely  related  to  a  pur- 
chase will  be  bought,  if  suggested  in  the 
right  way.  For  example,  a  customer 
visited  a  knit-goods  section  in  order  to 
buy  a  bathing  suit  to  take  on  her  vaca-i 
tion.  There  was  nothing  else  in  this 
section  which  appealed  to  her  as  she 
already  was  provided  with  a  beach  cape, 
bathing  cap  and  stockings,  but  the  sales 
clerk  asked  her  if  she  had  thought  of 
buying  one  of  the  new  rubber-lined 
bags  in  which  to  carry  her  suit  and  she 
suggested  the  purchase  of  a  new  style 
of  bathing  shoes,  carried  in  the  foot- 
wear department.  Both  these  purchas- 
es were  made. 

Substitution  Often  Necessary 

Much  has  been  said  against  the  evil 
of  substitution,  as  it  is  called,  but  there 
are  many  legitimate  cases  when  a  sales 
person  is  well  advised  to  recommend  the 
trial  of  something  else  in  place  of  the 
article  asked  for,  either  because  it  is 
out  of  date  or  obviously  unsuited  fo* 
the  customer.  Many  salespeople  over- 
look the  fact  that  customers  are  seldom 
posted  on  what  is  new,  and  it  is  to  their- 
advantage  to  present  the  newest  goods; 
courteously,  with  an  explanation  of 
why  the  goods  asked  for  are  not  advis- 
able. In  the  case  where  goods  desired 
are  out  of  stock,  however,  no  effort 
should  be  made  to  substitute  others,  but 
the  name  and  address  of  the  customer 
should  be  taken,  so  that  the  purchase 
may  be  sent  at  the  earliest  possible  mo- 
menlt,  either  C.  O.  D.  or  charged. 


The  Canadian  Western  Woollen  Mills 
of  Vancouver,  B.  C,  which  at  present  is 
making  fine  wool  blankets,  is  planning 
to  begin  the  manufacture  of  tweeds, 
mackinaw  cloths   and   overcoatings. 

Announcement  is  made  that  A.  Gend- 
ron  of  Montreal  has  purchased  the  dry 
goods  store  of  Alphonse  Ethier  on  On- 
tario Street,  which  he  will  manage  in 
addition  to  his  other  dry  goods  stores  on 
St.  James  Street  and  Mount  Royal  Av- 
enue. 

An  experiment  is  being  tried  out 
in  Montreal  by  the  wholesale  dry  goods 
and  allied  trades  by  closing  all  the 
warehouses  at  12.30  to  1.45  p.m.  so  that 
all  employees  can  take  their  lunch  at  the 
same  time.  It  is  claimed  that  much 
better  and  more  efficient  service  can  be 
given  to  customers  under  this  prac- 
tice. Several  houses  adopted  the  system 
some  time  ago,  and  have  found  it  a 
good  success,  as  it  increases  the  ser- 
vice to  retailers  and  especially  to  buy- 
ers from  outside  points. 
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Ribbon  Novelties 

Produced  by  ourselves  are  recog- 
nized by  dealers  for  individuality 
in  hand  tinting  and  distinctive 
design,  and  buyers  associate 
new  and  dainty  creations  with — 

Ribbon  Art 

This  season  our  line  is  more  varied  and 
attractive  than  ever,  and  we  shall  main- 
tain the  high  standard  which  has  pro- 
duced  satisfactory  results. 

Send  for  a  selection  now  to  the  value  of 
$25.00  or  $50.00  and  we  feel  certain  you 
will  be  pleased  and  place  an  additional 
order  for  Fall  and  Christmas  trade. 


RIBBON  ,ART 

269  College  Street,  Toronto. 


We 

Maintain 

Our 

Standard  of 

Excellence 


THI   STAC. 


Super  India  Shrunk  Tape 

Manufactured  by 
George  H.  Wheatcroft  &  Co. 

Wirksworth  -  England 

This     tape     is     well-known     to     the     discriminating 

CLOTHIERS,    who    use    it,    for    its     strength     and 

durability. 

All  widths  and  qualities  in  stock. 

Lowest  prices  quoted  for  direct  importation. 


Does    Not   Stretch 


Walter  Williams 
&  Co.,  Limited 


Will    Not    Shrink 


MONTREAL 

508  Read  Bid?. 

TORONTO 

20  Wellington  Street  W 

VANCOUVER 

217  Crown  Bide. 


QUEBEC 

533  St.  Valier  St. 


^*Rx  neo  u&  *-m0 


Keep  Your  Stock  Complete 

It's  the  Variety  and  Beauty  of  the 
New  "ENVELOPE"  Styles  that  Sell  Them 

Don't  miss  a  sale  on  this  big  mesh  bag  "hit"  because  you  are 

sold  out  on  the  most  popular  numbers. 

You  will  have  repeated  requests  for  these  new  "envelope" 

designs  because  women  see  them  and  want  them. 

Abvertising  is  also  creating  a  demand  for  this  innovation  in 

mesh  bags. 

Look  over  your  assortment  and  fill  in.     Remember  the  new 

numbers  will  help  move  the  old. 

pp^£|£!  If  you  will  use  electro  of  the  bag 

„.   j-,——,—^^  illustrated  it  will  be  sent/reecn 

LLLL  1  KO!  request. 

Whiting  &  Davis  Company 

(L.  W.  Coo\e,  Manager.) 
Sherbrooke  -  Quebec 
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TOYS-DOLLS 

FANCY   GOODS 

Are  the  most  profitable  lines  to  handle  for 
Christmas  trade. 

A  well  assorted  stock  of  Toys  and  Dolls,  display- 
ed early  in  the  holiday  season  prepares  you  for 
the  never-failing  demand  for  children's  gifts. 

We  show  the  largest,  most  varied  and  most  at- 
tractive range  of  Christmas  goods  in  Canada. 

//  our  representative  does  not  call  on  you,  write  us. 

NERLICH    &    CO. 


146-148  FRONT  ST.  WEST, 


TORONTO 
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Sells  Five  Cent  Articles  At  A  Profit 

Return  to  Conditions  That  Have  Not  Obtained  for  Eight  Years 

— Overhead  Expense  Has  Been  Cut  to  Make  Prices  Easier — 

Demand  for  Finer  Quality  Knitting  Yarns — Wholesalers  Cannot 

Account  for  Big  Demand  in  Elastics 


NOTIONS  and  smallwares  have 
undergone  considerable  develop- 
ment and  improvement  during  the 
course  of  the  past  few  months,  accord- 
ing to  the  statement  made  to  Dry  Goods 
Review  this  month  by  a  Montreal  whole- 
saler. The  outstanding  feature  of  these 
iines  is  the  return  of  the  five  cent  items 
which  can  be  sold  at  profit,  a  transac- 
tion practically  impossible  to  accomplish 
in  the  past  8  years.  A  great  deal  of 
credit  is  due  to  certain  wholesale  firms 
who  have  done  away  with  expensive 
modes  of  packing  and  shipping  these 
small  goods  and  who  have  substituted 
quantity  assortments  in  plain  cartons  in 
place  of  the  limited  amounts  in  fancy 
boxes  formerly  ordered.  By  dint  of  this 
plan,  this  firm  has  succeeded  in  reducing 
the  price  of  fancy  cuff  links  and  other 
small  novelty  jewelry  from  50  cents 
per  article  to  15  cents.  Similarly,  if  re- 
tailers will  accept  shipment  of  a  carton 
containing  about  twelve  dozen  different 
styles  of  fancy  jewelry  displayed  on 
cards,  a  dozen  pins  to  a  card,  and  con- 
taining one  gross  of  fancy  jewelry  to 
the  carton,  the  contents  can  be  retailed 
at  15  cents  apiece  with  good  profit,  which 
until  now  has  not  been  even  remotely 
possible.  Such  articles  are  barpins,  ling- 
erie clasps  and  beauty  pins  have  been  or- 
dered sparingly  by  Canadian  retailers 
who,  nevertheless,  have  been  repeating 
on  these  lines  pretty  steadily  all  along, 
and  it  is  not  thought  that  anyone  will 
take  exception  to  this-  new  method  of 
shipping.  By  the  old  method  of  buying 
sparingly,  prices  are  artificially  raised, 
and  it  is  hoped  that  retailers  will  avail 
themselves  of  this  innovation. 

"Notions  for  a  Nickel" 

Among  the  lines  which  have  partici- 
pated in  the  drop  in  prices,  which  has 
brought  about  the  return  of  the  nickel 
purchase,  should  be  listed  the  best  Eng- 
lish needles,  now  priced  to  sell  retail  for 
five  cents  a  package.  Best  quality  metal 
thimbles  displayed  in  a  handsome  glass 
counter  case  are  also  back  under  the 
same  category.  Dome  fasteners  have 
taken  another  drop  lately  a.nd  now  can 
be  sold  retail  with  good  profit  at  seven 
for  a  quarter.  Silk  threads  are  now 
down  to  70  cents  a  dozen  after  a  some- 
what uncertain  fluctuation,  and  25  yard 
cards  of  artificial  silk  mending  in  all  the 
new  shades  can  be  retailed  at  5  cents  a 
card.  These  are  only  some  of  the  many 
lines  which  can  be  featured  at  the  al- 
most forgotten  price  of  five  cents  and  it 
would  be  interesting  to  see  the  response 
to  a  sale  of  notions  at  this  figure. 
Order  Knitting  Wools  Early 

In    knitting   wools    the   trend    is    en- 
tirely for  finer  qualities  and  fancy  silk 


mixed  varieties,  both  of  which  are  go- 
ing very  well.  Retailers,  however,  are 
not  placing  orders  for  Fall  and  appear  to 
be  relying  on  the  wholesaler  to  hold 
the  stock  in  readiness  for  their  needs 
later.  Neither  the  wholesaler  nor  the 
makers  are  making  efforts  to  supply 
the  trade,,  however,  and  unless  orders 
are  received  at  once,  there  will  be  few 
complete  assortments  of  fine  knitting 
wools  next  season.  A  ten  per  cent,  ad- 
vance in  ,price  has  already  been  declared 
and  Canadian  manufacturers  are  likely 
to  increase  prices  still  more  as  they  have 
been  taking  a  loss  for  some  time  and  are 
now  looking  for  an  opportunity  to  stab- 
ilize the  market. 

Artificial  knitting  and  crochet  silks 
are  selling  well  still  and  to  the  regular 
range  has  been  added  a  decided  novelty 
called  "crepe-cord"  silk,  which  is  fairly 
firm  and  cord-like  in  texture,  working 
up  easily  into  elaborate  garments. 
Mending  wools  are  now  put  up  in  balls 
in  all  the  hosiery  colors,  including  lovats 
and  heathers  in  separate  boxes.  All  the 
new  greys  and  neutral  colors  are  sup- 
plied in  anticipation  of  a  run  of  these 
colors  in  fall  hosiery. 

Baby  Rick-Racks  Just  Out 

Rick  racks  and  bias  seam  tapes  are 
steadily  growing  in  favor  instead  of 
diminishing.  The  newest  addition  to  the 
rick  rack  family  is  a  "baby  rickrack"  in 
size  13,  suitable  for  edging  fine  hand- 
kerchiefs and  which  is  supplied  in  all 
wanted  colors  in  four  yard  lengths.  Bias 
fold  tapes  now  come  in  double  fold  ef- 
fect in  many  new  tints,  including  the 
fashionable  colors.  Other  bias  seam 
bindings  have  a  tiny  gingham  check 
edge  on  ,plain  colored  grounds,  and  an 
embroidered  thread  elaboration  carried 
along  the  edge  to  stimulate  hand  work. 

Fibre  Silk  Elastic  is  Durable 

There  has  been  an  enormous  demand 
for  elastics  of  all  sorts  lately,  for  which 
wholesalers  cannot  account.  Many  lines 
are  running  short  owing  to  this  unpre- 
cedented call  particularly  sizes  6,  8 
and  10  in  bat  elastics.  Artificial  silk 
is  now  used  to  make  all  types  of  wanted 
elastics  and  supersedes  the  spun  silk 
type  in  quality  but  costs  about  the  same. 
It  is  guaranteed  to  wear  better  than  or- 
dinary makes  of  elastic.  Garter  elastic, 
also  in  the  frilled  styles  are  much 
rolls  in  assorted  pastel  colors,  3  dozen^ 
to  a  box  for  making  up  round  garters. 
One  roll  just  makes  one  pair  of  the  gar- 
ters. 

Dainty  Vanity  Cases  from  New  York 

The  vogue  for  bobbed  hair  has  re- 
sulted in  splendid  business     in     curling 


tongs  and  wavers  of  all  types,  since 
bobbed  hair  must  be  kept  constantly 
curled.  Both  single  and  double  style 
tongs,  and  metal  and  lead  curlers  are 
wanted.  Other  lines  of  hair  goods  that 
are  in  good  demand  are  the  new  trans- 
parent barettes  for  braids  which  have  a 
glass  like  appearance  but  are  made  over 
a  dark  celluloid  base.  All  kinds, of  side 
combs  are  in  demand  and  shell  pins  in 
usual  colors  seem  indispensable  to  every- 
one. A  great  variety  of  vanity  cases  is 
offered  for  the  fall  season,  including  a 
recent  importation  from  New  York  of 
handsome  crochet  silk  pocket  vanities 
containing  a  mirror  and  puff,  developed 
in  dainty  pastel  colors.  White  French 
ivory  also  forms  little  circular  vanities, 
with  covers  inset  with  reducing  mirrors 
and  containing  a  velours  puff.  Both 
these  lines  can  be  retailed  at  25  cents 
with  profit  and  represent  "excellent  val- 
ue. 

The  handmade  leather  button  is  still 
selling  in  heavy  quantities,  due  to  the 
popularity  of  mannish  coats  and  a  fine 
grade  is  obtainable  around  54  cents  a 
dozen  wholesale.  A  great  reduction  has 
occurred  in  the  price  of  tapes  also  and 
best  qualities  of  English  goods  in  6  yard 
rolls  can  be  had  from  sizes  1  to  7  to  re- 
tail at  five  cents  per  roll.  A  heavily  mer- 
cerized camisole  tape  is  now  shown  in 
three  colors,  put  u,p  in  36  yard  rolls  for 
making  shoulder  straps,  etc. 
Swiss  Embroidery  Silks  are  Fast  Colors 

There  is  quite  a  bit  of  Swiss  embroid- 
ery silk  now  on  the  market  wh'ch  is 
cheaper  and  better  than  any  shown 
prior  to  this,  and  all  colors  are  guaran- 
teed. There  is  a  color  range  of  47  rich 
shades  which  should  be  found  in  every 
art  goods  department.  Aneora  wool  has 
again  advanced  and  it  is  pointed  out 
that  the  French  makers  are  quoting 
their  prices  in  Canadian  currency,  not 
in  French  exchange,  making  the  price  of 
this  popular  wool  higher  than  for  some 
time. 

It  is  emphasized  by  a  leading  Mont- 
real wholesale  house  that  no  German 
made  goods  are  being  included  in  their 
notion  and  smallwares  stock  for  the 
coming  season,  but  a  plentiful  supply  of 
really  high  grade  Japanese  goods  can  be 
found  at  relatively  the  same  price  de- 
manded for  inferior  German  merchan- 
dise. 


TO  RE-VISIT  CANADA 

W.  K.  Nicholas  who,  iprior  to  the  war. 
visited  Canada  regularly  on  behalf  of 
Fielding  &  Johnson  of  Leicester,  Eng- 
land, will  renew  his  acquaintance  with 
the  market  this  Autumn. 
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Fashion  Alters  Trend  of  Notions 

Bobbed  Hair,  Large  Hats,  Corsetless  Women  and 
Flappers  Have  Prompted  Fads  and  Fancies  That 
Affect  the  Notions  Department — Big  Sales  of 
Round  Garters  Recorded — The  Dome  Fastener 
and  the  Old-Fashioned  Button 


INCREASED  TURNOVER 


(Continued  from  page  40) 
Linen  tape  is  made  in  Ireland.  Most 
houses  carry  only  one  grade  of  this  be- 
cause when  linen  tape  is  required,  that 
made  from  the  very  best  flax  is  the  only 
one  which  will  stand  the  strain. 


SMALLWARE  men  tell  us  that  there 
was  a  time  when  they  counted  upon 
their  notion  lines,  whether  times 
were  good  or  bad,  whether  this  fad  or 
fancy  or  that  one  held  the  centre  of  the 
fashion  stage  for  its  brief  moments. 
Nowadays,  however,  these  old  reliables 
are  just  as  subject  to  change  as  other 
things.  Fads  and  fashions  have  had  their 
bearing  upon  the  notions  counter  and 
have,  to  a  considerable  extent,  changed 
its  very  complexion.  Bobbed  hair,  large 

hats,  corsetless  women  and  flappers 

these  have  changed  in  one  respect  or 
another  the  nature  of  the  articles  that 
sell  over  the  notions  counter.  For  a 
time,  some  of  the  well-known  notions 
have  suffered,  but  their  day  will  un- 
doubtedly come  again  when  the  current 
foibles  have  given  way  to  something 
new.  1 

Needles  are  selling  in  greater  quan- 
tities than  ever. 

This  means,  of  course,  all  needles 
from  the  knitting  and  crotchet  types  to 
hand  and  machine  needles.  There  are 
firms  now  which  manufacture  need- 
les for  every  kind  of  sewing-machine  so 
that  wholesale  houses  can  stock  com- 
plete lines  of  these  independently  of  the 
large  sewing  machine  firms  which  make 
their  own  needles. 

English  manufacturers  are  turning 
out  needles  which  are  better  than  any" 
of  the  European  products,  one  importer 
informs  Dry  Goods  Review.  These  need- 
les are  a  little  higher  in  price  but  n\ost 
retailers  are  willing  to  pay  this  dif- 
ference, especially  when  they  want  th& 
nickle-plated  ones. 

Round   Garters   Gaining  Prestige 

A  buyer  for  a  general  smallware 
house  in  Toronto  says  that  he  is  depend- 
ing on  the  round  garter  almost  entirely 
this  year.  The  corset  has  hurt  the  sale 
of  the  long  one  to  an  alarming  extent. 
During  the  last  two  seasons  the  de- 
crease in  orders  for  these  is  even  more 
marked  because  of  the  prominence  which 
girdles  and  other  cheap  lines  of  corsets 
have  had.  It  is  no  longer  necessary  for 
retailers  to  stock  erarters  to  take  the 
place  of  worn  ones  as  they  did  when 
women  bought  expensive  corsets. 

This  change  in  attitude  towards  cor- 
sets has  increased  the  call  for  round 
garters.  Women  who  dispense  with  cor- 
sets altogether  are  in  need  of  them  and 
the  flapper  type  which  wears  the  rolled 
stocking  uses  them.  Then  there  is  the 
demand  for  children's  carters  of  the 
round  order  to  wear  with  socks.  One 
manufacturer  sold  110  dozen  gross  of 
these  last  year  and  from  present  indi- 
cations will  dispose  of  even  more  this 
Summer. 


In  women's  garters,  there  are  now  in 
Toronto,  round  ones  of  a  more  elaborate 
type  than  formerly.  These  give  women 
who  do  not  want  to  go  to  the  expense 
of  buying  hand-made  ribbon  ones  with 
elastic  inserts,  the  chance  of  obtaining 
something  a  little  nicer  than  the  plain 
ones.  They  are  of  all-elastic  but  they 
have  a  frilled  edge,  come  in  attractive 
colors  and  are  nearly  two  inches  wide. 
They  retail  at  not  more  than  75c. 

Dome  Fasteners 

There  is  not  the  same  call  for  plain 
buttons  that  there  was  hitherto.  The 
dome  fastener  is  being  used  on  many 
types  of  garments  and  has,  in  a  large 
measure  replaced  the  lare-e  white  but- 
tons formerly  used  for  underwear.  This 
of  course,  does  not  refer  to  the  fancy 
buttons  for  which  there  is  still  a  very 
lively  demand. 

Pins,  on  the  other  hand,  are  selling  in 
enormous  quantities.  The  demand  is  no 
longer  for  the  black  and  colored  headed 
ones  but  for  the  plain  steel  pin  of  the 
better  grade.  There  is  some  demand  for 
the  millinery  pin  sometimes  called  the 
lingerie  pin.  It  is  useful  because  it  is  a 
little  longer  than  the  common  pin  and 
because  it  has  a  colored  head,  usually 
one  of  the  pastel  shades  being  used. 
There  is  quite  a  run  on  these  at  pres- 
ent for  decorative  purposes. 

Tape  Increasing  in  Demand 

Tape  is  one  line  which  has  increased 
steadily  in  sales  every  year.  The  kind 
which  is  in  common  use,  called  India 
tape,  not  heard  of  until  1837;  it  now 
sells  better  than  linen  tape.  It  is  said 
every  civilized  being  wears  it  in  some 
form  or  other. 

The  cotton  from  which  India  tape  is 
produced  is  grown  chiefly  in  Ameri- 
ca. It  is  then  exported  to  England,  prin- 
cipally Manchester,  to  be  spun.  The  tape 
is  made  from  the  "cop"  by  a  loom.  The 
modern  tape  loom  is  the  outcome  of 
many  inventions  and  improvements 
carried  out  as  the  result  of  a  long  ser- 
ies of  experiments. 

The  making  of  tape  requires  almost 
as  many  processes  as  are  used  in  mak- 
ing any  other  woven  material.  There  is 
the  reeling,  the  examining  for  flaws, 
calendering,  wrapping,  blocking,  dyeing 
and  bleaching.  Then  there  is  the  label- 
ling and  boxing  and,  in  tapes  which  re- 
quire patterns  or  names,  there  is  the 
process  of  printing.  The  two  qualities 
of  India  tape  in  everyday  use  are  of 
high  or  low  grade  as  a  result  of  the 
number  of  processes  to  which  they  are 
subjected  and  the  skill  with  which  this 
is  done  as  well  as  the  quality  of  cotton 
used. 


which  a  wide-awake  merchant  can  convert 
from  a  loss  into  a  profit  only  if  he  has 
before  him  a  picture  of  what  is  taking 
place. 

Two  forms  of  reports  are  needed:  (a) 
slow-selling  merchandise;  (b)  quick-selling 
merchandise. 

These  will  ibe  considered  separately  be- 
cause they  relate  to  problems  which  are 
entirely   distinct   from   each   other. 

(a)  Slow-selling  merchandise  must  be 
recognized  immediately  in  order  that  the 
mark-down  shall  not  be  delayed  beyond  the 
proper  moment  and  to  ensure  that  future 
purchases  of  that  class  shall  be  made  with 
more   caution. 

(b)  Quick-selling  merchandise  should  be 
emphasized  in  the  minds  of  those  who  are 
responsible  for  buying  and  this  can  be 
done  only  through  visualizing  what  has 
taken  place  by  means  of  the  actual  figures 
and    dates. 

If  other  business  men  find  these 
facts  necessary,  should  you  not 
provide  yourself  with  them  also? 

No  particular  importance  need  be  at- 
tached to  the  precise  form  in  which  these 
reports  are  made  so  long  as  they  are  of 
a  size  to  fit  standard  filing  cabinets.  They 
should  display  a  short  description  of  the 
merchandise,  the  name  of  the  manufac- 
turer, the  quantity  sold,  the  quantity  un- 
sold and  the  date  when  placed  on  sale. 
In  the  case  of  slow-selling  merchandise  the 
report  should  show  the  mark-down  (if  any 
has  been  made)  and  the  sales  since  mark- 
ing-down. Both  of  the  reports  should  have 
a  sufficient  space   for  remarks. 

In  an  establishment  of  any  magnitude 
the  ibest  results  can  be  ensured  only  by 
employing  someone  from  the  outside,  whose 
duty  shall  be  to  study  the  existing  prac- 
tice and  apply  better  methods  wherever  it 
can  be  shown  that  an  improvement  is  likely 
to  follow.  In  one  instance  very  great  re- 
sults were  secured  through  a  young  man 
who  had  never  sold  a  dollar's  worth  of 
merchandise  in  his  life  and  who  had  no 
merchandising  experience  of  any  sort.  But 
he  had  an  observant  eye,  an  analytical 
mind  and  a  diplomatic  manner.  Those  who 
have  been  close  to  a  business,  who  have 
seen  it  grow  to  large  dimensions  from  a 
small  beginning,  usually  are  the  last  to 
believe  that  any  improvement  can  be  sug- 
gested which  they  would  not  themselves 
think  of  first,  unless  they  have  rare  qual- 
ities of  vision  and  imagination — unless  they 
are   bigger  than  their   jobs. 

Management  begins  with  Man  and  dis- 
tribution is  Man  from  the  top  to  the  bot- 
tom. Thoughtless  management  helps  no 
one,  the  management  least  of  all.  The 
more  exact,  the  more  progressive,  the  more 
scientific  distribution  can  be  made,  the 
more  everyone  will  be  helped  from  and 
including  the  producer  to   the   consumer. 

Control-cards   are   a   means. 


The  Orillia  Worsted  Co.  are  making 
an  add i,  ion  to  their  factory  in  Orillia, 
Ont.  The  new  building  will  add  a  third 
to  the  present  size. 

Employees  of  the  Canadian  Textile 
and  Weaving  Co.  of  Guelph,  Ont.,  held 
their  first  annual  picnic  this  month  at 
Puslinch  Lake.  One  of  the  best  features 
of  the  day  was  the  method  of  transpor- 
tation— by  truck — which  added  much  to 
making  it  a  real  picnic. 
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The  Clipmold 

(Metal  Button  Mold) 


The  two  parts  of  the  Clipmold 


Clipmold  ready 
for  slipping  the 
back  into  place 


Clipmold  ready  for 
covering 


Back  showing  clip 
pressed  well  down 


The  perfect 
button 


The  Clipmold  method  is  the  easiest 
way  for  making  perfect  covered 
buttons. 


BUTTONS    LIMITED 

Birmingham,  England 

Manufacturers  of  Linen, 
Leather,  Metal,  Artificial 
and  Buffalo  Horn  Buttons, 
Buckles,  etc. 

Samples  Furnished  on  Application 

Sole  Agents  and  Distributors    for   Canada 

WILL  P.  WHITE  LIMITED 


TORONTO 

284-286  King  St.  W. 


MONTREAL 

137  McGill  St. 


/,/,////////////M//////SMS///M/////M/////AMf//////////^^^ 


MORRIS  &  YEOMANS,  Limited 

Redd  itch,  England 


Established  1834 


Manufacturers      of       the 
old-established 

"Lighthouse     Brand" 
NEEDLES 
CROCHET    HOOKS 
SPIRAL  ARM  BANDS 
KNITTING  PINS 
ETC.,  ETC. 


Sole   Agents   and  Distributors   for 
Canada 

WILL.  P.  WHITE,  Limited 


TORONTO 
284-286  King  St.  W. 


MONTREAL 
137    McGill    St. 


Wholesale  only  supplied 


ii 


GOLD  LABEL 


?5 


(Trade   Mark   Registered) 

ELASTIC  LOOM  WEB  CABINET 


Best  Quality  English  Make.  Keeps 
the  webs  free  from  dirt  and  prevents 
ravelling.  Put  up  in  polished  oak 
cabinets.  Cabinet  contains  1  doz. 
each,  black  and  white,  in  sizes  %,  %, 
V2,  %,  %  and  %  inches.  Refills  can 
be  supplied  at  once. 

Manufactured  by 
Luke  Turner   &   Co.,    Leicester,   Eng. 

Sole  Agents  and  Distributors 

WILL.  P.  WHITE,  Limited 


TORONTO 
284-286  King  St.  W. 

Wholesale  only  supplied 


MONTREAL 
137    McGill    St. 
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HAIR  NETS 

(Registered    trade    marks). 

Queen  Charlotte 

Veilanet 

Yoda  Lane 

The  Joy 

Coiffura  Tidywear 

Easifix 


WOOL   MENDINGS 

(Trade    mark    registered). 

"Social"        •  "Our  Delight' 


SPECIAL  BRAND 
HArR  PINS 

Rhoda,  Rhonda,  Floral,  Yoda 
Lane,  Queen  Charlotte,  Haw- 
thorn, Zaza,  Camila,  Peggy, 
Siren,  Theresa,  Idol,  Ideal 
and   Praeline. 


"DIAMOND" 

(Trade    mark   registered). 

Curling  Irons 

Embroidery  Hoops 

Safety  Pins 

Trouser  and  Mending  Tissue 


HEART 


10 


BRAND 


"Embro"  and  "Adjusto" 
EMBROIDERY  HOOPS 

Sizes   4,  5,   6,   7,  with   stand 

SPECIAL  BRAND 

THIMBLES 

Comfort,  Golden  Hour,  Kin- 
dergarten, Celluloid,  Steel, 
Aluminum. 


Dress  Beltings. 
Bias     Tapes,     Twill     Tapes, 
Spool   Tapes,   Feather   Stitch 
Braids,     Embroidery     Trim- 
mings, Boot  Laces. 


BUTTONS 

French  Pearl  Cabinets  and 
boxed  goods.  Agate,  Glass, 
Bone,  Metal,  Horn,  Bachelor. 
Bull  Dog  Plush  Buttons  re- 
quire no  sewing. 

BOOT  LACE 
CABINETS 

Heart  Brand,  Goodasilk. 


Jiarmon^ 

&orget-me-noi 
^  Snaps 


EX      HEAVV 


4/0  3/0  Z/O  O  1  2 

Sizes    4/0   to   2,    Black    and    White.      Retail   price    5    cents   a 
card  of   1   dozen.     Also,   can  be   had   in  bulk. 


THE  PRESTO  HAIR  KURLER 

Warranted  to  curl  or  wave  hair  quickly  by  slightly 
dampening  the  hair  and  wrapping  around  curler. 
Opens  and  closes  automatically  by  pressing  over 
the  end.     WILL  NOT  BREAK  THE  HAIR. 


SOLE  AGENTS  AND  DISTRIBUTORS 


LUKE  TURNER  &  CO.,   Leicester,  Eng.      Elastic   Webs.   Braids, 

etc.    "Gold   Label,"   "Silver   Label."    (Trade   Marks   Registered). 

MORRIS    &    YEOMANS,    LTD.,    Redditch,    Eng.       "Lighthouse 

Brand"   Needles,   Crochet  Hooks,    Knitting   Pins,   Armbands,   etc. 

BUTTONS     LIMITED,     Birmingham,     Eng.       Covered,     Leather, 

Linen,   Horn  and  Metal   Buttons,   Buckles,  etc. 

J.  BONAS  &  SON,  Derby,  Eng.  Block,   Average  and  Reel  Tapes. 

T.   W.    BROUGHTON   &  CO.,   LTD.,    Birmingham,   Eng.     Safety 

Pins,    Hair   Wavers,    etc. 

ROSENWALD     BROS.,     London,    Eng.       "Coiffura    Tidywear" 

Hair  Nets,  etc. 

HOWARD     WALL,     LIMITED,     London,     Eng.       Dean's     Tape 

Measures. 

CITY   LEATHER    CO.,   Derby,   Eng.      Leather   Boot   Laces. 

EDWIN  EDRIDGE  LTD.,   Birmingham,  Eng.     Brass  and  Plated 

Pins. 

W.    KLAAR,    Gablonz,    Czecho    Slovakia,    Glass    Buttons,    Beads, 

Ornaments,    etc. 

L.    MORINS,    Lyons,    France,    Hair    Nets. 

P.     BAPTEROSSES    &    CIE.,    Paris,    France,     Agate    Buttons, 

Beads,    etc. 


NARROW    FABRIC    CO.,    Reading,   Pa.      "Nufashond"    Ric   Rac 

Braids,   Trimmings,  etc. 

STAR  PIN  CO.,  Derby  Conn.,  Hair  Pins,  Brass  and  Plated  Pins, 

etc. 

EMBRO    MFG.    CO.,    Canton,    Ohio.     "Embro"    and    "Adjusto" 

Metal    Embroidery    Hoops. 

WALDES  &  CO.,  New  York.       "Harmony"  Forget-me-not  Shape 

Snap   Fasteners. 

PEERLESS     NOVELTY     CO.,     Grand     Haven,     Mich.       Curling 

Irons,   Waving   Irons,  etc. 

HENRY    MYER    THREAD    MFG.    CO.,    Chicago,    111.,    Threads. 

THE  TAGIT   CO.,    Rockford,   111.      "Winwal"    Button   Moulds. 

JUSTRITE    MFG.    CO.,    Chicago,    111.,      Patent      Metal      Tatting 

Shuttles. 

ORIGINAL    ORNAMENT    CO.,    Providence,    R.I.,     Presto    Hair 

Kurler. 

CANADA   LABEL  &  WEBBING  CO.,  Toronto.     Dress   Beltings. 

CANADIAN    OAKV1LLE    COMPANY,    Hamilton,    Ont.      Safety 

Pins. 

PARRY  SOUND  WOOD   TURNERS,   LTD.,   Parry  Sound,  Ont., 

Wood    Button    Moulds,    all    kinds. 


Wholesale  and  Manufacturers  Only  Supplied 

WILL  P.  WHITE  LIMITED 


MONTREAL  OFFICE 
137  McGill  St. 


HEAD  OFFICE 
Toronto,  284-286  King  St.  W. 
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Rick  Rack 

Edgetrim 

Shoulder    Strapping 

Soutache   Braid 

Lingerie  Braid 


Notions  of  Quality 

The  key  note  to  rapid  turnover 

Let  the  Nufashond  Line 

increase   profits   in  your 

Notions  Department 

Distributed  in  Canada   by 

Will  P.  White  Limited 

Toronto  Montreal 


Elastics 

Middy  Laces 

and  Braids 

Shoe  Laces 


Pure  Irish  Linen  Thread 

Manufactured  by 

Island  Spinning  Co.,  Ltd. 

Lisburn,  Ireland 
For  all  Merchandise  requiring  Linen  Threads 

Fountain  Brand 

is  absolutely  the  BEST.     It  will  gain  for  you 
the  reputation  for  RELIABLE  goods. 

May  we  send  you  quotations  and  samples? 
Sole  Agents  for  Canada — 

Walter  Williams   &   Co.,    Ltd. 

MONTREAL  TORONTO  QUEBEC 

508  Read  Building       20  Wellington  St.W.    533  St.  Valier  St. 
VANCOUVER,  217  Crown  Building 


rTMEGEM 

NIAGARA 


The  Brand  Name  for  Quality  Notions. 

CREATING  A  DEMAND 

For  the  Gem  of  Niagara 
brand  fasteners,  hooks  and 
eyes,  hook  and  eye  tape, 
and  safety  pins  by  our  per- 
sistent advertising  in  Good 
Housekeeping,  M  c  C  a  1 1 '  s 
Woman's  Home  Companion, 
Delineator  and  other  publi- 
cations— reaching  from  10,- 
000,000  to  12,000,000  wo- 
men readers — will  mean 
money  to  you. 


If  your  jobber  does  not  yet 
carry  this  line,  write  for 
nearest  source  of  supply. 
The  smart  appearance  of 
the  "Gem  of  Niagara"  line 
brightens  up  your  notion 
counter. 

Francis  Mfg.  Co. 

Niagara   Fall*,  N.  Y. 

Famous  for  Fine  Notions  for 
Over  Quarter  Century. 
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Simpson 
Quality 


JS 


Knitting    Needles 

Are  the  World's  Best 

Knitting  needles  of  vulcanite  are 
necessary   for   good   knitting   and 

enable  more  work  to  be  accom- 
plished. 

They  are  made  from  the  finest  ma- 
terial obtainable  to-day,  and  are  the 
fruits  of  consistent  experiment  and 
development,  giving  to  the  trade  a 
vulcanite  knitting  needle  at  the  low- 
est possible  price  with  best  workman- 
ship —  an  unexcelled  finish,  prompt 
service  and  complete  satisfaction. 

We  Are  Knitting  Needle 
Specialists 

Our  Products  are 

Black  Vulcanite  Knitting  Needles 
Tan  Vulcanite  Knitting  Needles 
Simco  Patent  Knitting  Needles  in  White, 
with  steel  centre. 

Quotations  and  Samples  on  Request 

Manufactured  only  by 

J.  Simpson  Co. 

60  Pentonville  Road 
London  N.  1.  -  England 

The  all  British  Firm  with  the 
Quality   Needle 


Manufacturers'  Agents 

We  want  reliable  Agents  to  cover 
the  trade  in  various  parts  of 
Canada.  Correspondence  in- 
vited,  stating   qualifications. 


WM.  E.  WRIGHT  SAYS: 

"This  bias  trimming  made  up  in  checks  is  new. 

"There  is  no  prettier  finish  or  trimming  for  any 
kind  of  plain  goods  than  this  bias  check  in  a  har- 
monizing or  contrasting  shade. 

"The  young  folks  all  like  it.  Even  the  children 
like   their  clothes   to   look   smart  and   severe. 

"They  don't  want  lace  and  embroidery  and  points 
and  scallops  any  more. 

"We  cut  this  Fast  Color  checked  percale  in  six 
colors  and  black — in  a  medium  size  check  under 
Qual.  27A  and  a  small  check  under  Qual.  29A. 
For  use  with  finer  materials  we  have  a  small 
check  in  Fine  Gingham  in  eight  colors  under 
Qual.  33A. 


Yellow 


Blue 


Brown 


Red 


Green 


Pink 


Black 


"Cabinet  cartons  36  six-yard  pieces  assorted.  Put  one  of 
these  cabinets  on  your  counter  and  see  how  it  draws  the 
attention  of  customers." 


SM1H 

Send  for  Color  Card 

Showing  our  full  line  of  fast  colored  percales,  also  Wright's 
E-Z-Trim.  You  will  find  this  card  to  be  a  great  convenience 
in  making  up  your  orders.  It  shows  our  12  plain  and  6  striped 
colors  of   Tape  and    6   colors  of    E-Z-Trim. 


Something    new    and    useful    for    the    Notion    Department.      Sample 
card   showing   colors   sent   on   request. 

WM.  E.  WRIGHT    &   SONS   COMPANY 


Manufacturers 


350-370  Scotland 
Road 

Orange,  N.  J. 


WRIGHT'S 
B1ASF0LDTAPE 

v  H  turns  itself  i 


H 


In  U.  S.  Pat.  Off. 


rm 
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"Fairy  Queen"  the  Queen  of  all  Real   Hair   Nets 

If  you  want  to  sell  a  reliable  article,  sell  Fairy  Queen  invisible 
Hair  Nets. 

A  real  hair  net  with  a  full  guarantee — "Any  Fairy  Queen  Hair  Net 
found  imperfect  on  opening  will  be  replaced  free  of  charge  if  returned 
at  once  in  original  envelope." 

Put  up  in  attractive  packages  as  shown  above.  Six  colors,  Dark 
Brown,  Medium  Brown,  Light  Brown,  Auburn,  Black  and  Blonde. 
Price,  $5.50  per  gross. 

Toronto  Exhibition,  August  26th  to  September  9th. 

When  in  Toronto  at  the  Exhibition,  we  invite  you  to  use  our  ware- 
house as  a  place  to  leave  your  grips,  wraps  and  parcels.  Also  as  a 
convenient  place  to  meet  your  friends.  Our  representatives  will  be 
"at  home"  to  do  everything  possible  to  make  your  visit  pleasant.  We 
are  within  a  minute's  walk  of  the  Union  Station.  Just  go  East  from 
the  Station  to  the  Walker  House  corner,  then  up  York  street  for  half  a 
block. 


G.  R.  GREGG  &  COMPANY,  LIMITED 

50-52  YORK  STREET, 
TORONTO 
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I   I  Silk  Hair  Net 

FINEST   MATERIAL 

Invisible       Elastic 
FRATieE 

JULIEN    GIGUET 

MANUFACTURER  -  LYON,  FRANCE 

SOLE  AGENTS  FOR  CANADA 

M.    CHASSAGNE,    LTEE. 

45  ST.  ALEXANDER  ST.,  MONTREAL  110  WELLINGTON  ST.  WEST,  TORONTO 


Every  Day  a  Selling  Day 
FOR 


With  the  advent  of  Fall 
comes  Fall  wardrobes  and 
buttons    will    be    in    demand. 


BUTTONS  ^«ss» 

HAVE     THE     NEW     STYLES 

Our  travellers  are  now  out  with  the  complete,  Fall  line  of  novelty  and  staple  buttons.     Order  now. 


Manufacturers  and  Importers 

66  WELLINGTON  ST.  W.,  TORONTO 

Manufacturers  and  importers  of  Ivory,  Pearl,  Celluloid,  Composition  Buttons,  etc. 


Every   Sale   You    Miss   a   Competitor    Makes 
Complete  Your  Stock  of 

KNITTING  WOOLS  ANGORA  WOOL  CLUNY  AND  MADEIRA  LINENS 

BABY  GOODS— RATTLES  BIBS  DIAPERS 

HAND-MADE  JACKETS  BOOTEES  TOQUES 

NOVELTIES  IN  STAMPED  GOODS 

Our  Men  Are  Now  Out  With  Our  Full  Range  For  Fall 

Hambly   &  Wilson  Limited 

11  Wellington  Street,  W.,     Toronto 
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The  Art  of  Showcard  Writing 

Persistency  is  a  Talisman  to  the  Showcard  Writer — Thick  and 
Thin    Capitals    and    Numerals — Gothic    Capitals    Condensed — 
Lower  Case  Roman  Italic  Modified — Capitalization — An  Import- 
ant Feature  of  Layout 


PERSISTENCY  is  the  talisman  to 
which  the  showcard  student  owes 
obedience — nothing  much  can  be 
accomplished  without  keeping  everlast- 
ingly at  it.  To  the  beginner,  it  seems 
to  be  some  sort  of  natural  magic  that 
enables  the  expert  showcard  writer  to 
bring  out  the  hidden  capabilities  of  let- 
ters and  numerals  and  to  give  the  appear- 
ance of  neatness  and  symmetry  to  any 
card  regardless  of  size  and  s'yle.  The 
perfection  of  the  "finished  artist"  is 
within  the  reach  of  every  student  now 
following  these  lessons.  Surely  it  is 
not  beyond  the  limits  of  reasonable  an- 
ticipation on  the  part  of  beginners  to 
attain  a  measure  of  success  within  sev- 
eral months. 


By  JALEXO 

comes  after  the  first  and  requires  two 
separate  strokes — the  outer  one  being 
done  first.  You  can  see  that  it  is  equal 
to  two  thicknesses  of  the  other  strokes 
in  the  letter.  Then  comes  the  crossbar, 
and  it  takes  but  a  single  stroke  drawn 
from  left  to  right.  This  is  the  prin- 
ciple which  governs  the  thick  and  thin 
alphabet.  The  trick  comes  in  forming  the 
characters  so  that  they  show  no  awkward 
joints.  The  brush  should  be  kept  at  the 
same  width  by  frequent  "patting;"  so 
that  the  thin  strokes  will  appear  of  uni- 
form thickness.  The  letter  "X"  requires 
that  the  thick  stroke  be  made  first.  In 
the  letter  "Z"  the  toip  horizontal  stroke 
comes  first,  the  slanting  stroke  next,  and 


construction.  The 
letter  "J"  is 
shown  executed  in 
a  single  stroke. 
The  student,  how- 
ever, is  advised 
to  keep  on  with 
the  two-stroke 
system  of  this 
letter  until  what- 
ever time  he  feels 
equal  to  the  single 
stroke  letter.  In 
this  Gothic  plate, 
too,  are  shown 
two  ways  of  fin- 
ishing off  the  let- 


OABCDEF 
G  H I J  KLM 

N  PO  RST* 
U  V  WX YZfc 


Thick  and  thin  letters  and  numevals 
are  executed  in  double  stroke  style. 
That  is,  it  takes  two  strokes  to  do  the 
thick  parts  of  the  characters.  The  thin 
strokes  are  done  in  a  single  stroke.  In 
lettering  the  "0"  for  examiple,  first  make 
the  outer  circle  and  then  the  inner  one, 
being  careful  to  obtain  some  kind  of 
balanced  effect.  The  letter  "A"  contains 
four  separate  strokes.  The  first  one 
slopes  toward  the  'left  and  is  a  single 
stroke,  since  it  is  done  with  one  stroke 
of  the  brush  flattened  out,  of  course,  to 
the   desired   width.     The      thick     stroke 


the  finish  off  with  the  lower  horizontal 
one. 

Condensed   Gothic  Capitals 

In  the  plate  illustrated  herewith  is 
shown  an  advanced  method  of  construct- 
ing Gothic  capitals.  After  considerable 
practice  on  the  plate  appearing  in  a 
previous  article,  the  student,  if  he  so 
desires,  may  try  the  quicker  methods 
outlined  here.  It  will  be  observed  that 
in  the  circular  letters,  time  is  saved  by 
making  the  entire  curve  of  the  "C"  for 
example,  in  a  single  stroke.  This  can  be 
applied   to   the  other   letters    of   similar 


ters.  The  top  line  illustrates  the 
squared-off  finish  and  the  bottom  line 
shows  the  rounded  finish.  It  lies  with 
the  showcard  writer  to  use  which  style 
he  sees  best  for  his  particular  pur- 
poses. Both  styles  have  a  place  in  the 
expert's  technique. 

Modified  Roman  Italics 

Lower  Case 

This  altphabet  is  easy  to  master.  In 
the  first  place  it  is  easier  because  it  is 
italic.  Italic  letters  are  more  easily  con- 
structed  since  they  resemble   handwrit- 
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Jewelry  lasts 


ing  in  the  nature  of  treir  parts  and  the 
angle  at  which  they  lie.  In  the  second 
place,  this  alphabet  is  in  single-stroke 
style  and  requires  little,  if  any,  finishing 
off  at  the  ends,  so  with  a  well-kept 
brush,  the  student  ought  to  be  able  to  do 
these  letters  without  "touching  up"  at 
the  completion  of  strokes.    This  alphabet 


provides  a  quick  and  easy  style  for  the 
small  lettering  on  rapid  sale  cards. 

Capitalization 

The  indiscriminate  use  of  capitals 
evidences  a  lack  of  practical  arrange- 
ment. Note  the  showcard  illustrated, 
reading  "Like  Friendship     the     gift     of 


*         »o 
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jewelry  lasts."  Tire  display  words  are 
capitalized,  and  the  other  words  are  in 
lower  case.  The  point  of  emphasis  is 
this;  do  not  use  a  capital  in  one  word 
which  has  no  more  significance  than 
other  words  not  capitalized.  If  the 
word  "gift,"  for  example,  were  to  be 
given  a  capital  "G"  the  other  words 
"jewelry  lasts"  would  also  be  deserving 
of  capitals.  Here  is  something  for  the 
most  advanced  experts  to  ponder  over. 
Every  day  there  are  excellent  showcards 
marred  by  an  indiscriminate  use  of  capi- 
tals. A  good  idea  is  to  refrain  from 
using  capitals  in  small  lettering  design- 
ed for  simple  reading  matter.  The  card 
illustrated  is  a  typical  specimen  of  how 
to  use  capitals  correctly. 


Must  First  Sell  Yourself 

Cannot  Sell  Anything  Till  You  Have  First  Done 
This — Customers  Should  Be  Welcomed  to  Store — 
Big    Business    Men    Were    First    Salesmen — Old 

Stock 


Baby  Week  Events 

Bring  Big  Sales 

Suggested    Plan   of   Carrying   Out   Baby 
Week — Advertising   and   Features 

Baby  week  is  a  very  good  event  to 
stage  for  increasing  sales  not  only  in 
the  infants'  department  but  in  other  de- 
partments as  well.  If  it  is  properly 
staged,  it  results  in  a  vast  number  of 
people  coming  into  your  store  during  the 
course  of  the  week  and  that  is  always 
good  advertising  and  opens  the  doors  to 
many  a  prospective  sale.  Sales  begin 
when  customers  come  into  your  store. 

Usually,  the  first  step  taken  ,is  to  link 
up  with  some  local  organization  that 
takes  an  active  interest  in  clinics  for 
children.  You  can  then  announce  that 
your  store  is  the  headquarters  for  a 
week's  clinic  being  conducted  by  such- 
and-such  an  organization.  This  was  re- 
cently done  by  Friedman-Spring's  of 
Grand  Rapids.  A  great  deal  of  publici- 
ty was  given  to  the  event  and  each 
day's  advertising  carried  the  program 
for  the  following  day. 

Features  of  the  Week 

Here  are  some  of  the  features  of  the 
Baby  Week: 

Nurses  from  the  clinic  were  present 
from  10  a.  m.  to  5  p.  m.  daily  weighing 
and  measuring  children. 

A  special  card  bearing  the  firm's  name 
was   presented  to   each   mother     setting 
forth  the  child's  name,  address,  date  of 
birth,  height,     weight     and   what      the- 
weight  of  the  child  should  be. 

A  record  of  this  was  made  for  the 
store's  files  to  add  to  their  mailing  list 
for  future  events  in  the  children's  sec- 
tion. 

The  following  list  of  awards  were 
given: 

Balloons  to  every  child  weighed  an  1 
measured. 

Bright  sand  bucket  and  shovel  to  every 
red  haired  baby  on  a  stipulated  day. 

Sand  bucket  and  shovel  to  every  twin 
that  came  in  on  a  certain  hour  and  a 
certain   day. 

Sand  bucket  and  shovel  to  every  child 
(Continued   on  next  page) 


WHAT  SEEMS  to  be  the  matter 
wi;h  salesmen  this  year?  Un- 
doubtedly it  is  a  fact  that  one 
of  the  principal  obstacles  that  salesmen 
have  to  contend  with  to-day,  is  their 
lack  of  confidence. 

It  is  impossible  for  a  salesman  to  be 
a  success  unless  he  possesses  self-con- 
trol and  unlimited  confidence.  One  of 
the  best  methods  to  pursue  in  creating 
confidence,  one  hundred  per  cent.,  is, 
never  try  to  sell  anything-until  you  have 
sold  yourself  from  the  top  of  your  head 
to  the  sole  of  your  foot,  the  idea  that 
you  have  the  best  selling  article  ever 
manufactured. 

Invariably  it  happens  with  a  sales- 
man, in  trying  to  sell  his  prospective 
'•ustomer,  he  allows  his  customer  to  sell 
h.m  in  place  of  making  the  sale.  Where- 
as, if  the  salesmen  were  thoroughly  sold, 
and  sold  to  such  an  extent  that  he  ac- 
tually bel'eved  he  was  doing  his  cus- 
tomer a  personal  favor  in  making  the 
"sale,  his  customer  could  not  originate 
sufficient  persuasive  power  to  refrain 
rrom   buying. 

Fear    Spoils    Salesmanship 

I  have  witnessed  a  great  many  sales- 
men the  last  quarter  of  a  century  al- 
low their  golden  opportunities  to  glide 
by  through  being  afraid.  We  all  know 
that  a  good  salesman  is  a  hard  worker, 
and  the  harder  he  works  and  the  harder 
he  thinks  when  he  is  selling,  the  great- 
er remuneration  he  is  going  to  obtain. 
I  always  figure,  every  time  a  salesman 
•q  turned  down,  he  is  that  much  closer 
to  the  goal  of  a  big  sale,  but  he  must 
keep  going. 

How   Courage   Won   Out 

1  remember  one  of  the  best  sales  I 
ever  had  the  pleasure  of  making  was 
in  my  younger  days  when  I  was  employ- 
ed in  a  big  store  in  a  large  Eastern  city. 
A  very  fine  pair  of  horses  drawing  a 
beautiful  vehicle  drove  up  to  the  store 
and  a  very  distinguished  looking  lady 
and  gentleman  entered.  I  heard  the 
head  salesman,  who  was  near  the  door, 
say,  "Here  are  some  of  the  Four  Hun- 
dred coming*  to  wise  themselves  upon 
values."  The  gentleman  expressed  a 
desire  to  see  some  clothes  and  the  head 
salesman  called  one  of  the  chief  clerks. 
In  a  very  fe\v  minutes  he  made  some 
kind  of  excuse  and  called  me  over,  re- 
questing that  I  show  the  gentleman 
some  clothing.  I  could  see  that  he  was 
in  doubt  about  these  people  buying  any 
o-oods.  In  fact  he  was  afraid  of  his 
ability  to  sell  them,  but  it  turned  out 
that  a  five-year  old  school  boy  could 
have  sold  this  man,  as  he  bought  two 
suits  of  clothes  and  an  overcoat  in 
twenty  minutes,  purchasing  the  very 
oest  goods  we  had  in  stock.     The     sale 


was  being  watched  by  quite  a  few  sales- 
men as  trade  was  no:  very  good  that 
aay,  and  they  all  gave  this  professional 
salesman,  (the  super  salesman,  as  we 
called  him)  the  laugh  for  losing  his 
nerve. 

I  could  illustrate  hundreds  of  sales  be- 
ing lost  just  through  lack  of  confidence 
on  tne  part  of  salesmen  who  have  miss- 
ed some  excellent  opportunities  to  make 
good  sales.  A  successful  salesman  can 
never  make  any  progress  worth  while 
where  he  does  not  show  his  appreciation 
to  his  prospective  customer  and  prove 
that  he  welcomes  their  visit  to  his  store. 
You  must  never  allow  a  customer  to  feel 
that  he  is  imposing  upon  you  through 
attempting  to  buy,  because  he  is  entitled 
to  service  with  lots  of  courtesy  thrown 
in. 

Big   Men   Were     Salesmen 

You  have  never  seen  a  big  business 
man  who  is  not  a  clever  salesman,  be- 
cause he  has  made  a  study  of  his  busi- 
ness and  he  can  talk  intelligently  upon 
the  value  of  his  merchandise,  and  he 
doesn't  know  what  the  word  "fear" 
means. 

It  is  the  duty  of  the  wholesale  job- 
bers and  manufacturers,  when  selling, 
to  expia'n  the  merits  of  their  goods  to 
the  retailer.  We  all  know  that  is  done 
in  a  general  way,  but  they  should  be 
specific  about  each  and  every  article 
which  they  sell  to  the  retailer,  and  the 
retailer  in  turn  should  sell  these  goods 
to  his  clerks  in  the  store.  As  you 
know,  the  retail  sales  people  cannot  tell 
a  customei  about  the  merits  and  values 
of  their  merchandise,  excepting  in  a 
general  way,  but  if  they  knew  the  repu- 
tation of  the  manufacturer  who  made 
the  goods,  the  skilled  workers  employed 
in  that  factory  and  the  quality,  would  not 
exaggerate,  but  simply  be  truthful  and 
prove  to  the  retail  customer  that  they 
have  confidence  in  this  merchandise,  al- 
so show  in  their  salesmanship  talk. 
through  their  explanation,  that  they  are 
thoroughly  sold  on  their  line  of  merchan- 
dise, clerks  would  increase  their  sales 
fully  25  per  cent. 

Don't  Forget  Old   Merchandise 

One  of  the  principal  reasons  why  re- 
tail stocks  in  a  good  many  stores  con- 
sist of  broken  lines  and  unsalable  mer- 
chandise is  because  of  the  clerks  getting 
enthused  about  the  new  goods,  and  for- 
getting the  other  merchandise.  If  an 
article  was  all  wool  and  well  made  when 
it  arrived  in  the  store,  there  is  no  reason 
in  three  or  six  months  why  that  woo!  ar- 
ticle has  changed  to  cotton  or  become 
shoddy.  There  is  no  reason  why  in  the 
short  period  of  time,  ninety  days  or  six 
months  that  the  styles  become  distaste- 
ful to  the  clerks. 
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Regular  Stunt  Windows  Dangerous 

Toronto  Display  Man  Says  That  Windows  Are  to  Sell  Merchan- 
dise and  Stunt  Windows  Don't  Sell  Merchandise — Stunt  Win- 
dows Good  for  Newcomers — Not  Enough  Merchandise  in  Stunt 
Window  to  Make  it  of  Practical  Value — Hints  On  Display 


ttf^y  TUNT  windows  are  good  once  in 
^N  a  while  but  as  regular  things  they 
^— "  are  dangerous,"  the  window  draper 
of  one  of  Toronto's  largest  stores  tells 
Dry  Goods  Eeview.  "What  do  you  mean 
by  a  stunt  window?"  we  asked  him. 
"One  in  which  the  object  is  to  attract 
attention  to  the  unusual,"  was  his  ans- 
wer. "A  store  which  has  a  regular  win- 
dow dresser  who  makes  changes  twice 
or  three  times  a  week  can  afford  a  stunt 
window  every  five  or  six  weeks  but  not 
oftener,"  he  went  on  to  say.  "I  have 
been  in  charge  of  window  dressing  de- 
partments, the  staffs  of  which  have  var- 
ied in  size  from  one  to  twenty,  for  eigh- 
teen years  and  I  have  made  a  careful 
study  of  this  type  of  window.  I  have 
found  that  windows  which  stop  people 
who  would  not  look  in  under  ordinary 
conditions  are  rarely  windows  which  get 
the  notice  of  possible  purchasers. 

"Last  year  for  example,  I  had  a 
bride's  window  which  alone  brought 
people  downtown.  The  bride  stood  at  the 
bottom  of  the  chancel  steps  leaning  on 
the  arm  of  her  father.  The  background 
represented  a  Gothic  church  interior. 
Everything  in  the  display  was  perfect 
from  the  charming  gown  and  veil  of  the 
bride  to  the  ray  of  sunlight  streaming  in 
over  her  hair.  Yet  do  you  know  that 
with  all  the  talk  that  was  heard  about 
town,  the  actual  sales  results  were  much 
smaller  than  those  of  this  year  when  my 
bridal  window  was  much  more  ordinary. 
This  season's  window  had  a  bride  sur- 
rounded by  all  her  attendants.  Each 
bridesmaid  a:rl  flower  girl  wore  a  dif- 
ferent type  of  dress.  It  certainly  was 
not  a  clever  or  a  striking  window.  Yet 
within  a  week  we  had  sold  every  dress 
shown.  The  people  who  saw  the  second 
window  were  those  who  were  looking  for 
something  of  the  kind.  Those  who  were 
attracted  by  the  first  were  of  two  kinds 
— the  curious  and  the  possible  buyers. 
The  former  went  away  with  their  curios- 
ity satisfied,  the  others  passed  on  with 
no  more  distinct  idea  of  what  they  really 
wanted  than  before. 

Why  Spectacular  Windows  Fail 

"The  trouble  with  these  windows  is 
that  to  carry  out  a  novel  and  clever  idea, 
one  can  rarely  show  enough  merchan- 
dise to  make  the  display  of  practical 
value,"  says  this  man.  "If  you  do  try 
to  combine  the  two  you  very  often  ruin 
the  ';oute  ensemble.'  I  very  often  have 
my  assistants  count  the  number  of  per- 
sons who  look  at  certain  windows  during 
a  given  time.  Invariably  I  find  that  the 
spectacular  window  gets  more  in  actual 
number  but  that  each  gazer  gives  con- 
siderably less  time.    It  is  the  amount  of 


time  that  is  spent  by  each  individual  in 
looking  at  a  window  which  increases 
sales.  A  passing  glance  will  not  bring 
detail  into  the  mind  and  eye  of  the  ob- 
server and  it  is  detail  which  sells. 

"Particularly  when  a  store  is  well 
known,  I  do  not  advocate  stunt  displays. 
A  merchant  who  has  just  moved  into  a 
new  location  it  might  be  advisable 
to  start  off  with  several  of  these 
but  after  he  is  known  he  should  concen- 
trate. If  John  Brown  is  a  stranger, 
people  will  be  induced,  by  seeing  a  crowd 
around  a  catchy  window,  to  ask  'Who  is 
John  Brown?'  but  after  he  is  established 
they  want  to  know  'What  is  John  Brown 
offering  to-day?' 

His  Ideas  About  Sale  Windows 
"When  a  special  sale  is  offered,  the 
more  I  can  place  in  the  window  of  the 
different  styles  offered,  the  better.  I 
say  this  with  no  idea  of  suggesting 
crowding,  which  is  always  harmful.  If 
there  is  space  I  believe  it  better  to  show 
a  windowful  of  all  gowns  offered  at  a 
price  rather  than  two  or  three.  In  fact 
if  I  cannot  show  several,  I  display  only 
one. 

"My  reason  for  this  method  is  this: 
When  two  or  three  or  even  four  articles 
are  shown  the  public  is  led  to  believe 
that  such  a  number  is  the  limit  of  the 
styles  offered.  If  they  do  not  like  them 
they  go  away  without  further  inquiries. 
On  the  other  hand,  when  samples  of  the 
complete  range  are  displayed  and  they 
are  not  satisfied,  the  store  has  at  any 
rate  not  lost  anything  because  it  has 
nothing  more  to  offer.  In  the  psychology 
of  salesmanship,  the  more  the  prospect- 
ive customer  sees,  the  greater  the  chance 
is  of  there  being  something  which  will 
please. 

"That  is  why  I  would  rather  show  one 
article  than  three  for  a  sale.  If  I  have 
not  sufficient  window  space  on  a  certain 
day  to  show  a  full  line  of  hose  for  ex- 
ample, I  place  only  one  pair  in  the  win- 
dow along  with  one  of  each  of  the  other 
sale  lines.  Customers  know  instinctively 
that  this  is  only  a  suggestion  and  they 
come  into  the  store  to  make  inquiries. 

Sure  Test  of  Drawing  Power 

"I  make  it  a  point  to  get  departments 
to  send  me  certain  slow  sellers  for  the 
windows.  As  soon  as  they  are  given  me 
they  are  removed  from  the  counters. 
When  these  lines  are  asked  for  solely 
because  they  are  seen  in  the  windows,  I 
know  my  display  is  good;  when  they  are 
not  I  immediately  find  out  why. 

"In  stressing  the  use  of  merchandising 
windows  in  preference  to  stunt  windows, 
I  cannot  emphasize  too  strongly  the 
value  of  artistic  backgrounds.     No  mat- 


ter how  mediocre  the  goods  offered,  the 
setting  must  be  good.  I  spend  as  much 
time  and  money  on  furnishing  these  win- 
dows 'as  I  do  on  my  spectacular  ones. 
The  trouble  with  many  stores  is,  I  be- 
lieve, that  merchants  rely  too  much  on 
the  values  they  are  giving  in  their 
merchandise.  No  matter  what  type  of 
window  is  shown,  it  must  be  first  strik- 
ing, second  artistic  and  third  practical. 

The  Trick  of  Selling  One  Article 

"When  you  want  to  draw  attention  to 
one  particular  article,  the  opposite 
method  of  that  used  in  sales  windows 
should  be  adopted.  What  I  mean  is 
this:  To  sell  a  monkey,  the  best  way 
would  be  to  place  it  among  a  whole 
windowful  of  the  same  kind  of  merchan- 
dise— say  suits  exactly  alike.  The  same 
applies  to  a  suit.  If  you  put  it  in  with 
a  windowful  of  monkeys  as  nearly  alike 
as  possible  it  would  sell.  Uniformity  in 
the  general  display  will  draw  much  more 
attention  to  the  particular  than  variety 
will." 


BABY   WEEK    EVENTS    BRINGS    BIG 
SALES 

(Continued  from  previous  page) 

whose  name  was  Morris  or  Laura  or  who 
lived  on  Morris  or  Laura  avenue. 

Engraved  sterling  silver  spoons  for 
the  children  most  correct  in  weight  for 
height  as  taken  from  the  records  made 
during  the  week.  A  spoon  for  each 
classification — one  to  two  years,  two  to 
three  years,  three  to  four  years,  four  to 
five  years,  five  to  six  years. 


A  plant  has  been  erected  at  Fergus, 
Ontario,  by  Dominion  Dyestuffs,  Limit- 
ed, and  a  line  of  ten  or  twelve  standard 
colors,  including  acid  direct  and  chrome 
colors,  is  being  made.  Chemists  with 
British  and  American  experience  in  the 
dyestuffs  industry  are  connected  with 
the  staff.  The  company  took  out  a  char- 
ter under  which  it  was  conceded  an 
authorized  capitalization  of  $150,000. 


KENT-McCLAIN  AGAIN 
P.  McKendrick,  Toronto 

Mr.  P.  McKendrick,  of  Bloor  Street 
West,  Toronto,  has  recently  added 
to  his  display  equipment  by  the 
installation  of  additional  garment 
wardrobes.  These  are  finished  in 
mahogany  and  were  supplied  by 
Kent-McClain  Limited  (Toronto 
Show   Case   Company). 
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Canada's  Leading  Display  Fixture  House 

Another  Talking  Point — 

Is  quickly  seen  when  your  merchandise  is  well  displayed,  the  sale  is 
more  quickly  closed  and  the  customer  better  satisfied. 


Metal 

and 
Wood 

Display 
Fixtures 


Garment 

Racks 

and 

Hangers 


j 


No.   1505 


A  Beautiful  Posed  Wax  Figure 

It  will  be  to  your  advantage  to  have  cur  latest  catalogue.     Write 
to-day  and  tell  us  your  needs  in  the  display  line. 

We  do  not  Import  our  Figures — We  Make  Them. 

Dale  Wax  Figure  Co.,  Limited 

Showroom  and  Plant  at 
86  York  Street,  Toronto 

Canada's  Leading  Display  Fixture  House 
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"Better  service 

at  less  cost" 


That's  what  merchants 
tell  us  about  the  new 
Lamson  automatic  central 
station — these  letters  are 
only  a  few  of  the  ones  we 
have  in  our  files. 

This  new  system  gives 
complete  service.  It 
handles  every  possible 
sale  in  every  department 
during  normal  business 
and  during  the  Christmas 
rush,  Dollar  Day,  or  when- 
ever the  store   is   busiest. 

It  doesn't  balk  at  bank 
checks,  part  payments  and 
other      cdd      sales,      but 

"Have  reduced  our  desk  staff  from  8 
to  4,  and  give  quicker  service  than  be- 
fore." 

Smallman   &   Ingram,  Ltd 

London,    Ontario. 

"Is  giving  complete  satisfaction— we 
feel  that  we  are  giving  our  customers 
the  utmost  of  service,  on  authorization 
and    making    of    change." 

A.    Starr  Best,   Inc. 

Chicago,   111. 

"It  requires  less  cashiers  and  makes 
better   supervision   possible." 

The   Rosenbaum   Co., 

Pittsburgh,  Pa. 


handles  them  all  without 
delay  or  bother  as  part;  of 
the  day's  work. 

If  you  are  already  us- 
ing a  tube  or  cable  system, 
you  can  easily  add  the 
new  features  in  your  cen- 
tral desk  without  disturb- 
ing the  clerk  stations  or 
the  lines  in  your  store. 

Here  are  a  few  com- 
ments on  the  pew  system 
from  merchants  you 
know. 

May  we  explain  to  you 
how  you  can  obtain  the 
same  kind  of  service? 


"We  can  take  care  of  more  business 
with  a  smaller  number  of  cashiers.  We 
are  also  pleased  with  the  elasticity  of 
the  new  desk  which  allows  adding  or 
eliminating  cashiers  as  the  occasion  re- 
quires." 

Thompson,  Belden  &   Co., 
Omaha,  Nebr. 

"We  handled  five  times  normal  sales 
without  floor  cashiers,  and  delighted 
everyone  with  the  speed  and  accuracy 
of  service." 

Anderson   Newcomb   Co., 

Huntington,  West  Virginia. 

"Has   bettered  our  service  by  approx- 
imately   100%    besides     decreasing    our 
expense    for    cashiers    by    over    50%." 
James  McCreery  Co., 

New  York  City,  N.Y. 


The    Lamson   Company 

Toronto,  136  SimcoeSt.        Vancouver,  603  Hastings  St. 


Lamson  improved  Service 


Flexibility        Economy 
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llustration  Shows  NEW  WAY  Women's  Store 


Located  at  Bloor  and  Yonge  Sts.,  Toronto,  where 
floor  space  is  at  a  premium,  Stollery's  have  found 
the  use  of  "New  Way"  store  fixtures  essential  in 
keeping  down  excessive  departmental  rental  and 
overhead    costs. 

"New  Way"  methods  for  handling  and  displaying 
merchandise  permit  maximum  carrying  capacity  and 
fully  protect  all  goods  from  dust  behind  disappearing 
glass  doors;  and  improved  displays  enable  the  sales 
people  to  devote  more  time  to  actual  selling — 
resulting  in  greatly  increased  individual  sales  and 
greater    business    volume. 

The  above  cut  of  wardrobes  shows  type  used  in 
centre    of   store. 


Located  at  Smallman  &  Ingram 
London,  Ont. 


This  equipment  is  sectional  and  interchangeable  and 
can  be  added  to  at  any  time  with  uniform  results. 
These  wardrobes  are  made  with  special  interiors  to 
accommodate  the  sale  of  suits,  coats,  eravenettes, 
waists,   furs,   etc. 

FurUher  information  concerning  our  complete  line  of 
store    equipment    sent    free    on    request. 


Illustration  Shows  NEW  WAY  Men's  Store 


Getting  Behind  the 
Men's  and  Women's 
Clothing  and 
Furnishing  Business 

THE  greatest  endorsement  of  the 
"New  Way  Revolving  Wardrobe  and 
Sectional  Interchangeable  Units,"  is 
perhaps  the  fact  that  successful  mer- 
chants everywhere  are  using  this  type  of 
store  equipment  and  are  free  to  admit 
that  it  results  in  greatly  increased  sales 
resulting  from  better  display  appear- 
ance and  service. 

Better  kept  clothes  sell  better  and  with  improved 
methods  of  handling  garments,  more  time  can  be 
devoted  to  actual  selling,  resulting  in  more  sales 
and  greatly  reduced  selling  costs.  The  fact  that 
garments  are  carried  in  a  scientific  manner, 
fully  protected  from  dust  and  excessive  handling, 
and  that  more  garments  can  be  carried  in  a  given 
space  than  formerly,  results  in  lower  operating 
costs  and  reduced  departmental  rental. 

The  experience  of  others  who  have  installed 
"New  Way"  equipment  may  be  of  interest  to  you, 
and  we  shall  be  pleased  to  send  the  names  of  a 
few  merchants  in  your  community  to  whom  you 
can  write  regarding  their  experience.  Names 
furnished  upon  request. 


JONES  BROS.  &  CO.,  Limited 


29-31  Adelaide  St.  W. 


Toronto,  Ontario 


The  Sole  Manufacturers  of  New  Way  Equipment  in  Canada  Beware  of  Unscrupulous  Imitators 

MANUFACTURING  UNDER  CANADIAN  PATENTS  128019  AND   173849. 
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KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WINDOWSHADE  JOBBERS 

Made  by 

JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 


Our  New  Form 

for  the 
Latest  Fashion 

in 

Ladies'   Wear 

Also  sizes  for 
Misses  and  Juniors 


Write  for  our  new  book- 
let showing  a  complete 
line   of  display  forms. 


J.  R.  Palmenberg's  Sons  Inc. 

63-65   West  36th   Street,  New  York 
CHICAGO  BOSTON  BALTIMORE 


TEXTILE  SMALLWARES 

JAMES  CARR  &  SONS,  LIMITED 
CLARENCE  MILLS 

CLARENCE  STREET.     CHESTER  ROAD 

MANCHESTER 

Manufacturers  of  all  classes  of  Webs, 
Cords  and  Bindings,  in  cotton,  wor- 
sted and  linen;  Curtain  Webs,  Edg- 
ings, Layon  Borders,  Blind  Cords, 
Carpet  Binding,  Cotton  Banding,  etc. 

Original  Patentees  of 
CARR'S  WOVEN  LADDER  TAPE. 

WHOLESALE  ONLY. 

Agents  for  Canada 

Scott  Bros. 

275  Craig  St.  West 

MONTREAL 
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Active  Placing  on  Window  Shades 

Wholesalers  State  That  Demand  is  For  Better  Grades — Oil  Color 
Leads  in  Shades — English  Carpet  Prices  Show  Decline  With 
Prices  Guaranteed  Till  Next  Year — Some  New  Designs  in  Wil- 
tons— A  Coming  Craze  in  Filet  Art  Lace. 

ALL  styles  of  window  shades  are 
due  for1  an  extensive  sale  this  Au- 
tumn to  judge  by  orders  placed  with 
a  Montreal  manufacturer  this  month, 
who  reports  that  not  only  is  demand 
heavier,  but  the  call  is  entirely  for  the 
better  grades  such  as  used  to  be  pur- 
chased a  few  years  ago.  Oil  color  finish- 
es are  now  the  leaders  in  shades,  and  the 
range  of  colors  from  which  selection 
can  be  made  is  brought  up  to  16  in  the 
finer  hand-made  shade  cloths  in  a  semi- 
transparent  finish.  Other  qualities  of 
oil  color  cloths  show  an  even  greater 
range  so  that  any  demand  can  now  be 
met  in  both  staples  and  novelty  color- 
ings. 

As  usual  green  is  the  best  seller  in 
eastern  Canada  with  white  the  choice 
of  Ontario  and  the  western  provinces.  A 
new  duplex  cloth  showing  white  on  one 
side  and  green  on  the  back  is  offered  to 
meet  the  demand  for  something  unusual. 
Insertion  leads  in  favor  among  finishes 
of  high  grade  shades,  in  preference  to 
lace  edges,  formerly  the  prevailing 
style,  and  tassel  pulls  with  a  metal 
knot-holder  are  now  the  accepted  fin- 
ish in  shade  pulls.  For  shades  intended 
for  offices  and  other  business  premises, 
the  preference  is  for  the  hole  or  eyelet 
with  pulley  cord  attached  to  window  sill. 
The  acorn  pull  is  a  novel  style  of  tassel 
and  is  extremely  durable  when  finished 
with  a  rubber  protector. 

Guaranteed  Rollers  Only  8  Cents  Extra 

This  firm  is  strongly  recommending 
that  attention  be  given  to  supplying  bet- 
ter quality  rollers  in  window  shades  and 
point  out  that  for  only  eight  cents  extra, 
a  shade  can  be  supplied  fitted  with  a 
genuine  roller  which  will  outwear  two 
of  the  ordinary  kind. 

The  house  furnishing  department  may 
very  well  include  some  of  the  most  want- 
ed kinds  of  household  hardware  this 
Fall,  when  housewives  are  thinking  of 
redecoration,  as  the  logical  time  to  buy 
these  items  is  when  the  materials  for 
curtains,  floor  coverings,  et<\,  are  being 
.purchased.  Brass  drapery  hooks  and 
pins,  cup  hooks  and  push  pins,  in  addi- 
tion to  picture  hangers  and  wire,  should 
all  have  a  prominent  position  in  the 
house  furnishing  department.  Curtain 
rods  and  over-drape  rods  and  brackets, 
together  with  a  good  assortment  of 
screw  knobs,  drawer  knobs  and  coat 
hooks  could  very  well  be  included  in  a 
display  of  goods  intended  to  interest  the 
housekeeper.  Even  humble  chair  seats  in 
either  fibre  board  or  vulcanized  fibre 
can  be  included  among  the  house  fur- 
nishings. All  these  goods  are  now  rep- 
resented in  the  fall  range  of  house  fur- 
nishing products,  at  attractive  prices. 


toigga  ij?%^?mj&^»i$w%» 


Unusual  Japanese  design  hi  Wilton  rv.g  recently  received  from  England  by 
W.  R.  Brock  &  Co.,  Limited,  of  Montreal.  The  marine  motif  is  cleverly 
brought  out  by  the  v.sc  of  fish,  waves,  plants,  etc.  The  nig  comes  in  rose, 
blue,  and  black  grounds  in  sizes  varying  all  the  way  from  27x54  hi  mat  sizes 
to   3%   x   &V2    in   rug   sizes.     There   are   altogether   eleven   different   sizes 

from  which  to  select. 
Shoivn  by  W.  R.  Brock  Company,  Limited,  of  Montreal. 

pets  mainly,  and  it  is  probable  that  Can- 
adian mills  may  reduce  the  price  of  Ax- 
minster  only  on  this  account,  should 
they  decide  to  issue  a  reduction  this 
month. 


English  Carpet  Prices  Down  10% 


Announcement  is  made  that  prices  on 
English  floor  coverings  declined  10% 
per  cent,  on  June  14th  last  and  present 
quotations  are  guaranteed  until  July, 
1923  next.  This  reduction  still  gives  do- 
mestic manufacturers  a  lead  of  15%  ad- 
vantage in  the  matter  of  prices,  and  on 
jacquard  goods,  consequently  Canadian 
mills  will  show  no  change  for  3  or  4 
months.  The  drop  will  affect  the  prices 
of    English    Wiltons    and    Brussels    car- 


Little  Change  in  Other  Lines 

Prices  on  domestic  oilcloths  were  re- 
duced by  the  mills  on  June  1st  approxi- 
mately 5r'f  but  linoleums  show  no 
change.  The  demand  for  both  oilcloth 
and  linoleum  rugs  is  commented  on  as 
(Continued  on  page   127) 
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New  Treatment  of  Drapery  Goods 

Blue  Seems  To  Be  a  Favored  Shade  With  Pumpkin  and  Grey  Also 
Popular — Striking  Bars  or  Stripes  Used  in  Cretonnes — Striped 
Fibre  Silk  in  Staple  and  Rainbow  Effects — Art  Sateens  Show 

Influence  of  Jazz. 


DRAPERY  goods  as  manufactured 
are  converted  in  Montreal  by  a 
firm  for  the  Fall  and  Winter  sea- 
sons show  unusual  versatility  in  respect 
of  novelty  ideas,  most  of  which  are  be- 
ing- shown  ahead  of  those  created  in 
other  important  centres,  and  which  rep- 
resent a  type  of  design  and  workman- 
ship hitherto  not  attained  in  Canadian 
trade. 

Bedroom  chintzes  appear  in  a  be- 
wildering variety  of  small  but  charming 
designs  suitable  for  informal  decora- 
tions, among  which  a  new  note  is  struck 
by  the  introduction  of  a  quaint  gingham 
check  effect  on  which  is  printed  a  con- 
ventional rose  motif.  This  chintz  is 
offered  in  four  effective  colors  including 
mauve,  yellow,  blue  and  orange  and  the 
same  fabric  is  obtainable  in  a  plain 
ground  without  the  roses,  so  that  in- 
terior decorators  can  achieve  unusual 
harmonies  by  combining  plain  and  print- 
ed chintes  in  the  same  pattern  and 
color — a  feat  hitherto  difficult  of  accom- 
plishment. 

Other  delicate  patterns  in  these  goods 
favour  prim  nosegay  effects  in  quiet 
colors  as  well  as  rather  brilliant  con- 
trasts showing  butterflies  and  flowers 
on  black  or  w*hite  grounds.  Very  vivid 
blues  and  pinks  show  up  artistically 
against  a  lattice  ground  through  which 
white  is  apparent,  in  fact,  the  lattice 
and  trellis  are  two  of  the  season's  lead- 
ing patterns  and  in  all  the  larger  de- 
signs will  be  lavishly  employed. 

As  regards  colors,  this  firm  reports 
an  unusual  degree  of  interest  in  all 
tones  of  blue  for  draperies,  blue  being 
by  far  the  most  favoured  shade,  but  next 
can  be  mentioned  pumpkin,  (especially 
as  regards  ground  colors),  which  is 
slightly  less  pronounced  than  burnt 
orange.  Grey  is  also  coming  to  the 
fore  as  a  predominant  color  in  all  types 
o:   drapery. 

The  use  of  rather  striking  bars  or 
stripes  running  vertically  on  cretonnes 
is  slowly  growing  in  popularity,  one 
such  design  showing  three  wide  bars  to 
the  width,  black  in  color  on  either 
cream,  grey  or  blue  grounds.  Five  bar 
designs  in  black  or  sand  grounds  with 
a  five  color  bird  and  flower  cluster  is 
still  another  good  seller.  A  twisted 
flowering  vine  which  winds  round  a 
rustic  trellis  against  a  ground  of  blue, 
sand,  grey  or  black  is  especially  lovely. 

Special  features  which  call  for  com- 
ment in  connection  with  all  these  drap- 
eries is  the  fact  that  this  Montreal 
house  is  now  printing  its  large  range  of 
bedroom  chintzes  on  better  quality  cloth 
than  has  been  used  for  some  years,  and 
the  price  range  runs  between  21  ^  to  31 
cents  a  yard  for  yard  wide  goods.    This 


represses  a  decline  of  5  to  10%  from 
last  season's  prices.  Furthermore,  many 
of  the  newest  patterns  are  printed  with 
a  white  selvage  edge  that  enhances  the 
appearance  of  the  cloth,  giving  it  the 
finish  of  imported  block  prints. 

So  successful  were  last  season's  de- 
signs in  cotton  silkolines  that  many  new 
designs  have  been  put  out  in  anticipa- 
tion of  still  greater  retail  demand  this 
Fall.  The  trend  of  demand  is  still  for 
light  and  colorful  patterns,  suitable  for 
bedrooms. 

The  very  latest  idea  in  draperies 
however  has  just  come  off  the  looms  and 
may  be  described  as  striped  fibre  silk, 
in  both  staple  and  rainbow  effects,  in- 
cluding shades  o:  rose,  emerald,  blues, 
browns.  Tlhlese  goods  have  a  light, 
transparent  texture,  yet  possess  a  high 
sheen  and  are  ideal  for  overdrapes  or 
any  purpose  for  which  ordinary  silk  or 
rep  is  utilized.  They  come  in  50  inch 
widths  and  are  sold  with  an  absolute 
guarantee  to  be  sunfast  and  durable),  or 
the  goods  will  be  replaced.  The  price  is 
extraordinarily  low,  ranging  between 
$2.50  and  $2.75  a  yard. 

The  uses  and  possibilities  latent  in 
artificial  silk  are  being  exploited  and 
promoted  more  successfully  each  sea- 
son, the  latest  development  being  to 
utilize  this  product  as  a  finish  for  high 
grade  upholstery  tapestries.  One 
striking  effect  in  the  usual  conventional 
pattern  shows  a  surface  which  may  be 
almost  described  as  metallic  in  sheen 
and  enhances  the  appearance  of  the 
raised  jacquard  pattern.  Tapestries  can 
now  be  had  as  low  as  $1.25  a  yard  de- 
pending on  the  quality. 

Mohair    Plush    That    Resists    Wear 

Mohair  plush  is  another  novelty  drap- 
ery fabric  to  make  its  initial  bow  this 
season,  and  is  particularly  lovely  in  ap- 
pearance, resembling  a  heavy  velvet 
with  a  blurred  handblocked  design  in  10 
colors,  fully  50  inches  in  width.  This 
material  is  practically  indestructible  and 
although  priced  at  $8  a  yard  is  probably 
the  least  expensive  goods  on  the  mar- 
ket. Plain  blues  and  taupe  are  also 
offered  in  this  fabric. 

This  firm  has  just  received  a  ship- 
ment of  50  inch  cretonnes  converted  in 
England  from  their  own  patterns  which 
feature  tibe  usual  blue  and  rose  floral 
designs  on  such  grounds  as  cream,  blue, 
grey,  etc.  Similar  bold  designs  are  al- 
so shown  for  the  first  time  on 
madras,  the  pattern  being  carried  out  in 
two  tone  effects  on  a  black  warp,  re- 
producing a  tapestry  appearance  very 
different  to  the  usual  type  of  madras.  A 
double     peacock     motif,     showing     the 


spread   tails    and    a   floral    motif  is   de- 
cidedly new  and  unusual. 

English  art  sateens  in  a  high  cire  fin- 
ish are  still  other  popular  furnislhing 
materials,  some  of  which  are  amusingly 
designed  in  what  are  called  "jazz" 
motifs.  Futuristic  patterns  might  be 
a  more  appropriate  term,  as  the  pat- 
terns are  scarcely  possible  to  describe, 
being  a  cross  between  geometrical  and 
naturalistic  effects.  The  trade  is  ad- 
vised that  many  of  these  art  sateens 
are  guaranteed  down-proof  and  should 
be  popular  with  counter  trade  this  fall 
for  recovering  down  puffs.  A  few  pat- 
terns are  also  shown,  suitable  for 
ladies'  underskirts. 

A  radically  new  idea  in  window  cur- 
tains which  cannot  be  classified  as  novel- 
ty or  net  effects,  yet  which  come  under 
either  heading,  are  the  fringed  panels, 
developed  in  coarse  nets,  on  the  filet 
and  Tuscan  varieties,  with  border  ef- 
fects like  dadoes,  below  which  heavy  cot- 
ton fringe  is  used.  These  curtains  are 
sold  singly,  not  in  pairs  unless  so  de- 
sired and  are  priced  between  $4  and  $6 
a  pair  or  $2  to  $3  apiece.  The  color 
preferred  at  present  is  t'l.e  new  Egyptian 
shade,  resembling  an  ecru  and  on  many 
of  these  new  curtains  a  touch  of  black 
is  threaded  like  a  ribbon.  The  mesh  of 
these  new  nets  runs  to  many  different 
effects  including  geometric  designs  in 
both  close  and  open  variety. 


ACTIVE   PLACING 

(Continued  from  page  126) 

being  phenomenal  lately,  the  latter  vari- 
ety being  more  in  demand  as  it  becomes 
better  known. 

A  Montreal  wholesale  house  has  just 
received  a  shipment  from  England  of  a 
number  of  unusual  Wilton  rugs. 

There  is  a  coming  craze  in  art 
lace  which  comes  in  a  very  large 
mesh  developed  in  the  new  Egyp- 
tian shade.  The  lace  comes  in  uu-ee 
widths,  10,  15  and  24  inches  and  is  reap 
ly  a  fish  net  in  character  although  the 
filet  tendency  is  prominent.  This  art  lace 
will  be  carried  in  both  the  art  needle- 
work and  the  house  furnishing  depart-! 
ments  of  Canadian  stores,  because  it 
lends  itself  to  development  for  a  variety1 
of  uses  including  runners,  scarves,  pil- 
lows, bolsters,  lamp  shades,  bedspreads, 
table  covers,  curtains,  etc.,  and  can  be 
made  up  either  unlined  or  over  a  deli- 
cate color.  Very  artistic  posters  adver- 
tising this  new  product  are  being  dis- 
tributed and  it  is  thought  that  its  suc- 
cess will  be  instantaneous. 
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"EGYPTIAN" 

Is  the  new  name  given  to  this  Tuscan  net  curtain  panel,  fringed  to  match,  which 

has  just  been  created  to  meet  the  demand  for  a  someivhat  heavier  type  of  window 

curtain.  The  same  fringed  lower  edge  is  used  upon  a  filet  net  panel  in  dado  effects. 

— Shown  by  courtesy  of  Daly  &  Morine,  Limited,  of  Montreal. 


ety  being  more  in  demand  as  it  becomes 
better  known. 

Japanese  Designs  in  Wilton  Rugs 

A  Montreal  wholesale  house  has  just 
received  shipments  from  England  of  a 
number  of  unusual  Wilton  rugs  repro- 
ducing Japanese  designs  never  before 
shown  in  this  country.  The  oriental  in- 
fluence is  unusually  interesting  in  the 
design  of  these  rugs,  portraying  as  it 
does  a  submarine  scene  in  which  acquatic 
plants,  fish,  shells,  etc.,  are  artistically 
blended  together  with  a  decided  rhyth- 
mic effect.  The  colors  are  not  numerous, 
including  only  blue,  rose  and  black  as  the 
predominant  grounds  but  the  effective- 
ness of  the  pattern  is  enhanced  by  this 
subdued  and  limited  color  blending. 

Other  rugs  are  also  included  in  this 
new  shipment,  that  also  feature  the  ori- 


ental influence,  such  as  conventionalized 
Chinese  designs  with  large  centre  mo- 
tifs and  scattered  sprays;  Egyptian  de- 
signs with  the  characteristic  hieroglyph- 
ic and  other  motifs  effectively  used.  The 
Chinese  sunburnt  motif  is  still  shown  in 
the  collection  for  next  fall  and  is  popu- 
lar with  many  people. 

Canadian  made  reversible  rugs  are  a 
decidedlv  good  proposition,  according 
to  this  Montreal  house,  and  the  number 
of  purchasers  increases  steadily  each 
season.  The  back  of  these  rugs  is  made 
of  substantial  Brussels  and  the  wear  and 
quality   are   consequently   doubled. 

Filet   Art   Lace   the   Coming  Craze 

The  latest  fad  for  household  decora-- 
tion  is  said  to  be  the  vogue  for  filet  art 
laces,  lately  introduced  to  supply  the 
demand    for   filet   materials    in   unusual 
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POLL  ANN  A  CLOTH 
Is  the  aptly  chosen  name  given 
to  this  charming  new  bedroom 
chintz  shown  in  both  plain  and 
fancy  effects.  This  fabric 
comes  in  four  different  colored 
grounds  and  the  plain  chintz  it 
designed  to  be  used  together 
with  the  patterned  variety 
shtwing  conventional  nosegays 
to  create  unusual  interior  ef- 
fects in  draperies.  Shown  by 
courtesy  of  Dalu  &  Morine,  Ltd., 
of  Montreal. 

patterns.  The  lace  is  shown  in  insertion 
style  only,  the  necessary  finish  for  the 
edges  being  obtained  by  the  use  of  cot4 
ton  fringes  to  match.  Three  designs  are 
shown,   of   the   usual    floral    type,   on   a 
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Here  is  something  new  in  Ayr- 
shire curtains.  With  the  demand 
for  novelty  motif  effects  British 
manufacturers  have  been  turning 
their  attention  to  wash  materials 
of  this  type  which  are  very  at- 
tractive as  well  as  inexpensive. 

15705— Ground  of  8  pt.  filet  in 
ivory  finish.  A  motif  in  caronet 
pattern  is  inserted,  its  cream  or 
arab  color  being  most  effective 
cnainst  the  white.  Lace  and  in- 
sertion are  also  used  as  trimmings 
in  this  curtain. 

15706 — 10  pt.  filet  net  ground 
in  plain  double  thread  weave  with 
sq  tare  motif  piece  inserted  and 
lace  edge.  Another  effective  use 
of  cream  on  an  ivory  ground. 

Shown  by  the  Alexander  Jamie- 
son  Co.,  T.oronto — The  Jamieson 
Line  of  Canada. 


The  Versatile  Paul  Poiret 


PAUL  POIRET,  the  world-famous 
Parisian  designer,  is  said  to  be  one 
of  the  greatest  personalities  before 
the  public  eye  today.  His  is  that  very 
rare  combination  of  talent  and  success. 
He  is  one  of  those  geniuses  whose  artis- 
tic developments  have  not  overshadowed 
his  ability  to  make  money. 

Poiret  is  not  only  a  designer  and  cout- 
urier. His  remarkable  talent  has  found 
many  other  ways  of  expressing  itself. 
He  can  distil  a  perfume  and  make  the 
bottle  into  which  it  is  poured — a  bottle 
which  is  a  work  of  art.  He  is  a  land- 
scape gardener  of  great  fame  in  France. 
He  has  staged  and  directed  several 
plays,  organized  seasonal  fetes  and 
opened  some  of  the  most  charming  tea- 
shops  in  Paris.  Lastly,  he  is  a  decorator, 
not  alone  of  women's  gowns  and  hats 
but  of  interiors. 

Revolutionized    the   World   of   Color 

To  this  designer  belongs  the  distinc- 
tion of  introducing  black  into  women's 
costumes.  It  was  only  the  courage  of 
a  Foiret  which  could  make  sombre  black 
a  color  over  which  the  whole  feminine 
world  would  rave.  He  was  not  satisfied 
with  it  in  wearing  apparel  alone;  he  in- 
troduced it  into  furniture  and  hangings. 
One  of  Poiret's  recent  creations  has 
caused  much  talk  in  Paris  of  late.  It  is 
a  mural  decoration  in  a  restaurant. 
There  is  a  night  sky  painted  with  im- 
mense white  clouds  and  a  golden  star  or 
two  and  on  the  opposite  wall  which 
backs  a  wide  alcove,  a  garden  is  latticed 
with  roses  and  hung  with  brilliant  crys- 
tal lights  to  afford  enticing  contrast. 
Another  establishment  for  the  decora- 
tions of  which  this  genius  was  sponsor, 
is  a  night  restaurant.  One  enters  it 
through  portal  hangings  and  then  pro- 
ceeds through  a  corridor  which  is  render- 
ed strangely  mysterious  by  means  of 
the  oddest  of  fabrics.  That  Poiret  has 
a  humorous  streak  is  evidenced  by  the 
painting  which  appears  behind  the  mus- 
ician's stand.     It  has  a  score  or  more  of 


black  faces  so  scarlet  of  lip  and  white  of 
eye  that  the  spectator  is  forced  to  break 
out  in  good-natured  laughter. 

Paul  Poiret  has  amassed  a  great  for- 
tune from  his  various  ventures.  His 
career  is  one  of  those  meteoric  ascents 
from  comparative  poverty  of  which 
everyone  likes  to  hear.  At  the  age  of 
eighteen  he  was  delivering  parcels  for 
a  Parisian  umbrella  manufacturer.  In 
those  days  he  used  to  make  sketches  of 
smart  and  original  frocks  and  to  visit, 
whenever  he  could,  famous  dressmakers 
such  as  Worth,  Doucet  and  Paquin.  He 
finally  obtained  employment  with  Dou- 
cet and  later  with  Worth  Brothers. 

It  was  only  a  matter  of  five  or  six 
years  before  "feeling  his  wings  so  strong 
that  he  must  fly  alone"  as  he  cleverly 
puts  it,  he  began  business  for  himself. 
He  did  not  open  an  ordinary  dressmak- 
ing shop  such  as  we  in  this  country 
would  expect,  but  turned  an  old  and 
dilapidated  house  into  a  beautiful  habi- 
tation with  terraced  gardens.  He  still 
occupies  this  dwelling,  using  the  first 
two  floors  for  his  salons  and  the  third 
for  his  home. 

The  house  and  gardens  fill  a  great 
space  not  far  from  the  winter  home  of 
the  French  president.  It  is  not  in  the 
quarter  where  most  of  the  famous 
dressmakers  have  their  establishments, 
which  fact  shows  again  this  man's  great 
desire  to  be  out  of  the  ordinary.  It  is 
said  that  when  people  enter  his  rooms 
to  buy,  they  immediately  lose  their  bus- 
iness-like demeanor  because  of  the  at- 
mosphere of  the  place  itself.  The  man- 
nequins who  stroll  leisurely  up  and  down 
make  one  forget  that  one  has  come  to 
buy  a  frock,  so  nonchalantly  do  they  per- 
form their  duties.  Then  there  are  the 
hangings  and  statuary  of  the  salons 
themselves.  Poiret  wants  everyone  to 
be  happy  and  he  makes  things  so  beauti- 
ful that  one  feels  glad  to  be  in  his  es- 
tablishment. 

Not   only  from  his   dressmaking  busi- 


ness does  he  obtain  a  large  revenue  but 
from  nearly  all  of  his  other  interests  as 
well.  His  tea-rooms,  his  dance  gardens 
and  his  perfume  industry  all  net  him 
tidy  incomes.  Some  of  his  endeavors  he 
has  started  just  as  a  relaxation  from  his 
regular  work  and  all  of  them  have  met 
with  remarkable  success  from  a  mone- 
tary standpoint. 

This  man  whom  Parisians  still  like  to 
call  'young  Poiret'  is  no  doubt  a  real 
child  of  fortune.  He  dared  to  walk 
where  angels  feared  to  tread  when  he 
had  the  temerity  to  set  up  a  business 
right  under  the  feet  of  the  most  famous 
couturiers  of  the  world.  Yet  it  is  not 
only  fate  which  has  been  kind  to  him,  it 
is  he  himself  who  is  responsible  for  one 
of  the  most  amazing  careers  in  modern 
business.  Granted  that  he  is  a  remark- 
able artist,  for  even  his  bitterest  oppon- 
ents marvel  at  his  genius,  the  fact  re- 
mains that  it  is  his  stupendous  energy 
which  has  been  the  keynote  of  his  suc- 
cess. His  vitality  is  said  to  be  tremen- 
dous also,  this  no  doubt  being  a  potent 
factor. 

Poiret  lives  for  a  part  of  every  year  in 
a  country  that  is  new  to  him.  He  studies 
that  country  from  the  standpoint  of  an 
artist,  assimilates  its  colors  and  color 
harmonies  and  comes  back  to  Paris  with 
ideas  which  are  always  new,  always 
startling-  and  always  art  to  the  finger- 
tips. He  loves  bold  figures  on  flat  sur- 
faces, quaint  foliage  and  queer  birds. 
Most  of  all  he  likes  black  combined  with 
other  colors.  This  harmony  of  colors  is 
Poiret  himself,  vigorous,  daring  and 
masterful. 

This  man  detests  interviews.  If  one 
meets  him  socially  or  is  fortunate  en- 
ough to  be  able  to  obtain  his  opinion  on 
matters  in  regard  to  dress,  some  idea  of 
the  man  may  be  obtained.  Otherwise  he 
will  not  talk. 

In  summing  up  the  meaning  of  success 
as  applied  to  Poiret,  there  seems  to  be 
no  limitation.  He  is  rich,  he  is  famous 
as  one  of  the  greatest  artists  of  his 
time,  he  is  remarkably  handsome.  More- 
over he  has  a  wife  who  is  as  famous  for 
her  personal  charm  as  for  her  beauty 
about  which  Faris  talks  considerably  and 
he  has  three  lovely  children.  What  more 
could  one  ask? 
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Announcing 

OUR  NEW  FALL  RANGE  OF 

}Daln)or"  CRETONNES 

CONVERTED  BY  DALY  &  MORIN,  LIMITED 

The  patterns  illustrated  here  anl  on  the  opposite  page  are  now  in 
the  hands  of  our  representatives.  The  exceptional  values  we  show  are 
even  more  pronounced  than  in  the  last  three  seasons.  We  advise  holding 
off  buying  until  you  see  this  range. 

DALY   &  MORIN,   LIMITED 

Manufacturers  and  Converters 
LACHINE  -  MONTREAL 
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W.  G.  EMMETT  &  CO. 

BEESTON  NOTTINGHAM 

Manufacturers    of 

Lace  Curtains 
Fancy  Nets 
Vitrages 
Brise  Bise  Blinds 

Agents: 

Messrs.  J.  Dudgeon  &  Company 

809  Unity  Building 

Montreal 


Cables: 

TOWELLINGS,  MANCHESTER 

A.B.C.  5th  EDITION 

THOS.  POTTER  &  SON 

LATE  ELI  LEES  &  CO..  LTD. 

MANUFACTURERS  OF 

WHITE,  GREY,  FANCY  TURKISH  AND 
HONEYCOMB 

TOWELS 

BATH     BLANKETS,     TERRY    CLOTHS, 

ROLLERINGS 

BLEACHED  TWILL  AND  PLAIN 

Sheets   and   Sheetings 
31,  MAJOR  STREET,  MANCHESTER 


AGENTS 


H.  WARD  DIBB  &  CO. 


MONTREAL  OFFICE 
SOS  NEW  BIRKS  BLDG. 
HARLING  &  EAST 


CARLAW  BUILDINGS 
SO  WELLINGTON  ST.  W. 

TORONTO 


Telegrams: 
'Wardibb,  Toronto. 


Telephone: 
"Adelaide  1802' 


LION.  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27m.,  30in.,  and  50in. 
casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex. 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 

George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 
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You  Can  Put  Linoleum  Rugs 

in  Every  Home  Right  Now! 

Every  dealer  should  be  wide-awake  to  the  tremendous 
selling  opportunities  that  exist  for  Linoleum  Rugs. 

Every  customer  is  a  prospect  for  Linoleum  Rugs  in  the 
summer  time.  Their  cool,  clean,  refreshing  appear- 
ance makes  a  big  appeal  to  housewives  in  the  warm 
weather. 

For  summer  cottages,  verandahs  and  porches  Linoleum 
Rugs  are  almost  indispensable.  It  is  for  you,  Mr. 
Dealer,  to  drive  this  truth  home  and  reap  your  harvest. 
Do.  not  let  your  stocks  run  low.  Many  attractive  new 
patterns  are  now  available — freshen  up  your  stocks 
with  them. 

Play  up  Linoleum  Rugs  in  your  window  displays. 
Show  them  up  to  advantage  in  your  Linoleum  Depart- 
ment. Send  to  us  for  some  of  our  attractive  show- 
cards  and  window  trims. 

Out  extensive  advertising,  telling  of  the  advantages 
of  Linoleum,  is  an  immense  help  to  you  locally.  Why 
not  link  up  with  this  advertising  by  inserting  adver- 
tisements in  your  daily  papers?  We  will  send  you 
electros  free  of  charge  for  illustrating  them. 


DOMINION  OILCLOTH  &  LINOLEUM  CO.,  LIMITED 

MONTREAL  -  CANADA 
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The 

Jamieson  Line 

of 

Scotch  Drapery  Fabrics 

TO  THE  RETAIL  MERCHANTS  OF  CANADA, 

Attention— House  Furnishing  Buyers. 


Gentlemen: 

The  Alexander  Jamieson  Company  of  Toronto  beg  to  tender  their 
thanks  to  the  retail  trade  of  Canada  for  the  hearty  support  they  have  given 
to  our  new  venture  during  the  past  eighteen  months. 

The  Jamieson  Line  of  Canada  is  now  fully  established  from  the  Atlan- 
tic to  the  Pacific  Coasts.  That  discriminating  buyers  appreciate  our  values 
is  evidenced  from  the  repeat  business  we  are  receiving  through  our  represen- 
tatives and  by  mail. 

Immediate    Shipment    From  Stock 

Our  stocks  have  been  considerably  augmented  during  the  past  few 
months,  and  we  are  in  the  unique  position  of  being  able  to  supply  a  com- 
plete assortment  from  stock  of 

Ayrshire   Novelty   Lace  Curtains,  Poplin  Reps, 

Bungalow  Nets,  filet  and  fancy  Sunfast  Casement  Cloths, 

weaves,  Cretonnes,    machine    and    hand 
Lace  Bedspreads  and  Shams,  block  printed, 

Sectional  Panelling,  Damasks, 

Cream  and  Colored  Madras,  plain  Tapestry  Table  Covers, 

bordered  and  in  Curtains,  Silk  Madras,  Etc.,  Etc. 

Our  exclusive  designs  and  colorings,  especially  in  black  and  colored 
warp  Madrases  have  created  favorable  comment,  and  our  prices,  consistent 
with  quality,  have  met  with  hearty  support. 

We  respectfully  solicit  the  continuance  of  your  patronage.  When  in 
town  call  at  our  sample  rooms  or  make  your  selections  from  our  represen- 
tatives. 

Yours  faithfully, 

ALEXANDER  JAMIESON  &  COMPANY, 

55  Bay  Street,  Toronto,  Ont. 

P.S.  The  front  cover  design  of  this  month's  "Dry  Goods  Review" 
illustrates  four  of  our  leading  creations. 
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Sell  Them  COMFORT 

One  of  the  best  ways  to  sell  a  KENWOOD  All-Wool  BED  BLANKET  is  to  sell  the  customer  Comfort 

LIGHT  WEIGHT  bedding,  as  everyone  knows,  is  the  most  healthful,  provided  it  is  WARM. 

Picture  the  Comfort  of  Kenwood's  ALL  WOOL  LIGHTNESS  and  WARMTH— ONE  Kenwood  is  as  warm  as  TWO 
double  blankets — is  easier  for  the  housewife  to  handle,  easier  to  wash,  has  more  body  and  strength  to  give  long  wear. 

Then,  too,  there  is  Comfort  in  just  the  feel  of  Kenwood  soft,  fleecy  wool  texture. 

And — it  is  a  part  of  Comfort  to  know  Kenwoods,  being  pre-shrunk,  will   keep  shape  and   size  though  laundered  fre- 
quently— will  long  outwear  ordinary  blankets. 


Kenwood 


KENWOOD    MILLS,  Ltd. 


Arnprior,  Ontario 


Products 


FACTS  THAT  WILL  HELP  YOU  SELL  MORE  BLANKETS 


1 — KENWOOD  Blankets  are  made  in  Canada  by  Can- 
adian workmen. 

2 — Nothing:  but  pure  new  wool — virgin  wool — wool 
selected  for  its  warmth,  lightness  and  strength — goes 
into  a   Kenwood   Blanket. 

S — Kenwood  Blankets  are  woven  108  inches  wide  and 
shrunk   28   in«he*   at   the  mill — As   a   result   Kenwood 


Blankets  are  easy  to  wash  and  they  retain  shap*  and 
size. 

4 — This  shrinkage  also  gives  body  to  the  blanket — makes 
it  firmer,  stronger  and  increases  ^ts  years  of  use- 
fulness. 

5 — .Kenwood  eolors  do  not  fade — dyes  are  permanent. 
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Prepare  For  The  Fall  Decorating  Season 

In  the  choice  of  artistic  interior  decorations,  the  matter  of  draperies  stands  second  to 
none.  It  will  be  to  your  advantage  to  have  a  complete,  attractive  stock  in  every  line 
to  meet  brisk  buying  this  Fall. 

To  ensure  a  good  assortment  at  lowest  prices,  the  selection  of  your  stock  should  be 
made  at  once.    Our  range  of 

CHINTZ 

CRETONNE 

SHADOW  CLOTH 

CURTAIN  NETS 

CURTAIN  SCRIMS 

is  most  extensive.  Our  Curtain  Nets  range  in  variety  from  the  comparatively  plain 
patterns  up  to  exquisitely  artistic  designs  in  tapestry,  floral,  and  conventional  effects. 
Our  Chintzes  and  Shadow  Cloths  are  beautifully  harmonious  in  shading,  including  de- 
signs in  both  the  subdued  and  the  more  brilliant  colors — both  lines  being  greatly 
favored  at  present. 

The  durability  of  the  fabrics  is  ensured  by  their  splendid  quality.  Our  prices  and  our 
service  will  prove  satisfactory.  We  solicit  your  patronage.  Don't  fail  to  see  our 
range  when  our  representative  calls  on  you. 

We  SPECIALIZE  in 

HANDKERCHIEFS,   LACES   and   CURTAIN  GOODS 

Lace  Goods  Company  Limited 

79  Wellington  St.,  West  Toronto 

Importers  and  Manufacturers'  Agents 
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SERVICE! 


AND 


MORE  SERVICE!! 


▼▼hot  of  the  sales  you  have  lost  for  lack  of  curtains  for  wide  or  extra  long 
windows?  There  are  many  wide,  high  windows  needing  large  curtains.  Secure 
the  sales  for  such  curtains  by  drawing  from  our  stock  in  Montreal.  Samples  and 
prices  on  request.  The  curtain  illustrated  below  is  but  one  of  several  of  our  stock 
numbers  in  unusual  sizes.     You  can  have  cheaper  or  better  grades. 

R©ItiCItibcr !  we  carry  a  huge  stock  of  all  grades  of  curtains  and  curtain  nets, 
in  Filet,  Filet-Crochet,  Ariston,  Tourraine  and  Nottingham  weaves,  in  color  tones 
of  White,  Ivory,  Ecru  and  Linen.  Get  in  touch  with  Birkin  Canadian  Service  for 
quick  deliveries  from  Montreal  stock,  also  for  import  from  England. 


No.    3960     • 
IN  STOCK. 

53"  x  2i/2  yds.  $3.25  pr. 
53"  x  3  yds.  $3.90  pr. 
53"  x  31/2  yds.  $4.50  pr. 
58"  x  3i/>  yds.  $5.50  pr. 
.58"  x  4       yds.  $6.25  pr. 


m 

,  ■ 


Most  of  these  sizes  may 
be  had  in  White,  Ivory 
or  Ecru. 


T.  I.  BIRKIN  <fe  CO. 

of  Nottingham,    Eng. 

275  CRAIG  ST.  W.,   MONTREAL 

(around  the  corner  from  Victoria   Square) 


C.  W.  WILLIAMS,   Manager  for  Canada 
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We  Have  the  Largest  Stock 

of  Drapery  and  Lamp  Shade  Trimmings 

IN  CANADA 

WE  MANUFACTURE 

CRETONNE  EDGINGS        SILK  EDGINGS 
BALL  FRINGES  METAL   GALLOONS 

LAMP  SHADE  FRINGES 

and  Drapery  and  Lamp  Shade  Trimmings    of 
every   description 

NEW  PRICES 

We   are  pleased   to   announce   new   prices   going  into   effect 
immediately.     Write  for  our  new  printed  price  list. 

Representatives : 


Western  Ontario   and   Far  West: 

Walter  Hamlet 


Toronto  and  Eastern  Ontario: 
George  W.  Dunlop 


Toronto  Warehouse: 

Harding  P.  Thomas, 
Managing  Director 


Montreal: 

R.  C.  Poyser, 

417  King's  Hall  Bldg., 

St.  Catherine  St.  W.,  Montreal,  Que. 


Quebec  Province: 

Ernest  Hamel, 

66  Rue  de  l'Eglise, 

Quebec  City 


Morris  Bern  hard  Co.  (Canada),  Ltd. 
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OVER 
PIR!       /  \     ONE  HUNDRED 

.IRISH  LINEN  VSHAMR0CK7   and  SIXTY  YEARS 

REPUTATION 

LOOK  FOR  THE  SHAMROCK  WOVEN  IN  THE  CORNERS 


A  Seal  that  is  Ever  Reliable 

It  means  superb,  lustrous  texture,  beautiful   designs,   and   long,  faithful   ser- 
vice— combined  to  create  the  finest  grade  of  Linens  obtainable. 
Our  range  of  Household  Linens  and  Handkerchiefs   for   immediate   and   Fall 
delivery  is  now  complete. 

We  cordially  invite  you  to  visit  our  warehouse    when   on  your    Fall    buying 
trip. 

JOHN  S.  BROWN  &  SONS  (CANADA)  LIMITED 

80-82  Wellington  St.  West  TORONTO 


WHERE  TO  GET  THE  BEST  MADRAS 

BEST  for  MATERIAL 

Only  the  very  finest  cotton  used. 

BEST  for  FINISH 

Our  employees  are  experts,  and  therefore  produce  artistic 
workmanship. 

BEST  COLOR  SCHEMES 

Large  variety  of  colors  in  patterns  to  choose  from. 

GUARANTEE 

We  guarantee  every  article  against  fading  through  ex- 
posure  or  washing. 

Send  for  particulars  and  prices  to  our  Canadian  Repre- 
sentative 

GABRIAL  S.  YOUNG 

Room  303,  Southam  Buildings, 
128  Bleury  Street, 

Montreal 

Messrs.  Morton  Brothers,  Ltd. 

Madras  Manufacturers, 

Darvel,  Scotland 
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5^?  Marconi  Bentleys 


ITace  Window 
Decorations  by 
D0BS0NS  and 

MBROWNE&ei? 

(The  Amalgamated  Flrm^ 

Wholesalers  and 
Importers  onK: 

•  Factories--" 

Meadows  MiliNottingriam 
»    ,1    o     j-      Tnrir 


Beeston  ■ 
Victoria  MiUsJ)raycott 
Burn  Road  Mills, 
•  DarvelK-B." 

■Head  Of  fices:- 
Station  Street 


Stevenson,  Anderson 
&  Company,  Limited 

DARVEL,  AYRSHIRE 

Tel.  Add.  "Cross"  Darvel 

Manufacturers  of 

LACE  CURTAINS,  CURTAIN  NETS, 

ALL-OVER  NETS,  BRISE  BISE, 

LACE  BEDSPREADS,  etc. 

FILETNETS 

a  special  line. 

See  our  Range  at  our  Agents. 

NELSON  &  YOUNG 

28  Wellington  St.  W. 
TORONTO 


ables  :-Brun,Nottingham.Eng. 


Direct   Canadian   Representative 
MR.  A.  J.  BURROWS 


Could  you  retire  in  20  years? 

Perhaps  you  don't  want  to — but  all  the  same  it  is 
a  very  pleasant  feeling  to  have  enough  gilt-edged 
securities  tucked  away  that  if  business  does  get 
troublesome  you  haven't  the  slightest  worry. 

The  big  point  is  this — profit  is  not  profit  until  it 
is  safely  invested  and  bearing  interest.  There  is  s« 
much  of  the  average  merchant's  earnings  that  are 
frittered  away  in  non-essentials,  when  he  might 
create  an  estate  separate  from  his  business  load. 

THE  FINANCIAL  POST  points  the  way  to  safe, 
Bane  investment  in  sound  securities.  Through  the 
Investors'  Enquiry  Service  you  get  the  bed-rock 
facts  behind  any  and  all  investments.  Before  you 
buy — write. 

The  $5.00  invested  in  THE  FINANCIAL  POST 
service  for  a  year  will  mean  hundreds  of  dollars  to 
you,  if  you  follow  the  hints,  tips  and  suggestions  in 
the  investment  of  your  profits.  When  so  many  mer- 
chants have  found  its  pages  valuable  to  them,  will 
you  not  fill  in  the  coupon  and  find  out  for  yourself 
just  how  valuable  THE  FINANCIAL  POST  can  be 
to  you? 


THE    FINANCIAL    POST, 
143  University  Ave., 

Ttranto,    Ont.  1922 

On  the  understanding  that  THE  FINANCIAL  POST  hold* 
just  the  facta  I  need  for  safe  investment,  you  may  send 
me  a  recent  issue.  If  I  decide  not  to  take  it.  I  will  write 
you  within  five  days — otherwise  you  may  bill  me  for  $5, 
subscription    price    for    one    year. 

Name     

Address     
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Don't  Let  It  Happen 

THIS  Fall 


A  HOST  of  dealers  lost  business  last  Fall  because  they  dis- 
regarded warnings  to  stock  up  for  a  sudden  demand. 

Don't  let  it  happen  again  this  Fall.     Take  stock  of  your 
requirements,  now! 

To  make  sure  of  delivery  of  your  supply  of  Torfeaco  Down 
Comforters,  Pillows,  etc.,  let  your  wholesaler,  or  let  us  know 
what  you  will  need,  and  get  in  your  shipments  early. 

Torfeaco  Comforters,  Pillows  and  Cushions 

They  are  sanitary  because  absolutely  new  fillings  and  materials 
are  used.  Indeed,  all  fillings,  though  new,  are  thoroughly 
steamed  and  sterilized  before  used. 

All  Torfeaco  Down-filled  Comforters  are  ventilated  and 
guaranteed  downproof. 

Torfeaco  Comforters  are  Canadian-made,  and  the  guarantee 
that  goes  with  them  assures  the  consumer  that  there  is  nothing  to 
equal  them  on  the  market. 


Our  full  line  includes — Down,  Cotton  and  Wool-filled 
Comforters,  Fancy  Chesterfield  Cushions,  Cushion  and 
Cosy  Forms,  Mattress  Pads,  Bed  Pillows,  Leatherette 
Life-Saving  Boat  Cushions,  Verandah  Cushions,  etc. 


See  your  wholesaler  or  write  us  direct.      But  do   it   early. 


&  Limited. 

2154-6-8  DUNDAS  STREET  WEST,  TORONTO,  ONT. 


142 


READY-TO-WEAR 


Dry  Goods  Revhto 


The  Paris  Bride  in  Review 

Getting  Married  Seems  to  be  "A  Catching  Disease"  in  Paris — 

Description  of  Dresses  Worn  by  the  Bride,  the  Bridesmaids,  and 

the  Bride's  Mother — Fashionable  Silk  Fabrics — Bridal  Gifts  of 

Cushions,  Lampshades,  Etc. 

Written  Specially  for  Dry  Goods  Review  by  Our  Paris  Correspondent 


Paris,  June,  1922 
Dear  Mr.  Editor, 

As  mentioned  in  my  last  letter,  I  will 
devote  this  mail  to  weddings,  trousseaux 
and  wedding   presents. 

I  daresay  it  is  everywhere  the  same, 
rsince  the  War,  but  here  marrying  has 
become  "a  catching  disease"  as  old 
grumbling  bachelors  will  say!  You 
come  across  nothing  but  young  mar- 
ried couples  or  engaged  ones.  It  is 
quite  a  mystery  to  me  how  they  man- 
age it,  since  vacant  rooms  are  not  to 
be  had,  and  furniture  simply  impossible 
to  get  at  decent  prices,  Still,  so  it  is. 
And  consequently,  dressmakers,  millin- 
ers and  trousseaux  manufacturers  are 
very  busy. 

The   Bridal   Dress 

The  present  fashion  for  long  chemise 
dresses  is  very  suitable  to  make 
brides'  dresses.  These  are  almost  all 
made  according  to  the  same  shape,  that 
is  a  long  tunic,  with  an  oval  neckline, 
long  "middle  ages"  sleeves,  a  girdle  of 
orange  blossoms  at  the  waist  line  which 
is  kept  fairly  low.  Perhaps  the  neck- 
line may  have  also  a  tiny  garland  of 
white  flowers,  or  simply  some  open 
work.  A  very  long,  fairly  wide  straight 
panel  hangs  from  the  shoulders,  be- 
hind the  back,  to  make  the  train,  for 
these  are  getting  fashionable  again,  and 
there  is  no  doubt  that  the  present  bride 
looks  more  majestic  than  when  she  had 
a  short  girlish  dress.  The  veil  is  gener- 
ally plain  net,  not  covering  the  face, 
and  displayed  quite  flat  on  the  head, 
where  it  is  held  in  place,  either  by  a 
narrow  garland  of  orange  blossoms,  or 
a  fine  lily  on  each  side,  joined  by  a 
silver  ribbon,  very  narrow. 

Silver   Cloth   for  Trimming 

A  few  months  ago,  silver  cloth  was 
extremely  fashionable  as  wedding 
gowns.  Now,  it  comes  in  more  as  trim- 
mings than  anything  else,  and  crepe  de 
chine,  charmeuse  or  silk  crepe  marocain 
are  preferred. 

Bridesmaids   Dress   Differently 

As  regards  the  bridesmaids'  gowns 
here,  they  are  not,  as  a  rule,  all  dressed 
alike.  Various  shades  are  selected,  and 
the  bridesmaids  only  agree  between 
themselves,  so  that  one  color  does  not 
ruin  the  effect  of  another;  for  instance, 
if  one  chooses  pink,  others  will  try  not 
to  select  the  same  shade,  darker  or  pal- 
er. They  will  try  to  get  others.  The  new 
shades  of  pink,  blue  and  mauve  which 
were  already  shown  last  Summer  at  a 
big  dressmaker's  place,  are  now  quite 
fashionable  for  these  purposes:  they  are 


cyclamen  pink,  periwinkle  blue  and  par- 
ma  violet.  The  three  are  of  a  very  sub- 
dued shade,  most  beautiful  in  charmeuse, 
very  delicate  in  hue  in  taffetas  which  is 
of  a  changing  color,  and  extremely  pret- 
ty in  crepe  de  chine  also. 

The  youngest  bridesmaids  have  very 
simple  tunics  without  any  sleeves,  and  a 
girdle  at  the  waist.  Their  hat  is  gen- 
erally a  capeline  trimmed  with  the  same 
birdie,  and  they  have  flat  patent 
pumps  with  white  socks.  This  is  for 
children.  The  boys  are  clad  in  pretty 
velvet  suits,  with  short  pants,  plain  vests 
and  a  beautiful  white  lace  collar. 

Taffetas   for   Young   Bridesmaids 

Young  ladies  bridesmaids,  in  their 
teens,  wear  stylish  dresses  composed  of 
a  very  flat  fitting  bodice,  trimmed  with 
a  garland  of  roses,  and  a  very  wide  long 
skirt,  reminding  one  of  the  crinoline, 
also  trimmed  with  two  rows  of  roses, 
one  just  at  the  waistline,  the  other  be- 
low, around  the  hips.  Taffeta  is  gener- 
ally adopted  for  such  dresses  which  must 
be  fairly  stiff.  A  pretty  hat,  either  made 
of  the  same  material  as  the  dress,  or  of 
straw  with  only  the  trimming  matching 
that  of  the  gown,  and  bridles  finishes  the 
"toilette"  very  daintily. 

Their  elders  will  have  long  flat  "robes 
chemises,"  very  simple  in  shape,  but  fine 
as  regards  material,  charmeuse,  or 
crepe  marocain.  At  a  recent  wedding,  I 
saw  a  very  pretty  toilette  thus  devised: 
a  long  dress  as  mentioned  above,  with 
an  oval  neckline  trimmed  with  narrow 
bands  of  charmeuse,  same  shade  as  the 
dress  which  was  of  most  delicate  peri- 
winkle hue,  worked  in  serpentine  motifs, 
long  waist,  with  five  daisies,  in  the 
same  material,  on  each  side,  joined  by 
means  of  a  girdle  exactly  the  same.  No 
sleeves  to  speak  of,  as  the  greater  part 
of  the  arm  was  bare.  The  hat  was  a  very 
large  capeline  of  the  same  material  and 
trimming.  That  dress  was  worn  by  a 
very  dark  girl,  with  a  brownish  com- 
plexion, and  it  suited  her  very  well.  In 
fact  she  was  one  of  the  best  of  that  wed- 
ding. 

Bride's  Mother 

The  bride's  mother  will  have  a  dress 
made  of  silk  and  lace  of  the  same  color, 
sometimes  dark,  or  purple,  or  silver 
grey,  or  tango,  if  she  is  young  enough 
to  stand  such  a  color.  Her  dress  will  be 
straight,  with  lace  flying  panels,  and 
long  lace  sleeves.  Her  hat  may  be  a 
toque  of  black  crinol  or  satin,  trimmed 
with  fine  feathers.  Elderly  ladies  will 
care  for  jet  as  trimings  on  net  or  lace 
dresses. 

As  regards  shoes,  if  stockings  are  of 


the  color  of  the  dress,  then  black  patent 
kid  will  be  adopted,  either  in  pumps,  or 
dainty  shoes  with  many  straps.  With 
white  gowns,  of  course,  white  shoes 
must  be  adopted,  but  with  the  periwinkle 
dress  described  above,  the  best  would  be 
very  light  grey  suede  shoes  with  stock- 
ings to  match;  white  shoes  would  look 
more  common,  and  patent  kid  does  not 
agree  with  that  kind  of  blue,  even  if  the 
stockings  match  the  dress. 

As  regards  trousseaux,  there  is  noth- 
ing very  special  to  mention  this  sum- 
mer, as  the  same  shapes  and  materials 
are  very  much  the  same  as  described  in 
my  previous  mail  on  the  subject. 

Silk  Fabrics  Popular 

All  silk  fabrics  in  light  shades,  nain- 
sook are  still  very  fashionable,  as.  well 
as  voile,  in  empire  shape  chemises,  very 
short,  with  little  trimmings,  just  a  bit 
of  embroidery  here  and  there,  openwork 
in  many  instances,  net  as  bordering. 
Pants  are  very  short,  all  closed,  and 
trimmed  like  the  chemises.  Night  yowns 
have  very  short  sleeves,  when  any,  and  a 
ribbon  threaded  at  the  waistline.  Milan- 
ese silk  comes  in  quite  extensively  in 
petticoats  and  combinations.  Taffeta 
petticoats  seem  to  be  in  demand  again 
with  the  longer  style  of  skirts,  but  they 
are  quite  flat. 

Boudoir  caps  are  still  the  object  of 
much  fancy,  and  every  bit  of  lace  and 
ribbon  is  made  into  a  pretty  bonnet. 

Pyjamas  are  getting  quite  popular 
nowadays,  and  most  of  them  are  made 
of  elaborately  printed  materials;  cotton 
crepe  is  one  of  the  most  favoured  for  the 
purpose. 

Bridal  Gifts 

Regarding  the  presents  made  to  a 
bride  apart  from  the  beautiful  crockery, 
and  silver  spoons  and  forks,  whicn  are 
usually  given  by  the  relatives,  it  is 
quite  common  now  to  give  some  lovely 
cushions,  made  of  silk  with  a  fine  inser- 
tion brocade,  new  electric  lamps  made  of 
an  ancient  flower  vase,  in  china  with 
beautiful  designs  with  a  lampshade  in 
a  dome  shape,  made  of  silk  reproducing 
the  designs  of  the  lamp,  carefully  hand- 
painted.  This  is  the  newest  way  of  get- 
ting original   lampshades. 

Fans  of  ancient  lace  with  delicate 
paintings,  nice  pads  in  leather  with  hand 
engravings  and  paintings,  do  also  quite 
well  for  wedding  presents,  as  well  as  tin 
bowls  embossed  to  imitate  the  old  jugs, 
that  are  coming  into  fashion  again. 
Needless  to  say  that  real  lace  in  quantity 
and  even  a  pretty  lingerie  set  are  al- 
ways received  with  great  pleasure. 
Yours  trulv, 

JEANNE  GSELL 
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Position  Creates  Sales  of  Blouses 

Oppenheim  &  Collins  of  Buffalo,  Specialty  Shop, 

Find  That  Placing  Blouses  on  Main  Floor  Greatly 

Increases  Sales — Will  Not  Exchange  Sweaters — 

Quick  Sale  of  Windows  Adds  to  Sales  Volume 


OPPENHEIM  and  Collins  who  op- 
erate stores  in  six  cities  in  the 
United  States  call  their  branches 
specialty  shops  rather  than  department 
stores.  Although  they  cover,  in  most 
cases,  a  half  city  block  and  have  sever- 
al floors,  they  sell  only  women's  ready- 
to-wear  lines.  This  includes  everything 
from  handkerchiefs  to  suits  and  dresses 
— all  lines  not  requiring  to  be  made  up. 
One  department  which  has  brought 
this  house  fame  all  over  the  country  isi 
the  waist  department.  Even  in  days 
when  dresses  a:e  worn  to  a  great  ex- 
tent, the  Oppenheim  and  Collins  stores 
sell  a  large  quantity  of  blouses.  The 
manager  of  that  seccion  in  the  Buffalo 
store,  says  that  much  of  this  business 
is  due  to  their  being  placed  on  the  main 
floor.  This  is  a  rule  which  is  closely  ad- 
hered to  in  every  one  of  their  stores. 
Blouses  are  bought  in  a  hurry  jus;:  as 
often  as  stockings  and  gloves  are. 

Sweaters  art  also  kept  on  the 
ground  floor.  These,  like  waists,  can 
be  easily  tried  on.  For  women  who  like 
to  fit  these  in  private,  there  are  dress- 
ing rooms  in  the  department. 

No  Exchange  On  Sweaters 

This  store  does  not  allow  customers 
to  exchange  silk  sweaters.  The  man- 
agement say  that  when  these  are  car- 
ried home  and  tried  on  several  times, 
they  are  pulled  out  of  shape  even  when 
no  thread  is  broken.  They  believe  that 
no  business  is  lost  by  this  rule  because 
sales  girls  are  instructed  to  impress  it 
on  customers.  Although  service  is 
stressed  here,  the  manager  of  the 
sweater  department  says  that  people  do 
not  appreciate  service  which  means 
actual  loss  to  a  firm.  They  take  ad- 
vantage of  leniencies  to  an  alarming  de- 
gree and  in  the  end  respect  the  house 
which  will  not  be  imposed  upon.  That 
is  the  main  reason  for  not  permitting 
exchanges   in  certain  departments. 

Silk  lingerie  is  on  the  main  floor. 
It  is  more  often  bought  by  size  than 
actual  fitting.  Placed  very  near  the 
the  waists,  it  is  looked  at  as  an  after- 
thought many  times.  To  women,  more- 
over, there  is  a  fascination  in  looking  at 
pretty  lingerie  and  many  customers 
come  into  the  store  because  these  things 
are  placed  conveniently  on  the  ground 
floor,  who  would  not  if  they  were  up- 
stairs. 

One   Line   In   Window 

As  a  rule  every  window  trim  is  based 
on  the  unit  idea.  There  is  a  complete 
window  of  blouses,  of  hosiery,  of  dresses 
or  of  hats  but  rarely  are  these  mixed. 
This  is  following  the  policy  that  it  is 
better  to  show  a  complete  range  of  one 
line    than    a    few    of    several. 

Such   is   not   posible  where   a  window 


is  changed  only  once  or  twice  a  week 
but  in  the  Oppenheim  and  Collins  stores, 
windows   are   changed  every  day. 

This  firm  does  not  emphasize  sales. 
It  believes  in  conservative  selling  at  a 
quick  turnover  price,  ever  day  of  the 
year.  Too  many  sales,  says  one  man 
ager,  cultivate  the  spirit  of  waiting  for 
bargains.  Stores  which  have  a  great 
many,  are  in  danger  of  doing  little  busi- 
ness on  ordinary  days. 

Some  Lines  Poor  Sellers  On  Main  Floor 

Though  this  house  is  in  every  sense 
a  specialty  shop,  its  size  places  it  in 
the  class  of  department  stores.  For 
this  reason,  the  management  will  not  al- 
low such  lines  as  hats,  suits  or  dresises 
to  be  sold  downstairs.  In  a  millinery  or 
dress  shop  where  those  entering  the 
the  store  are  interested  only  in  one  or 
two  lines,  this  policy  is  all  right  but  in 
their  store  where  hundreds  are  passing 
in  and  oui  to  buy  other  things  it  is  not. 
Things  which  they  believe  require  sur- 
roundings and  to  which  customers  are 
willing  to  give  plenty  of  time  in  pur- 
chasing, are:  hats,  dresses,  suits,  coats, 
shoes  ,corse;s,  and  furs.  These  are  kept 
as  much  as  possible  on  one  of  the  uppe.' 
floors  or  at  least  off  the  beaten  track. 


Novelty  Suits 

Best  Sellers 

Buffalo     Merchandise      Manager      Says 

Merchants    Have   to   Watch    Closely 

Their  Suit  Business 

"Women's  suits  stop  selling  in  a  day 
and,  provided  one  can  tell  when  that 
day  is,  they  are  good  stock  to  handle," 
says  Mr.  Lowrie,  merchandising  manag- 
er for  the  J.  N.  Adam  Co.,  of  Buffalo. 
"I  am  not  referring  to  sports'  suits, 
which  have  a  certain  demand  all  season 
round  but  to  the  type  formerly  consid- 
ered staples — the  suit  of  the  serge  and 
trocotine  variety. 

"No  matter  how  strongly  these  suits 
may  be  pushed  by  designers  and  manu- 
facturers each  season,  I  think  it  will  be 
a  long  time  before  women  will  again 
regard  them  as  the  most  essential  part 
of  their  wardrobe.  The  day  when  the 
navy  suit  was  the  most  important  item 
is   gone. 

"There  are  two  things  which  are  re- 
sponsible for  this  placing  of  suits  in  a 
secondary  place  in  ready-to-wear  mer- 
chandise. They  are  motoring  and  fur 
coats.  The  fur  coat  is  put  on  early  in 
November  and  comes  off  about  the  end 
of  March.  During  that  time  women  are 
afraid  to  change  from  fur  to  cloth  as 
they  did  formerly,  when  many  well- 
dressed  women  wore  heavy  suits  all 
winter   through.     Previous      to    Novem- 


ber, there  are  only  about  six  weeks,  as 
the  seasons  come  lately,  when  suits  can 
be  comfortably  worn.  During  that  per 
iod  motoring  plays  havoc  with  them. 
Suits  will  not  stand  up  against  dust 
like  coats  will,  particularly  the  sports' 
coats  worn  these  days.  Moreover,  wo- 
men seem  not  to  fancy  suits  when  rid- 
ing in  cars. 

"The  same  applies  to  the  spring  sea- 
son. This  year,  suits  stopped  selling 
the  last  two  days  of  May  and  they  have 
never  come  back.  Until  then,  that  is 
from  the  early  part  of  April,  we  did  a 
splendid  business.  The  whole  thing 
these  days  is  to  sense  the  length  of 
time  they  will  last.  They  are  still  a 
good  staple  line  for  the  merchant  who 
watches  his  stock  from  day  to  day  but 
they  are  dangerous  for  him  who  does 
not  work  for  a  quick  turnover." 

Sports'  Suits  in  the  Future 

The  homespun  and  tweed  suit  of  this 
season,  Mr.  Lowrie  believes,  will  grad- 
ually work  itself  into  the  class  of  stap- 
les. These  have  a  place  just  as  sweat- 
ers have.  With  women  playing  outdoor 
games  as  much  as  they  do  now  and  will, 
without  a  doubt,  in  the  future,  they 
really   cannot  be  done  without. 

He  does  not  expect  that  they  will 
move  as  fast  in  the  fall  or  next  spring 
as  they  have  in  the  season  just  closed 
but  he  does  think  that  they  fill  a  need 
which  women  have  learned  to  appre- 
ciate. There  were  many  buyers  who 
prophesied  that  the  sweater  craze 
would  die  down  at  the  close  of  the  war 
because  of  a  lack  of  interest  in  knitting, 
but  they  were  wrong.  Sweaters  have 
returned  each  season  in  a  new  form. 

The  fact  that  the  "navy  blue  idea  in 
suits,"  as  Mr.  Lowrie  calls  it,  has  gone, 
should  tend  to  increase  the  number  of 
sales  of  novelty  suits.  People  like 
novelty  in  these  as  in  most  other  ar- 
ticles of  wearing  apparel  nowadays,  and 
this  spirit  is  always  a  boon  to  business 
in  general. 


At  Glen  Farm,  Woodstock,  Ont.,  the 
office  staff  of  the  Harvey  Knitting  Co. 
gave  a  picnic  in  honor  of  George  E. 
Reid  who  is  severing  his  connection 
with  the  firm.  He  was  presented  with 
a  beautiful  Masonic  ring  by  his  hosts, 
who  wished  him  success  in  his  new 
work.  He  is  to  be  representative  for 
Woodstock  and  district  of  the  Imperial 
Life  Assurance  Company  of  Canada. 
Mr.  Reid  was  in  charge  of  the  cost  sys- 
tem of  the  Harvey  Knitting  Co.  and  was 
the  first  president  of  the  Woodstock 
Manufacturers  Soft  Ball  League. 


KENT-McCLAIN  AGAIN 
Keens  Limited,   Toronto 

Messrs.  Keens  Limited,  have  recently 
established  a  ladies'  and  children's  shop 
on  Yonge  Street,  just  south  of  Bloor. 
This  new  shop  is  equipped  throughout 
with  "INTER-PLACE-ABLE"  Unit 
Fixtures  and  "Dresden"  Silent  Sales- 
men finished  in  Mahogany.  All  were 
designed  and  built  by  Kent-McClain 
Limited,  (Toronto  Show  Case  Company). 


144 


READY-TO-WEAR 


Dry  Goods  Review 


D 


OES  a  Baby  Week  pay'1. 


ACCORDING  to  the  above  picture  it  would  seem  so,  for 
this  picture  shoivs  mothers  and  their  babies  gathered 
on  one  afternoon  {n  the  store  of  C.  H.  Smith  Company, 
Limited,  of  Windsor — one  afternoon  out  of  five,  for  it 
was  held  for  the  entire  week.  Baby  Week  has  done  a 
great  deal  to  popularize  the  Infants'  Department  of  the 
store.  It  shows  that  taking  an  i7iterest  in  the  community 
in  which  one  lives  brings  results  as  well  as  individual 
satisfaction,  for  Baby  Week  is  a  service  to  the  community 
as  a  whole  and  is  appreciated  by  the  entire  community  as 
such.  Hundreds  of  mothers  attended  this  Baby  Week, 
taking  advantage  of  the  free  lectures  given  by  medical 
men  of  Windsor,  and  evincing  a  real  interest  in  winning 
one  of  the  daily  prir.es  given  by  the  Company. 

'"pHE  FIRST  announcement  of  this  Baby  Week  was  made 
-*-  on  the  Friday  night  preceding  the  actual  event,  jol- 
lowed  on  Saturday  night  with  a  feature  Baby  Week  ad- 
vertisement giving  particulars  of  the  event.  Three  nurses 
were  given  charge  of  the  clinic,  weighing  the  babies  and 
giving  each  mother  two  books  on  baby  welfare  and 
care.     Each  afternoon  a  prominent  physician  gave  a  free 


lecture  on  subjects  of  interest  to  mothers,  lectures  that 
were  appreciated  by  the  mothers  as  indicated  by  their 
attendance  in  such  large  numbers. 

THREE  PRIZES  were  offered  each  day  to  babies  whose 
weights  were  nearest  those  chosen  by  Mayor  Wilson 
for  each  particular  day.  The  first  prize  was  $5.00,  the 
second  $3.00  and  the  third  $1.00  Besides  these  prizes,  a 
lucky  birthday  was  chosen  and  the  baby  whose  birthday 
came  nearest  to  this  date  got  a  $5.00  prize.  This  prize 
went  to  the  cunningest  little  darky  baby,  Clarence  Thomp- 
son by  name. 

THP]  NAMES  of  the  prize-winning  babies  were  announc- 
ed each  following  day  in  the  full  page  advertisement 
of  the  C.  II.  Smith  Co.,  and  on  the  same  page  the  speaker 
of  the  next  afternoon  was  announced. 

THE  INTEREST  aroused  was  more  than  evidenced  by 
the  number  of  baby  carriages  lined  up  in  front  of  the 
three  store  entrances  each  day,  as  well  as  the  crowded 
lecture  room  each  afternoon.  Doctors,  nurses  and  pat- 
ions  said  that  it  was  the  most  successful  baby  iveek  ever 
held.  Complimentary  references  to  the  broader  aspect 
of  the  Baby  Week  as  a  community  service  were  made  by 
th<'  local  papers. 


Fashion  Notes  From  New  York 


IN   suits  shown  for   :he     Fall,  browr, 
appears  to  be  one  of  the  strong  col- 
ors,  following    earlier   prophecies    of 
strength.       Its     suit     manifestation     i.? 
in  very  dark  shades  of  the  nut  variety. 

Black  also  appears  in  quantity  in  suit 
lines,  combined  with  light  colors,  such  as 
warm  topaz  yellow,  or  more  pastel 
tones  such  as  peach.  These  are  used  in 
three-piece  costumes,  for  the  coat  lining 
and  for  the  upper  part  of  the  dress,  look- 
ing like  a  light  blouse,  and  generally 
trimmed  with  the  black  suit  fabric. 

Suit  skirts  are  scheduled  to  remain 
about  eight  inches  from  the  ground  plain 
and    straight,    for    the    time    being;    al- 


though even  these,  it  is  said,  will  pro- 
bably be  longer  for  fall. 

HpALK  of  pleats  and  plaids  in  separate 
-*-  skirts  for  the  fall  bespeaks  a  sports 
or  semi-sports  use  for  this  garment,  de- 
manding suitable  waist  complement. 
Otherwise  fall  skirt  modes  are  inde- 
termined  and  a  matter  of  conjecture,  as 
it  is  reported  that  skirt  manufacturers 
have  been  kept  unusually  busy  by  sum- 
mer demands. 

/^X)AT  sleeves  are  shrinking  except 
*"*  for  the  dressy  coat,  but  wide  and  or- 
iginal cuff  treatments  are  continuing  to 
give  interest  to  the  sleeves. 


HpHERE  seems  to  be  a  tendency  away 
-*-  from  loosely  belted  treatments;  in 
fact  away  from  belts,  and  although  the 
draped  movement  caught  at  one  side, 
which  one  sees  in  dresses,  is  not  used, 
the  ornamental  clasps  which  one  sees 
on  dresses  to  hold  this  drapery,  are  a 
good  deal  seen. 

/TAPELET  coats  seem  to  continue  as 
^  popular  as  ever,  the  capelet  quite 
short,  usually  falling  in  points  at  the 
sides. 

pvARK  brown  and  some  dark  green 
*-*  are  talked  of  for  Fall.  There  is  a 
feeling  that  the  Parisienne  will  also  re- 
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vert  to  her  beloved  black  for  street 
wear  again  next  Fall,  lightened,  per- 
haps   by   trimming. 

f  ININGS  of  coats  and  suits  are  either 
in  self  tone  or  contrast,  the  latter 
often  coupling  two  shades,  and  the 
former  oft-times  being  finished  with 
"kicks,"   of  Persian   velvet. 

"Blocked  in"  linings  is  one  firm's  idea 
— the  self  material  of  the  garment  form- 
ing a  veritable  frame  around  the  lin- 
ing. 

A/fANY  of  the  wraps  are  sleeved,  but 
l**-  most  continue  to  have  wrappy  lines, 
although  for  Fall,  more  definite  coat 
shapes  are  talked  of.  Circular  skirt 
sections  are  commented  upon  as  neces- 
sary, if  this  influence  develops  in  dres- 
ses, but  for  the  most  part,  evening  dres- 


ses seem  to  be  taking  on  long,  slender 
draped  lines,  so  that  the  mantles  which 
wrap  closely  about  will  probably  con- 
tinue. 

HpHERE  is  a  lack  of  determination 
-*■  about  coat  lengths.  Some  hold  to 
the  coat,  straight  or  with  slight  flare 
at  bottom,  which  stops  several  inches 
above  the  long  dresses;  others  say  that 
the  coat  will  reach  the  hem  for  next 
Winter,  in  which  it  will  have  skirt  sec- 
tion joined  with  or  without  belt. 

HPHIN  collars  of  the  stand-away-from- 
-*-  the-neck  kind  are  largely  used,  but 
the  majority  are  of  the  double  turnback, 
shirred  into  the  neck  type  which  pre- 
serve a  draped  appearance. 

More  shawl     collars  are  shown     than 


had  been  expected,  and  yokes,  which 
are  either  entirely  concealed  or  made 
deep  enough  to  show  are  an  important 
point  toward  obtaining  the  proper 
"hang"  of  many  models. 

TT  IS  said  that  strong  preference  is 
■*■  being  shown  for  belted  models  on 
simple  lines  in  the  fancier  patterns, 
and  that  a  responsive  chord  has  been 
struck  for  imported  overcoatings  of  the 
more  pronounced   overplaid   types. 

Style  notes,  which  are  proving  high 
lights  in  the  line,  are  45  inch  lengths, 
three-button,  single  breasted  coats,  with 
flapped  patch,  as  well  as  muff  or  ulster 
pockets,  strap  finished  sleeves,  which 
may  be  gathered  in,  or  models  featur- 
ing parallel  stitching  around  the  bot- 
tom, on  pockets,  etc. 


Tailored  and  Formal  Styles  in  Blouses: 

Some  of  The  New  Models  Seen  in  Montreal 

Simplicity  and  Good  Taste  Are  Watchwords — New  Collar  Effect 
Called  the  "Collegiate" — White  a  Favorite  With  Many  Costume 
Colors  Following — Canton  Crepe  for  Frocks — Some  of  the  Mod- 
els Described 


THE  season's  style  dictionary  is  now 
an  open  book  to  the  retail  trade 
insofar  as  the  Fall  r^J-.to-wear 
is  concerned.  The  trend  is  definitely  es- 
tablished and  designers  are  now  busily 
engaged  in  putting  the  finishing  touch- 
es to  their  collections,  as  declared  by  the 
fashion  centres  of  Paris  and  New  York. 
The  question  of  blouses  is  all  impor- 
tant. Montreal  work  rooms  have  evolved 
exquisitely  lovely  ideas  in  both  tailored 
and  formal  style  which  are  characterized 
by  a  richness  of  quality  and  fineness  of 
workmanship  usual  in  this  branch  of 
ready-to-wear  trade.  One  firm  which 
specializes  in  hand  made  blouses  is 
showing  a  large  range  of  hand  made 
tailored  styles  developed  in  georgette, 
crepe  de  chine  and  various  fine  quality 
tub  silks,  including  the  new  English 
shirtings  smartly  striped  in  colors.  The 
favorite  trims  are  hand  drawn  work, 
fagotting,  knife  pleatings,  coarse  chain 
stitching,  Irish  lace  edges,  filet  inser- 
tions and  edges  and  self  ruffles  to  match 
the  blouse. 

The  Collegiate 

Simplicity  and  good  taste  are  the 
watch  words,  while  comfort  and  becom- 
ingness  are  well  assured  by  reason  of 
the  dainty  variations  of  tuxedo  collar 
effect  or  modified  puritan  called  "col- 
legiate" which  predominates  on  the  ma- 
jority of  fall  blouses.  It  has  been  found 
that  few  women  can  wear  the  puritan 
collar  with  success  and  therefore  the 
new  "collegiate"  design  is  certain  to  be 
enthusiastically  adopted  by  all  types. 
Its  chief  claim  lies  in  the  fact  that  it 
imparts  a  slightly  deep  V  at  the  throat 
instead  of  coming  right  up  to  the  base 
of    the    neck    and    designers    stress    the 


fact  that  this  style  is  almost  universally 
becoming. 

Although  white  is  the  leading  color 
for  fall,  there  are  any  number  of  cos- 
tume colors  represented  including  all 
such  fashionable  tones  as  mohawk,  navy, 
beaver  sand,  canna,  etc.,  in  adition  to 
all  the  pastel  colors,  especially  orchid  in 
all  its  variations.  Certain  sheer  geor- 
gette tailored  blouses  in  any  of  these 
pastel  tints  are  cleverly  trimmed  with 
half  inch  bandings  of  white,  stitched 
down  flat. 

French  Novelty  Blouse 

Shioze  silk  is  exceedingly  smart  in  ul- 
tra severe  models  fastening  with  a 
single  pear  button  and  comes  in  white 
mostly.  A  French  model  blouse  of  shell 
pink  georgette  was  cleverly  finished  at 
cuffs  and  all  down  the  front  by  accor- 
deon  pleated  self  frills,  cascading  in  rip- 
ples. The  jabot  front  blouse  is  still  fea- 
tured, especially  the  so-called  "double 
purpose"  style  with  broad  square  effect 
at  the  lower  edges  to  give  breadth  and 
fullness  to  slim  figures  as  well  as  flat- 
ness to  the  full  figure.  These  jabot  styles 
are  trimmed  with  broad  filet  lace  and 
can  be  had  up  to  size  48  from  stock. 

The  tie-back  blouse  seems  to  have 
waned  in  popularity  for  only  two  or 
three  of  these  models  were  shown  by  this 
maker,  the  majority  of  formal  styles  be- 
ing straight  line  "over  the  skirt"  models, 
with  little  demarcation  at  the  waist 
line. 

Hemstitching  and  drawn  work  was 
used  a  good  deal  on  fine  crepe  de  chine 
to  develop  these  models,  while  others  in 
suit  colors  were  heavily  beaded  in  steel 
and  bugle  beads  entirely  by  hand.  Won- 
derful   combinations    of   two    colors    de- 


veloped in  Canton  and  crepeonge  fabrics 
were  noticed,  the  crepeonge  being  set 
in,  in  the  form  of  long  narrow  panels 
fagotted  to  the  blouse  proper  and  were 
said  to  be  selling  well. 

The  price  range  of  this  firm,  including 
all    their   hand    made    models    will    vary 
between  $5  and  $20  wholesale     and     is 
decidedly  less  than  last  year's  figures. 
Frocks 

Turning  to  frocks,  the  impression 
gained  from  an  advance  showing  in  one 
Montreal  showroom  demonstrates  the 
fact  that  Canton  crepe  is  a  leading  fab- 
ric insofar  as  the  bulk  of  samples  is 
concerned.  One  manufacturer  stated  that 
90%  of  his  fall  models  were  developed 
in  this  fabric,  and  the  rest  in  tricotine 
and  crepe  de  chine.  Later  on,  however, 
the  percentage  of  heavier  cloth  will  in- 
crease with  the  advent*  of  colder 
weather. 

Trimmings 

Swiss  embroideries,  featuring  quite  a 
bit  of  metallic  thread,  are  used  to  form 
medallions  and  borders  on  several  frocks 
and  quantities  of  military  braids  are  em- 
ployed to  emphasize  the  military  ef- 
fect of  more  tailored  models.  Unusual 
girdles  of  silk  cord  caught  with  oxydized 
silver  clasps  are  used  on  a  number  of 
plain  styles,  while  very  narrow  leather 
belts  find  a  place  on  the  simple  trico- 
tine frocks. 

Sleeves  are  flaring  still,  but  tend  to 
be  longer  on  cloth  frocks,  retaining  the 
youthful  short  effect  on  silk  and  other 
thinner  materials.  The  bateau  neck  line 
is  not  so  long  as  it  was  and  designers 
are  showing  much  readiness  to  depart 
from  this  style  and  use  square  and 
oval  lines  in  preference. 
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?  Appearance  and  Service 


Cut  and  made  by  experts  our  produc- 
tions stand  for  all  that  is  best  in  style, 
quality  and  durability.  The  man  who 
demands  the  best  should  lose  no  time  in 
getting  acquainted  with  us. 


MAKERS  OF    J  I    GOOD  CLOTHES 


51. CONDUIT  STREET. BOND  STREET. 
LONDON,  W. 
CANADIAN    AGENTS: 
Port  Arthur  to  St.  Johns  and  Halifax —    . 

J.    F.    Snarr,   64   Wellington    Street   West, 
Toronto. 
Vancouver  to  Winnipeg — 

E.  W.  Dean  &  Son,  325  Howe  Street, 
Vancouver. 
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Ready 

Value  and  Service 

DRESSES 

for 

Fall  and  Winter 

for 

Misses  and  Children 


Possessing  all  the  goodness 
pf  past  seasons — and  the 
leading  styles  of  the  new. 

A  continuance  of  our  policy 
to  satisfy  you,  the  buyer  and 
the  wearer,  by  presenting 
"Value  and  Service"  Dresses 
at  popular  prices. 


As  we  said  before — "They're  Ready" 

Hargrave  Dress  Co. 

129-139  SpadinaAve.,  Toronto 


New  Address:   131-139  Spadina  Ave. 
Spadina  Bldg. 


TORONTO 


REPRESENTATIVES : 

Western     Canada  :  City  :  Western    Ontario : 

J.    HOWARD       R.   0.   HARGRAVE    R.  KENNEDY 


Eastern    and    Northern    Ontario: 
A.  B.  COLWELL 


c 


Maritime    Provinces  : 
W.  A.  TALLMIRE      $ 
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Announcing 

The  Initial  Showing  of 

TheHouseof  Youth 


a 


99% 


Misses'  and  Juniors' 

DRESSES 


FOR  AUTUMN 

Announcing  Also 

THE  DEPARTURE 

of  our  road  representatives 
for  their  respective  territor- 
ies. They  have  a  most  ex- 
traordinary line  to  show 
you. 

More  Prestige — More  Business 

It  is  the  opinion  of  "The 
House  of  Youth"  that  a 
healthy,  growing  Ready-To- 
Wear  business  cannot  be 
built  by  mere  stimulus  of 
constant  "Special  Sales" 

With  "The  House  of  Youth" 
Franchise  back  of  you,  you 
will  not  have  to,  resort  to 
emergency  "Sales"  measures. 
Thousands  of  Misses  and 
Juniors  throughout  the  coun- 
try have  learned  to  know  the 
superlative  merits  of  "The 
House   of  Youth"   creations. 

The  Counter  Costume  Co. 

Limited 

New  Address:   131-139  Spadina  Ave. 
Spadina  Bldg. 

TORONTO 

REPRESENTATIVES : 

Western    Canada:  City:  Weetern   Ontario: 

J.    HOWARD       R.   0.   HARGRAVE      R.  KENNEDY 


Eastern    and   Northern    Ontario : 
A.  B.  COLWELL 


Maritime    Provinces  : 
W.  A.  TALLMIRE 


FRASER'S 

WOMEN'S  WEAR 
DIRECTORY 

18th    Edition 
(Pocket   Size) 
Out  in  August 


Put  it  in  your 
pocket  when 
you  go  to  mar- 
ket. 

It  lists  every 
manufacturer, 
wholesaler, 
by  product. 
Saves  time. 
Makes  money 
— for  you. 


An  approval  copy  of  the  current  issue 
upon  request,  if  not  on  our  mailing 
list. 

FRASER  PUBLISHING 
COMPANY 

128  Bleury   Street 
MONTREAL 
122  Wellington  St.  W. 
TORONTO 


FOR   THE   FALL— Women's     Wear,    pocket- 
size,  out  in  July. 
Men's    Wear,    pocket-size, 
out  in  August. 

FOR  THE   SPRING— Textile   Products,   large 
size,   out  in  January. 

Subscription,  $2.00  a  year  for  the  three  books. 

Complete  circular  on  request. 
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Retailers'  Problems  in  the  West 

Annual  Convention  of  Saskatchewan  R.M.A.    in    Regina   Representative    Gathering, 
and  Marked  by  Much  Interesting  Discussion     on    Vital    Subjects — T.     H. 
Masterson,  Regina,  the  New  President 


THE  9TH  annual  convention  of  the 
Saskatchewan  Provincial  Board  of 
the  'Retail  Merchants'  Associa- 
tion was  held  in  the  City  Hall  Auditor- 
ium in  Regina,  Sask.,  in  the  early  part 
of  the  month.  Mayor  Grassick  extend- 
ed the  welcome  of  the  city  to  the  dele- 
gates and  in  his  address  stated  that 
the  people  of  Regina  knew  what  prob- 
lems the  retail  trade  have  been  up 
against  during  the  past  year  and  more. 
They  appreciated  the  difficulties  of  the 
association  and  of  its  members.  "I 
know  I  speak  for  them,"  he  said,  "when 
I  say  they  are  glad  to  see  you  gather 
together  to  discuss  your  problems,  and 
I  hope  the  convention  will  be  suc- 
cessful  in  every  way." 

Distrust  in  Old  Days 

E.  B.  Gass,  president  Regina  Cham- 
ber of  Commerce,  also  welcomed  the 
members  of  the  R.  M.  A.,  and  stated 
that  the  retailers  were  coming  together 
to  discuss  business  at  a  critical  time. 
He  had  been  engaged  in  trade  in  West- 
ern Canada  a  long  time,  and  he  remem- 
bered the  time  when  such  an  organiza- 
tion as  the  retail  merchants  had  now, 
would  have  been  impossible. 

"There  was  too  much  distrust  in  the 
old  days,  but  the  co-operation  that  the 
members  have  to-day  is  a  splendid 
idea." 

He  brought  out  the  fact  that  he  would 
like  to  see  the  merchants  take  up 
the  question  of  good  roads  in  the  prov- 
ince, as  they  are  very  essential  for  the 
betterment  of  business.  He  also  re- 
minded the  merchants  of  the  association 
of  the  Boards  of  Trade  of  Saskatchewan 
and  pressed  for  co-operation  between 
the  two  organizations. 

Good  Retailers  a  Necessity 

G.  W.  Stockton  of  Carlyle,  replied  to 
the  address  of  welcome  on  behalf 
of  the  retailers  and  thanked  the 
mayor  and  Mr.  Gass.  He  believed  that 
the  business  of  retailing  is  second  to 
none.  It  is  necessary  to  have  good 
retailers.  He  believed  that  the  peo- 
ple of  this  country  were  coming 
more  and  more  to  realize  the  difficul- 
ties of  the  merchants,  and  the  sooner 
they  realized  them,  the  sooner 
the  problems  of  the  association 
wculd  tend  to  disappear.  In  speak- 
ing of  the  middleman,  Mr  Stock- 
ton stated  that  he  is  performing  a  serv- 
ice that  is  necessary,  and  as  the  people 
demand  it  and  are  paying  for  the  same 
there  should  be  no  kick  coming.  It  is 
up  to  the  Retail  Merchants'  Association, 
however,  to  see  that  there  were  no  more 
middlemen  than  the  people  wanted. 

Jack  Wood,  of  Swift  Current,  presi- 
dent of  the  association,  referred  to  the 
financial  difficulties  of  the  past  year  or 
two. 
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"We  have  been  forced  to  study  the 
strictest  economy,"  he  said,  "in  order  to 
bring  the  association  to  the  position  in 
which  it  now  stands.  No  doubt  as  many 
of  you  are  aware,  our  financial  condi- 
tions did  not  appear  any  too  rosy  last 
year,  but  through  cutting  down  the  dif- 
ferent departments  and  overhead  ex- 
pense, we  are  glad  to  say  we  are  in  a 
strong  position. 

"The  financial  position  of  many  of  the 
merchants  was  still  not  as  good  as  might 
be  desired,  but  it  was  steadily  im- 
proving, and  the  members  of  the  organ- 
ization might  look  to  a  brighter  future." 
Speaking  of  the  discontinuance  of  the 
collection  department,  which  had  been 
maintained  by  the  association,  he  said 
it  had  been  decided  to  drop  it  because 
it  was  costly  and  it  had  never  given  the 
service  it  was  originally  intended  to 
give. 

Why   The   Association   Failed 

"The  reason  why  this  department  did 
not  pay,"  he  continued,  "is  because  the 
bills  sent  in  by  the  members  for  collec- 
tion were  old  debts  on  which  every  ef- 
fort for  recovery  had  been  made  before 
they  were  turned  over  to  the  depart- 
ment, and  in  many  cases  the  majority  of 
them  were  impossible  to  collect.  Under 
this  condition  the  association  was  not 
given  a  fair  chance  to  make  good.  The 
cost  was  more  than  we  could  afford  to 
pay  for  the  service,  and,  therefore,  it 
was  discontinued,  which  had  also  result- 
ed in  the  cutting  down  of  the  staff  and 
further  economy." 


JACK   WOOD 
of   Swift   Current,   Sask.,   who   presided 
at   the  convention  of  Saskatchewan  Re- 
tailers  in  Regina. 


He  referred  to  the  amendments  enact- 
ed at  the  last  session  of  the  provincial 
legislature  to  the  Hawkers  and  Pedlars 
Act.  They  were  partly  satisfactory, 
but  further  representations  must  be 
made  before  the  government  in  re- 
gard to  this  contentious  law.  He  alsd 
referred  briefly  to  the  freight  rate 
problem  and  said  that  the  association 
was  strongly  represented  on  group  deal- 
ing with  this  problem  and  the  members 
might  expect  results. 

Mr.  Wood  pointed  out  the  cash  and 
credit  systems  in  vogue  in  the  prov- 
ince, and  stated  that  more  retail  merch- 
ants to-day  than  ever  before  were  doing 
a  strictly  cash  business.  The  members 
might  emulate  the  systems  adopted  by 
the  mail  order  houses  of  the  country, 
and  would  do  well  in  adopting  their  sys- 
tem. 

Tax  Collection  Discussed 

J.  A.  Banfield,  Winnipeg,  president  of 
the  Dominion  Board  of  the  Association 
was  to  have  spoken  at  the  convention 
but  a  telegram  was  received  from  him 
stating  it  would  be  impossible  for  him 
to  attend.  He  extended  his  congratula- 
tions to  the  assembled  delegates  and 
wished  the  convention   success. 

A  telegram  from  the  officers  and 
board  of  the  Ontario  Provincial  Asso- 
ciation containing  greetings  to  the 
Saskatchewan  Convention  was  received 
and  read  to  the  audience  by  the  chair- 
man. 

In  his  address  on  taxation  P.  McAra, 
federal  inspector  of  taxation  for  Sas- 
katchewan, outlined  his  work.  He  refer- 
red to  the  difficulties  he  had  encounter- 
ed in  reaching  all  the  taxpayers  and 
finally  went  into  technical  details  in  re- 
gard to  filling  out  of  returns  by  merch- 
ants. The  West  is  a  difficult  place  to 
collect  taxes  with  its  population  scat- 
tered over  miles  of  country.  It  is  rel- 
atively easy  to  collect  taxes  in  an  ur- 
ban community  but  to  go  into  the  high- 
ways and  by-ways  of  Saskatchewan  was 
work  for  a  large  and  highly  efficient 
organization. 

Big  Problem   of   Retainer 

There  were  several  classes  of  retail- 
ers doing  business  in  the  West  and 
the  worst  ones  were  those  who  did 
not  see  the  necessity  for  annual  stock 
taking.  The  one  who  did  not  worry 
about  the  wholesalers  and  the  banks  and 
the  one  who  did  not  see  why  he 
should  submit  to  the  government  a 
statement  of  his  expenditure  and  rev- 
enue, assets  and  liabilities.  The  speak- 
er declared  that  the  branch  of  the  de- 
partment in  Saskatchewan  was  trying 
to  make  friends  of  the  people.  It  was 
trying  to  make  the  merchant,  the  pro- 
fessional man  and  the  worker  co-oper- 
ate with  it,  for  that  is  the  only  method 
by  which  it  could  be  efficiently  operat- 
ed. 
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Dean  Rutherford  of  the  University 
of  Saskatchewan,  in  addressing  tne  re- 
tail merchants  of  Saskatchewan,  re- 
marked that  the  big  problem  of  retail- 
ers, farmers  and  every  citizen  of  the 
province  was  to  strive  to  establish  per- 
manent homes,  thus  making  for  the  pro- 
gress and  stability  of  Saskatchewan. 

A  question  of  importance  was  pre- 
sented by  the  executive  committee  in 
regard  to  the  Dominion  Government 
Bank  Act,  section  88,  which  allows  bank- 
ing institutions  to  take  liens  on  crops, 
threshed  grains  or  seed  grain  in  return 
for  loans  to  the  owners  and  does  not 
make  it  necessary  for  these  'liens  to  be 
registered  within  a  certain  time  limit 
as  other  instruments  are  required  to  be. 

It  was  explained  that  a  lien  taken  by 
a  bank  is  the  first  charge  in  all  cases 
against  the  grain  or  chattels  or  stock  of 
a  farmer.  It  may  be  taken  in  secret, 
that  is  by  agreement  between  the  bank 
and  the  owner  who  is  accepting  a  loan 
and  is  not  registered  and  in  reality 
gives  the  bank  power  of  attorney. 

Serious  Matter  for  Retailer»; 

Secretary  F.  E.  Raymond  read  a  let- 
ter which  stated  that  he  had  confidential 
information  from  a  bank  clerk  that  ar- 
rangements were  being  made  between 
the  elevators  and  the  banks  under  which 
all  grain  cheques  issued  during  1922  and 
1923  would  only  be  made  payable  to  the 
persons  to  whom  the  cheques  were  is- 
sued. This  would  be  a  very  serious  mat- 
ter to  the  retail  merchants  as  it  would 
mean  that  if  this  action  were  taken  the 
grain  cheques  would  have  to  be  paid 
through  the  local  banks,  and  when  the 
latter  were  creditors,  they  would  seize 
the  money  before  the  creditor  merchant 
had  a  chance  to  get  his  share,  even 
though  it  were  the  intention  of  the  owner 
of  the  cheque  to  divide  up  the  proceeds. 

A.  J.  Humphries  of  Raymore,  said  a 
farmer  had  told  hJm  that  a  bank  man- 
ager had  stated  that  all  grain  cheques 
must  be  cashed  through  the  bank.  While 
he  characterized  this  as  a  bluff  he  ex- 
pressed the  opinion  that  it  was  a  prac- 
tice which  should  be  discountenanced. 

This  was  generally  conceded  to  be  f 
injustice  to  creditor  retailers  who  are 
thus  excluded  from  ascertaining  prior 
claims  to  their  own.  A  resolution  was 
unanimously  passed  urging  the  federal 
government  to  amend  the  bank  act  re- 
quiring such  encumbrances  to  be  sub- 
ject to  registration. 

Provincial  Secretary's  Report 

Provincial  secretary  F.  E.  Raymond 
made  his  report  in  part  as  follows: 

"The  year  through  which  we  have  just 
passed  has  been  one  of  re-adjustment 
for  us  as  it  has  been  for  you  who  are 
actively  engaged  in  commercial  pursuits. 
You  have  felt  the  pinch  of  falling  prices 
and  have  had  to  take  your  losses,  in 
some  cases  serious  in  the  extreme. 
Doubtless,  there  are  those  among  you 
who  protected  against  this  loss  by  tak- 
ing advantage  of  a  rising  market  in 
previous  years  as  you  were  quite  justi- 
fied in  doing.  Many  did  not  do  so,  but 


T.  H.  Masterson  to 
Lead  Saskatchewan 
Branch  of  R.  M.  A. 

Election  of  officers  for  the  en- 
suing year  resulted  in  T.  H.  Mas- 
terson, Regina,  being  elected  presi- 
dent; G.  G.  Wray,  Regina,  first 
rice-president;  Ralph  Miller,  Prince 
Albert,  second  vice-president;  A. 
J.  Humphries,  Raymore,  third  vice- 
president;  S.  E.  Fawcett,  Saska- 
toon, treasurer,  and  F.  E.  Ray- 
mond, Saskatoon,  provincial  secre- 
tary. 

J.  Wood,  of  Swift  Current,  ex- 
pressed the  pleasure  he  had  in  his 
work  as  president  and  paid  a  warm 
tribute  to  the  assistance  rendered 
by  the  executive  and  the  devotion 
of  the  staff  of  the  provincial  of- 
fice. 

T.  G.  Masterson,  the  newly  e^ct- 
ed  president,  in  accepting  office 
expressed  appreciation  of  the  ser- 
vices rendered  by  his  predecessor, 
Jack  Wood.  The  merchants  en- 
dorsed the  remarks  by  rising  and 
singing  "He  is  a  Jolly  Good  Fel- 
low." Three  cheers  and  a  tiger. 


rather  gave  to  their  customers  full  ad- 
vantage of  the  price  at  which  they  were 
able  to  buy.  As  a  result  of  this,  there 
are  some  who  found  it  extremely  diffi- 
cult to  tide  over  these  strenuous  times, 
and  have  only  been  able  to  do  so  because 
of  leniency  shown  them  by  their  cred- 
itors. The  situation  has  been  accentu- 
ated by  the  conditions  surrounding  the 
1921  crop  from  the  time  it  was  put  into 
the  ground  until  sold.  As  you  all  kr 
the  crop  was  sown  and  harvested  under 
war  prices  and  about  the  time  it  was 
ready  for  market  the  price  dropped  to 
practically  a  pre-war  basis,  with  disas- 
trous results  to  the  agricultural  inter- 
ests. This  reacted  with  almost  equally 
serious  effect  upon  the  retail  trade  for 
two  main  reasons.  First,  that  quite 
generally  speaking,  retail  merchants 
were  unable  to  collect  their  outstanding 
accounts.  Secondly,  because  buying 
among  those  interested  in  agriculture 
was  restricted  to  a  very  large  extent. 
This  condition  still  obtained,  although 
perhaps  not  to  the  same  degree  because 
of  the  favorable  prospect  surrounding 
crop  conditions  at  the  present  time,  and 
because  also  of  those  who  were  able  to 
hold  grain  for  a  time  secured  a  better 
price  for  it,  which  allowed  them  some- 
thing to  the  good  on  the  year's  opera- 
tion. There  is  a  lesson  here  which  I 
think  we  can  take  to  heart  to  good  pur- 
pose and  that  is  the  utter  dependability 
of  the  commerc'al  life  of  the  country 
upon  agriculture,  and  I  feel  that  we 
should  strive  to  assist  agriculture  to  the 
very  limit  of  our  ability. 

Arranging  for  Meetings 

"The  conditions  which  I  have  very 
briefly  outlined  have,  of  course,  had 
their  effect  upon  the  Association 
through  falling  membership  and  in  other 


ways  which  will  be  dealt  with  in  some 
detail  later  on  in  this  report.  However, 
I  am  pleased  to  say  that  owing  to  the 
vigilance  of  your  provincial  Executive 
we  have  weathered  the  storm  success- 
fully and  are  now  in  an  easier  position 
financially  than  we  have  been  for  some 
time.  We  have  not  been  able  to  do  all 
that  we  would  like  to  have  done,  by 
way  of  holding  meetings  in  various  parts 
of  the  province.  That  the  importance  of 
this  is  appreciated  is  illustrated  by  the 
fact  that  we  have  been  requested  during 
the  course  of  the  year  to  arrange  for 
meetings  at  which  the  merchants  from  a 
number  of  towns  would  be  brought  to- 
gether at  some  central  point.  We  were 
compelled  to  forego  them  for  financial 
reasons. 

"During  the  months  of  August  and 
September  we  were  privileged  to  have 
with  us  our  Dominion  president,  J.  A. 
Banf  eld  of  Winnipeg,  and  our  Dominion 
secretary,  E.  M.  Trowern  of  Ottawa, 
who,  following  the  close  of  the  Dominion 
Convention  at  Winnipeg,  addressed 
meetings  at  Regina,  Moose  Jaw,  Swift 
Current,  Prince  Albert,  North  Battle- 
ford,  Saskatoon  and  Yorkton,  at  all  of 
which  the  attendance  was  good.  In  every 
case  the  merchants  in  the  district  sur- 
rounding the  city  where  the  meetings 
were  held  were  circularized,  which  re- 
sulted in  quite  a  number  from  outside 
points  being  present  on  one  occasion.  It 
is  my  hope  during  the  coming  year  to 
arrange  a  number  of  meetings  through- 
out the  province  and  to  have  at  each  one 
a  speaker  of  some  note  along  commercial 
lines  in  addition  to  an  Association  rep- 
resentative. 

Falling  Off  in  Membership 

"We  found  it  necessary  in  January  of 
this  year  to  close  our  Collection  Depart- 
ment in  the  Provincial  Office  in  so  far 
as  the  handling  of  accounts  on  a  com- 
mission basis  is  concerned,  owing  to  t.< 
loss  incurred  in  its  operation.  Moreover, 
due  to  existing  conditions  the  results  be- 
ing obtained  were  not  satisfactory  to 
ourselves,  nor  were  they  to  those  for 
whom  we  were   handling  the  accounts. 

"Our  membership  at  the  present  time 
is  somewhat  less  than  it  was  at  the  be- 
ginning of  January,  1921,  but  it  has  not 
decreased  to  the  extent  that  one  might 
think,  considering  the  trying  times 
through  which  we  have  passed.  Many 
of  those  who  have  not  renewed  their 
membership  would  have  done  so  gladly 
had  they  considered  that  their  financial 
position  warranted  them  in  doing  so. 
Whether  they  were  justified  in  taking 
this  stand  is  an  open  question,  but  the 
fact  remains  that  they  could  not  see 
their  way  clear  to  pay  out  any  more 
money  for  any  purpose  than  was  absol- 
utely necessary.  Our  actual  paid  up 
membership  on  December  31,  1921,  was 
2,157.  At  the  present  time  it  is  1912.  A 
decrease  of  245  covering  a  period  of  sev- 
enteen months.  This  reflects  a  consid- 
erable amount  of  credit  on  our  two  or- 
ganizers, Messrs.  McQuarrie  and  Ander- 
son, and  also  speaks  well  for  the  esteem 
in  which  the  association  is  held." 
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At  The  Convention 


Retailers  of  Saskatchewan  Are  Exhorted 
To  Co-operate  For  Good  of  the  Community 


The  following  Saskatchewan  merch- 
ants registered  as  delegates  to  the  Con- 
vention:— 

R.  Maze,  Assiniboia;  John  G.  Klotz, 
Alan;  A.  T.  Forrester,  Aneroid;  H.  El- 
liott, Admiral;  W.  M.  Sisson,  Assiniboia; 
S.  Pergamit,  Aneroid;  T.  G.  Grosby,  Bro- 
derick;  S.  Whittaker,  Briercrest;  Har- 
vey Ashton,  Briercrest;  Andrew  Walton, 
Benson;  A.  H.  Griffiths,  Benson;  W.  M. 
Johnston,  Corinne;  G.  W.  Stockton, 
Carlyle;  W.  J.  Robinson,  Davidson;  M. 
Bronstone,  Darmody;  Ben  Brachman, 
Edenwold;  T.  B.  Dynes,  Fleming;  A. 
Wedin,  Griffin;  D.  Brownstone,  Herbert; 

A.  M.  Brownstone,  Herbert;  George  B. 
Sharpe,  Herbert;  J.  F.  Funk,  Herbert; 
J.  A.  Leoppky,  Herbert;  Roy  J.  R  n  .er, 
Hazenmore;  F.  J.  Hoskin,  Hearne;  T. 
E.  Maxwell,  Grand  Coulee;  W.  M.  Aitkin, 
Gull  Lake;  S.  J.  Smith,  Gull  Lake;  W. 
Thatcher,  Limerick;  S.  K.  Gryde,  Lead- 
er ;  H.  A.  Stone,  Leader;  F.  W.  Dalzell, 
Liberty;  S.  S.  Hall,  Lloydminster;  K.  M. 
Taylor,  Moose  Jaw;  C.  Williams,  Moose 
Jaw;  Hugh  Morrison,  Moose  Jaw;  J.  W. 
Allen,,  MacRorie;  W.  E.  Clothier,  Indian 
Head;  R.  C.  Finley,  Kincaid;  J  A.  Wil- 
liams, Kincaid;  J.  Haddadd,  Kincaid; 
William  Maxwell,  Kincaid;  A.  J.  Wy- 
man,  LaFleche;  John  Bullied,  Lumsden; 
W.  B.  Scott,  Langham;  W.  Ballinga.  , 
Moose  Jaw;  George  J.  Morrison,  Moose 
Jaw;    Clem    Alexander,    Moose    Jaw;    A. 

B.  Tedford,  Mortlach;  A.  T.  Breton, 
Montmartre;  E.  E.  Andrews,  Moose 
Jaw;  A.  F.  Haddad,  Meyronne;  R.  A. 
Miller,  Prince  Albert;  R.  Foret,  Pontiex; 
H.  S.  Andrews,  Pangman;  A.  M.  Scott, 
Meyronne;  J.  P.  Beauchamp,  Qu'Ap- 
pelle;  J.  H.  Hamblin,  Qu'Appelle;  A.  J. 
Humphries,  Raymore;  J.  F.  Robinson, 
Regina;  James  A.  Struthers,  Regina; 
Granfield  Wray,  Regina;  H.  D.  Mac- 
Pherson,  Regina;  P.  A.  Butcher,  Regina; 
W.  M.  Van  Valkenburg,  Regina;  Jame 
Morton,  Regina;  S.  Johnson,  Regina;  G. 
W.  Anderson,  Regina;  A.  Hunter,  Re- 
gina; Staff  en,  Regina;  R.  H.  Williams, 
Regina;  R.  W.  Handel,  Regina;  J.  T. 
Lawson,  Regina;  J.  A.  McLachlan,  Re- 
gina; Theo.  Zeats,  Regina;  A.  Aird,  Re- 
gina; W.  Cluff,  Regina;  W.  J.  Newman, 
Regina;  J.  Schwatzfeld,  Regina;  G.  D. 
Raymond,  Regina;  H.  R.  Lumby,  Regina; 
L.  R.  McVicar,  Regina;  F.  K.  Kimsch, 
Regina;  Jack  Wood,  Swift  Current;  J.  G. 
Laycock,  Swift  Current;  S.  Schwanz, 
Rocanville;  R.  H.  McLeod,  Rocan- 
ville,  J.  H.  Craig,  Rouleau;  Thom- 
as Smitton,  Stilton;  A.  Gryde,  Sceptre; 
W.  J.  Wheeler,  Sedley;  W.  J.  Keller, 
Shaunavon;  W.  W.  Cooper,  Swift  Cur- 
rent; F.  E.  Raymond,  Provincial  Sec- 
retary, Saskatoon;  H.  G.  Pizzy,  Saska- 
toon; W.  B.  M^Quarrie,  Saskatoon;  J. 
L.  Hutchinson,  Saskatoon;  T.  R.  Brown, 
Saskatoon;  R.  J.  Wall,  Saskatoon;  S.  E. 
Fawcett,  Saskatoon;  H.  T.  Bevans,  Sask- 
atoon; A.  J.  Ries,  St.  George;  W.  C. 
Paynter,   Tantallon;      H.    E.      Hami'ton, 


ADDRESSING  the  retail  merchants 
of  Saskatchewan  at  their  annual 
convention,  on  the  occasion  of 
their  banquet  on  the  closing  evening  01 
the  R.  M.  A.  banquet  in  Regina,  Hon.  C. 
A.  Dunning,  Premier  of  Saskatchewan, 
'  was  the  chief  speaker.  The  newly  elect- 
ed president,  T.  H.  Masterson  was  in  the 
chair.  Other  speakers  on  this  occasion 
were  W.  W.  Swanson,  professor  of  econ- 
omics at  the  University  of  Saskatch- 
ewan, and  N,S.  Jones  of  Hamilton,  Ont. 

Premier  Dunning,  speaking  on  the 
problem  of  credits  as  related  to  exist- 
ing conditions,  declared  there  were  tsh-e  ! 
kinds  of  credits;  merchants'  credits, 
wholesalers'  credits  and  bankers'  cred- 
its. The  trouble  with  all  three  classes 
of  credits  in  the  past  had  been  that 
when  credit  was  not  needed  badly  it  had 
been  very  free  but  when  it  became  a  vi- 
tal necessity  they  had  all  got  cold  feet. 
Credit  had  always  been  either  too  free 
or  non-existent.  In  the  matter  of  cred- 
it they  had  been  extremists. 

Referring  to  the  credits  extended  by 
merchants  to  their  customers,  the  Prem- 
ier urged  them  to  "be  easy  and  if  you 
cannot  be  easy,  be  as  easy  as  you  can." 

The  province  of  Alberta,  he  said,  had 
had  to  pass  legislation  to  compel  credit- 
ors to  be  easy.  He  did  not  want  to  see 
legislation  of  that  kind  enacted  in  Sas- 
katchewan and  he  felt  sure  as.  the  result 
of  conferences  the  government  had  had 
from  time  to  time  that  such  legislation 
would  not  be  necessary  here. 

Retailer  Unjustly  Criticized 

Prof.  Swanson,  in  his  address,  re- 
marked that  retailers  and  wholesaler^ 
had  been  unjustly  criticized  on  the 
ground  that  they  stood  between  the  pro- 
ducer and  consumer,  but  people  did  not 
stop  to  consider  the  countless  services 
they  rendered  between  the  production  of 
the  raw  articles  and  its  receipt  by  the 
consumer.  If  it  were  not  for  the  work 
of  the  retailer  and  the  middleman  the 
whole  economic  fabric  would  collapse. 
The  retailer  held  the  strategic  position 
in  the  rea'm  of  commerce  and  if  he  did 
not  live  up  to  his  responsibility  there 
was  suffering  all  along  the  line. 

The  speaker  emphasized  the  necessity 
for  proper  preparation  for  the  business 
of  merchandising.  Both  farming  and 
retailing  were  highly  scientific  indus- 
tries  and    special    preparation  was   nec- 

Unity;  Huck  &  Kleckner,  Vibank;  W.  E. 
Haggfie,  Vancouver;  H.  Talbot,  Wilcox; 
R.  Midmore,  Wilcox;  John  T.  Scott,  Wil- 
low Bunch;  W.  C.  Wright,  Woodrow;  G. 
W.  Eisnor,  Woodrow;  C.  O.  Glover,  Wind- 
thorst;  V.  R.  Code,  Watrous;  G.  0. 
Grest,  Watrous;  0.  Thierman,  Webb;  E. 
H.  Hawkins,  Winnipeg;  W.  R.  Kell,  Wln- 
n'peg;  L.  C.  Woodill,  Winnipeg;  A.  H. 
Presswood,  Yellow  Grass;  J.  C.  Baker, 
Yellow  Grass;  A.  H.  Wilkinson,  Yellow 
Grass. 


essary  to  insure  success  and  to  render 
service.  If  the  retailer  prepared  for  his 
job  he  had  one  of  the  biggest  oppor- 
tunities and  tasks  in  life.  Some  of  the 
troubles  of  the  present  day  were  du<3  to 
the  fact  that  men  had  gone  into  the 
business  in  a  haphazard  way  without 
making  efficient  prepaiation.  It  was 
not  only  necessary  to  prepare  before- 
hand but  after  they  were  in  business  it 
was  essential  to  be  on  the  alert  and  to 
keep  up-to-date. 

Favors  Cash  Basis 

Another  necessity  for  the  present  day 
was  to  get  down  to  a  cash  basis  of  doing 
business,  or  nearly  as  possible  to  a  cash 
basis.  People  had  been  spending  too 
much  on  things  that  counted  little  in 
life.  Until  people  met  their  debts  they 
had  no  right  to  the  moving  picture 
class  of  luxuries. 

In  concluding,  the  speaker  emphasiz- 
ed the  importance  of  co-operation 
among  the  retailers  to  promote  efficien- 
cy, co-operation  with  one  another  and 
co-operation  with  their  employees  in 
order  that  real  service  could  be  render- 
ed. What  was  needed  was  the  kind  of 
co-operation  that  sank  personal  differ- 
ences for  the  benefit  of  the  community 
as  a  whole.  They  must  get  that  kind 
of  thing  in  the  local  community  if  they 
were  going  to  have  it  the  world  over. 


There  are  many  merchants  who  de- 
clare that  the  banks  prevent  them  from 
placing  orders  for  their  legitimate  re- 
quirement for  fall.  Their  refusal  to 
advance  money  to  merchants  makes  it 
impossible,  they  say,  to  buy  what  they 
need  even  though  their  stocks  are  de- 
pleted. 


The  outlook  in  the  lace  Industry  is 
now  better  than  it  has  been  for  some 
time.  There  are  increasing  inquiries 
from  the  U.  S.  A.,  and  trade  with  the 
colonies  shows  much  improvement.  The 
demand  for  flouncings  is  satisfactory, 
whilst  filets  and  best  Valenciennes  are 
not  ignored.  In  radiums  the  tendency 
is  more  and  more  for  black  and  white. 
Colored  nets,  too,  are  in  favor.  Curtain 
manufacturers  are  busy,  but  plain  net 
makers  say  that  they  have  never  been 
as  idle  as  they  are  now  at  any  time 
since  the  Armist:ce.  This  month  the 
autumn  business  begins.  The  prospects 
are  good,  but  manufacturers  are  much 
concerned  with  the  increased  Customs 
tariffs    of    certain   countries. 

It  would  appear  that  there  has  only 
been  a  little  forward  buying  of  hosiery 
garments  of  summer  weight  judging 
from  the  calls  for  early  deliveries,  and 
the  number  of  repeat  orders.  There  <s 
an  all-round  improvement  in  the  home 
trade,  but  foreign  markets,  though  bet- 
ter than  they  have  been,  leave  much  to 
be  desired.  Every  department,  however, 
is  working  full  time. 
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A  Co-Operative  Effort  That  Has  Built  up 

A  District  and  Promoted  Profitable  Sales 

The  Achievements  of  the  Business  Men's  Association  of  the  Dan- 

forth  District — A  Pageant  and  a  Week  of  Special  Sales  and 

Values — Publicity  Played  a  Big  Part  in  the  Event  and  the  Growth 

of  the  District— What  Does  It  Teach? 


HOW  DOES  it  profit  business  men 
to  get  together  to  form  an  asso- 
ciation? 
That  is  a  very  broad  question,  but  it 
has  a  very  definite,  a  very  concrete 
answer  in  the  achievements  of  the  Dan- 
forth  Business  Men's  Association,  an  as- 
sociation formed  but  a  few  years  ago 
by  the  business  men  in  one  of  the  rapid- 
ly-developing districts  of  Toronto.  Read- 
ers unfamiliar  with  Toronto  may  think 
of  the  Danforth  district  as  a  district  of 
a  few  thousands  of  people,  with  indiffer- 
ent stores  and  hurriedly-construcr.ed 
dwellings,  poor  transportation  and  sev- 
eral other  characteristics  common  to  the 
development  of  districts  in  a  large  city. 
It  is  not  any  of  these.  It  is  a  city  in 
itself,  a  city  with  a  population  greater 
than  that  of  the  City  of  Hamilton  and, 
like  Johnny  Walker,   still   going   strong. 

Its  History 

The  meteoric  rise  of  this  section  of 
Toronto  is  worth  a  few  minutes'  consid- 
eration. For  a  couple  of  years  back  it 
has  been  the  best  advertised  district  in 
Toronto;  in  fact,  advertising  has  played 
a  most  important  part  in  its  growth. 
Just  a  little  over  ten  years  ago  Dan- 
forth Avenue  was  a  narrow  country  lane 
with  farms  and  market  gardens  on 
either  side  of  it,  almost  impassable  at 
times  owing  to  the  swollen  creeks  and 
ravines.  A  few  men,  however,  saw  a 
vision;  they  saw  that  by  the  linking  up 
of  the  Don  with  Bloor  and  Yonge 
Streets  by  a  bridge  this  district  would 
develop.  Agitation  resulted  in  the  build- 
ing of  the  viaduct,  one  of  the  greatest 
structures  of  its  kind  on  the  continent, 
and  forming  one  of  the  finest  thorough- 
fares in  the  city. 

A    Pageant 

On  Tuesday  night,  June  27th,  a  spec- 
tacular pageant  was  seen  on  the  Dan- 
forth Avenue.  It  showed  in  picturiza- 
tion  the  growth  and  development  of  the 
Danforth  district.  Indians,  soldiery,  ox- 
carts of  the  period  of  the  pioneers  of 
that  district,  other  characters  represent- 
ing other  periods  in  histo'y.  brass  bands, 
decorated  automobiles  and  floats — these 
constituted  a  panorama  of  great  interest 
and  importance.  In  connection  with 
this  pageant,  the  business  men  held  a 
week  of  special  sales  and  values  in  which 
practically  all  the  business  men  partici- 
pated. It  was  a  concerted  effort  to 
drive  home  still  further  the  fact  that 
buying  at  home  pays  both  the  buyer  and 
the  district.  A  "Dollar  Day"  was  feat- 
ured during  the  week  when  special  ef- 
forts   were    made    by   the   merchants    to 


A.   PALMER 

Dry  Goods  Merchant  of  the  Danforth 
District  and  Chairman  of  the  Adver- 
tising Committee,  Danforth  Business 
Men's  Association's  Big  Parade  and 
Their  Big  "Dollar  Day"  Specials  Sales. 


show  what  a  dollar  could  do  in  the  Dan- 
forth district.  Many,  many  thousands 
of  people  saw  this  pageant;  a  de- 
cided impetus  to  business  was  given  dur- 
ing the  entire  week  of  special  sales  and 
values. 

And  Behind   It  All 


And  behind  all  this  are  the  Business 
Men's  Associations  of  the  Danforth  dis- 
trict. The  growth  and  development  of 
the  Danforth  district  are  linked  up  very 
closely,  inseparably  with  these  Associ- 
ations of  Business  Men  who  operate  on 
the  broad  principle  that  what  benefits 
the  district  benefits  every  merchant  in 
it.  We  have  talked  with  many  of  the 
merchants  in  this  district  with  regard 
to  the  Business  Men's  Associations,  their 
work,  and  what  it  has  meant  to  them  in- 
dividually. Without  exception,  they  have 
answered  as  broad-minded  men  would 
answer — it  has  made  a  better  dis- 
trict, it  has  wrought  necessary  improve- 
ments to  the  district,  it  has  developed  a 
much  better  feeling  amongst  the  mer- 
rrants  in  the  entire  district,  building  up 
the  district  has  meant  building  up  the 
stores  in  it  and  showing  people  who 
live  "over  the  Don"  that  it  really  pays 
to  shop  at  home.  No  man  said  he  felt 
an    individual    benefit    from    it;    he    said 


it  was   a  collective  benefit   in  which  all 
shared  alike. 

Publicity 

Publicity  is  the  friend  of  the  business 
man — everywhere.  There  is  not  a  busi- 
ness man  living  who  will  not  testify  to 
the  inestimable  worth  of  publicity  and 
advertising.  And  publicity  has  played  a 
big  part  in  the  work  of  the  Business 
Men's  Association  of  the  Danforth  dis- 
trict. It  played  a  big  part  in  the  success 
of  this  pageant  that  was  held  late  in 
June.  In  the  June  25th  issue  of  the  Sun- 
day World,  the  business  men  of  the  Dan- 
forth district  took  eight  pages  of  space 
to  tell  their  story,  to  advertise  their 
pageant,  to  let  the  people  of  Toronto 
know  they  were  alive  to  a  big  opportun- 
ity. Retailers  and  manufacturers  alike 
combined  in  this  big  effort  which  re- 
sulted in  big  crowds,  big  business  and 
one  more  spike  in  the  permanent  growth 
of  this  city  within  a  city.  Pictures  of 
stores  were  carried  in  these  eight  pages 
and  advertising  announcements  were 
made  of  some  of  the  bargains,  special 
sales  and  values  to  be  had  during  this 
week.  Some  of  the  successful  business 
men  who  have  gone  out  from  this  district 
into  other  fields  of  Canadian  endeavor 
were  given  a  special  article.  The  history 
of  the  district  was  written  in  an  enter- 
taining and  interesting  manner,  its 
struggle  for  recognition,  its  rise  into 
prominence,  its  present  position  as  the 
most  advertised  district  cf  Toronto.  And 
the  different  Business  Men's  Associa- 
tions of  this  district  are  at  this  kind  of 
thing  all  the  time.  They  are  getting  out 
an  attractive  souvenir  of  this  pageant 
and  week  of  special  sales  and  values  for 
free  distribution.  It  is  part  of  their 
big  publicity  campaign  that  is  carried 
on  from  January  to  December.  It  is 
not  a  spasmodic  effort;  it  is  a  continu- 
ous campaign  directed  at  a  definite  and 
well-defined  goal. 

The    Lesson 

There  is  a  big  lesson  in  the  work  of 
these  associations  for  business  men  all 
over  the  country.  Its  simple  lesson  is 
the  value  of  co-operation  amongst  busi- 
ness men  who  are  willing  to  sink  indi- 
vidual gain,  jealousy  and  prejudice  in  a 
big  idea — that  an  effort  directed  to  a 
bigger,  better  district — will,  in  the  end. 
have  achieved  something  for  their  city, 
for  their  fellow-men  and  for  themselves. 
These  business  men  have  contributed 
their  large  share  to  the  building  of  their 
district  and,  in  doing  so,  they  have  built 
up  their  own  business  because  they  gave 
better  service  to  the  people  in  their  dis- 
trict. 
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A  Stylish  and  Comfortable  Coat 

made  by  Bland  from 

HAWTHORN 

HERRINGBONE     CHECKBACK 

The  Popular  Coating  Fabric  for  Fall 


Stilade  in  Carl&ton !Place,  Ont,  hy  Hawthorn  Mills,  Limi 


TED 
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The  McElroy  Mfg.  Co.,  Ltd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(RES.) 

"DRESS  FABRICS" 

F.  A.  RODDEN  &  CO. 

Dry  Goods 

Commissioners  and  Importers 
52  Victoria  Square  MONTREAL 


The  "AVECTA"  ARMBAND 

British  Made  by  British  Labor 

Joined  by  patent  invisible  clip,  not  sol- 
dered.     Fitted  with    inner   tape   to   stop 
overstretch.       Boxed     in     pairs.       Each 
dozen  in  outer.  Order  a  sample  to-day. 
Buy  from  your  jobber  or  from  us  direct 
but   insist   on  getting   the   "AVECTA." 
DISTRIBUTORS  FOR  CANADA 
THE  RIDEAU  SPECIALTY  COMPANY 
SMITHS  FALLS  ONTARIO 


tOTi  rt 


Travellers  Are    Now  Out  with 
Complete  Lines 

French    Ivory. 

Greeting    Cards   and    Post   Cards  for  every  Season 
and    occasion. 

Decorations   and    Novelties   for   Christmas,    Hallow- 
e'en,   St.    Valentino    and    Easter. 

Pennants,    Cushions,   etc. 

Tags,    Seals    and    Cards,    Toy    Books. 

Souvenir    Novelties    (Biggest    Range   in    Canada). 

Conservo   Lunch   and    Bib    Sets. 

Christmas     Stockings. 

Celebration     Goods.       Powder    Puffs. 

THE  PRODUCT  OF  FIVE  FACTORIES  WE 
OWN  OR  CONTROL. 

We  are  the  Canadian  Representatives  of  S.  Langs- 

dorf   &    Co.,    New  York   City,    makers  of  the   best 

popular  priced   line  of  French   Ivory  Toilet  Lines, 

Toilet    Sets    and    Manicure    Sets    in    the    United 

States. 

We    have  a   catalogue   worth    having.     Your   name 

on  a   post  card   brings  it. 

PUGH  SPECIALTY  CO.,  LTD. 

38  to  42  CI  ifford  St.,  Toronto,  Canada 


LATE  FASHION  NOTES 


Features   in     Gowns   and     Waists 
Shown  in  Toronto  Manufac- 
turing  Houses 


Canton  crepe  is  played  up  very 
strongly  in  both  afternoon  and 
evening  gowns.  Georgette  comes 
next  and  crepe  de  chine  follows 
closely. 

Wool  embroidery  is  living  un  to 
early  expectations.  Wool  lace  is 
very  prominent  also.  Both  are 
seen  on  all  types  of  gowns  and 
blouses. 

The  low  waist-line  has  as  its 
only  rival  the  no-waist  line. 

One  of  the  best  new  materials 
is  called  "velette,"  which  is  on  the 
order  of  crepe-knit  but  is  heavier. 
Some  of  the  best  gowns  are  made 
of  this. 

Henna  under  its  new  names, 
wallflower  and  brickdust,  is  again 
shown  particularly  for  afternoon 
wear. 

Jet  is  played  up  very  strongly 
and  steel'  is  used  also.  The  new 
beads  are  built  on  large  round 
lines  al'hough  there  are  a  great 
many  small  ones  to  be  seen  too. 

Blouses  favor  the  over-the- 
dress  style.  Most  of  them  have 
tie-backs. 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It    makes     them     more     attractive- 
Economical,    Fast.    Practical,    Neat. 

E.  W.  McMARTLN 

45   St.    Alexander  St.  MONTREAL 


MILLINERS ! 

We  Specialize  in 

Millinery 

Accessories, 
Hats,  Novelties, 
Fancy  Feathers 
Artificial  Flowers 

All  of  our  lines  are 
fairly  priced  and 
of  dependable 

quality. 

Samples   sent   on   request 

JOS.  LEONE  &  Co.,  Ltd. 


Wholesale    Milliners 


17  St.  Helen  St. 


Montreal 


\VTANTED  BY  A  MANUFACTURER'S 
agent,  with  good  connection  in  the 
Maritime  Provinces,  an  agency  for  a  good 
line  in  Ladies'  and  Gents'  Wear.  Com- 
mission basis.  Write  T.  H.  MacLellan, 
74,   Ochterloney   Street,    Dartmouth.    N.S. 


Why  not  have  a 
double  check  on  all 
sales?  All  kinds  of 
cash  and  parcel  car 
riers  and  pneumatic 
tubes. 

Gipe-Hazard    Store    Service 
Co.,  Limited 

113    Sumach   St.,   Toronto. 
Ont. 


By  the  aid  of  our  Cash  Carriers  all  transactions  of  sales,  whether  cash 
or  credit,  are  placed  on  file  in  your  office  without  needless  steps  of  the  sales- 
men, thus  saving  time  and  labor  to  them.  Does  this  mean  anything  to  the 
merchant. 

All  money  and  records  are  in  the  care  of  one  person  who  is  responsible 
for  them.     Does  this   mean   anything  to  tlhe   merchant? 

Also  there  is  the  double  check  against  errors,  viz..  the  cashier  thus 
checking  the  salesmen,  and  the  salesmen  the  cashier.  Is  there  any  other 
method  or  mechanical  device  to  accomplish  this  ?  If  so  we  are  desirous  of 
seeing    it. 
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COMFORTERS 

COTTON-DOWN-WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 
2154-56-58  Dundas  St.  W.,  Toronto 


TAPES 

ALL  WIDTHS  AND  QUALITIES 
CARRIED  IN  STOCK 

Walter  Williams  &  Co. 

■08  READ  BLDC,  MONTREAL 
2C  WELLINGTON  ST.  W.,  TORONTO 


WILL  P.  WHITE,  LIMITED 


Montreal 
137  McGill  Street 


Head  Office  : 

Toronto 
65  Siincoe  St. 

Manufacturers'   Agents    and    Distributors 
and  Smallwares  Specialities. 
Wholesale  and  Manufacturers  Only  Supplied. 


"HOOSIER" 

The  best  36-inch  brown 
domestic  in  America 

Buy  it  by  the  bate; 
«e//  if  by  the  bolt 

Indiana   Cotton    Mill 

C«nnelton,Ind.,U.SA 


9 


The 


T.  H.  Birmingham  &  Co 

LIMITED 
533  College  St.,  TORONTO 

Makers  of 

Women's  High  Grade 
Neckwear 
Exclusive    Neckwear    Houte 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free  for   the  asking. 

The  Botanical  Decorating  Company 

(Incorporated) 

208  W.  Adams  St.,  Chicago,  111. 


Fred  Jones  &  Company 

ManufacturtrM  and  Importers 

Babies'  Hand  Crochet  Goods  Notions 

Babies'  Hand  Knit  Goods  NoveMes 

Art   Needlework  Materials 

Room  712  Emnire  Rnildine 

64  WELLINGTON   ST.   WEST,  TORONTO 


Gpfre  (Canadian  ^Ca&g  Press  <tyo. 

"^Limileb 

Kitchener,  One. 

Manufacturers  of 

"The  Canadian  Lady    Dress" 

Ginghams,  Crepes,  Chambruys,  Prints 
Write  us  for  catalogue  and  Prices 


Canadian     Linoleums 

& 

Oilcloths,  Limited 

Cornwall,  Ont. 

Floor    Oilcloth,    Stair    Oil- 
cloth,    Kingzart     Rugs, 
Bath  Mats. 

Write    for    Samples 
and  Prices 


POSITION  WANTED 

By  married  man,  33  years  of  age  with 
15  years'  general  dry-goods  and  department 
store  experience,  8  years  as  department 
manager.  Best  of  references.  Conversant 
and  experienced  in  advertising  and1  modern 
store  methods.  Box  15  Dry  Goods  Re- 
view,   14'3    University    Ave.,    Toronto. 


Panels  are  stressed  for  trim- 
ming. This  effect  is  obtained  by 
beads  of  all  kinds  and  by  self- 
color  and  contrasting  embroidery. 
The  panels  run  from  the  neck  to 
the  hips  at  both  front  and  back, 
on  some  models. 

The  vogue  for  radium  is  still 
apparent.  This  lace  often  forms 
the  entire  sleeve   in   crepe   gowns. 

Metallic  is  everywhere — in  rib- 
bons, in  fabrics,  in  lace  and  in 
flower  trimmings. 

Several  tricolette  samples  are 
to  be  seen,  the  tricolette  being  of 
a  finer  texture  than  in  other  sea- 
sons. 

Applique  is  used  on  the  better 
models.  Very  often  it  is  a  ma- 
terial on  the  wool  order,  like 
cashmere,  which  has  been  applied 
to  the  silk  material  and  the  latter 
cut  away  from  it.  This  is  noticed 
on  the  sleeves  and  on  the  front  of 
the  bodice. 

The  use  of  white  beads  is  a 
pleasant  change  this  year.  These 
are  of  all  sizes  from  the  tiny  old- 
fashioned  ones  that  used  to  be 
strung  into  daisy  chains  to  the 
large  ones,  round  on  the  side  and 
flat  at  top  and  bottom. 

Some  of  the  most  prominent 
shades  in  gowns  are:  the  blues  of 
the  periwinkle  type,  all  the  reds, 
Chinese   green  and  black. 

A  few  gowns  have  scalloped 
hems  and  several  of  these  have 
the  edge  embroidered  in  wool. 


VEILINGS  and 
SILK  NETS 

HODGES  &  LETTAU 

232  McGill  St.  Montreal 


CLIMAX  PAPER 
BALERS 

ALL  STEEL -FIREPROOF 
"Turn*     Watt* 

into  Profit" 
12  SIZES 
Send  for  Catalog 

CLIMAX  BALER  CO 
Hamilton,     Ont. 


BUCKLES 

Pertaining  to 

Millinery,  Dresses  &  Gloves 

Designs  of    many  Shapes  and  Sizes 

Colors— Black,   Green   and    White 

THE  SCHULER  BUTTON  CO. 

LIMITED 
Brantford  -         Ontario 


HABERDASHERY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking, 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 

8&9Hamsell  Street,  London,  E.C  I. 

Established  1871 


D,  B.  Fisk&Co. 

Chicago 


Afro 

HE  ROHAN  D!  Jk  B 

New  York  Salesroom : 
Open  Throughout  the  Year 
411  Fifth  Avenue 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Pe££y  Cloth-Blankets 


SmilnJfeCoi 


(l\5  Worth  St., NY 
?75ummer  St..  Boston 
2g6WfetAuamSrfJiic^o 


RIBBONS    OF    DISTINCTION 

J-C"  Kibboiis  have  peculiar 
t^^fmf^^^K  charm.  Widely  advertised  to 
'  mm  ^.  the  consumer  under  their 
f~  w^L  .  \^  trade-mark  names  for  the 
^tWt^mrr  ,  \\  protection  of  the  dealer. 

"SATIN     DB     IiUXS" 

"TROTjaSBAU" 

"IxADY    FAIR" 

"SANKANAC"    "VIOUBJT" 

" DEMOCRACY" 

JOHNSON.    COWiDIN    &   OO..     »   E.   »U»   Bt, 

Now    York.    N.Y.  Msde  In    P.fl.A. 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 
M  ade  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 

SHERBROOKE,     QUEBEC 
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"Old  Bleach"  Embroidery  Linens  &  Towels 


"Old  Bleach"  Embroidery  linens  are  distinguished  by 
being  made  in  Ireland  of  selected  flax  yarns, 
bleached  on  the  grass  by  the  sun,  pre-shrunk,  and 
by  having  warp  and  weft  of  exactly  the  same  size. 
The  high  quality  towels  illustrated  are  in  what  is 
called  the  "Old  Bleach"  K  range.  They  are  made  in 
three  sizes,  18x30,  20x36  and  22x38,  and  in  six  de- 
signs. All  are  double  faced  huckabacks  and  in  spite 
of  their  o>bvious  value  may  be  retailed  at  moderate 
prices. 


Embroidery   linens   illustrated  are: 

G.  C.  6.  A  heavy  Art  Embroidery  Linen,  Oyster 
Shade,  15  to  74  inches  wide  and  admirable  for 
the    popular    Italian    Embroidery    work. 

C  L.  4.  A  heavy  round  thread  Art  Linen  of  a  finer 
count.      15   to   72    inches    wide. 

E.  L.  35.  Probably  the  most  popular  of  all  "Old 
Bleach"  Embroidery  Linens.  A  heavy  round 
thread  linen  supreme  for  drawn  work  and  all 
general  embroidery.      15   to  72   inches   wide. 

Inquiries  relative  to  "Old  Bleach"  goods  are  solicited 

and  will  receive  prompt  attention. 


THE  "OLD  BLEACH"  LINEN  CO.,  LIMITED 


(Regd.   trade    mark). 

New  York,  44-46  East  25th  Street 


RANDALSTOWN,  IRELAND 

Toronto,  W.  H.  Steley,  22  West  Wellington  Street 
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JJTc"LATWOR.THY|^/)"e  SON   LIMITED 


"The  Brand  of  Distinction 

Our  beautiful  new  finishes — Athenian  Verdi  Bronze  and  Greco-marim  Bronze  are  attracting  much  attention  and  praise' 
Of  course  we  can  supply  the  standard  finishes  as  well  -  Old  Ivory,  Roman  Gold,  Solid  Walnut  and  Birch  Mahogany  if  desired' 

WHEN  YOU  ARE    IN  TORONTO  call  at  our  showrooms- 1 61  King  St.  W.,  convenient  to  all  points  in  the  Dry  Goods 
District.    Drop  in  any  time  and  loo\  over  our  fixtures,  we  have  them  for  every  use. 

Send  tor  our  Metal  Fixture  .  Catalogue  and  Catalogue  No.  21  showing  Wood  Fixtures,  Form*,  etc. 

CLATWORTHY  &  SON,  LIMITED 


LONDON ,  ENG .  P£llirJjZ?%nla''ccJ°r  TORONTO ,  CAN . 

Established  1896  P'ERRE  'MANS-  P°"°-  F'°""  Incorporated  1908 

REPRESENTATIVES  1 

Vancouver,    B.    C. — J.    S   Maxwell    &    Co.,    Mercantile    Bldg.      Quebec — Nap    Debigare,    205    Rue    des    Fosses. 

Montreal,   Que. — E.  O.   Barette  &  Co.,  301   St.  James   St.  | 

Travelling  Western  Representative — W.  S.   Ireland.  Eastern  Representative — W.  S.   Marzett 
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I  C  LAJ^OKJJV[j^^gJOH   LIMITED 


|        PIERRE  IMANS         | 

I  Wax  Models  I 

In  Stock  for  Immediate  Delivery 

We  have  a  limited  slock  of  these  beautiful 
Wax  figures  (no  two  alike)  ready  for  prompt 
shipment;  or  we  can  quote  you  F.  0.  B. 
Paris,  France  with  delivery  of  from  four 
1        to  six  months.  1 

Call  at  our  showrooms  early  and  make  your 
selections  while  we  have  them  or  order  from 
our  travellers  at  once  Don't  delay—because 
we  only  have  enough  to  partly  supply  the 
|        demand. 

(Write  for  Catalogues.) 

Clatworthy  fe?  Son  Limited 

|  LONDON,  Eng.  TORONTO,  Can. 

Sole  Canadian  Representatives  ior 
PIERRE  IM\NS.  PARIS.  France 

?l hiii ilium minimi mini i nm ummoi iiiiiiiiiiiiiinimimmmmi 


Making  an  Asset    of 
Difficulties 


A  GREAT  opportunity  is  now  before 
American  business — the  oppor- 
tunity of  making  a  big  and  permanent 
asset  out  of  the  very  difficulties  of  the 
present  situation.  The  conviction  that 
this  can  be  done  is  extremely  heart- 
ening. It  is  enough  to  put  a  new 
thrill  of  life  and  activity  into  every 
form  of  industry. 

From  one  point  of  view  the  present 
situation  is  by  far  the  most  desirable, 
the  soundest,  the  sanest,  and  the  most 
hopeful  this  country  has  ever  seen. 
Why?  Because  it  brings  into  bold 
relief,  through  sheer  necessity,  the 
latent  power  to  create  conditions  as 
we  would  like  to  have  them. 

The  curtailment  of  Demand  for  the 
products  of  industry  brought  us  face 
to  face  with  the  question,  hitherto 
ignored,  as  to  what  causes  demand. 
Then  it  was  discovered  that  Demand 
was  a  created  thing,  and  that  more  of 
it  could  be  created  in  almost  any  di- 
rection— if  enough  of  the  right  effort 
were  applied. 

Chief  among  the  means  of  creating 
Demand  is  now  seen  to  be  Advertis- 
ing. Wherever  you  find  a  big  demand 
for  any  product  you  find,  invariably, 
that  the  demand  for  that  product  has 
been  stimulated  by  human  effort,  and 
chiefly  through  advertising. 

It  is  obvious  to  any  cne  who  will 
think  it  through  that  the  present  de- 
mand for  any  product  could  be  sub- 
stantially lessened  if  it  were  possible 
to  eliminate  all  forms  of  advertising 
— including  pictures,  displays,  and 
word  of  mouth,  as  well  as  printed  and 
painted  messages — and  just  let  that 
product  depend  on  the  natural  or 
unstimulated  demand. 

And  it  is  equally  obvious  that  a 
demand  for  any  worthy  product  can 
be  created  and  stimulated  by  means 
of  Advertising. 

This  fact  puts  within  the  hands  of 
the  business  man  the  means  of  creat- 
ing his  own  market.  That  would  be 
the  biggest  asset  he  could  have — an 
assured  market  for  all  he  could  pro- 
duce. 
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Part  Vtm* 

General  Offices  —Administration 
AIpHonse  Racine  Limited ,   Montreal. 


Canada 


A  Forty-fourth 

General  Invitation 

THE  House  of  Racine  established  in  1878 — extends  an   old  and  a  new  invitation  to 
every  retail  merchant  coming  to  Montreal  market  to  inspect  the  General  Office  and 
Warehouses  of  the  Company  and  have  a    friendly    chat    with    the    administration; 
whose  policy  in  selecting  the  heads  of  the  different   executive    and   merchandise    depart- 
ments has  been   insistence  on  the   qualifications     of     thorough     information,     sincerity, 
courtesy  and  carefulness. 

The  Stock :- 

Finds  the  House  of  Racine  "The  Staple  Dry  Goods  House  of  Canada,"  carrying  in  their 
Fourteen  Departments  one  of  the  largest  stocks  of  General  Dry  Goods,  Piece  Goods  of 
Cotton,  Wool,  Linen  and  Silk,  Home  Furnishings,  Floor  Coverings,  Bed  Coverings  and 
Draperies,  Gent's  Furnishings  (four  departments),  Hosiery,  Ready-to-Wear  and  Small- 
wares. 

The  Location :- 

Within  the  shadow  of  the  largest  Seaport  Elevator  in  the  World. 

The  Business :- 

Grows  apace  with  the  general  growth  of  Canada  and  is  today  one  of  the  Four  Leading 
Wholesale  Dry  Goods  Houses  of  Canada. 

The  Aim:- 

of  the  House  of  Racine  is  to  have  a  satisfied  and  prosperous  clientele,  in  seeking  con- 
stant improvements  in  merchandising  and  marketing  worthy  goods  at  satisfactory  prices. 


Alphonse    Racine 

MONTREAL 


Limited 
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What  Retail  Advertising  Must  Do 

To  Be  Effective  Advertising  Must  Be  of  Value  to  the  Public — 
Only  the  Truth  Must  Be  Employed  to  Make  Advertising  Profitable 
— Successful  Stores  Have  Won  Through  Greater  Skill  in  Adver- 
tising 


EDITOR'S  NOTE:  Merchants  will  be  interested  in  some 
of  the  ideas  expressed  in  regard  to  the  handling  of  retail 
advertising,  as  outlined  at  the  recent  convention  in  Milwaukee 
of  the  Associated  Advertising  Clubs  of  the  World.  Effective 
retail  advertising  can  be  of  great  assistance  to  the  merchant 
in  stimulating  trade  at  present,  and  no  matter  how  much  each 
retailer  thinks  he  knows  about  advertising  he  will  find  some 
points  which  he  can  make  use  of  to  advantage  in  this  report. 


R 


\  ETAIL  advertising  and  therefore  the  people  who  de- 
vote their  time  to  it,  can  be  just  as  big,  as  important, 
as  influential,  as  those  engaged  in  the  business  desire," 
asserted  Louis  Blumenstock,  of  St.  Louis,  advertising  man- 
ager of  one  of  the  great  department  stores  of  that  city,  and 
president  of  the  Associated  Retail  Advertisers,  at  the  con- 
vention of  the  Associated  Advertising  Clubs. 

"Throughout  the  sessions  of  the  retail  advertisers,  who  are 
gathering  from  the  four  corners  of  the  earth  to  discuss 
methods  for  improving  such  advertising,  the  fundamental 
thought  has  been  that  advertising,  to  be  useful  to  the  store 
that  uses  it,  must  first  be  of  benefit  to  the  public.  It  must 
tell  the  news  of  a  store,  of  new  merchandise  arrivals,  of  at- 
tractive prices,  of  the  uses  to  which  merchandise  can  be  put 
to  obtain  the  largest  possible  benefit  from  its  purchase. 
Strong  emphasis  has  been  laid  upon  the  fact  that  the  best 
advertising  of  today  is  not  that  which  tells  merely  about  the 
goods  offered,  but  rather,  that  which  tells  about  the  use  of 
the  goods. 

The  Truth  Only 

"Another  deep  current  in  these  sessions  has  been  the  un- 
animous agreement  that  nothing  short  of  the  plain,  simple 
truth,  as  to  qualities,  prices,  etc.,  can  be  employed  profitably 
in  advertising,  and  this  was  especially  stressed  by  Mr. 
Blumenstock.  He  showed  that  advertising  does  more  than 
merely  bring  people  into  a  store  once — that  proper  advertis- 
ing and  sound  merchandising  will  bring  the  customer  back 
time  and  again. 

"A  business  that  is  properly  built,"  he  said,  "is  not  entire- 
ly dependent  upon  the  daily  advertisement.  It  possesses  a 
clientele  that  has  been  culivated  and  has  been  encouraged  to 
come,  day  after  day,  to  the  establishment  to  satisfy  its  wants. 
And  this  clientele,  which  is  termed  'natural  business,'  should 
be  sufficient  to  assure  an  average  business.  The  advertis- 
ing should  merely  give  it  a  greater  impetus,  and  the  occasion 
should  be  carefully  planned  and  honestly  presented. 

"Many  things  in  a  business  have  to  do  with  its  future,  with 
its  progress,  with  its  place  in  the  com- 
munity. The  establishment  that  interests 
itself  in  municipal  affairs,  advocates 
progress  in  an  editorial  way,  is  advertis- 
ing itself  as  a  progressive  business  and 
indicates  to  the  public  that  it  is  vitally 
interested  in  the  progress  of  the  com- 
munity, and  that  the  establishment  con- 
sders  itself  a  factor  within  it." 

The  great  gathering  of  retailers  has 
developed  the  interesting  fact  that  dur- 
ing the  last  few  months  when  many 
stores  have  had  to  retrench  sharply  and 
even  have  shown  financial  losses,  there 
have     been     other     merchants,     similarly 


situated,  who  have  been  distinctly  prosperous;  and  in 
every  case,  the  successful  stores  have  won  through  the 
exercise  of  greater  skill  in  advertising  and  merchandising 
shown  by  the  successful  ones. 

Sharp  emphasis  has  been  given,  by  several  speakers,  to 
the  need  for  better  advertising  copy — a  better  understanding 
of  merchandise  and  the  customer — and  the  use  of  attractive 
advertising  illustrations.  An  illustration,  attractive  in  ap- 
pearance and  truthfully  describing  the  merchandise  to  be 
sold  or  clearly  reflecting  the  character  of  the  store,  it  has 
been  shown,  can  be  of  the  greatest  importance  in  selling 
goods  and  building  permanent  good  will. 

"The  successful  retail  advertising  man  of  today  must  know 
the  store  through  and  through — the  management,  employees, 
merchandise,  customers — every  element  and  phase  of  the 
business,  and  moreover,  he  must  not  only  reflect  the  spirit 
of  the  institution  he  is  advertising,  but  also  be  in  the  position 
of  helping  to  guide  the  management  in  the  adoption  of  policies 
which  will  win  greater  good  will."  Such  was  the  declaration 
of  Edward  S.  LaBart,  of  Wilson  &  Co.,  Chicago,  in  address- 
ing the  retail  section  of  the  advertising  convention. 

What  I  Would  Want  to  Know 

"Were  I  a  young  man,"  he  said,  "and  had  an  opportunity 
to  become  identified  with  a  retail  store  in  the  advertising  de- 
partment. I  would  want  to  know  about  all  that  I  could  of  the 
retail  store  business  because  I  would  consider  that  as  long  as 
I  had  to  interpret  the  store  to  the  public,  I  would  have  to 
know  within  myself  those  things  I  should  have  to  consider  and 
write  about. 

"If  I  owned  a  store  and  wanted  to  have  an  advertising  de- 
partment, I  would  first  make  certain  that  I  actually  had  some- 
thing to  offer  the  public  and  then  I  should  insist  upon  my 
advertising  man  knowing  every  employee  of  my  establishment 
and  to  spend  some  time  both  behind  and  in  front  of  the  count- 
ers absorbing  everything  possible  concerning  my  busness. 

"As  an  advertising  man  in  a  retail  store  I  would  not  stop 
in  my  endeavors  until  I  had  sold  every  employee  on  the  value 
of  advertising;  until  I  was  certain  every  one  of  them  knew 
the  great  underlying  thought  or  message  that  I  was  carry- 
ing along  in  my  copy.     I  would  not  stop  until  I  found  it  pos- 
sible to  make  it  easer  for  those  higher  than  I  to  understand 
that  advertising  was  the  mouthpiece  of  the  business  they  were 
building  and   to   be   open   to   suggestions   and   means  for   im- 
proving the  store  policies  where  needed  and  to  permit  me  to 
carry  to  the  public  the  great  impelling  story  that  surrounds 
every  successful   enterprise.     Every  success     is     a     business 
romance  and  has  attached  to  it  wonderful   stories,  principles 
and   ideals — splendid  merchandising  facts 
that   await   the   touch   of   a   human   mind 
trained    and    directed    towards    revealing 
them  in  a  way  easy  to  be  understood. 

"You  cannot  row  a  boat  across  a  river 
with  your  hands  tied  behind  your  back, 
any  more  than  a  retail  store  can  hope  to 
have  its  ideals  and  purposes  dug  out  and 
properly  supported  by  one  whose  hands 
and  ideas  are  tied  tight  by  the  big  boss, 
who  himself  does  not  thoroughly  under- 
stand what  advertising  actually  is." 
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Customer  is  Master,  Salesman  is  Servant 

Studying  the  Art  of  Salesmanship  is  Interesting  and  Profitable 

— Things  a  Man  Should  Know  to  Make  a  Good  Salesman — 

Fine  Points  of  Selling  Have  Been  Frequently  Neglected 


ANY  MAN  who  will,  may  become  a 
good  salesman.  This  is  true,  but 
it  is  not  an  easy  thing  to  be- 
come a  good  salesman.  Just  how  to  make 
known  what  good  salesmanship  is  would 
be  a  heavy  task,  but  it  may  be  taken  for 
granted  that  a  good  salesman  is  among 
the  "top-notchers." 

Salesmanship  is  a  profession.  It  can 
be  learned  just  about  as  easily  as  law, 
medicine  or  any  of  the  other  professions, 
and  it  cannot  be  learned  any  easier.  Like 
any  other  profess'on,  it  requires  persis- 
tent and  arduous  application  to  master 
it,  and  to  keep  posted  in  its  newest 
phases  and  developments. 

These  men  are  paid  to  be  agreeable 
and  polite;  to  dress  in  a  manner  befitting 
the  establishment:  to  make  friends  for 
the  store  by  their  affability.  The  wares, 
or  the  pric  s  placed  upon  them  are  ex- 
pected to  effect  the  sales. 

Educated  in  Smaller  Shops 

On  the  other  hand,  many  of  the  so- 
called  salesmen  are  getting  their  educa- 
tion in  the  smaller  shops  under  men 
who  have  no  inclination  or  ability  to  in- 
struct properly  the  apprentices  under 
them. 

The  man  who  wants  to  become  a  good 
salesman  must  do  so  by  his  own  efforts. 
If  he  is  ambitious  and  wiling  to  give  the 
time  to  the  study  he  may  succeed  in  spite 
of  all  things  that  combine  against  his 
success.  It  all  depends  upon  his  own  en- 
deavors. 

There  are  three  things  a  man  must 
know  before  tie  can  become  a  good;  sales- 
man. These  are:  Himself,  his  wares  and 
his  customers. 

Firs:,  of  all,  he  must  study  himself. 
Very  few  men  know  themselves  al- 
though most  men  think  they  do.  They  do 
not. 

To  become  a  successful  salesman  a 
man  must  be  able  to  govern  his  thoughts 
and  control  his  actions.  He  must  have  a 
good  impression  on  his  customer  and  he 
cannot  do  this  if  in  any  way  his  actions  * 
create  in  the  mind  of  his  customer  the 
slightest  degree  of  antagonism. 

He  must  study  his  appearance  and 
make  it  pleasing.  He  must  study  the  very 
expressions  of  his  face.  He  must  be  able 
to  assume  all  the  appearance  of  surprise, 
pain,  joy,  sympathy,  respect  and  a  host 
of  other  emotions. 

He  must  be  able  to  concentrate  his 
thoughts  upon  the  thing  in  hand.  He 
must  be  able  at  will  to  exclude  all  other 
thoughts  from  his  mind.  If  his  thoughts 
are  allowed  to  dwell  upon  outside  sub- 
jects his  magnetic  force  ;;  divided  and 
becomes  greatly  lessened  in  power  if  not 
negative  in  effect. 


He  must  cultivate  good  taste  and  judg- 
ment. Good  taste  more  especially  in  re- 
spect to  his  personal  appearance  and 
dress.  A  careworn  face  or  one  showing 
signs  of  dissipation  has  a  marked  nega- 
tive effect  upon  his  customers.  So  also 
has  the  appearance  of  lack  of  taste  in 
his  dress. 

Personal  Attributes 

The  pleasing  man  will  have  a  cheerful 
countenance,  a  clear  eye,  a  clean-shaven, 
well-groomed  face  and  a  neatness  in 
dress  that  will  at  once  place  him,  in  the 
customer's  opinion  at  least,  among  that 
class  of  men  in  whose  company  cultiva- 
ted persons  like  to  be  seen. 

He  must  cultivate  good  judgment  in 
the  choice  of  friends.  Our  likes  and 
dislikes,  if  allowed  to  rule  us  without  re- 
straint, are  sometimes  prone  to  work 
evil  for  us.  A  salesman  should  never 
condescend  to  lower  himself  in  his  own 


Salesmanship  is  a  profession  and  re- 
quires persistent  study. 

"Order  Takers"  must  now  train  them- 
selves in  salesmanship  in  order  to  make 
progress. 

Some  of  the  necessary  personal  at- 
tributes. 

Study  wares,  line  up  sales  arguments 
and  learn  to  present  them  in  the  most 
forceful  manner. 


estimation  in  choosing  companions  of  a 
lower  order  of  morality,  culture  or  re- 
finement. If  he  does  he  will  eventually 
lower  himself  to  their  level  in  the  sight 
of  others,  if  not  in  reality. 

The  salesman  must  cultivate  his  voice. 
He  must  be  able  to  modulate  his  tones  to 
harmonize  with  his  thoughts  and  with 
the  feelings  of  his  customers. 

He  must  study  correct  modes  of 
speech.  He  must  study  to  put  his 
thoughts  into  pleasing  sentences.  He 
must  study  to  make  his  sentences  pro- 
duce logical  arguments. 

He  must  recognize  the  fact  that  he 
is  the  servant  and  that  the  customer  i<s 
the  master.  He  is  at  all  times  open  to  all 
sorts  of  senseless  abuse,  suspicion  and 
discomfort  at  the  hands  of  the  public.  He 
must  learn  to  sink  his  feelings  behind 
a  stoical  exterior  and  smile  as  pleasantly 
as  if  nothing  had  occurred  to  disturb  his 
equanimity.  It  is  in  these  situations  that 
tactful  control  of  himself  will  win  a  re- 
ward in  the  end. 

The  second  proposition  is  important. 
He  must  study  his  wares.  It  is  only  the 
man  who  knows  what  he  is  selling  that 
can  reach  above  the  average  in  sales. 

The  street  vendor  and  itinerant  ped- 
dler is  usually  a  salesman  of  consider- 


able ability.  This  is  due  in  some  meas- 
ure to  a  knowledge  of  his  wares.  He 
knows  the  good  points  of  the  article  he 
has  for  sale.  He  has  learned  by  constant 
contact  how  to  present  these  good  points 
and  to  keep  them  to  the  front,  to  present 
them  in  such  a  way  that  they  overshad 
ow  all  the  weak  points. 

Many  men  behind  the  counters  not 
only  fail  to  recognize  the  good  points  in 
the  goods  they  have  to  sell,  but  see 
looming  up  largely  before  their  mind 
the  weaker  points.  A  well-balanced  m'nd 
would  not  allow  this  state  of  affairs. 

Lastly  the  salesman  must  know  his 
customers.  This  is  an  easy  task  after  he 
has  mastered  the  story  of  himself.  We 
are  all  human.  All  have,  more  or  less, 
the  same  emotions  and  the  same  method 
of  expressing  them. 

Psychological  experts  can  read  the  hu- 
man mind  like  an  "open  book,"  because 
they  have  learned  to  read  the  expres- 
sions of  the  face,  the  effects  of  the  emo- 
tions on  the  face  and  physical  form  of 
man.  The  salesman  must  make  almost  as 
exhaustive  a  study  of  his  customers  as 
the  professor  of  psychology  does  of  man- 
kind. 

The  art  of  control,  which  is  recom- 
mended to  the  salesman,  is  practised  by 
so  few  that  he  will  have  a  chance  to  read 
the  public  with  little  effort.  Once  he 
knows  the  feelings  of  a  customer  to- 
wards his  goods  and  himself  he  is  in  pos- 
session of  the  means  of  securing  sales. 

All  this  may  seem  formidable  to  the 
unpractised  salesman,  but  rest  assured 
that  once  this  study  is  undertaken  it  will 
be  continued  for  the  fascinating  disclos- 
ures that  are  being  made  every  day.  The 
study    is   both    profitable    and   pleasing. 


BEADS 

All  kinds  and  colors 
in  Great  Variety 

Newest  Novelties  in 

BEAD    NECKLACES 

and  GIRDLES 

"THE  BEAD  HOUSE" 

R.  A.  PHILLIPS 
77  YORK  ST.  TORONTO 


Artist  Supply  Co.,    Ltd. 

Room  50,  77  York  St.,  Toronto 

Complete  Show  Card  Material  Dealers 

Write  for  Price  List 
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FIELDING  &  JOHNSON  LTD. 

WORSTED  AND  BOTANY  SPINNERS 


LEICESTER, 

Established  -  Two  Centuries 
Government  Contractors 

Every  Variety  of  Worsted 
Botany  and  Cashmere 

Yarns  for 

Hosiery  and 

Knitted  Goods 

also 
Fringing     and 

Knittings 

Mendings       V 
Shetland  Floss    \ 


Representative 

visiting  Canada 

"Fall  1922" 


ENGLAND 

Telephone  Nos.  1207  and  119 
Telegraphic  and  Cable  Address 
"Fielding,  Leicester" 

A.  B.  C.  Code  Used  (4th  and  5th  Editions) 


WHOLESALE 
ONLY 


Bond    Street    Mills   Leicester 


Agents  for  Ontario: 
The  F.  A.  Turner  Co., 
52  Bay  St. 
Toronto 


Something 
Sometimes 

VERLOOKED 

Wire 

Toronto 

Montreal 
Winnipeg 
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Miss    PEGGY   O'NEILL. 
Savoy  Theatre. 

Never  have  I  seen  such  wonderfully 
beautiful  reproductions  of  Oriental 
Pearls.  If  you  can't  have  real  ones, 
you  must  try  "Cintra,"  the  next  bast 
thing. 


JOSE  COLLINS 
The   World- Famous    Operatic   Star,    writes: — 

I  am  delighted  with  my  rope  and  bracelet  of 
Cintra  Pearls.  When  I  wear  them  together  with 
my  Oriental!  Pearls,  my  friends  are  unable  to  distin- 
guish the  difference.  It  affords  me  great  pleasure 
to  inform  you  that  your  Cintra  Pearls  are  undoubt- 
edly the   finest   reproduction    I   have   ever   seen. 

Owing  to  the  great 
demand  for 


Miss    PHYLLIS    MONKMAN, 
Palace    Theatre,     London. 

I  am  very  proud  of  my  Cintra  Pearls. 
Adl  my  friends  admire  them  and  think 
that   they   are   real. 


CINTRA  PEARLS 

throughout  the  United  Kingdom  and  the  Colonies,  we  have  decided  to  appoint 
AGENTS  in  towns  where  we  have  not    already    arranged    representation,    in 

order  to  give  the  purchasing  public  an  opportunity  of  seeing  these  WONDER- 
FUL REPRODUCTIONS  OF  THE  COSTLY  GEM. 

Not  only  will  this  obviate  the  personal  visit  to  the  London  Stores  or  our  own 
showrooms,  but  it  will  bring  the  local  retailer  into  immediate  touch  with  the 
requirements  of  his  customers.  He  will  also  be  then  in  a  position  to  person- 
ally supervise  each  individual  inquiry  for  CINTRA  PEARLS. 
THE  AROVE  PHOTOGRAPHS,  WITH  THEIR  PERSONAL  RECOMMEN- 
DATIONS OF  THESE  CELERRATED  ARTISTS,  will  alone  testify  as  to  the 
recognised  beauty  and  wonderfully  realistic  quality  of  CINTRA  PEARLS, 
which  are,  without  a  doubt,  the  WORLD'S  FINEST  REPRODUCTION  OF 
THE  ORIENTAL  PEARL. 

None  of  these  well-known  actresses  would,  under  any  circumstances,  wear  gems  that  would 
reveal  the  slightest  suggestion  that  they  were    anything  but  real. 

CINTRA  PEARLS  are  supplied  from  our  own  Laboratories,  and  are  on  sale  at  the  largest 
stores   in  the  world. 

Retailers  are  supplied  by  us  with  Booklets  bearing  their  own  names  and  addresses  as  AGENTS, 
together  with  Showcards,  Photographs  of  the  above  Actresses,  and  their  personal  recommenda- 
tions, Showcases,  Ivorine  Fixed  Selling  Price  Tickets,   etc.,  Free. 

OFFICES  AND  SHOWROOMS  OF: 

The  CINTRA  PEARL  Ltd.,  11,  Argyll  Place,  Regent  Street,  London,  W.l,  England 
Fixed  Retail  Prices  Quick  Seller  Liberal  Trade  Terms 


Gold  Medal  Awards:  Paris  —  Brussels. 


Grand    Prix:    Lyons  —  Turin 
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The  McCaskey 


A  combination  which,  while 
giving  complete  Adding 
Machine     Service,     constitutes 

A  CASH  REGISTER 

Equal  to  any  four  or  eight 
drawer  Cash  Register. 


ADDING 
MACHINE 

By  use  of  duplicate  tape 
on  adding1  machine,  a 
cash  receipt  can  be  given 
to  customer,  the  duplicate 
remaining  on  rewind  pin 
as  record. 

PRICE- 
ADD.  MACHINE  $175.00 
CASH  DRAWER  60.00 
COMPLETE  235.00 


Counter  Check  Books— Duplicate 
and  Triplicate  Styles  of  all  Kinds. 


ADDING  MACHINE 
GASH  DRAWER 
GASH  REGISTER 

Choice  of  three  keyboard 
arrangements. 

One  or  two  rows  of  9 
symbol  keys  will  give 
complete  Department  and 
Clerk  control. 

CASH 
DRAWER 


A  Cash  System  for  all 
lines  of  business — without 
equal  in  price  and  service. 

Sold  on  liberal  monthly  pay- 
ment terms. 

A  Two  Years'  Guarantee  with 
each    Machine. 

Another  addition  to  the  already 
famous  "McCaskey"  line  of 
specialties  in  Account  Systems. 


McCaskey  Systems  Limited  JSSSXuSS£^Z 

Gait,  Ontario  Pads,  Countercheck  Books 

Several  good  territories  open  for  live  and  able  Salesmen. 


M.  Gardner  &  Co.,  Limited 

Announce  Their  Fall  Showing  of 

DRESSES 

SILKS        -         CANTON  CREPE        -         CHARMEUSES 

SERGES  and   TRICOTINES 

at  prices    that  will  appeal  to  the  wants  of  the  retailer  to-day. 
421  Union  Avenue        MONTREAL 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND  EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932-938  Broadway  New  York  Cor.  22nd  St. 

Canadian  Showroom  and  Factory : 

Bay  and  Wellington  Sts.,         -        Toronto,  Canada 


It's    the   Sales  you   lose*  that   cut  down   your 
profits 

Look  well  to  the  lines 

that    sell    every    day 

Dresses    and    House    Dresses 

Children's  Dresses 

Rompers  and   Creepers 

Our  range  for  Fall  is  made  up  of  the 

best    materials    and    workmanship    and 

the  styles  are  approved. 

Place  your  order  now 

"A  better  made  Garment  for  less  money" 

CANADIAN   PERFECT   GARMENT    CO. 

513-515   College  St.,  Toronto 
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General  Section 

Autumn,  1922   29 

Sales  Ideas  Used  in  Buffalo  Stores  30 
An  "Avoid"  List  Helps  Cut  Over- 
head     31 

Anniversary  Sales  Bring  Business.  32 
Contests  Are  Business  Builders  ...  33 
Making  Certain  of  Efficient  Sales- 
manship    34-35 

Editorial    36 

"We  Build" 37 

Dry  Goods  Markets  at  a  Glance  .  .  38 
Increase   Turnover   by   Stock    Con- 
trol    39-40 

Men's  Wear  Section 41-45 

Fabrics 

Fabric    Department    Has    Big    Op- 
portunity      46 

Novelty  Fabrics  for  Fall  Trade   .  .  48 

Feature  Pile  Fabrics  for  Fall   ....  49 

Soft  Materials  for  Draped  Effects.  50 

Dress  Accessories 

The  Vogue  in  Paris  and  New  York  62 

Much  Attention  to  Miladi's  Feet.  .  63 

A  Foreword  on  Fall  Accessories.  .  64 

Patent  Leather  Bags  for  Fall  ....  65 

Dent  Griffin  Limited  is  Organized  66 

Corsets  and  Lingerie 

Interesting  Range  of  Fall  Samples  72-73 
Knit  Goods 

New  Interest  in  Wool   Underwear  76 

Slipover  Enjoys  Great  Popularity.  77 

Is  Tailoring  on  Large  Scale 78 

Make  Boosters  Out  of  Kickers.  ...  79 

Millinery 

Metallized  Effects  in  Profusion.  .  .  92 
Increase  Sales  by  Frequent  Visits 

to   Market    94 


Millinery  Forecast  for  Coming 
Months 95 

Furs 

Straight  Lines  in  Coats  and  Capes  98 
Some  of  the  Newest  Fall  Models.  99-101 
Hudson  Seal  Cape  Wrap — A 

Leader    102 

Big  Addition  to  New  York  Store.  .     103 

Fancy  Goods 

Applique     Work     and     Rick-Rack 

Braids 104 

Sales  Were  Effected  by  Suggestion    107 

Notions 

Selling  Five  Cent  Articles  at  a  Profit  110 
Fashion  Alters  Trend  of  Notions.  .     Ill 

Equipment  and  Display 

The  Art  of  Showcard  Writing.  .118-119 

Must  Sell  Yourself  First 120 

Stunt  Window  Displays  Are  Dan- 
gerous        121 

Homefurnishings 

Active  Placing  on  Window  Shades  126 

New  Treatment  of  Drapery  Goods  127 

The  Versatile  Paul  Poiret 129 

Ready-to-Wear 

The  Paris  Bride  in  Review 142 

Position  Creates  Sale  of  Blouses.  .  143 

Fashion  Notes  From  New  York.  .  .  144 
Tailored     and     Formal     Styles     in 

Blouses 145 

Western  and  General 

Saskatchewan  Convention  of  Re- 
tailers    148-150 

A  Co-operative  Effort  Builds  Dis- 
trict       151 


THE  INQUIRER'S  CORNER 

You  may  want  to  know  where  a 
certain  line  of  merchandise  in  the 
Dry  Goods  Trade  can  be  procur- 
ed; you  may  have  on  your  hands  a 
problem  in  connection  with  your 
business  that  is  difficult  to  solve. 
Dry  Goods  Review  can  render  you 
a  service  and  will  cheerfully  do  so 
if  you  will  fill  in  this  b'ank. 


INFORMATION  WANTED 
Dry  Goods  Review, 

153  University  Are.,  Date 1922 

Toronto,  Ovtario. 

Please  tell  me    

Name    

Address    
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Acme  Glove  Works    Limited   69. 

Allen  Bros.  Co.,   Ltd 6. 

Allen   Silk   Mills,  Ltd 6. 
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Artist   Supply   Co.,   Limited    161. 

Atlantic    Underwear,    Limited 80. 
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Scott,  Peter  &  Co.,  Limited   82. 

S'lks,    Limited    u..  162 

Simpson,    J.    Company    115. 

Smith,  Hogg  &   Co 155. 

Stevenson,  Anderson  &  Co.,  Ltd.  . .  140. 

Stoffell    &   Co 11. 

Stodd  &    Millington,   L;mited 146. 

T 

The  Cintra  Pearl,  Limited  163 

Tod,  H.  G.  Co.,  The  97. 

Toronto     Feather      &      Down   Co., 

Ltd 141  155. 

Turnbull,  C,  Co.,  Ltd 91. 

Turner  Luke  &  Company   112. 

V 

Vassie  &  Company    88. 

W 

Wayagamack  Pure  Kraft    5. 

Warner  Bros.,  Co.,  The  74. 

Whiting  &  Davis  Co 108  155. 

White,  Will   P.,   Ltd.    ..112-113-114-155. 

Williams,    Chas.   W 137. 

Williams,  Walter,  &  Co.,  Ltd.    .108  155. 

Willis    &    Hutchinson    91. 

Wright    Sons,   Wm.   E.,   Co 115. 
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"Yes,  Madam,  this  Gold  Seal 
proves  it  is  a  genuine  Gold- 
Seal  Congolcum  Art -Rug" 


It  Pays  to  Show  Customers 
the  Congoleum  Gold  Seal 


When  the  salesman  shows  a  woman  the  Gold 
Seal  that's  pasted  on  all  genuine  Gold-Seal 
Congoleum,  it  tells  her  these  things — 

1 — The  floor-covering  is  genuine  Gold- 
Seal  Congoleum — nationally  known 
and  advertised. 

2 — It  will  give  her  full  value  in  wear, 
lessen  her  housework  and  perma- 
nently beautify  her  home. 

3 — Unless  it  is  perfectly  satisfactory 
her  money  will  be  refunded. 

Women  know  these  are  the  things  the  Con- 
goleum Gold  Seal  stands  for — they've  read  these 
facts  repeatedly  in  Congoleum  advertising 
appearing  in  the  leading  magazines,  newspapers 
and   farm   papers. 


Gold  Seal 


(Bngqleum 

^4rt-Rugs 


Made  in  Canada 
by  Canadians for  Canadians 


That's  why  they're  quick  and  ready  to  buy 
floor-covering  that  carries  the  Congoleum  Gold 
Seal  —  that's  why  it  pays  to  show  them  this 
Gold  Seal. 

Make  the  most  of  the  opportunities  for  big, 
easy  profits  offered  by  Gold-Seal  Congoleum 's 
popularity  and  reputation.  Let  women  who 
pass  your  store  know  you're  headquarters  for 
Gold-Seal  Congoleum — feature  it  in  your  local 
advertising. 

We  will  gladly  help  you  do  this — send  you 
photos  of  attractive  displays  which  you  may  use 
— furnish  handsome  window- cards  and  hangers 
printed,  in  colors,  and  convincing  advertise- 
ments you  can  run  in  your  local  newspaper. 

As  a  good-will  builder  Gold-Seal  Congoleum 
is  unsurpassed.  A  name  for  dealing  in  guaran- 
teed and  nationally  known  merchandise  is  an 
asset  for  every  merchant.  Feature  the  Gold  Seal 
and  reap  the  advantages  it  is  bound  to  bring. 

Congoleum  Company 
of   Canada,   Limited 

1270  St.  Patrick  Street,  Montreal,  Quebec 
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Making  sure 


What  a  trifle  is  the  cost  of  the  thread  as  compared  to  the 
cost  of  the  garment! 

Yet  puckered  seams  may  spoil  the  whole  effect,  and  cause  the 
beauty  of  the  garment  to  vanish  forever. 

People   who   know   avoid  this   by  making   assurance   doubly 
sure — they  insist  upon 


SPOOL 
SILK 


It  positively  will  not  shrink  or  cause  wrinkling  at  the  seams. 
It  is  strong,  elastic  and  will  out-last  the  garment  itself. 

Made  in  every  shade — exact  matches  that  win  your  custom- 
ers' good  will. 


jD>eIdinq 


ZZtmted* 


Manufacturers  of 

Corticelli    Crochet    and    Embroidery    Cottons.    Corticelli    Fingering    Yarn, 
Beldings   Artsyl   Sweater  Yarn,  Beldings   Ribbons,   etc. 


Montreal 


Toronto 


Winnipeg 


Vancouver 


OODS  KEVIEW 


Vol.  XXXIV.     No.  8 


THE  MACLEAN  PUBLISHING  COMPANY,  LIMITED 

PUBLICATION  OFFICE:  TORONTO,  CANADA 


AUGUST,  1922 


DOMINION-WIDE    SYSTEM   OF   DEPENDABLE 
SERVICE  TO  THE  DRY  GOODS  TRADE." 


Saskatchewan 


THREE  WAREHOUSES 

having  complete  assortments  of 

General    Dry    Goods,    Woollens,    Carpets,    Hosiery, 

Underwear,     Gloves,     Notions,     Smallwares,     Men's 

Furnishings, 

"Her  Ladyship"  Brand   Ready-to  Wear  Garments,  &c. 

and 

Sample   Rooms 

Located  in  the  following  important  centres: 

Halifax,  N.  S  ;  Sydney,  C.B.;  Quebec,  P.Q.;  Ottawa, 

Ont.;     Hamilton,    Ont.;     London,    Ont.;     Winnipeg, 

Man.;  Edmonton,  Alta.;  Vancouver,  B.C. 

TRAVELLING   SALES   FORCE 
OF  SIXTY 


roc 

(1/imited,) 


TORONTO  -  MONTREAL   - 


New  BL-uNswkk 


M  omtoba 


Onlai'io 


Queb 


ec 
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Keens,  Limited,  Ladies'  and  Children's  Shop  at  Yonge  and  Bloor  Streets,  Toronto. 
Equipped  by  Kent-McCIain.  Limited  (Toronto  Shoiv  Case  Company). 


UNLESS-- 


Unless  your  store  is  planned  and  equipped  to 
function  profitably  in  every  way — unless  every 
foot  of  floor  and  wall  space  is  made  responsible 
for  its  share  of  service  and  profit — unless  the 
various  departments  are  arranged  so  as  to 
avoid  confusion  and  congestion — your  business 
will  not  make  you  the  returns  it  should. 

Many  of  the  more  successful  stores  failed  to 
realize  the  full  measure  of  prosperity  they  now 
enjoy  until  they  planned  and  equipped  their 
premises  in  a  more  economical,  attractive  and 
businesslike  manner.  Assure  yourself  of  the 
most  mature  knowledge  and  counsel  in  store- 
planning  by  consulting  Kent-McCIain  Limited. 


(JorontoShowCassCo)    IfflUVQ, 


Canada  ys  Outstanding  Designers  and  Builders  of 

Modern- Merchandising  Store  Equipment 

183  CARLAW  AVENUE,  TORONTO 
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Service  is  a  word  that  is  very  much 
abused.  It  is  tossed  and  thrown 
about  carelessly  by  many  who  have 
no  right  to  its  use. 

But  after  all  Service  is  action  not 
words,  and  the  ever  widening  host 
of  friends  and  customers  attracted 
to  the  House  of  Greenshields  is 
ample  proof  that  here  they  find  the 
true  interpretation  of  the  word 
Service. 

On  the  Service  you  render  your 
customer  your  prosperity  depends. 
But  on  the  service  you  receive  from 
your  wholesale  house  depends  large- 
ly your  ability  to  give  that  Service. 

If  you  are  not  already  one  of  our 
many  customers,  link  up  with  the 
House  of  Greenshields  and  let  us 
work  together  for  our  mutual  pros- 
perity. 

We  want  your  business — You  can 
profit  by  our  Service. 

GREENSHIELDS  LIMITED 

"  The  Hub  of  the  Dry  Goods  Trade  in  Canada* 

Victoria  Square  Montreal 

Sales  Rooms  from  the  Atlantic  to  the  Pacific 
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in 
Great 

Variety 

All  New 

Shades 

for 

Evening, 

Wear 


A  Beauty  of  Japan 


We  are  showing  many  new  makes  this  season. 


%L  &.  2^mg  &ilk  Company 

Htmtteb 

'lEfte  g>tlfe  House  of  Canaim" 

59-61   Wellington  St.   West.  Toronto 


Foreign   Offices: 


Zurich,  Switzerland 
Lyons,  France 


Yokohama,  Jafaan 
Chef oo,  China 
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STAPLES 


We  have  in  stock  now  a  large  range  of  Staples  for 
Fall,  complete  in  every  detail,  and  a  very  rapid  turn- 
over in  this  department  enables  us  to  ask  only  the 
keenest  of  prices. 


White  and  Grey  Cottons, 

Sheetings, 

Pillow  Cottons, 

White  Saxony, 

Domets, 

Flannelettes, 


Wrapperettes, 

Shirtings, 

Apron  Ginghams, 

Tickings, 

Ducks, 

Drills. 


Specials:- 


32"  Printed  Cotton  Flannel,  double 
fold  in  Plaids,  Checks  and 
Florals. 

30"  and  36"  Imported  White  Flan- 
nelettes, special  prices  on  both 
widths. 

Flannelette,  White  Saxony  and 
Grey  Cotton  Remnants  at 
prices  permitting  you  a  hand- 
some profit. 


John  M.  Garland,  Son  &  Co. 

LIMITED 


Ottawa 


Canada 


Wholesale  Dry  Goods 
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WAYAGAMACK 


PURE 


KRAFT 


Is  an  Ideal  Paper 

for  use  as  a  wrapper  or  cover  for  articles  of  every  description. 

It  can  be  obtained  in   Glazed   or  Unglazed  finish   and  in  Plain, 
Finestripe  and  Broadstripe   patterns  from  the  following  wholesalers. 


NEW  BRUNSWICK 

ST.   JOHN — Schofield    Paper   Company,    Limited. 

ONTARIO 

OTTAWA — Continental    Paper    Products,    Limited. 
TORONTO — Kilgour    Bros.,    Limited. 

H.   E.   Livingstone   &   Company. 

Ratcliff   Paper   Company,    Limited. 

Wilkinson    Paper   Company,    Limited. 

Wilkins   Smallware  Company. 

Weatherhead    Paper    Company,    Limited 

Cameron    &    Fraser. 

The    Brown    Bros.,    Limited. 

Victoria    Paper   &   Twine  Co.,   Ltd. 
HAMILTON— Walter  Woods,   Limited. 
LONDON — Reid  Bros.   &  Company,  Limited. 

H.    T.    Reason    &    Company. 

The   E.   B.   Eddy  Company,   Limited. 
FORT    WILLIAM— Tees    &    Persse,    Limited. 

ALBERTA 

EDMONTON — John    Martin    Paper   Company,    Ltd. 

Western    Supplies,    Limited. 
CALGARY — Stanley    Paper   Company. 

John  Martin   Paper  Company,   Limited. 

BRITISH  COLUMBIA 

VANCOUVER— Columbia    Paper   Company,    Limited. 

J.    C.    Wilson,    Limited. 
VICTORIA — Columbia    Paper   Company,    Limited. 


NOVA  SCOTIA 

HALIFAX — The  E.   B.  Eddy  Company,  Limited. 
Schofield   Paper  Company,    Limited. 

QUEBEC 

QUEBEC — Lucien    Frigon. 

St.    Lawrence    Paper    Bag    Company. 
MONTREAL — Continental   Paper   Products,    Limited. 

Dominion   Paper  Company. 

The  E.  B.  Eddy  Company,  Limited. 

M.    S.    Kilby,     Limited. 

Alex.   McArthur   &   Company,    Limited. 

MacGregor    Paper   Company,    Limited. 

Robertson    &    Parker. 

Victoria    Paper    &    Twine   Company,   Ltd. 

J.    C.    Wilson,    Limited. 

E.    A.   Cole   &   Company,   Limited. 

Munderloh    &    Company,    Limited. 

Librairie    Beauchemin.    Limited. 

Beveridge    Supply    Company,    Limited. 

MANITOBA 

WINNIPEG — Kilgour   Bros.,    Limited. 

John   Martin   Paper  Company,   Limited. 
•T.    C.    Wilson,    Limited. 
Walter   Woods,    Limited. 

SASKATCHEWAN 

REGINA — Paper  &  Stationers,  Limited. 
MOOSE  JAW— Tees  &  Persse.  Limited. 
SASKATOON— Tees   &    Persse,    Limited. 


Wayagamack  Pure  Kraft 


means 

Strength  and  Security 
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Hmsertette 
Silk  Knitted  Underwear 


'T^HE  illustration  shows  three 
of  our  new  numbers,  the 
product  of  a  silk  knitted  fabric 
which  we  produce  especially 
for  the  manufacture  of  ladies' 
lingerie. 

Hmgertette  is  a  finely  knitted 
silk  fabric  specially  finished  to 
insure  softness  and  wearing 
qualities. 

Our  Range  Comprises 

Bloomer  Step-ins 

Combinations 
Vests  Camisoles 

In  producing  these  new  garments  par- 
ticular attention  has  been  given  to 
style  and  workmanship,  as  well  as  to 
the  sizes  which  are  all  of  generous 
proportions. 


Samples  are  in  the  hands  of  our  representatives  or  may  be  seen  at  our  show- 
rooms and  a  cordial  invitation  is  given  to  buyers  when  in  the  city  during 
Exhibition  week  or  at  any  time  to  call. 

HOULDING   &  COLEMAN,  Limited 

474  BATHURST  STREET  (at  College  Street)  Toronto 

MANUFACTURERS  OF 

SILK  KNITTED  SCARFS  &  MUFFLERS  FOR  MEN'S  &  LADIES'  WEAR 

SILK  KNITTED  DRESS   FABRICS 

SILK  KNITTED  NECKWEAR  FOR  MEN 


MIMIMJ^fc^gMJ^^iU^ 
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Made 

in 

Four 

Sizes 

000 

00 

0 

1 


COLONIAL  MAID 


DRESS  FASTENER 

MADE    IN    CANADA. 


It's    all    in 
the    Spring 


Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 

Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


Sc'H  IS      IS     NOT     A 
FRICTION  FASTENER. 

V-/D      i.     *        MADE 
DUt     IS    W  ITH 

HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS   WHEN   TO   HOLD 

AND    WHEN    TO   LET   GO 


BRASS 

will  not 

rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE  AND    BLACK.     .\     .-.    SIZES  00-0-1 

To  be  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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File  out  of  every  seven  wired 
homes  in  your  locality,  it  may 
be  safely  estimated,  are  reached 
regularly  by  Hoover  national 
advertisements 


Prepare  Now  to  Sell  Hoovers  this  Fall 


The  Brush 
Ends  Can  Never  Clog 

(Another  Patented  Hoover  Feature) 

*N  unprotected  rotating  brush 
l\  will  inevitably  collect  hair, 
-^  -*•  threads,  and  similar  materials 
which  will  in  time  mass  and  mat 
together  at  the  ends  in  such  a  manner 
as  to  stop  the  brush  and  render  the 
machine  inoperative.  This  can  never 
happen  with  The  Hoover.  By  an  ingen- 
ious utilization  of  strong  air  currents 
which  are  continually  sucked  into 
and  swirled  around  the  brush  ends 
{as  shown  by  the  arrow  above),  all 
thread,  hairs  and  other  materials  are 
prevented  from  catching  upon  the 
ends  to  clog  or  stop  the  brush.  Cov- 
ered by  a  Hoover  patent  giv.nted 
June  18,  1918.  Over  eighteen  patents 
now  protect  The  Hoover.  Other 
applications  for  patents  pending. 


Although  Hoovers  sell  rapidly  and  easily 
during  the  summer,  when  the  mercury 
runs  high  in  the  tube  and  women  find 
it  so  fatiguing  to  keep  their  homes 
clean  by  old-fashioned  methods,  the 
coming  of  fall  also  affords  a  splendid 
opportunity. 

For  fall  ushers  in  another  house-clean- 
ing upheaval — an  event  which  every 
woman  who  is  without  a  Hoover  antici- 
pates with  dread. 

Capitalize  this  opportunity  for  increased 
profits  by  becoming  an  Authorized 
Hoover  Dealer  and  allowing  us  to 
assist  you  to  plan  and  execute  a  success- 
ful Hoover  House-cleaning  Campaign. 

Following  house-cleaning  season  comes 
the  Christmas gift-buyingperiod.  Every 
year  great  numbers  of  Hoovers  are  sold 


prior  to  Christmas,  for  gift  purposes. 

The  present,  therefore,  is  an  ideal  time 
for  you  to  join  forces  with  us. 

Only  a  small  investment  and  a  small 
space  in  your  store,  coupled  with  a 
willingness  to  let  us  work  with  you  and 
to  utilize  our  experience  on  your  behalf, 
are  required. 

On  the  famous  Hoover  Co-operative 
Plan,  our  trained  sales  organization 
co-operates  with  you  to  the  extent  of 
securing  leads,  demonstrating,  selling, 
delivering  and  servicing  Hoovers. 

The  Authorized  Hoover  Dealership 
can  be  made  as  valuable  an  asset  to 
you  as  it  is  to  so  many  other  merchants. 
Write  us  today  to  send  our  representa- 
tive to  see  you.  There  is  no  obligation. 


The   Hoover   Suction   Sweeper   Company   of   Canada,    Limited 

Factory  and  General  Offices:  Hamilton,  Ontario 


z)he  H®€)VEIv 

//  BEATS"  as  it  Sweeps  —  as  it  Cleans 
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FrDrRArro 

LcArMCRJ50DD&  CO  Limited 


/*\0/MTr^ETAL 


DRY    GOODS    REVIEW 


Our  Fall  Exhihit  awaits  your  Visit! 
It  s    vvortn  Seeing  ! 


DEPARTMENT  "A" 

Manufacturing  Embroideries,  Laces,  Metallic  Trimmings.     See 
these  in  the  process  of  manufacturing  at  our  plant. 


DEPARTMENT  "B" 

Manufacturing  Silk  Lingerie,  Boudoir  Caps,  Aprons,  Children's 
Dresses  (Merri-Maid).  New  Fall  and  Christmas  lines  now 
complete. 


DEPARTMENT  "C" 

Manufacturing  Handkerchiefs,  Staple  and  Fancy  Boxed  lines. 
In  the  range  for  children  we  have  a  new  line.  A  handkerchief 
for  every  day  of  the  week  all  lettered. 


DEPARTMENT  "H" 

Jobbing  Department — showing  newest  styles  and  patterns  in 
Radium,  silk  and  wool  Chantilly  Laces,  in  Flouncings,  Allovers 
and  Bandings.     Also  large  range  in  assorted  Spanish  effects. 


We  hate  an  interesting  plant  and  are  situated 
between  King  and  Queen  Sis.  off  Strachan  Ave. 


H.  P.  RITCHIE  &  COMPANY 

.Al anufacturers  J^letallic  Lace*,  Silk  Lingerie,  Embroideries, 
Handkerchiefs,   J^Jerri-T^Iaid  Dresses  for  Juniors. 

38-42  CLIFFORD  STREET  TORONTO 
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Staple 

Ribbons 


Fancy 


More  Ribbon  Sold 
Greater  Ribbon  Department  Profits— 

Staple  ribbons  will  be  exceptionally  good  for  Fall- 
ever  popular  Taffetas  and  Satins. 

The  steady  demand  for  Lingerie  two-tones  shows  no 
sign  of  abating.  As  the  season  progresses,  orders  in- 
crease, for  merchants  find  it  eminently  satisfactory  and 
salable. 

Narrow  novelties  including  Metallic  effects  for  Millinery 
trade  share  equally  in  popularity. 

Make  ribbon  one  of  your  leaders,  there  are  a  thousand 
uses  for  them,  other  sales  will  follow. 

Goods  shipped  same  day  as  order  received,  keep  your 
ribbon  stock  up. 

We  will  be  glad  to  see  you 
when   in   the  city — come  in. 

Ribbons  Limited 


4, 


Montreal       TORONTO       Winnipeg 
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STOFFEL  &  CO.  ST.  GALL 

The  Largest  Manufacturers  of  Cotton  Fabrics  in 

SWITZERLAND 


Fine  Muslins 
Jaconas 
Voiles 
Crepes 


Nainsooks 
Batistes 


Calicots 


Fancies 


The   Var  Races  at  j\i'ce 

TRANSPARENT  ORGANDIES  IN  100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

"IT  IS  STOFFEL'S" 

The  finest  praise  that  can  be  bestowed  upon  an  Organdie  or  Dotted  Swiss 

STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON   &  TAYLOR 


235  Coristine  Bldg., 

20  St.  Nicholas  Street, 

Montreal,  Que. 

Tel.  Main  6248 


Sole  Agents  for  Canada 

77  Ynrk   StroAt  Western  Representatives: 

ii    York  btreet,  McRae  &  Walker, 

Toronto  106  Hammond  Block, 

Albert  Street,  Winnipeg,  Man 

Tel.  A.   7265 


Tel.  Adel.  2253 


rj 

R 

& 
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SILKS 

The  Queen  of  Fabrics 


A  Feast  for  the  Eye 

All  the  latest'Silks  in  stock,  including : 

SILTEX 

KANTON  KNIT 

KRINKLE  KNIT 

MESSALINE 

HABUTAIS 

PONGEES 

JAPANESE  JERSEY  SILKS 

JAPANESE  CREPE  DE  CHINES 


For  beauty  and  delightful  diversity,  Silks  are  truly 
"The  Queen  of  Fabrics." 


A  special  invitation  is  extended  to  all  buyers  when 
in  Toronto  during  Exhibition  week,  August  26  to 
September  9,  to  visit  our  showrooms.  You  will  be 
welcome. 


Silks  Limited 
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Prepare  for  a  Prosperous  Fall 

^Ve  can  assist  you  with  our  immense  display  or 

Latest  Novelties 

Every  one  line  represents  trie  best  maker 

French   V  eilings  and  V eils 

Spanish  Lace  Scarves 

French  Metal  Laces 

Spanish  and  Radium  Laces 

Wool  Orenburg  Scarves 

a  new  fad  for  Dresses 

Bahy  V eils 
Peeress  anJ    voaene  Hair  Nets 

are  better  sellers  every  day,  prove  it  for  yourself 
Inspection  costs  you  nothing,  why  not? 

\ve  handle  only  the  Beet 
Always  did  Always  will 

CANADA  VEILING  CO.,  LIMITED 

84-86   Wellington  Street  West,  Toronto 
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Fine  Coatings  Suitings 

Dress  Materials 

For  Fall  and  Winter 

Coats  and  Costumes 

Imported  Burberrys 

Reversible  Coatings 

Knicker  Homespun  Suitings 

Tricotines,  Serges 

Poiret  Twills,  etc. 

also 

Fancy  Linings 

Silk  Duvetynes 

Chiffon  Velvets 

Velveteens 

A  characteristic  notably  prominent  in  this  truly  wonderful  array,  is  the  mas- 
terful manner  in  which  styles  can  bring  out  the  charm  of  the  many  beautiful 
fabrics  that  have  been  created  for  us. 

P i siting  Merchants  and  Buyers  are 
Cordially  Invited 
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Dress  Fabrics  Limited 


Montreal 


"Specialists  in  Fabrics" 

Toronto 


Winnipeg 
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KELJCk  CLIENTS 


FEW  stores  are  founded  on  the  grim 
struggle  against  apparently  im- 
possible odds  that  is  the  foundation  of 
the  Kaufman  Shoe  Store,  London,  On- 
tario. 

AN  IMMIGRANT  from  Roumania 
in  1900,  Mr.  Kaufman,  proprietor 
of  the  Kaufman  Shoe  Store,  had  spent 
upwards  of  twelve  years  as  a  worker 
in  Canadian  and  American  shoe  fac- 
tories, besides  some  time  in  a  disas- 
trous venture  in  a  confectionery  busi- 
ness in  New  York,  when  hard  times 
threw  him  out  of  employment  in  a 
London,  Ontario,  shoe  factory. 


CASTING  about  for  a  means  of 
making  a  livelihood,  Mr.  Kauf- 
man struck  upon  the  idea  of  selling 
shoes  by  canvassing  from  house  to 
house. 

AT  THE  factory  where  he  had  late- 
ly been  employed,  he  secured  a 
small  stock  on  credit.  When  the  fac- 
tory again  opened  he  had  built  up 
sufficient  trade  to  warrant  opening  a 
small  store. 

I7ROM   these   beginnings,   Mr.   Kaufman   has 
developed   the    substantial    business    and 
the  fine  shoe  store  that  are  his  to-day. 


A  MAN  whose  success  comes  from  knowing 
his  job  and  keeping  everlastingly  at  it, 
Mr.  Kaufman  likes  those  characteristics  in 
others — and  because  he  observed  those  qual- 
ities in  Kelly  Service,  his  big  early-summer 
selling  drive  this  year  was  a  Kelly  campaign. 

TTS  success  was  beyond  his  fondest  hopes, 
and  in  his  letter  to  Kelly  headquarters  com- 
menting on  Kelly  Service,  Mr.  Kaufman  is 
frank  to  say  that  his  enthusiasm  over  the 
results  secured  is  such  as  to  make  it  difficult 
to  keep  "My  congratulations  within  the  bounds 
of  conservative  business  expression." 

A/TR.  KAUFMAN  will  readily  explain  the 
details  of  his  Kelly  campaign  to  those 
interested.  As  to  how  Kelly  Selling  plans  can 
be  applied  at  your  store — a  letter  to  Kelly 
Service,  Minneapolis,  giving  the  size  and  char- 
acter of  your  stock,  will  get  full  information 
free  of  obligation. 
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SOMETHING  NEW  EVERY  WEEK 


For  Fall  and  Immediate  we  offer 

HANDKERCHIEFS  Ladies'  and  Men's.  Lin- 
en, Lawn  or  Silk,  in  Fancy  or  Plain. 

ART  LINENS  Madeira,  Cluny  Lace,  Notting- 
ham Lace  Edge,  Linen  or  Lawn  Clush,  Drawn 
Work  and  Battenberg. 

All  in  Table  Centres,  Runners  and  Napkins. 

LADIES'  STOCKINGS  Silk  and  Cashmere. 
Plain  or  Fancy  Heather. 

You  are  invited  to  make  use  of  our  showroom  when  in  the 
City  during  Exhibition — or  any  time. 

Novelties    Limited 

Montreal  TORONTO  Winnipeg 

lllll  MU!IIIMIJIIIII'l!IIIIMIII!IIIIIIIIMII!!IMlllllMI||[|||||i|||||i|||||||[||||||l|H, mm 


What  a  Retailer 
told  the  Ad.  Man 


"Sell  SUNSET?     Sure— Lots  of  it! You're  the   Advertising  Man? 

.  .  .  .  Don't  see  why  they  need  you  ....  Listen!  If  I  didn't  make  a 
cent  a  gross  on  SUNSET  I  would  still  carry  it  ...  .  I've  got  more  new 
Customers  through  SUNSET  than  you  could  shake  a  stick  at  ...  .  The 
Women  show  each  other  what  they've  done  with  SUNSET— tell  each  other 
where  to  get  it.     D'ye  think  I  don't  appreciate  these  new  Customers? 

"Say—niy  own  wife  uses  SUNSET.  You  can't  tell  me  anything  about  it— 
she  knows  ....  Other  Dyes?  No,  Sir!  I  only  carry  SUNSET— this  is 
an  up-to-date  Store.     I  only  sell  goods  I  can  honestly  recommend." 


SffiSWb 

ONE   Real  Dye   For  ALL  Fabrics 


Sales    Representatives 

Harold  f.  Ritchie  &  Co.  Ltd. 

10  McCaul  St.,  Toronto,  Can. 

Manufactured  by 

NORTH  AMERICAN  DYE  CORPORATION   LTD. 
TORONTO,    CANADA 


SUNSET— Costing   more   to   manufacture — having  more  merit— giving   better  service — creating   a   better  opinion  from  all  who 
handle  it — utill  maintain    its   standard,    the   highest,— and   its  price,  15c,  Will   not   be  changed. 


DRY     GOODS     REVIEW 
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Handy  Guide  for  Visitors  to  Toronto  Exhibition 

Tear  out  this  sheet  and  use  the  Directory  below  and  the  Map  on  the  other  side  as 
a  guide  in  locating  the  firms  you  wish  to  visit  when  in  Toronto  at  Exhibition  time. 
The  manufacturers  and  wholesalers  listed  below  cordially  invite  you  to  visit  them. 
Read  their  advertisements  in  this  issue. 


Adams-Barrett  Co.,  The,  324  Empire  Bldg.,  64  Well- 
ington  St.,  Adel.   5866. 

Allen  Bros.  Co.,  Limited,  883  Dundas  St.  East.  Take 
Church  car  to  Queen  and  transfer  to  Broadview 
car.   Gerrard   1452. 

Allen  Silk  Mills,  Limited,  43  Davies  Ave.  Take  Church 
car  to  Queen  and  transfer  to  Broadview  car. 
Gerrard  894. 

Artists'  Supply  Co.,  77  York  St.,  between  Wellington 
and    King.  Adel.   266. 

Baker,  R.  L.  &  Co.,  84  Wellington  St.  West,  between 

York   and   Bay.     Adel.  506. 
Belding-Corticelli    Limited,    79    Wellington    St.    West, 

between  York  and   Bay.     Adel.  3020. 
Birmingham,   T.    H.   &    Co.,   Limited,    533    College    St. 

Take   College  car.     College  2197. 
Brereton  &  Moore,  Wellington  and  Yonge  Sts.     Main 

6364. 
Brock,   The   W.    R.   Co.,    Limited,    Corner    Wellington 

and    Bay    Streets.     Adel.    4420. 

Canadian   H.   W.   Gossard   Co.,   Ltd.,  366  Adelaide   St. 

West,  near  Spadina  Ave.     Adel.   2100. 
Canadian    Leather    Products    Limited,    144    Front    St. 

West,   opposite   Union    Station.     Adel.   4261. 
Canadian  Perfect  Garment  Co.,  515  College  St.     Take 

College    car.      College   8928. 
Canada  Veiling  Co.,  Limited,  84  Wellington  St.  West, 

between    York   and    Bay.     Adel.   3093. 

Dale  Wax  Figure  Co..  Limited,  86  York  St.,   between 

Wellington    and    King.    Adel.    576. 
Davis,  Henry  &  Co.,  Limited,  259  Spadina  Ave.,  Belt 

Line    car.    Coll.   772. 
De   Witt,    J.,    110    Adelaide    St.    West,    between    York 

and   Bay.     Adel.  5429. 
Dominion   Ostrich    Mfg.    Co.,   Ltd.,   78    Wellington    St. 

West,  between  York  and  Bay.     Adel.  1349. 
Dress  Fabrics  Limited,  100  Wellington   St.  West,   be- 
tween  Ycrk   and    Bay.     Adel.   2270. 
Dry    Goods    Review,    MacLean    Publishing    Co.,    Ltd., 

corner    University    Ave.    and    Dundas    St.    West. 

Adel.    5740. 

Gipe-Hazard  Store  Service  Co.,  Ltd.,  113  Sumach  St. 

Take   Yonge   car   to   Queen   St.   and   transfer     to 

Queen  car. 
Godde,  Bedln  &  Cie.,  Albert,  64  Wellington  St.  West, 

between    Wellington   and   Bay.     Adel.  3062. 
Goulding   &   Sons,   55    Wellington    St.   West,   between 

York   and    Bay.     Adel.   1593. 
Gregg,  G.  R.  &  Co.,  Ltd.,  50  York  St.,  between  Front 

and    Wellington.   Adel.    1940. 

Hamm    &    Riley    Silk    Co.,   Ltd..   55   Bay    St.,   between 

Front  and   Wellington.  Adel.   2467. 
Hambly  &  Wilson,   Limited,   11   Wellington   St.  West, 

between    Bay   and    Yonge.    Main    6281. 
Harvey   Bros.   &   Semple,  Ltd.,  64   Wellington   St.   W., 

between   York  and   Bay.     Adel.  2876. 
Hau^h.  J.  A.   Mfg.   Co..  Ltd..  474   Bathurst  St.     Take 

Bathurst   car.   Coll.   4062. 
Henderson,  J.  B.  &  Co.,  80  Bay  St.,  between  Welling- 
ton  and   King.  Adel.  3937. 
Herman,  E.  &  Co.,  61   Gerrard  St.  West.  Take  Yonge 

St.  car  at  Union   Sta.   Main   5441. 
Heron  &  Tavlor,  77  York  St.,  between  Wellington  & 

King.   Adel.  2253. 
II. .Ilins,  Wm.  &  Co.,  Ltd.,  60  Front  St.  West,  between 

Bay    and    Yonge.    Adel.    2904. 
Houlding    &    Coleman.    Ltd..    474    Bathurst    St.    Take: 

Bathurst   car.    Coll.   740. 


Jamieson,  Alexander  &  Co.,  55  Bay  St.,  between 
Front    &    Wellington.    Adel.    861. 

Jerseys  Limited,  455  King  St.  West.  Take  King  St. 
car.     Adel.  5922. 

Jones    Bros.   &    Co.,    Limited,   31    Adelaide    St.    West, 

between   Bay   and   Yonge.   Main   7928. 
Jones,   Fred   &   Co.,  64  Wellington   St.   West,  between 
York  and  Bay.  Adel.  1474. 

Kent-McClain   Limited,   181    Carlaw  Ave.   Take   Yonge 

car  to   King  and  transfer  to   King  East.   Gerrard 

760. 
King,  A.   S.   Silk   Co.,  Ltd.,  59   Wellington   St.   West, 

between  York  and  Bay.     Adel.  3948. 
Kwik   Showcard   School,   81    Bond   St.,   corner   Dunda.. 

St.    East.   Main   6663. 

Ladies  Wear,  Limited,  559  College  St.  Take  Co^egc 
car    at   Walker   House. 

Macdonald,  John  &  Co.,  Ltd.,  21  Wellington  St.  East 
between  Yonge   and   Church.  Main  3211. 

Mikado  Company,  33  Melinda  St.,  between  Bay  and 
Yonge.   Main   4521. 

McElroy  Mfg.  Co.,  Ltd.,  47  Simcoe  St.,  between  Front 
and    Wellington.   Adel.    50. 

Novelties  Limited,  100  Wellington  St.  West,  between 
York  and  Bay.    Adel.  2270. 

Nerlich  &  Company,  146  Front  St.  West,  opposite 
Union   Station.  Adel.  4052. 

Phillips,  R.  A.,  77  York  St.,  between  Wellington  and 
King.  Adel.   982. 

Pugh  Specialty  Co.,  Ltd.,  38  Clifford  St.  Take  Bath- 
urst car  to  Queen  and  Queen  car  to  Strachan 
Ave.  Adel.  832. 

Pullan  Mfg.  Co.,  Ltd.,  491  King  West.  Take  King  car 
west.   Adel.   311. 

Ribbon  Art,  269  College  St.  Take  College  car  a: 
Union    Station. 

Ribbons  Limited,  100  Wellington  St.  West,  between 
York  and  Bay.  Adel.  2270. 

Ritchie,  H.  P.  &  Co.,  38  Clifford  Street.  Take  Bath- 
urst car  to  Queen  and  Queen  car  to  Strachan 
Ave.  Adel.   4160. 

Robertson,  J.  M.,  Knitting  Co.,  Ltd..  35  Britain  St. 
Take  Yonge  car  to  King  St.  and  Belt  Line  car 
to    Britain    St.    Main    5546. 

Sandham   Company,  59   Wellington  St.  West,  between 

York   and   Bay.  Adel.   5430. 
Sale,   Julian   Leather   Goods   Co.,  Ltd.,   600   King   St. 

West.  Take   Bathurst  car  to  King  St.  Adel.  58. 
Silks  Limited,  100  Wellington  St.  West,  between  York 

and    Bay.    Adel.    2270. 
Starr,    C.    H..    77    York    St.,    between    Wellington    and 

King.  Adel.  3439. 

Toronto  Feather  &   Down  Co.,  Ltd.,  2154   Dundas   St 
West.    Take    Bathurst   car  to    Dundas   Street   and 
Dundas   car   west.   Junction   746. 

Tod.  The  H.  G.  Co..  Ltd.,  78  Bav  Street,  between 
Wellington    and   King.     Adel.   4259. 

Westlake   Brothers  Lim;ted,  24  Wellington   St.  West, 

between    Bay   and   Yonge.   Main    7337. 
Western    Leather   Goods   Co.,   Ltd.,  255   Richmond   St. 

West,  west  of  John  St.  Adel.  1299. 
Woolnough    Corsetiers,    396    Yonge    St.      Take   Yonge 

Street  car.     Main  4933. 
Wrinch,   McLaren   Limited,   120  Wellington   St.    West. 

corner   Wellington   and   York   Sts.   Adel.   2154. 
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August  26th  to  September  9th,  1922.     The  Toronto  firms  whose  advertisements  appear  below 
cordially  invite  you  to  visit  them  during  the  Exhibition. 


H  &  R 

Gold  Seal  Warranted 

SILKS 

Newest     Fall     Ranges     now 
Ready  for  your  Inspection 

Hamm  &  Riley  Silk 
Company,  Limited 

55  Bay  St.,  Toronto 


ARTIFICIAL 


$ lotoers  anb 
Pants; 

FOR    YOUR 
FALL  DECORATIONS 

Write   for   a   copy    of   our   cata- 
logue   or    visit    us    while    in    the 
city   during   the   Exhibition. 

Josephine   De  Witt 

110    Adelaide    St.    W.,    Toronto. 


CANADIAN 
BEAUTY 

Human  Hair  Nets 

"The  National  Hair  Net" 


Leacock's  Linens  |  Veils        |  Radium 

Jet  Fringe  j  Veilings  [  Handkerchiefs 

TheH.G.TODCO.,LTD. 

78  Bay  St.  (at  Wellington) 


Furs  of  Fashion 

Best   Workmanship 

Finest  Materials 

Our  Winter  line  in  all  the  pre- 
dominating styles  now  ready 
for  inspection. 

Brereton    &    Moore 

Yonge  &  Wellington  Sts., 
Toronto 


BEADS 

All  kinds  and  colors 
in  Great  Variety 

Newest  Novelties  in 

BEAD    NECKLACES 
and  GIRDLES 

"THE  BEAD   HOUSE" 

R.  A.  PHILLIPS 

77  YORK  ST.  TORONTO 


Travellers  Are    Now  Out   with 
Complete  Lines 

French    Ivory. 

Greeting    Cards   and    Post    Cards   for   every   Season 
and    occasion. 

on=   anil    Novelties   for   Christmas,    Hallow- 
e'en,   St.    Valentine    and    Easter. 
Pennants,    Cushions,   etc. 
Tags,    Seals    and    Cards,    Toy    Books. 
Souvenir   Novelties    (Biggest    Range   in    Canada). 
Conservo    Lunch    and    Bib   Sets, 
Christmas     Stockings. 
Celebration     Goods.       Powder    Puffs. 
THE     PRODUCT     OF     FIVE     FACTORIES     WE 

OWN  OR  CONTROL. 
We  are  the  Canadian  Representatives  of  S.  Langs- 
dorf  &  Co.,  New  York  City,  makers  of  the  best 
popular  priced  line  of  French  Ivory  Toilet  Lines, 
Toilet  Sets  and  Manicure  Sets  in  the  United 
States. 

We    have   a    catalogue    worth    having.      Your   name 

on  a  post  card  brings  it. 

PUGH  SPECIALTY  CO.,  LTD. 

38  to  42  CI  ifford  St.,  Toronto,  Canada 


Helping  the  Merchants 

to  Sell  More 

By  Better  Displays 

Our  plant  and  showrooms  are  conveniently  situated 
down  town — visit  us  when  in  the  city  at  the  Exhibition 
or  any  time.  You  will  be  repaid  by  inspecting  our 
range. 

We  have  Fixtures  and  Display  Forms  that  you  cannot 
afford  to  be  without. 

"Better  Displays  Mean  More  Sales" 

Dale  Wax  Figure  Co.,  Ltd. 

Canada's  Leading  Manufacturers  of 
Display  Forms  and  Fixtures  of  all   Kinds 


86  York  Street 


Toronto 


No.   19   A 

Coat  and   Dress 
Model 


MADE  IN  CANADA 
AGENTS: 

MONTREAL— P.  R.  Munro,  New  Birks  Bldg. 
WINNIPEG— O'Brien,   Allen   &   Co.,   Phoenix   Block. 
VANCOUVER— E.  R.  Bollert  &  Son,  501  Mercantile  Bldg. 


No.   19   A 

Dress   Model 
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To  The  Corset  Buyer 


EDUCATION! 


SERVICE! 


These  are  the  things  that  mean  greater  prosperity  to  you. 

You  are  cordially  invited  to  visit  our  display 
and  see  the  comprehens:ve  line  of  Woolno  cor- 
sets. Prices  range  from  $8.50  to  $48.00  doz. 
The  exhibit  will  be  in  charge  of  an  expert  cor- 
setiere  and  will  be  showing  this  line  to  thous- 
ands of  your  customers  who  will  want  this 
corset. 

Arrange  to  see — order  and  sell  the  Woolno — 
line. 

Walk  around  to  our  exhibit  and  inspect  them. 
Manufacturers'  Bldg.,  Aisle  N,  Booth  No.  43 

WOOLNOUGH  CORSETIERS 

WM.  G.  EVIS  &  CO. 

Sole  Selling  Agents  for    Canada  Factory  &  Office  : 

Aisle  N  Booth  No.  43  28  WELLINGTON.  W.  396^  Yonge  Street 

Manufacturers'  Bldg.,  Toronto 

Exhibition.  Ont. 


THE  SEAL  OF 
SUPERIOR 
SERVICE 


MAIL  ORDERS 

GIVEN  SPECIAL 

ATTENTION 


The  Way  to  Profits 


Pleasing  the  public  is  the  principle  on  which  big  busi- 
ness is  built  and  the  lines  we  offer  from  time  to  time 
are  carefully  selected  to  assist  you  to  this  end. 

You  will  doubtless  be  visiting  Toronto  during  the  Ex- 
hibition, with  a  view  to  Fall  purchasing,  and  we  will 
appreciate  a  call  at  that  time  as  we  are  showing  much 
new  and  attractive  merchandise  in  the  following  lines: 

LACES  EMBROIDERIES 

VEILS  VEILINGS 

HANDKERCHIEFS 

INFANTS'   WOOL  GOODS 

CHILDREN'S  DRESSES,  ETC. 

We  are  centrally  located  and  are  always  glad  to  meet 
our  out-of-town  friends. 

WESTLAKE  BROTHERS  LIMITED 


24  Wellington  St.  W., 


TORONTO 
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Celebrated 
'WABASSO"  COTTONS 

Canr\bTi.C3,  Lp«»$clotts,Ci-roi*ta-r  PjUow 
Cottons,  Plairv  V  HunStCtted.  Slips. 
SWeetuAWaih  V  HetHCtlUktd-  Sv,«eti, 
Victoria  LswtksJPi^uei)  Midi*  Twills, 
Bri.<Ul  OoUi  NtrfhTGo««Tv.1tls,V4jil«* 

1HEL  VTABA3S0  CQTION  Ca 

THREE    «WW,-"*:T",>  *.Q. 


"The 
Sign  of 

PURITY 


si 


WABASSO  COTTONS 


WE  STOCK  ALL  THE  ABOVE  PURE  BLEACHED  COTTONS 

The  W.  R.  Brock  Company  (Limited) 


WHOLESALE  DRY  GOODS 


Montreal 

OTTAWA  SAMPLE  ROOM       -       415  BOOTH  BUILDING 
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To  Holders  of  Five  Year 

51  per  cent  Canada's 

Victory  Bonds 

Issued  in  1917  and  Maturing  1st  December,  1922. 


CONVERSION     PROPOSALS 


THE  MINISTER  OF  FINANCE  offers  to  holders 
of  these  bonds  who  desire  to  continue  their 
investment  in  Dominion  of  Canada  securities  the 
privilege  of  exchanging  the  maturing  bonds  for  new 
bonds  bearing  5£  per  cent  interest,  payable  half  yearly, 
of  either  of  the  following  classes: — 

(a)  Five  year  bonds,  dated  1st  November, 
1922,  to  mature  1st  November,  1927. 

(b)  Ten  year  bonds,  dated   1st  November, 
1922,  to  mature  1st  November,  1932. 

While  the  maturing  bonds  will  carry  interest  to  1st 
December,  1922,  the  new  bonds  will  commence  to  earn 
interest  from  1st  November,  1922,  GIVING  A  BONUS 
OF  A  FULL  MONTH'S  INTEREST  TO  THOSE 
AVAILING  THEMSELVES  OF  THE  CONVERSION 
PRIVILEGE. 

This  offer  is  made  to  holders  of  the  maturing  bonds 
and  is  not  open  to  other  investors.  The  bonds  to  be 
issued  under  this  proposal  will  be  substantially  of  the 
same  character  as  those  which  are  maturing,  except 
that  the  exemption  from  taxation  does  not  apply  to  the 
new  issue. 


Dated  at  Ottawa,  8tb  August,  1922. 


Holders  of  the  maturing  bonds  who  wish  to  avail 
themselves  of  this  conversion  privilege  should  take 
their  bonds  AS  EARLY  AS  POSSIBLE,  BUT  NOT 
LATER  THAN  SEPTEMBER  30th,  to  a  Branch  of 
any  Chartered  Bank  in  Canada  and  receive  in  exchange 
an  official  receipt  for  the  bonds  surrendered,  containing 
an  undertaking  to  deliver  the  corresponding  bonds  of 
the  new  issue. 

Holders  of  maturing  fully  registered  bonds,  interest 
payable  by  cheque  from  Ottawa,  will  receive  their 
December  1  interest  cheque  as  usual.  Holders  of 
coupon  bonds  will  detach  and  retain  the  last  unmatured 
coupon  before  surrendering  the  bond  itself  for  conversion 
purposes. 

The  surrendered  bonds  will  be  forwarded  by  banks 
to  the  Minister  of  Finance  at  Ottawa,  where  they  will 
be  exchanged  for  bonds  of  the  new  issue,  in  fully 
registered,  or  coupon  registered  or  coupon  bearer  form 
carrying  interest  payable  1st  May  and  1st  November 
of  each  year  of  the  duration  of  the  loan,  the  first  interest 
payment  accruing  and  payable  1st  May,  1923.  Bonds 
of  the  new  issue  will  be  sent  to  the  banks  for 
delivery  immediately  after  the  receipt  of  the  surrendered 
bonds. 

The  bonds  of  the  maturing  issue  which  are  not 
converted  under  this  proposal  will  be  paid  off  in  cash  on 
the  1st  December,  1922. 


W.   S.   FIELDING, 

Minister  of  Finance. 
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ANNUAL 


FALL  OPENING 

RECEPTION 


DRY  GOODS 
WOOLLENS 
DRESS  GOODS 
CARPETS 
DRAPERIES 
HOSIERY 
UNDERWEAR 
GLOVES 
SMALLWARES 
KNIT  GOODS 
MEN'S  FURNISHINGS 
LADIES'  READY-TO- 
WEAR  GARMENTS 


We  formally  announce  our  preparedness  in 
all  departments  for  the  reception  of  merchants 
and  buyers  desirous  of  completing  Fall  re- 
quirements. 

Every  department  has  its  quota  of  special 
merchandise  ready  for  your  inspection.  Buy- 
ers of  Dry  Goods  coming  to  the  Toronto  mar- 
ket during  the  period  of  the  CANADIAN 
NATIONAL  EXHIBITION— August  26th 
to  September  9th — will  find  it  notably  an  oc- 
casion of  innumerable  opportunities,  to  in- 
spect and  select  desirable  lines,  to-day  m 
abundance — (and  if  present  predictions  prove 
dependable) — at  prices  that  will  not  easily  be 
duplicated  later.  Arrange  to  see  these  goods 
—NOW. 

We  extend  a  hearty  welcome  and  look  forward 
to  renewing  past  pleasurable  acquaintances 
with  many  of  our  customers  and  friends. 


S.  W.  Cor.  Bay  and  Wellington  Streets 

TORONTO 
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STOCKINGS    AND    SOCKS    OF 

PURE  WOOL 

Pure  Silk  and  Artificial  Silk  as  well  as  Soft  Cotton  (Cashmere 
or  Llama  Finish)*  Mercerised  Cotton  (Silk  Finish)  and  Lisle 
Thread  are  now  being  dyed  "Hawley's  Hygienic  Black." 


Attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 
Offices  of 

The 

Dry  Goods 

Review, 

143-153 

University 

Avenue, 

Toronto, 

and 

128 

Bleury  Street, 

Montreal. 


To  meet 

the 

Great  Public 

Demand  for 

"Hawley's 

Hygienic 

Dye"  upon 

Hose  and 

Socks  in  all 

makes  and 

Materials 

Retailers 

should  at 

once  place 

orders 

for  a  full 

range  of 

these  goods 

with  their 

wholesale 

houses. 


Every  pair  is  clearly  stamped  with  the  name  "Hawley's" 

and   is   a   guarantee    to    the    purchaser   of   the    Fast    and 

Stainless  qualities  of  the  Dye. 


s 


Should  any  difficulty  arise  in  respect  to  supplies  of  any  particular  line  of  goods  dyed  "  Hawley's 
Hygienic  Black,"  names  of  Wholesalers  who  are  in  a  position  to  supply  will  be  gladly  given  in 
answer  to  an  inquiry  addressed  to  the  Publicity  Dept.,  Sketchley  Dye  Works,  Hinckley,  England. 
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Why  Leave  Stunts  to  Big  Stores? 

Toronto  Merchant  Cashes  in  on  Theatre  Party  at  Which  There 
Are  Eight  Hundred  Guests — Extends  Patronage  and  Draws  At- 
tention to  Contest  Running  at  the  Same  Time — Adds  Many  New 
Customers  and  Makes  Host  of  Friends 


WHY  SHOULD  publicity  schemes, 
usually  spoken  of  as  "stunts" 
be  left  to  the  large  stores?  The 
very  purpose  of  such  methods  being  to 
spread  the  fame  of  hitherto  unknown 
names  or  merchandise,  they  should  be 
included  in  the  small  merchant's  ad- 
vertising plans  even  more  than  in  those 
of  the  bigger  stores  which  are  better 
known  in  comparison.  Yet  in  general, 
our  representatives  find  very  few  small 
stores  which  pay  attention  to  this 
method  of  carrying  their  names 
abroad.  This  applies  even  more  to  dry 
goods'  lines  than  to  trades  such  as 
hardware,   drugs   and  novelties. 

There  is  a  merchant  in  Toronto,  who 
values  advertising  of  this  kind  and  has 
facts  to  prove  that  he  has  more  than 
trebled  his  stock  in  the  last  seven  years 
because  of  it.  Not  that  he  decries  the 
old-fashioned  corner-stones,  courtesy 
and  value;  he  stresses  these  as  the  only 
bases  on  which  permanent  business  can 
be  done.  But  in  a  time  like  the  pres- 
ent, especially  when  the  consumer  needs 
excitement  to  stimulate  his  buying  en- 
thusiasm, he  says  occasional  publy;ity 
features  are  a  necessity. 

Host  at  a  Theatre  Party 
C.  H.  Smith  is  the  Toronto  dry  goods 
man  who  comes  out  with  a  surprise 
every  once  in  a  while  for  his  patrons. 
This  time  it  was  a  theatre  party,  ai: 
which  there  were  800  guests.  These 
guests  'were  not  of  that  type  deplored 
by  merchants  in  general  as  seekers  of 
free  entertainment  but  customers  and 
prospective  customers  which  any  mer- 
chant likes  to  encourage.  Mr.  Smith's 
store  is  near  the  corner  of  Bathurst 
and  Bloor  Sts..  a  business  section  of  the 
city  which  borders  on  a  high-class  resi- 
dential   district. 

The  objects  of  the  theatre  party  were 
two-fold;  the  first  was  to  strengthen 
and  extend  his  patronage  and  the  sec- 
ond to  draw  attention  to  a  contest 
which  he  was  offering  the  children  of 
the    district. 

If  the  rules   of  the  contest  are  care- 


$25  PRIZE  CONTEST 

How  Many  Words  Can  You  Build  from  the  Letters  in  the  Phrase 

BUY  AT  SMTHS 

To  the  boy  or  girl  under  sixteen  years  of  age  submitting  the  largest  number  of  correct  English  words  built  from 
the  letters  in  the  above  phrase  a  prize  of  $10.00  in  gold  will  be  paid.  A  second  prise  of  $5.00  in  gold  will  be 
paid  for  the  next  largest  list;  a  $4.00  doll  or  a  boy's  wateh  will  be  the  third  prise;  and  there  will  be  three  prises 
of  $1.00  each  for  the  fourth,  fifth  and  sixth.  Any  boy  or  girl  under  16  years  of  age  can  compete,  but  nobody 
connected  with  our  organisation  will  be  allowed  to  write  Competent  and  unbiased  judges  will  make  the  awards. 
Read  the  simple  rules  and  then  start  compiling  your  list  to-day. 

Rules  of  Contest 


Only  words  found  in  Webster's  dictionary  will  be 
counted.  Do  not  send  foreign,  hyphenated  or  com- 
pound words  in.  Words  of  the  same  spelling  can  be 
used  only  once,  even  though  they  express  different 
meanings. 

Letters  may  be  used  in  each  word  only  ae  often  as 
they  appear  in  the  contest  phrase.     For  instance 
"S"  may  be  used  twice.    "Y"  once. 
One  proper  name  only  may  be  used  and  that  is 
"Smith." 

Use  either  singular  or  plural,  but  where  the  singular 
is  used  the  plural  cannot  be  used  also,  and  vice 
versa. 


The  list  showing  the  largest  number  of  English 
words  will  be  awarded  first  prize;  the  next  largest 
second  prize,  etc. 

All  answers  should  be  written  on  one  side  of  the 
paper  only  and  the  words  numbered  "  L  2,  3.  4,  etc. " 
Write  your  name  and  address  on  each  sheet. 

Each  contestant  mnst  deliver  the  list  at  the  store, 
555  Bloor  West,  in  person  and  receive  a  silk  badge 
as,* 'receipt  for  it. 

The  derision  of  the  Judges  will  be  final,  and  awards 
will  be  made  at  the  big  free  theatre  party,  date  of 
which  will  be  announced  next  week 


Contest    Closes    on    July    7th,     1922 


1st  prize,  $10  in  gold 
2nd  prize,  $5  in  gold 


LIST  OF  PRIZES  : 
3rd  prize,  $4  doll  oi  bots  mtci 
4th  prize,  $1  cash 


5th  prize,  $1  cash 
6th  prize,  $1  cash 


fully  noted,  it  will  be  seen  that  every 
effort  was  made  to  bring  the  nam? 
"'Smith"  into  prominence  and  that  the 
children  were  asked  to  deliver  their 
answers  in  person.  The  object  in  this 
was  to  allow  evervone  to  see  the  store. 
One  hundred  children  entered  the  con- 
tost  and  numerous  parents  and  friends 
nelped    them    think    of    words. 

In  the  issue  of  July  7,  this  notice  ap- 
peared: 


We  are  giving  a 

Complimentary 

THEATRE   PARTY 

to  our  numerous  customers 

On  Friday  Afternoon,  July  14th 

1922,  at 

The  Allen  Bloor  Theatre 

at  2  30 

On    the    following    days,    people    were 
lined  up  in  the  store  for  tickets,  in  ex- 
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National  Exhibition  Aug.  26— Sept.  9th 

Will  Be  Held  in  Toronto  on  and  Including  These  Dates — Affords 

Splendid  Opportunity  for  Retailers  to  Come  to  Market  and  Get 

in  Personal  Touch  With  Merchandise — Meet  Men  From  All  Over 

Canada  and  Study  Other  Merchandising  Methods 


THE  NATIONAL  Exhibition  which  opens  in  Toronto 
on  August  26th,  is  not  a  Toronto  exhibition.  It  is 
distinctly  a  Canadian,  an  all-Canadian  fair,  com- 
bining with  its  spectacular  features  innumerable  oppor- 
tunities for  education  and  for  gathering  the  latest  infor- 
mation regarding  progress  in  all  fields  of  Canadian  en- 
deavor. What  is  happening  in  the  industrial,  the  trans- 
portation, the  commercial  and  the  educational  world  is 
told  at  the  National  Exhibition.  It  is  the  meeting  place 
of  the  latest  achievements  in  science,  art,  industry  and  a 
hast  of  other  activities  that  stamp  themselves  upon  the 
face  of  Canadian  history.  It  is  a  tremendous  effort  on 
the  part  of  public-spirited  men  to  place  before  the  Cana- 
dian people  the  last  and  the  best  word  in  the  realm  of 
progress  in  all  that  is  of  interest  and  concern  to  every 
citizen. 

Whose  Loss  Is  It? 

It  is  not,  therefore,  the  loss  only  of  the  National  Ex- 
hibition if  thinking  men  and  women  do  not  avail  them- 
selves of  this  national  university.  It  is,  perhaps  not 
mainly  their  loss.  The  loss  is  rather  the  lass  of  the'  man 
who  sees  a  great  opportunity  but  fails  to  avail  himself  of 
it.  A  million  people  usually  attend  this  fair  each  year 
and  it  is  safe  to  say  that  they  are  the  better  and  the 
wiser  for  it.  The  exhibition  has  grown  not  only  from 
the  standpoint  of  attendance  by  the  people;  but  nien  and 
educational,  financial,  industrial,  transportation  and  other 
concerns  have  recognized  in  it  a  valuable  market  for  the 
showing  of  their  products  and  for  the  gathering-  of  new 
ideas.  The  losers  are  those  who  stay  out,  not  those  who 
come  in. 

Retailers'  Interest 

A  visit  to  the  Exhibition  and  Toronto  at  this  time  of 
the  year  is  of  special  interest  to  the  retailers  of  this 
country.  The  Exhibition  itself  is  of  supreme  interest 
and  importance  to  him  for  it  brings  him  in  intimate  touch 
with  new  merchandise,  new  ideas  and  new  methods  of 
doing  business.  The  exhibit  of  the  manufacturers  con- 
tain many  lines  carried  by  men's  wear  dealers.  Clothing 
hosiery,  webbed  graod*.  neckwear— these  are  only  a  few 
of  the  lines  shown  to  the  very  best  advantage  because  they 
are  the  latest  the  manufacturer  has  to  show  the  trade 
Arrayed  before  him  is  a  selection  of  style  and  magnitude 
such  as  he  might  not  see  in  his  own  town  in  many  a  Ion-* 
day. 

But  that  is  only  half  the  story.  In  this  issue  will  be 
found  a  map  of  the  city  of  Toronto  that  will  serve  as  a 
guide  to  m-coming  men's  wear  dealers,  showing  them 
where  they  can  get  in  touch  with  the  manufactories  and 


warehouses  of  many  o'i  the  leading  Toronto  houses.  They 
will  be  glad  to  see  retailers  from  all  sections  of  the  country 
and  are  prepared  to  go  to  no  end  of  trouble  to  display 
the  latest  they  have  in  fall  lines  and  novelties  and  give  an 
idea  of  spring  and  the  character  of  the  merchandise  that 
will  be  shown  then.  A  visit  to  the  city  at  this  time  gives 
the  merchant  a  chance  to  see  a  range  of  merchandise  that 
he  cannot  see  at  home.  He  can  buy  to  the  very  best  ad- 
vantage by  going  to  market,  seeing  what  the  market  has 
to  offer  in  the  way  of  price  and  range,  and  then  making 
his  selection.  Even  if  he  has  placed  a  good  proportion  of 
his  fall  requirements— and  this  is  not  the  case  with  many 
merchants — be  can  sweeten  up  his  stock  by  some  well 
assorted  novelties  in  the  various  lines  he  carries.  And 
if  a  number  of  his  lines  are  yet  far  from  complete  there 
is  no  better  time  to  make  the  selection  than  the  present 
time.  It  is  timed  just  between  seasons,  as  it  were;  the 
summer  clearance  sale  is  over  and  the  fall  trade  has  not 
yet  opened.  He  has  seen  his  own  fall  stock  in  pretty 
good  shape  for  early  fall  business  and  is  familiar  with 
it.  When  he  sees  some  of  the  novelties  that  will  brighten 
up  his  stock  he  will  be  in  a  position  to  make  quick  decis- 
ions in  favor  of  merchandise  that  will  make  his  fall  re- 
tailing problem  easier  than  »t  would  be  without  a  few 
of  the  latest  that  the  market  has  to  offer. 

Another  Opportunity 

It  does  a  merchant  good  to  get  away  from  his  home 
town  and  his  individual  business  for  a  few  days.  No  man 
can  broaden  out  within  the  limits  of  his  own  town  and  his 
own  business.  He  must  come  in  contact  with  other  cur- 
rents cf  thought,  other  methods  of  business  if  he  is  to 
develop  his  own  to  the  best  advantage.  Other  methods 
may  not  necessarily  mean  better  methods,  but  they  are 
different  and  there  is  a  great  field  in  the  retailing  world 
to-day  for  ideas  that  are  different.  Perhaps  your  own 
customers  are  wearying  of  the  methods  you  have  em- 
ployed for  years.  There  are  splendid  opportunities  in 
Toronto  for  studying  retail  methods.  A  visit  to  the  stores, 
or  the  exchange  of  ideas  that  is  provided  for  by  the  Re- 
tailers' Day  will  we  believe  sfart  new  currents  of  thought 
and  generate  new  merchandising  methods  that  will  bene- 
fit every  retail  merchant  who  comes  to  the  city  with  the 
idea  of  making:  the  very  most  of  it  and  getting  in  per- 
sonal touch  with  all  those  sources  of  information  and  en- 
lightenment that  are  open  to  him  at  this  time. 

Retailers,  manufacturers,  scientists,  artist',  transporta- 
tion men  from  one  coast  to  the  other  will  eather  in  To- 
ronto some  time  between  August  26th  and  Sepemtebr  9th. 
Your  business  will  be  the  better  for  it  if  you  are  one 
of  those  merchants. 


change  for  the  newspaper  coupons.  No 
one  was  induced  to  buy  but  the  fact 
that  the  invitation  was  placed  in  the 
centre  of  a  two-page  advertisement  ha>1 
a  noticeable  effect  on  business.  With 
the  tickets  were  given  badges  wh:ch 
the  children  were  proud  to  display  for 
weeks  after  the  party. 

Did  They  Enjoy  it? 
Three  new  films  were  shown  at  the 
theatre  party,  in  all  of  which  favorita 
actors  appeared.  The  excitement  ran 
high  during  the  performance  and  after- 
wards when  the  six  prizes  were  award- 
ed. Mr,  Smith  believes  that  the  contest 
helped  the  party  as  much  as  the  party 


added  interest  to  the  contest  because 
many  came  to  see  which  of  their  chil- 
dren  and   playmates   were  the  winners. 

The  next  few  days  were  punctuated 
with  such  remarks  as  "I  liked  your 
party,  Mr.  Smith,"  and  "Thanks  for  the 
good  show.  Mr.  Smith."  The  host  be- 
lieves that  he  knows  three  to  four 
hundred  more  people  as  a  result  and 
from  the  numerous  occasions  on  which 
he  heard  "There  goes  Mr.  Smith,"  he 
is  satisfied  that  a  thousand  more  know 
him. 

Expense  at  a  Minimum 

This    contest   and   entertainment    may 
seem  to  some  merchants  to  have  involv- 


ed a  great  deal  of  money,  but  Mr. 
Smith  says  that  by  careful  planning 
he  was  able  to  keep  expenses  very  low. 
He  is  willing  to  give  the  details  to  in- 
terested retailers  if  they  will  write  him. 

The  theatre  tax  was  not  paid  by  the 
host  as  patrons  were  informed  in  the 
Bloor-Bathui'st  Advertiser  which  ap- 
peared on  the  day  of  the  ~>arty.  It 
read,  "Wear  your  badge  and  have  your 
theatre  tax  ready."  Less  than  a  dozen 
of  the  800  forgot  the  ;ax,  another  indi- 
cat'on  that  Mr.  Smith's  guests  were  not 
of  the  ty'pe  who  neglect  the  wedding 
garment  when   invited   to  a  feast. 
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The  New  Wood  Store  of  Halifax 

Have    Successfully   Re-established    Their   Business    on    Firmer 

Foundation  Since  Disastrous  Fire  of  Year  Ago — How  the  Store 

is  Arranged — Encourage  Quantity  Sales  on  Economical  Basis — 

Comfort  and  Convenience  of  Public  Well  Looked  After 


THERE  should  be  no  end  of  inspir- 
ation to  those  retailers  who  are 
finding  it  uphill  work  during  1922 
in  the  account  of  how  Wood  Brothers  r 
Halifax,  Nova  Scotia,  have  succeeded  i 
re-establishing  their  business  after  the 
disastrous  fire  which  completely  wiped 
out  their  business  last  year.  Not  con- 
tent with  merely  re-building  and  carry- 
ing on  the  business  which  has  made 
such  a  splendid  name  for  itself  in  Hali- 
fax commercial  life,  the  firm  of  Wood 
Brothers  has  gone  considerably  further 
determined  to  realize  its  business  ideals 
and  to  give  its  customers  and  friends  a 
type  of  service  which  was  the  .embodi- 
ment of  these  ideals  rather  than  a  mere 
mechanical  system. 

In  planning  the  new  store,  the  firm 
had  but  one  object  in  mind,  the  conveni- 
ence and  pleasure  of  their  customers, 
and  in  this  article  it  is  intended  to  illus- 
trate a  few  of  the  more  outstanding 
points  regarding  this  progressive  busi- 
ness which  are  typical  of  the  best  mer- 
chandising methods.  For  the  informa- 
tion given,  Dry  Goods  Review  is  indebt- 
ed to  Albert  Wood,  through  who 
courtesy  an  invitation  to  visit  the  store 
was   extended. 

Sells  Half  Ton  of  Soap  in  a  Day 

Although  there  are  some  16  depart- 
ments in  the  store,  mention  can  only  be 
made  of  a  few  in  this  article,  beginning 
with    the      toilet    goods    section      which 


greets  the  visitor  at  the  left  of  the  main 
entrance.  Orginally  comprising  one 
small  counter,  this  department  is  steadi- 
ly growing  down  the  entire  side  of  the 
main  floor  and  in  certain  lines,  notably 
soap,  records  in  sales  volumes  are 
mounting  up  steadily.  As  much  a~ 
half  ton  of  soap  is  sometimes  sold  in  a 
day  from  th's  section.  Only  fresh  and 
nationally  advertised  stock  is  featured 
and  is  sold  by  experienced  clerks  who 
are  thoroughy  trained  in  the  art  of 
beautifying  skins,  hair,  finger  nails,  etc. 

"Buy    More— Pay    Less'" 

On  the  opposite  side  of  the  store  is  lo- 
cated among  others  the  fancy  goods 
and  yarn  sections,  which  also  have 
achieved  record  breaking  successes.  Not 
many  months  back  Wood  Brothers'  store 
was  located  in  a  temporary  building 
much  cramped  and  crowded  for  space 
yet  over  three  tons  of  fine  knitting 
yarn  were  disposed  of  within  the  year, 
and  formed  the  nucleus  of  the  new  sec- 
tion which  is  now  splendidly  equipped 
for  even  larger  business.  Here  a  deter- 
mined effort  is  made  to  encourage  bull: 
sales,  and  balls,  skeins  and  hanks  are 
displayed  in  large  quantities  priced  at 
a  reduction  for  a  purchase  of  3.  Close 
at  hand,  is  found  another  section  which 
might  be  described  as  an  'Outlet  depart- 
ment' in  which  any  odd  items  assembled 
from  the  fancy  goods  or  allied  sections 
may  be  displayed  and  sold  off  quickly. 


Into  this  corner  therefore  come  all  the 
accumulations  of  a  week's  selling  and 
they  are  pushed  quickly  by  the  young 
lady  in  charge,  who  dresses  her  show 
case  and  counter  as  attractively  as 
though  she  were  displaying  novelties 
for  the  first  time.  This  plan  is  entire- 
ly  successful. 

New   Fixtures   Promote   Sales 

Three  floors  up,  the  visitor  is  im- 
pressed by  the  beauty  of  the  mahogany 
fixtures  and  the  quantities  of  long  mir- 
rors which  face  the  four  sides  of  th 
many  supporting  pillars.  Instead  of 
stock  drawers,  sliding  trays  under  drop- 
leaf  fronts  are  employed,  and  these  add 
immeasurably  to  the  attractiveness  of 
the  ready-to-wear  department.  Brown 
velvet  rugs  are  laid  on  the  polished 
hardwood  floors  and  many  well-equip- 
ped fitting  rooms  are  located  in  various 
parts  of  this  department,  which  is  man- 
aged under  the  capable  supervision  of 
Miss  Carroll.  A  highly  appreciated 
type  of  equipment  is  the  velvet-padded 
garment  rack,  upon  which  clothing  can 
be  laid  pending  fittings  or  examina- 
tions. Such  stands  as  these  do  away 
with  the  necessity  of  leaving  the  gar- 
ments lying  on  a  chair  or  hastily  hung 
on  hooks,  and  greatly  lessen  the  work 
of  a  fitting.  Goods  are  plentifully 
shown  out  on  the  floor  which  has  proved 
to  be  the  best  way  to  interest  custom- 
ers.    No    display    of   garments    is    how- 


Above  is  shown  the  children's  department  of   Wood  Bros..  Halifax,  N.  S.     The  Baby  Room,  can  be  seen  on  the 

left  of  the  picture. 
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ever  allowed  to  remain  in  the  same  lo- 
cation two  days  in  succession  but  is 
varied  all  the  time. 

Specialty    Shop    for   Babies 

On  the  second  floor,  just  below  the 
ladies'  ready-to-wear,  is  found  the  chil- 
dren's department,  including  an  en- 
chanting Baby  Room  finished  in  soft 
grey  and  furnished  to  reproduce  a  mod- 
ern nursery  with  the  latest  wicker  nov- 
elties. Quantities  of  toys  for  kiddies 
are  shown  here  and  outdo  the  proverbial 
hot  cakes  in  popularity.  Hand-made 
knitted  goods  are  a  specialty  with  this 
department,  entirely  made  by  the  sell- 
ing staff  during  odd  moments. 

The  juvenile  department  stocks  every- 
thing for  children  from  2  years  to  14 
and  is  characterized  by  the  same  hand- 
some equipment,  also  the  solid  mahog- 
any. The  linen  and  drapery  sections 
are  located  on  the  same  floor  where 
special  attention  is  given  to  displays 
of  these  goods.  In  every  department 
a  telephone  booth  is  provided  for  the 
convenience  of  customers,  while  on  the 
top  floor,  close  to  the  general  offices, 
is  found  a  fine  rest  room  for  customers. 

A   Modern   Rest  Room 

Wood  Brothers  are  of  the  opinion 
that  it  is  a  good  investment  to  provide 
stationery,  magazines  and  the  newspa- 
pers for  their  customers,  as  well  as  to 
instal  the  most  modern  lavatory  facil- 
ities obtainable.  A  colored  attendant  is 
on  duty  all  day  long,  taking  charge  of 
the  cleaning  as  well  as  rendering  any 
service    needed    by    customers. 

Basement  Space  Well  Utilized 

Down  in  the  basement  is  located  the 
store's  sample  room,  maintained  for  the 


purpose  of  doing  away  with  confusion 
incidental  to  travelers'  visits.  Here  all 
goods  are  shown,  and  received,  to  be 
later  arranged  in  a  reserve  stock  room 
next  door,  according  to  their  respective 
departments,  each  group  of  goods  bein  • 
accessible  only  to  its  buyer.  The  stock 
room  thus  becomes  a  department  store 
room  and  greatly  facilitates  bringing 
forward  merchandise.  The  cash  sta- 
tion is  also  located  in  the  basement  and 
is  one  of  the  most  interesting  sections 
of  the  store. 

Four   Daily    Deliveries 

Two  more  features  call  for  comment 
before  conclusion.  The  first  concerns 
the  delivery  system,  the  only  privately 
managed  one  in  the  city.  This  service 
makes  four  separate  trips  each  day  de 
livering  merchandise  and  operates  on 
the  unique  system  of  listing  customers' 
names  for  parcels  sent  on  approval,  in 
order  to  call  on  the  return  trip  for  a 
report  about  the  goods.  By  this  means 
it  is  possible  to  get  goods  back  within 
24  hours  or  less,  or  to  know  definitely 
that  they  are  to  be  retained.  Each 
driver  has  instructions  to  keep  on  call- 
ing until  he  gets  either  the  parcel  or 
word  of  its  acceptance. 

Two  Fashion   Revues  Each   Year 

Another  feature  of  interest  is  the 
semi-annual  fashion  show  which  was  in- 
augurated for  the  first  time  last  spring 
and  which  took  place  on  the  third  floor 
of  the  store  in  a  large  auditorium  as 
yet  unused  for  any  other  purpose.  The 
event  will  shortly  be  repeated  in  honor 
of  the  fall  opening  and  it  is  safe  to  pre- 
dict that  the  enormous  success  register- 
ed by  the  premiere  "Revue  of  Fashions" 


held  under  the  auspices  of  the  ready-to- 
wear  department  will  be  repeated  next 
September,  and  will  round  off  the  first 
year  of  business  in  the  new  store  by  an 
even  greater  volume  of  ensuing  sales. 
According  to  H.  A.  Cook,  general 
manager  of  Wood  Brothers'  store,  the 
people  of  Halifax  have  responded  won- 
derfully to  the  efforts  made  by  the 
management  to  provide  service  of  the 
better  kind,  and  it  is  a  comforting  as- 
surance that  the  maritime  provinces  are 
taking  such  immense  strides  ahead  in 
the  matter  of  better  merchandizing, 
proving  that  where  the  vision  is,  will 
also  be  found  achievement. 


Seven  hundred  employees  and  friends 
of  the  David  Spencer  Co.,  Ltd.,  Victoria 
B.  C,  -held  their  annual  "sailing  picnic" 
again  this  Summer.  The  four-deck 
steamer  Princess  Adelaide  was  charter- 
ed for  the  occasion.  There  was  a  three- 
piece  orchestra  on  board  and  deck  games 
to  while  away  the  three  hours'  trip  to 
and  from  Mayne  Island.  The  |)icnic 
was  held  on  the  island  after  which  there 
was  a  long  program  of  sports. 


John  G.  Kramer,  proprietor  of  a  chain 
of  dry  goods  stores  throughout  the  state 
of  New  York,  and  with  headquarters  in 
Danville,  N.  Y.,  was  a  visitor  in  Hamil- 
ton, Ont.,  recently.  Making  a  tour  of 
Canada  in  an  effort  to  procure  ideas, 
despite  the  fact  that  his  business  is  a 
large  and  prosperous  one,  Mr|  Kramer 
expressed  delight  at  Hamilton's  depart- 
mental stores,  which  he  stated  would 
compare  favorably  with  those  in  the 
larger  cities  in  Canada  and  the  States 
that  he  had  visited. 


This  is  a  view  of  the  neckwear  department  of   Wood  Bros,  hnnrismvp  store  in  Halifax,  N.  S.     This  department 

is  just   to   the   right   of   the   main    entrance   on    the  first  floor. 
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Government's  Conversion  Scheme 

It  is  well  for  business  men  to  bear  in  mind  the 
new  conversion  scheme  which  the  Dominion  Gov- 
ernment has  underway  with  regard  to  the  five  and 
a  half  per  cent,  war  bonds  maturing  December  1st, 
1922.  The  Minister  of  Finance  is  offering  to  re- 
new this  loan  on  very  favorable  terms.  The  last 
Canadian  loan  was  placed  in  New  York  at  a  satis- 
factory price  but  the  present  financial  operation  is 
entirely  a  domestic  one,  offering  to  exchange  the 
maturing  bonds  for  new  ones,  bearing  the  same 
rate  of  interest  and  running  for  either  five  or  ten 
years  as  the  holder  may  prefer.  In  addition  to 
this  privilege,  an  added  inducement  is  that  the 
holder  will  receive  an  extra  bonus  of  one  month's 
interest.  Arrangements  for  the  exchange  of  the 
bonds  can  be  made  at  any  branch  of  the  Canadian 
chartered  banks.  Holders  not  wishing  to  reinvest 
will  be  paid  in  cash  on  December  1st. 

This  scheme  is  outlined  in  an  advertisement  in 
this  issue. 

Display  Opportunity 

In  the  government  conversion  scheme  to  which 
we  refer  in  the  above  editorial  there  is  a  chance 
for  some  original  window  display  work.  The  pub- 
lic will  be  interested  in  this  new  loan  and  there  will 
be  a  flood  of  advertising  done  from  coast  to  coast 
as  there  has  been  in  the  previous  domestic  loans 
that  have  been  floated  by  the  government.  Dis- 
play men  in  general  are  too  conservative  in  ap- 
preciating these  outstanding  events  in  our  national 
life  and  in  using  them  to  draw  attention  and  fav- 
orable comment  to  their  store  and  on  their  own  in- 
dividual work. 

It  occurs  to  us  that  some  original  and  attractive 
displays  might  well  be  arranged  during  the  course 
of  this  loan.  For  instance,  a  scene  in  a  bank  might 
be  reproduced.     The  customer  could  be  seen  hand- 


ing in  his  or  her  war  bond  (five  and  a  half  per  cent, 
interest,  maturing  December  1st,  1922)  and  re- 
ceiving from  the  teller  what  the  government  offers 
to  the  holder  in  exchange.  If  the  display  man  will 
study  this  loan  carefully  he  would  be  able  to  show 
by  a  showcard  exactly  what  the  conversion  means 
to  the  holder  of  these  maturing  bonds.  The  re- 
production of  the  actual  transaction  together  with 
the  exact  figures  shown  would  contain  the  whole 
story  in  a  nutshell  and  would  give  a  quicker  im- 
pression of  this  operation  than  many  words  in  print. 
At  the  same  time  it  would  be  doing  a  useful  and 
patriotic  service  to  Canada.  Such  windows  create 
considerable  interest  in  the  community;  they  draw 
attention  to  the  store ;  they  are  educational  to  the 
public;  and  they  enhance  the  reputation  of  the 
display  man. 

What  Is  Advertising? 

News  is  the  recording  of  the  unusual.  Other- 
wise it  is  not  news,  it  is  a  mere  commonplace.  If 
you  pick  up  your  morning  paper  and  read  that 
Henry  Smith  left  his  home  at  8.30  o'clock  this 
morning,  proceeded  by  way  of  Victoria  street  to 
his  place  of  business  on  Main  street,  arriving  there 
at  8.55  o'clock,  you  would  say  in  disgust:  "That  is 
not  news."  But  if  Henry  Smith  in  the  course  of 
this  daily  routine  of  existence  were  hit  on  the  head 
by  a  falling  brick  and  taken  to  the  local  hospital 
in  a  serious  condition,  and  this  fact  were  recorded 
in  the  daily  press,  it  would  be  news.  It  is  the 
record  of  the  unusual.  Perhaps,  Henry  Smith  had 
walked  over  these  same  streets  at  the  same  hours 
for  many  years  without  mishap;  but  the  very 
moment  that  something  unusual  happened  an  item 
of  real  news  was  created.  The  public  is  interested 
immediately;  notice  is  taken  because  an  un-ordin- 
ary  thing  has  happened. 

Should  not  advertising  copy  reflect  this  same 
conception  of  its  purpose,  namely,  the  diffusion  of 
news?  The  constant  repetition  of  a  statement 
destroys  its  news  value,  it  does  not  matter  whether 
that  statement  appears  in  an  advertisement  or  in 
the  news  columns  of  the  daily  press.  Now,  the 
character  of  the  news  carried  in  advertising  and 
in  the  columns  of  the  daily  press  varies  somewhat, 
but  it  should  still  be  news.  Advertising  news — be 
it  either  in  retail,  manufacturing  or  wholesale  ad- 
vertising— is  news  that  sells  or  helps  to  sell  mer- 
chandise. Therefore,  to  get  the  message  across 
to  the  reader  properly,  there  must  be  something 
new  in  the  story,  something  about  it  that  both  sells 
the  merchandise  to  the  reader  and,  in  turn,  helps 
him  with  the  sale  of  it  to  his  customer.  If  the 
manufacturer  or  the  wholesaler  is  advertising,  he 
should  give  some  real  live  news  about  the  mer- 
chandise he  is  trying  to  sell.  And  the  man  who 
buys  that  merchandise  should  be  able  to  tear  out 
the  page  of  advertising,  pass  it  along  to  his  sales- 
men and  say  to  them,  "Here  is  some  news  about 
some  merchandise  I  have  bought.  This  news  will 
help  you  sell  this  merchandise  when  it  reaches  our 
shelves." 

It  appears  to  us  that  injecting  news  value  into 
advertising  is  strengthening  considerably  the  sell- 
ing power  of  the  advertising  itself. 
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The  Dry  Goods  Markets  at  a  Glance 

Lull  in  Trade  Due  to  Holiday  Season— Fall  Placing  in  All  Lines 

Better  Than  a  Year  Ago — Business  Still  Very  Active  in  Knitted 

Lines — Trade    Interested    in    Christmas    Novelties    and    Have 

Booked  Good  Business — Noted  Authority  on  Outlook 


Vf  ID-SUMMER  finds  a  lull  in  trade  that  usually 
accompanies  this  time  of  the  year.  Not  many 
of  the  travellers  are  out  on  the  road,  the  Fall  plac- 
ing is  done,  and  the  desire  to  escape  the  worries 
of  business  for  a  short  holiday,  for  the  moment, 
overshadows  nearly  everything  else.  Retailers 
from  coast  to  coast  are  running  their  Clearance 
Sales  and  getting  ready  for  the  Fall  displays  of 
new  merchandise.  They  are  looking  for  bigger 
business  this  Fall  than  last.  Reports  that  reach 
us  from  many  and  varied  sources  are  to  the  ef- 
fect that  Fall  placing  is  considerably  ahead  of  that 
done  up  to  the  same  period  last  year,  and  in  not  a 
few  instances  the  increase  secured  by  many  manu- 
facturers and  wholesalers  represents  a  very  com- 
fortable margin.  Within  the  last  few  weeks,  Dry 
Goods  Review  has  personally  got  in  touch  with 
more  than  twenty-five  manufacturers  in  central 
Ontario  towns  and  cities.  With  only  two  excep- 
tions every  one  of  them  told  us  that  they  had  book- 
ed better  business  for  Fall  than  they  did  a  year 
ago.  Universal  confidence  is  expressed  that  Fall 
and  Winter  business  will  be  better  than  last  year, 
owing  to  the  favorable  crop  situation  both  east  and 
west  of  the  Great  Lakes.  Encouraging  business 
had  developed  from  the  west  within  the  last  two 
weeks,  and  big  accounts  that  were  idle  for  many 
months  came  into  the  markets  for  considerable 
quantities  of  merchandise.  Business  in  the  ex- 
treme east  is  still  very  quiet  but  in  Quebec  and 
Ontario  it  has  been  uniformly  good,  indicating  that 
stocks  are  in  splendid  condition  and  that  merchants 
in  their  anticipation  of  Fall  and  Winter  business 
are  expressing  a  much  better  confidence  than  they 
did  this  time  last  year. 

Fabrics 

A  LL  crepe  lines  have  sold  very  well  for  Fall  and 
fabric  men  say  that  crepe  de  chine  is  gaining 
in  favor  weekly.  The  trade  is  evidently  locking 
for  a  continuation  of  good  business  in  their  fabric 
departments  for  they  have  placed  heavier  business 
than  they  did  for  Fall,  1921.  Surprising  things 
are  heard  about  homespuns,  things  that  are  directly 
contradictory.  One  of  the  specialty  houses  in 
Toronto  says  they  have  had  phenomenal  success 
with  them  and  that  the  trade  is  still  keenly  in- 
terested in  them.  They  have  disposed  of  many 
pieces  and  have  placed  many  repeats  on  them. 
They  say  that  Toronto  does  not  sell  many  of  them 
but  outside  of  this  city  there  is  a  big  demand  for 
them.  On  the  other  hand,  some  of  the  wholesale 
houses  say  they  are  not  having  much  success  with 
them  and  are  unable  to  dispose  of  their  stocks 
even  at  a  price.  It  is  stated  that  Poirie  twills  are 
coming  to  the  fore  and  velours  are  very  good. 

Knitted  Goods 

HPHE  hosiery  mills  still  enjoy  prosperity  and  seem 

to  readily  find  a  market  for  all  they  are  able 

to  place  in  the  market.     Most  of  the  knit  goods 


men  say  that  this  is  the  busiest  department  of  their 
factory.  It  looks  now  as  if  silk  and  wool  will  be 
in  demand  at  the  first  of  the  cold  season  when  it 
arrives  and  not  a  few  of  the  mills  are  counting  on 
a  continuation  of  this  demand  throughout  the 
winter.  There  are  others  who  believe  that  the 
wool  heather  will  be  in  strong  demand  as  the 
season  advances.  Good  business  has  been  booked 
on  both  lines. 

In  sweaters,  a  big  business  is  being  done  in  both 
tuxedos  and  pullovers.  One  Ontario  mill  believes 
in  the  pullover  for  Spring  and  it  is  banking  on  gold 
as  the  leading  color.  Mohair  and  fibre  silk  seem 
assured  for  the  Spring  trade.  The  trade  is  taking 
a  more  active  interest  in  woollen  underwear  in  the 
lighter  weights. 

Accessories 

J^  GREAT  many  new  handbags  are  making  their 
appearance  in  the  market  in  the  leather  var- 
iety. While  the  demand  for  the  velvet  is  not  quite 
so  strong  it  is  still  brisk.  While  Paris  is  talking 
and  wearing  feathers  in  almost  every  conceivable 
form,  the  craze  is  not  marked  here  yet  to  any  great 
extent  but  firms  believe  that  the  trade  can  make  a 
good  deal  of  these  for  their  Christmas  trade  and 
they  will  prob,ably  see  many  new  creations  of  these 
during  the  coming  months.  In  Christmas  goods, 
manufacturers  are  showing  some  very  attractive 
handkerchief  novelties,  nicely  boxed,  that  should 
prove  good  business-getters  during  December. 
Some  of  the  houses  have  not  shown  their  Christ- 
mas novelties  as  yet,  but  expect  to  start  out  im- 
mediately after  the  national  exhibition.  In  laces, 
silver,  gold  and  all  the  metallic  finishes  are  ex- 
ceedingly active. 

Corsets  and  Lingerie 
The  trade  will  soon  see  a  number  of  new  bras- 
siere models  from  Canadian  manufacturers  which 
will  be  of  considerable  interest  to  them.  The  sale 
of  girdles  in  Canada,  according  to  reports,  are 
still  active  enough  to  keep  the  interest  up  but  it 
is  said  they  are  not  affecting  the  sale  of  corsets  to 
any  extent  at  all.  Lingerie  manufacturers  say  that 
the  demand  for  bloomers  is  still  unabated.  New 
lingerie  manufacturers  are  springing  up  almost 
daily. 

Fancy  Goods 

HPHE  head  of  one  of  the  fancy  goods  houses  in 
Toronto  stated  to  Dry  Goods  Review  that  his 
sales  for  one  week  in  August  as  compared  with  the 
same  week  of  a  year  ago  were  80  per  cent,  higher. 
Fancy  goods  houses  report  good  business  develop- 
ing for  Christmas  trade  and  they  say  that  there  is 
a  marked  demand  for  novelties  that  will  retail 
from  10  to  25  cents  and  for  china  with  mottos  and 
fancy  pottery  with  emblems.  Perhaps  the  bulk  of 
the  placing  business  for  toys  for  the  Christmas 
season  has  been  done  and  wholesale  houses  state 
that  they  have  done  exceedingly  well — better  than 
a  year  ago. 
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Business  Ethics  That  Build  Business 

Quebec  Merchants  Believe  They  Are  Not  Given  Sufficient  Im- 
portance To-day— Building  Confidence  is  Building  Business- 
Detailed  Records  Help  Cut  Down  Overhead— The  Treatment  of 

Employees 


BUSINESS  ethics,  as  they  are  ap- 
plied in  the  average  dry  goods 
store,  are  not  given  sufficient 
prominence  nor  accorded  the  attention 
which  such  a  subject  justly  deserves  by 
managers  or  department  heads  upon 
whom  devolves  the  duty  of  furthering 
the  prestige  of  the  store,  not  only  from 
the  standpoint  of  the  customers  who 
buy  there,  but  most  of  all,  from  that 
of  the  selling  force.  The  mental  picture 
formed  by  the  majority  of  people  when 
thinking  of  any  store,  is  just  a  vague 
and  unwieldy  maze  of  people  and  build- 
ings with  a  steady  stream  of  money 
pouring  in  and  an  equally  steady  stream 
of  merchandise  pouring  out.  That  there 
exists  a  directing  mind  which  is  forever 
endeavoring  to  improve,  perfect  and 
make  efficient  the  machinery  which  re- 
gulates the  organization,  is  seldom  giv- 
en much  thought,  in  consequence,  the 
store  which  possesses  a  distinct  person- 
ality has  an  infinitely  greater  chance  of 
growth  and  expansion  than  its  rival 
which  ignores  the  existence  of  business 
ethics  and  is  content  with  mechanical 
and  impersonal  methods." 

System   of  Business   Principles 

Ethics  is  defined  as  "a  system  of 
principles  and  rules  of  duty,"  in  a  gen- 
eral sense,  but  when  the  term  is  applied 
to  merchandising  it  possesses  this  sig- 
nificance to  a  still  greater  degree,  ac- 
cording to  Joseph  Pouliot,  general  man- 
ager of  the  firm  of  Myrand  &  Pouliot  of 
Quebec  City,  one  of  the  largest  dry 
goods  stores  in  the  province.  The  idea 
that  a  firm  is  only  successful  insofar  as 
it  creates  and  lives  up  to  such  a  system 
of  principles  is  Mr.  Pouliot's  firm  con- 
viction and  is  the  basis  of  the  policy 
which  has  built  up  his  firm  during  the 
(past  few  years  since  its  reorganization 
in  1919. 

"The  record  achieved  by  our  firm  is 
unique  in  a  sense,"  said  Mr.  Pouliot  to 
Dry  Goods  Review,  "in  that  We  have 
gone  steadily  ahead  of  each  month  over 
the  sales  recorded  in  the  corresponding- 
month  of  the  previous  year,  and  also 
have  appreciably  reduced  the  selling 
cost  in  all  departments.  When  I  took 
over  the  management  of  the  business  I 
had  prepared  records  of  the  history  of. 
the  firm  showing  the  sales  of  each  de- 
partment, the  purchases,  capital  invest- 
ed, the  turnover,  the  selling  cost,  the  in-> 
crease  or  decrease  of  business  over  or, 
under  that  of  the  preceding  year,  the 
gross  profits,  the  net  profits,  the  per- 
centage of  profit  on  the  sales  and  the 
percentage  of  profit  or  loss  on  the 
capital  invested  in  each  department. 
And  so  to-day,  these  records  enable  me 


Ten  Commandments 

For  The  Buyers 

Oppenheim,  Collins  &  Company's 
Brooklyn  store  recently  preached  a 
sermon  on  economy  and  service  to 
the  public  in  the  form  of  an  ad- 
vertisement listing  the  store's  in- 
structions to  its  buyers.  It  was 
headed  "Oppenheim,  Collins  &  Co.'s 
Commandments  to  Buyers,"  and 
read  as  follows: 

"j. — No  item  of  apparel  is  worth 
more  than  the  least  we  can  afford 
to  sell  it  for. 

"2.— Price  your  merchandise  for 
what  it  is  worth,  rather  than  for 
what  it  will  bring. 

"3, — Do  not  think  you  can  reach 
the  public  with  prices  that  are  out 
of  the  public's  reach. 

'%. — Only  those  things  are  easy 
to  sell  which  are  priced  where  they 
are  not  difficult  to  buy. 

«5. — Remember  that  the  less  you 
ask  for  merchandise  the  more  peo- 
ple are  going  to  ask  for  it. 

"6. — Arid  don't  forget  that  low 
prices  need  less  advertising  than 
high  ones — and  get  more! 

"7. — Also,  keep  well  in  mind  that 
the  longest  thing  in  this  world  is 
a  woman's  memory. 

"8. — After  a  high  price  she 
writes:  Finis — after  a  low  price 
she   writes:    To   Be   Continued. 

"9. — As  the  beneficiary  of  a  low 
price  she  may  sometimes  forget, 
but  as  the  victim  of  a  high  one— 
Never! 

"10. — Let  us  therefore  price  our 
merchandise,  not  high  enough  to  be 
remembered,  but  low  enough  not 
to   be  forgotten!" 


to  follow  each  department  from  week  to 
week  and  month  to  month,  since  at  the 
end  of  each  month  an  approximate  in-' 
ventory  is  prepared  for  me,  based  upon 
the  average  of  the  last  five  years,  and 
it  rarely  happens  that  such  an  inven- 
tory differs  more  than  1  or  1%  per 
cent,  from  the  real. 

Overhead  lowered  by  4.79%  ; 

"Beginning  with  the  preparation  of 
these  monthly  and  yearly  figures,  our 
system  of  principles  has  been  still  fur- 
ther     amplified.        Department      heads 


have  steadily  shown  greater  interest  in 
such  records  and  lost  no  time  in  realiz- 
ing that  in  order  to  sell  merchandise 
with  a  smaller  margin  of  profit,  and  at 
the  same  time  to  realize  more  profit  on 
the  capital  invested,  they  must  do  more 
business  with  less  goods,  sell  their  stock 
oftener,  with  the  result  that  although 
we  have  steadily  exceeded  the  preced- 
ing year's  profits,  we  are  selling  to  the 
public  with  4.79  per  cent,  less  advance. 

"Our  employees  are  enthusiastic  to- 
day, and  we  attribute  our  success  in 
large  measure  to  a  well  conducted  cam- 
paign of  advertising  backed  by  values 
as  advertised,  by  a  courteous  and  at- 
tentive selling  staff,  by  just  as  good  a 
delivery  service  as  possible,  and  most 
of  all,  to  the  co-operation  of  a  satisfied 
staff,  which  we  treat  well.  Our  selling 
staff  is  satisfied  that  the  mercb  .ndise 
they  offer  is  worth  the  price  asked  for 
it,  and  they  feel  that  they  can  honestly 
recommend  it.  It  is  our  policy  to  give 
them  a  certain  liberty  of  action  and 
leave  them  somewhat  to  their  own  ini- 
tiative which  gives  them  more  self- 
confidence  and  helps  them  to  appreciate 
their  own  worth,  for  in  thus  represent- 
ing the  firm  to  the  public,  they  i  .cquire 
a  certain  sense  of  responsibility  and  do 
not  fail  to  prove  themselves  worthy  of 
it. 

Wins  Confidence  of  Employees 

"The  fundamental  rule  of  duty  of  any 
store  is  to  inspire  confidence,  and  no 
firm  can  prosper  steadily  without  es- 
tablishing its  name  on  a  solid  base  of 
confidence.  It  therefore  follows  that 
as  the  selling  stn.ff  is  the  point  of  con- 
tact between  the  firm  and  the  public, 
they  must  be  imbued  with  that  confi- 
dence themselves,  and  to  this  end  the 
management  must  have  won  the  trust 
of  each  individual  member  of  the  per- 
sonnel. 

"The  employees  must  not  feel  that 
they  are  being  exploited,  on  the  con- 
trary, they  must  have  faith  enough  in 
the  executive  to  know  that  their  co-op- 
eration will  be  fully  appreciated  and  re- 
munerated. My  motto  when  dealing  with 
employees  has  always  been  to  treat 
them  as  I  would  wish  to  be  treated 
were  I  in  their  place." 

The  ideal  of  human  service  is  thus 
kept  before  the  minds  of  the  employees 
of  the  Myrand  and  Pouloit  firm  to  whom 
Mr.  Pouliot  gives  brief  and  helpful  ad- 
dresses from  time  to  time  on  subjects 
connected  with  store  problems.  The 
staff  have  no  hesitation  or  fear  of 
presenting  their1  individual  difficulties 
to  the  head  for  solution  and  the  "esprit" 
de  corps"  among  all  ranks  is  a  tribute 
to  the  efficacy  of  a  system  of  principles. 
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Turned  Stock  Over  Six  Times 

Proud  Record  of  Firm  of  Neilson  &  Mills  & 
Company,  Limited,  of  Halifax — President  to  Re- 
tire This  Year — Aim  at  Quick  Turnovers — Popu- 
larized "98  Cent  Sale" — Business  Founded  by 
Mrs.  Neilson 


ANNOUNCEMENT  of  considerable 
interest  to  the  trade  has  been 
made  this  month  by  the  well 
known  firm  of  Neilson  &  Mills  & 
Company,  Ltd.,  of  Halifax,  N.  S.,  to  the 
effect  that  the  President,  H.  O.  Neilson, 
will  retire  from  the  firm  this  month  in 
order  to  take  a  well-earned  trip  to  the 
Southern  States.  The  post  vacated  by 
Mr.  Neilson's  retirement  will  be  filled  by 
H.  0.  Mills  who  will  be  assisted  by 
Emanuel  Jansen,  at  present  secretary 
the  firm,  in  the  new  capaicty  of  vice- 
president  and  Treasurer.  The  present 
name  of  the  firm  will,  however,  be  re- 
tained and  the  business  will  continue  as 
heretofore  under  exactly  the  same  man- 
agement. 

This  firm  has  won  for  itself  an  en- 
viable position  in  the  merchandising 
world  by  reason  of  its  progressive  me- 
thods. At  the  end  of  the  last  fiscal 
year  it  was  found  that  the  stock  had 
been  turned  over  fully  six  times  in  th:.' 
course  of  the  past  twelve  months,  leav- 
ing the  value  of  the  fixtures  and  stock 
estimated  at  $48,000.  Sales  for  the  pre- 
sent year  so  far  show  a  substantial  in- 
crease over  those  recorded  last  year, 
which  was  only  slightly  lower  than  that 
of  1920,  when  the  business  showed  an 
increase  of  $75,000. 

According  to  H.  O.  Mills,  their  policy 
of  turning  over  merchandise  quickly,  us- 
ing telegrams  and  express,  and  other- 
wise speeding  up  the  various  forms  o 
purchasing  service,  has  all  reacted  in 
the  growth  of  the  business,  so  that  it  is 
now  becoming  necessary  to  enlarge  the 
present  premises  to  its  fullest  extent. 

One  of  the  unusual  features  in  con- 
nection with  this  business  is  the  fact 
that  most  of  its  stock  of  ready-to-wear 
is  made  right  on  the  premises,  necessi- 
tating the  employment  of  two  cutters 
and  22  operators  for  the  making  up  of 
suits,  coats,  dresses  and  blouses,  etc. 
So  popular  is  this  service  becoming  that 
rarely  can  all  orders  be  filled,  particular- 
ly in  the  range  of  sports  suits  of  French 
flannel  priced  at  $19.85. 

The  Neilson  &  Mills  Co.  store  was 
the  first  to  teach  Halifax  women  the 
value  of  the  dollar  by  means  of  a  week- 
ly "98  cent  sale"  held  every  Wed- 
nesday morning.  The  reason  for  this 
regular  event  is  due  to  the  fact  that 
the  store  closes  each  Wednesday  at  one 
o'clock,  giving  the  entire  staff  a  half 
holiday.  The  98  cent  specials  in  the 
forenoon,  therefore,  provide  a  good 
stimulus  to  tempt  the  housewife  out  in 
the  earlier  hours  of  the  day.  Remark- 
able values  are  regularly  given  during 
these  sales  which  are  now  an  accepted 
feature  of  Halifax  mercantile  activity. 
The  store  is  located  in  a  new  section 


H.    O.   MILLS 
President   of   the    firm   of   Neilson   & 
Mills  &  Company,  Limited,   of  Hali- 
fax, N.  S. 

of  the  city,  formerly  comprising  nothing 
but  residential  dwellings,  and  close  at 
hand  to  the  famous  Public  Gardens,  the 
pride  of  the  city.  With  the  expansion 
of  the  Neilson  &  Mills  business,  a 
similar  progress  in  other  commercial 
enterprises  has  been  noticed,  so  that  now 
Spring  Garden  Road  has  become  one  of 
the  principal  thoroughfares  in  the  busi- 
ness part  of  the  city  of  Halifax. 

Founded  as  it  was  originally  through 
the  enterprise  of  the  wife  of  the  retir- 
ing President,  Mrs.  Neilson,  it  is  dis- 
tinctly a  matter  deserving  of  congratu- 
lation that  so  much  has  been  accomplish- 
ed in  the  short  span  of  16  years. 


H.  R.  Wood  of  Kitchener,  Ont.,  has  pur- 
chased the  business  of  the  Stratford  But- 
ton Co.  in  Stratford,  Ont 

The  Classic  Millinery  Shoppe  opened 
recently  at  700  Dundas  St.  East,  London. 
Ont. 

Ben  Foster,  who  recently  severed  his 
connection  with  Nyman's  ladies'  store  in 
Brantford,  Ont.,  intends  to  start  in  busi- 
ness in  a  town  in  Western  Ontario. 

Miss  E.  Pearl  Shaw,  office  manager  of 
the  Watson  Mfg.  Co.,  Brantford,  Ont., 
was  presented  with  many  beautiful  gifts 
on  the  occasion  of  her  leaving  the  em- 
ploy of  the  firm  to  be  married. 


FARM      WOMEN    WELL      CON- 
VERTED     TO      CORSETS, 
FARM   JOURNAL 
STATES 

In  the  past  month  retailers  of 
corsets  have  begun  to  give  some 
attention  to  a  consideration  of  the 
farm  element  in  corset  merchan- 
dising. The  following  extract 
from  "The  Farm  Journal"  is  par- 
ticularly appropriate  at  this  mo- 
ment: 

"As  compared  with  city  people 
of  all  classes,  farm  women  are 
well  converted  to  corsets.  Ac- 
cording to  the  reports,  79  per  cent, 
wear  corsets  all  or  most  of  the 
time.  They  wear  out  i."  corsets 
a  year,  on  the  average,  and  al- 
together the  7,435,000  farm  wo- 
men who  wear  corsets  buy  11,- 
152,000  corsets  each  year  These 
corsets  cost  them  $3.34  each,  so 
the  farm  women  contribute  $37,- 
247,680  annually  to  the  corset 
trade. 

"Department  stores  are  getting 
nearly  40  per  cent,  of  this  farm 
trade.  Much  of  the  farm  buying 
is  done  in  the  larger  towns  and 
cities,  for  these  women  travel  an 
average  of  7.3  miles  to  buy  their 
corsets. 

"In  several  very  prosperous 
years  the  farm  women  of  all 
grades  of  wea'th  developed  a 
taste  for  better,  more  attractive 
and  more  expensive  goods.  Two 
years  of  cautious  buying  has 
wliefcted  their  appetites  and  if 
farmers  get  a  fair  crop  this  sea- 
son, and  fair  prices,  there  will  un- 
doubtedly be  extensive  buying 
this  fall." 


EMANUEL   JANSEN 

Vice-President  and   Treasure)-   of   the 

firm  of  Neilson  &  Mills  &  Co..  Ltd., 

of  Halifax,  N.  S. 
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Dressing  up  for  Summer  Carnival 

Halifax  Merchants  Co-operate  in  Successful  Summer  Event — 

Conduct    a    "Visiting   Buyers'    Week" — Tourists    Attracted    by 

British    Goods — Attractive    Windows   Without   Great   Deal    of 

Setting — Some  Windows  Described 


HALIFAX,  Nova  Scotia,  was  'en 
fete'  during  the  week  of  August 
7th  to  12th,  when  the  entire 
population  gave  itself  over  to  the  en- 
joyment of  a  summer  carnival  in  which 
stores  and  all  local  industries  took  an 
active  part.  As  was  natural,  the  whole 
city  was  gay  with  color,  and  the  busi- 
ness section  in  particular  made  a  splen- 
did showing  in  honor  of  the  event.  Ow- 
ing to  the  presence  of  a  squadron  of 
American  war  ships  as  well  as  the  flag 
ship  of  the  British  fleet,  there  was  an 
unusual  influx  of  visitors  who  partici- 
pated to  the  full  in  all  the  regattas, 
races,  water  pageants  and  other  sports 
arranged    in    their    honor. 

The  most  successful  aspect  of  the  car- 
nival, however,  was  undoubtedly  due  to 
the  efforts  put  forth  by  Halifax  mer- 
chants who  co-operated  in  staging  what 
was  termed  a  "Visiting  Buyers'  Week" 
contemporaneously  with  the  carnival. 
A  strong  appeal  was  made  to  absent 
Nova  Scotians  to  return  to  their  old 
home  during  this  week,  and  in  conse- 
quence store  windows  were  filled  with 
the  newest  and  most  attractive  merchan- 
dise to  entice  and  interest  both  visitors 
and   citizens. 

Among  the  best  dressed  windows  no- 
ticed in  Halifax  by  a  staff  member  of 
Men's  Wear  Review,  were  those  of  the 
Colwell  Brothers  store  on  Barrington 
street.  Here  especial"  attention  was 
given  to  the  harmonious  grouping  of 
different  kinds  of  merchandise,  with 
little  or  no  assistance  from  such  addi- 
tions as  drapes  or  settings.  The  gen- 
eral effort  was  decidedly  smart,  includ- 
ing four  distinct  types  of  display  clever- 
ly arranged  to  create  a  good  impression 
of  the  store's  wide  range  of  goods. 

British   Goods   Attract  Tourists 

First,  was  shown  a  group  of  good 
looking  straw  hats,  marked  at  one  price 
regardless  of  value,  and  shown  in  order 
to  interest  those  men  who  might  find 
an  extra  straw  worth  while  to  finish 
out  the  summer.  This  bore  no  resem- 
blance to  an  ordinary  sale  window,  but 
was  dressed  as  though  for  a  spring 
opening.  Next  came  a  display  of  high- 
grade  silk  shirts  mounted  on  stands  and 
arranged  about  the  foreground  with  due 
regard  for  color  harmonies,  since  only 
lavender  and  fine  black  stripes  appeared 
on  white  grounds,  to  correspond  with 
the  ground  color  of  a  fine  Scotch  rug 
which  was  used  as  a  setting.  A  black 
and  white  poster  show  card  read  as  fol- 
lows: 

"Fashions  inspired  by  the  world's 
greatest  designers,  ready  for  your  ap- 
proval." 

The  shirts,  by  the  way,  were  fitted 
with   the   appropriate   collars   and   neck- 


wear, and  resulted  in  the  sale  of  many 
of  these  accessories  right  out  of  the 
window.  Tourists'  needs  filled  two 
more  windows  of  this  store,  and  com- 
prised a  full  range  of  genuine  Scotch 
and  English  woollen  goods,  including 
dressing  gowns,  sweaters,  scarves,  rugs, 
slippers,  spats,  hose  and  neckwear, 
smartly  posed  in  well  balanced  groups 
on  T  stands  with  a  show  card  announc- 
ing "Ye   English  goods  for  ye   tourist." 

Prefers  One  Range  to  Mixed  Display 

The  entire  display  work  for  Colwell 
Brothers'  store  is  in  the  hands  of  Messrs. 
Cyril  H.  Colwell  and  Ray  K.  Colwell, 
who  have  a  theory  that  it  is  better  to 
show  a  group  of  one  sort  of  merchan- 
dise at  a  time,  priced  at  one  figure, 
varying  qualities  from  day  to  day.  Wool 
rugs,  for  example,  are  here  shown  one 
day  at  $5.50,  the  next  at  $2.99  and  later 
on,  a  third  assortment  is  shown  at  a 
higher  price.  This  idea  results  in  more 
sales  than  the  old  plan  of  mixing  the 
various    qualities    together   at   once. 

Another  Halifax  firm  which  believes 
in  the  method  of  showing  only  one 
kind  of  merchandise  at  a  time  in  the 
windows  is  that  of  Winters  Brothers, 
also  on  Barrington  street.  Here  two 
striking  displays  were  noticed,  one  of 
hosiery  and  the  other  of  pyjamas,  each 
range  occupying  an  entire  window  to  it- 
self. The  frontage  is  of  the  kind  that 
runs  inward  to  the  door  with  the  widest 
part  at  the  side,  consequently  there  was 
space  to  feature  an  artistic  hand  painted 
back  ground  showing  a  summer  land- 
scape against  which  cool  and  delicately 
colored  pyjamas  appeared  to  advantage. 
Ordinary  canrs  were  silvered  over  and 
used  as  supports  on  which  to  hang  or 
support  the  garments  and  both  piles 
and  separate  suits  were  judiciously 
disposed   about   the   window. 

The  hosiery  window  was  exceedingly 
interesting  to  many  pedestrians,  as  it 
contained  examples  of  every  wanted 
type  of  men's  hosiery  from  the  cheapest 
cotton  variety  priced  at  22  cents  a  pair 
up  to  the  finest  silk  or  English  cash- 
mere. Each  group  was  shown  separate- 
ly, named  and  priced  by  a  neat  card. 
The  passer-by  could  not  fail  to  be  im- 
pressed by  the  scope  of  the  hosiery  sec- 
tion in  Winter  Brothers'  store  by  reason 
of  this  display. 

Luggage  Forms  Permanent  Display 

Farther  down  on  Barrington  street, 
the  imposing  window  frontage  of  the 
W.  F.  Page  store  showed  an  interesting 
range  of  goods  for  both  men  and  boys, 
including  a  corner  window  showing 
nothing  but  luggage  for  the  vacation- 
ist. The  windows  featured  boys'  cloth- 
ing and  furnishings,  priced  at  end  of  the 


season  figures,  while  two  more  showed 
a  comprehensive  display  of  men's  suits 
priced  at  four  special  figures,  ranging 
from  $15  up  to  $27.50.  Artistic  urns  of 
gilded  wicker  containing  sprays  of  flow- 
ers were  the  sole  accessory  used  to 
decorate   these  windows. 

"Are  You  Prepared?" 

Down  in  the  business  section,  near 
the  Queen  Hotel,  is  located  Scott's  Tog- 
gery on  the  front  door  of  which  a  paper 
placard  was  attached,  reading  "Are  You 
Prepared?"  This  query,  which  might 
mean  anything  insofar  as  the  pedestrian 
along  Hollis  street  is  concerned,  has  the 
effect  of  making  men  stop  and  drop  into 
the  store  to  ask  the  usual  question, 
"Prepared  for  what?"  The  solution  to 
the  conundrum  has  of  course  to  do  with 
sufficient   furnishings   for   the   holidays. 

Friday  Dollar  Days 

Another  Barrington  street  shop,  Con- 
don's Limited,  featured  a  clever  window 
display  of  values  at  $1,  in  which  the 
principal  attraction  was  a  generous 
sprinkling  of  crisp  dollar  bills  used  in- 
stead of  price  tags.  A  bunch  of  soft 
collars  were  tied  together  and  set  off 
with  a  "green  back"  while  3  pairs  of 
socks,  or  a  single  shirt,  or  a  smart  cap, 
and  so  on,  were  similarly  treated.  The 
entire  window  was  filled  with  choice 
bargains  which  form  a  weekly  attrac- 
tion at  this  shop.  Friday  is  always  bar- 
gain day  at  all  Halifax  stores,  and  Con- 
don's Limited,  find  the  dollar  bills  come 
in  quickly  the  more  they  are  shown  in 
the  window.  No  odd  lots  of  merchan- 
dise ever  accumulate  in  the  store  when 
this  plan  is  regularly  used. 


OBITUARY 

James  Edwards,  well-known  in  Cana- 
adian  business  circles  as  one  of  the 
pioneer  leather  goods  manufacturers  of 
Canada,  passed  away  in  his  78th  year 
recently  at  his  residence  in  Toronto. 

The  late  Mr.  Edwards  was  a  native  of 
England,  but  came  to  Canada  in  his 
early  manhood,  finally  settling  in  Toron- 
to 45  years  ago.  He  engaged  with  sig- 
nal success  in  the  manufacture  of  leath- 
er goods,  founding  the  James  Edwards 
Company,  Limited,  which  still  bears  his 
name.  His  concern  is  said  to  have  pro- 
duced the  first  leather  schoolbag  ever 
made  in  Canada. 


George  T.  Lewis,  of  the  firm  of  Lewis 
and  Patterson,  dry  goods  merchants, 
died  on  July  10,  at  his  home  in  Brock- 
ville,  Ont. 
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Only  One  Sale  in  Thirty-One  Years 

That  is  the  Record  of  Colweil  Bros.,  of  Halifax— Stock  Watched 
So  Carefully  That  No  Merchandise  is  Carried  Over  From  One 
Season  to  the  Next— Special  Attention  Given  to  Shirts  and  Col- 
lars— Believes  That  Business  Can  Be  Built  in  Dignified,  Con- 
servative Way 


THE  sportsman  reigns  supreme  in 
summer  down  in  Halifax,  Nova 
Scotia,  the  sea-port  city  famous 
for  its  facilities  for  all  sorts  of  boating, 
including  sculling,  canoeing,  sailing  and 
motor  boating,  together  with  swimming, 
golfing,  fishing  and  hunting.  Visitors 
to  this  old  garrison  town  become  en- 
thusiastic over  the  variety  of  out-of- 
door  sports  available  at  a  few  minutes' 
distance  from  the  heart  of  the  business 
section  and  enter  heartily  into  the  en- 
joyments to  be  found  in  and  around 
Halifax.  As  might  be  expected  tour- 
ists comprise  a  goodly  proportion  of  the 
visitors  and  wherever  the  tourist  fore- 
gathers, local  stores  are  bound  to  re- 
flect a  note  of  modern  progressiveness 
which  is  often  the  most  noticeable  sign 
of  growth  and  advance  characteristic 
of  smaller  cities. 

Colweil  Brothers'  store  has  associated 
itself  closely  with  tourists  and  sports- 
men insofar  as  men's  furnishings  are 
concerned  in  the  city  of  Halifax  and  is 
now  accounted  as  one  of  the  leading 
men's  stores  in  the  entire  province,  dat- 
ing back  fully  31  years.  In  1891  the 
original  firm  was  founded,  locating  on 
Hollis  street,  later  on  in  1900  moving  up 
to  Barrington  street,  where  the  store 
is  now  located.  Of  the  original  firm, 
one  brother,  H.  Colweil  remains,  who, 
together  with  his  three  sons,  conducts 
the  business.  Mr.  Colweil,  Sr.,  received 
his  early  training  with  another  local 
firm  during  ten  years  previous  to  his 
entry  into  business  for  himself,  and  ever 
since  then  has  been  engaged  in  building 
up  a  following  of  customers  with  whom 
only  the  best  finds  favor. 

Only  One  Sale  in  31  Years 

The  store  occupies  considerable  area 
on  Barrington  street,  covering  several 
stories  and  having  a  double  window 
frontage.  Hats,  furnishings  and  bag- 
gage are  the  principal  items  of  mer- 
chandise carried  and  the  firm  has  won 
a  reputation  as  specializing  in  each  of 
the  three  lines.  Conservative  methods 
are  favored  by  the  management,  that  is 
to  say,  nothing  in  the  way  of  a  spectacu- 
lar or  sensational  merchandizing  scheme 
is  ever  used,  and  even  the  usual  'sale' 
is  so  rare  that  it  almost  never  occurs 
in  Colweil  Brothers'  store.  Sales,  ac- 
cording to  Mr.  H.  Colweil,  are  unneces- 
sary, entail  needless  expense,  and  an- 
swer no  good  purpose  insofar  as  his 
store  is  concerned.  In  this  store  the 
entire  stock  is  carefully  watched  con- 
stantly and  not  a  single  item  is  car- 
ried  over  from    one   season   to   another. 


By  M.  G.  de  Soyres 

Should  an  odd  article  remain,  it  is  given 
away  to  some  needy  person,  while  in 
the  case  of  ordinary  accumulations  of 
odds  and  ends  from  week  to  week,  a 
week-end  special  price  is  marked  on  the 
goods,  which  are  displayed  out  on  the 
counters  in  the  usual  way,  and  which 
invariably  move  out  without  any  fur- 
ther pushing. 

Upholds  Dignified  Methods 

Extravagance  in  any  shape  or  form  in 
advertising  is  frowned  upon  by  Mr.  Col- 
weil. It  is  quite  possible  to  build  up  a 
sound  business  upon  conservative 
methods  with  a  complete  avoidance  of 
sensational  statements,  according  to  his 
experience.  Even  price  tags  are  rarely 
found  in  the  window  displays,  except  on 
Fridays,  when  the  weekly  specials  are 
featured.  But  extreme  emphasis  is  laid 
upon  artistic  displays,  neatness  in  ar- 
rangement of  stock  and  attractive  show 
cards. 

Specializes  in  Shirts  and  Collars 

The  equipment  of  the  Colweil  Bro- 
thers' store  is  substantial  and  devoid  of 
elaboration,  carried  out  in  solid  fumed 
oak  and  plate  glass.  The  luggage,  rain- 
coats and  rugs  are  kept  on  the  second 
floor,  while  the  general  merchandise  is 
found  on  the  ground  floor.  Among 
the  various  departments  of  the  latter 
section  which  should  be  commented  on 
in  passing,  is  the  shirt  department,  said 
to  be  one  of  the  largest  in  the  city, 
while  the  collar  stock  alone  is  esti- 
mated at  five  times  greater  than  any 
other  store  in  the  city.  So  great  is  the 
demand  for  soft  and  stiff  collars  with 
this  department  that  it  is  necessary  to 
re-order  stock  by  the  hundred  dozen,  and 
yet  so  carefully  is  the  stock  handled 
that  scarcely  a  dozen  is  left  over  at  the 
end  of  a  season.  Two  long  glass  cases 
contain  shirts  which  are  divided  into  two 
groups,  one  priced  up  to  $3  apiece,  the 
second  containing  shirts  up  to  $10. 

English  Goods  Command  Wide  Sale 

Every  department  contains  its  quota 
of  English  goods,  for  which  the  store 
has  gained  an  enviable  reputation,  es- 
pecially in  regard  to  all  types  of  high 
grade  knitted  goods.  Where  the  tourist 
is  concerned,  there  is  nothing  in  the  way 
of  hosiery,  sweaters  and  other  fancy 
knit  goods  which  the  Colweil  store  can- 
not supply.  English  light  weight  cash- 
mere socks  are  the  famous  specialty  of 
the  store,  especially  in  fancy  and  color- 
ful designs,  while  mention  must  also  be 
made  of  the  fact  that  every  wanted  item 
of  boys'  furnishings  is  also  kept  in  stock. 


Among  the  other  specialties  which 
are  popular  with  the  Haligonians  is  the 
wool  rug,  suitable  for  either  motoring 
or  boating,  and  frequently  entire  win- 
dow displays  are  noted  featuring  a 
choice  of  pure  wool  Scotch  rugs  in 
smart  blendings. 
Display   of   Brushes   Fronts   Entrance 

Facing  the  front  entrance  of  the  store 
is  a  long  glass  case  completely  filled 
with  a  comprehensive  assortment  of 
brushes  of  all  sorts,  together  with  an 
artistic  card  which  reads  as  follows: 

''Brush  up  and  shave  up  while  the 
prices  are  down.  We  have  the  goods." 
This  display  is  responsible  for  many 
sales  of  brushes  which  otherwise  might 
not  be  called  for. 

All  three  of  Mr.  Colwell's  sons  are  ar- 
dent devotees  of  sport  and  are  active 
members  of  all  the  various  athletic  and 
sporting  clubs  in  and  around  the  city. 
The  fact  that  Halifax  men  are  unusual- 
ly scrupulous  regarding  their  attire, 
whether  they  are  on  the  water  or  on 
land,  has  not  a  little  to  do  with  the 
scope  of  business  done  by  this  store  and 
Colweil  Brothers  make  it  a  policy  to 
uphold  the  tradition  of  good  dressing 
which  is  charaqteristic  of  all  Halifax 
men,  and  pride  themselves  upon  having 
the  newest  goods  a  little  sooner  than 
anyone  else.  Having  to  deal  with  a 
public  which  is  discriminating  in  the 
matter  of  clothes,  the  standards  of  Col- 
weil Brothers'  business  have  necessar- 
ily been  high  and  are  in  a  great  meas- 
ure responsible  for  the  reputation 
achieved  by  Halifax  men,  who  have  been 
served  for  the  past  thirty  years  by  both 
generations  of  the  Colweil  family. 


Mrs.  F.  K.  Van  Norman,  millinery  buy- 
er for  Holt  Renfrew  &  Co.,  Ltd.,  of  Mon- 
treal, returned  this  month  after  an  ex- 
tended tour  of  the  European  fashion  cen- 
trts,  including  London,  Paris  and  points 
in  Switzerland. 


The  T.  Eaton  Company's  store  in  Win- 
nipeg opened  seventeen  years  ago  on 
July  15th.  It  was  the  late  Sir  John 
Eaton  who  was  responsible  for  this  un- 
dertaking and  through  whose  efforts  this 
branch  became  one  of  the  greatest  com- 
mercial institutions  of  the  west. 


The  City  Council  of  Ottawa,  Ont..  has 
passed  a  by-law  requiring  retail  depart- 
mental ladies'  wear,  millinery,  fur,  house 
furnishing  and  novelty  stores  to  close  at 
12.30  noon  on  Saturday  during  July  and 
August. 
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Give  Real  Money  in  Clearance  Sale 

J.  P.  Farrell,  of  Fredericton,  N.B.,  Says  That  Unusual  Methods 
Must  Be  Used  in  Clearance  Sales  to  Get  People  to  Spend  Their 
Money — Giving  Money  Helps  Them  to  Spend  It — Also  Makes 
Strong  Appeal  to  the  Ladies — Dress  Windows  With  Bank  Notes 


J  P.  FARRELL,  proprietor  of  the 
Royal  Store,  Fredericton,  N.  B., 
has  a  theory  that  mid-season 
clearance  sales  need  to  be  run  on  or- 
iginal lines  if  they  are  to  hit  the  target 
aimed  at,  namely,  to  dispose  of  all  rem- 
nants of  merchandise  before  starting  a 
new  season.  In  the  average  town  of 
less  than  10,000  population  there  is  apt 
to  be  a  similarity  in  merchandizing 
methods  as  practiced  by  local  retailers 
which  tends  to  make  the  buying  public 
somewhat  comatose  when  anything 
called  a  sale  is  announced.  Startling 
announcements  and  unusual  features  re- 
quire much  careful  planning  and  fore- 
thought on  the  part  of  the  retailer  who 
intends  to  put  over  anything  of  this 
nature  in  connection  with  his  clearance 
sale,  but  granted  that  his  plans  have 
been  well  laid  and  precautions  against 
failure  taken,  even  the  most  conserva-. 
tive  town  will  respond  with  alacrity 
once  the  advertising  bait  is  swallowed. 
"The  public"  remarked  Mr.  Farrell  to 
a  staff  member  of  Men's  Wear  Review, 
"cannot  be  expected  to  buy  goods  that 
are  not  actually  needed  simply  because 
such  goods  are  cheap.  The  public  must 
be  given  a  reason  for  buying  and  must 
be  tempted  and  roused  into  expectancy, 
and  then  it  will  buy  anything.  This  is 
the  main  reason  why  I  postponed  my 
clearance  sale  this  season  until  the  be- 
ginning of  August,  or  until  most  of  the 
other  clearance  sales  were  finished 
Then  I  decided  to  try  a  plan  of  holding 
a  three-day  sale,  each  day  of  which  was 
a  special  event  with  unusual  features, 
the  principal  attraction  being  the  fact 
that  I  gave  away  real  money  with  every 
sale  of  a  suit  of  clothes  for  boys  or 
men." 

Dressed  Window  With  Bank  Note 

According  to  Mr.  Farrell,  the  idea  of 
giv:ng  the  customer  cash  instead  of 
marking  down  the  price  is  the  most  suc- 
cessful idea  he  has  ever  tried  out  and  is 
certainly  worth  recommending  to  any 
retailer  who  wishes  to  reduce  stock 
quickly.  To  give  widespread  publicity 
to  the  sale,  Mr.  Farrell  had  one  of  his 
display  windows  dressed  with  the  suits 
together  with  dozens  of  crisp  new  bank 
notes  in  denominations  of  $2;  $5;  and 
$10,  which  were  literally  "draped" 
around  the  window,  and  announcement 
was  made  on  a  show  card  that  one  of 
these  bills  would  be  given  with  every 
suit  purchased  on  the  following  days. 
When  the  doors  opened  on  the  initial 
day  of  the  sale  there  was  an  eager 
throng  of  both  men  and  women  who 
rapidly  picked  up  the  twenty  suits  of- 
fered at  $5  apiece,  featured  as  a  starter, 
while  numbers  of  others  came  to  pur- 
chase suits  from  regular  stock,  with 
each  of  which  a  $10  bill  was  given  when 
the  purchase  price  was  above  $25.  Boys' 


suits  also  carry  a  rebate  in  cash  above 
the  prices  of  $7  and  $12  varying  from 
$2  to  $5. 

Ladies'  Day  Attracts  Women   Buyers 

The  first  day  of  this  event  was  called 
Opening  Day,  the  second  Ladies'  Day, 
and  the  last  day,  Saturday,  the  Big 
Day,  in  which  every  member  of  the 
family  could  find  a  bargain  to  suit  his 
needs.  Prices  on  all  goods  were  mark- 
ed away  down  and  hundreds  of  genuine 
bargains  were  offered,  but  no  goods 
could  be  exchanged,  charged  or  taken 
home  on  approval. 

Mr.  Farrell  is  justly  proud  of  his  suc- 
cess in  the  men's  wear  business  begun 
in  a  small  way,  some  thirteen  years  ago. 
Since  then  the  original  store  has  been 
enlarged  three  times  and  is  now  more 
than  100  feet  deep  and  is  equipped  with 
the  latest  fixtures  for  clothing,  com- 
prising six  large  revolving  rack  cabinets, 
with  headwear  and  shirt  display  cases 
to  match  carried  out  in  solid  oak.  The 
policy  of  the  business  is  based  on  'qual- 
ity and  satisfaction  to  all'. 

Mr.  Farrell  is  an  enthusiastic  sports- 
man as  well  as  a  successful  retailer  and 
takes  great  interest  in  the  local  Base 
Ball  Club,  on  the  executive  of  which  he 
is  a  valued  member.  He  is  particularly 
interested  in  the  welfare  and  interests 
of  the  man  who  works  and  takes  pride 
in  being  'hail  fellow  well  met'  with 
everyone. 

Gives    Best    Value    At    Low    Profits 

Although  during  sale  time,  the  Royal 
Store  makes  it  a  policy  to  feature  odd 
figures  in  prices,  carrying  out  the  idea 
of  doing  things  differently,  yet  at  ordin- 
ary times,  the  opposite  plan  is  followed, 
and  even  numbers  are  used.  Going  fur- 
ther, Mr.  Farrell  believes  firmly  in  the 
habit  of  taking  less  profit  than  was  cus- 
tomary a  few  years  back  and  prices 
clothing  and  furnishings  at  a  close  mar- 
gin which  means  that  sales  roll  up  quick- 
er and  competition  is  impossible.  A 
suit  which  should  really  be  marked  at 
$38.  is  priced  at  $35.  in  the  Royal  Store 
on  the  theory  that  cash  is  better  than 
merchandise  on  the  shelves  any  day. 
Every  day  merchandizing  is  done  a  little 
differently  so  that  nothing  becomes  mon- 
otonous either  for  the  staff  or  the  pub- 
lic in  the  matter  of  display  of  goods.  "It 
is  the  merchant  who  varies  his  daily 
routine  of  merchandizing  who  never 
finds  business  dull,"  according  to  Mr. 
Farrell. 


K.  G.  McRae  of  Revelstoke,  B.C.,  has 
opened  his  new  store  after  the  disas- 
trous fire  of  last  spring.  He  put  in  a 
complete  new  stock  of  men's  and  boys' 
furnishings,   boots   and   shoes,   etc. 


Hickok  Holds 
Semi-Annual 

Convention 

Representatives  Attend  From  U.  S.  And 

Foreign    Countries— Confidence    in 

Future 

The  semi-annual  convention  of  the 
salesmen  of  the  Hickok  Manufacturing 
Company,  was  held  at  Rochester,  N.  Y. 
Hickok  salesmen  from  all  parts  of  this 
country,  as  well  as  foreign  countries,  at- 
tended the  convention;  and  it  was  one 
of  the  largest  and  liveliest  conventions 
ever  held  by  this  company. 

Daily  meetings  were  held  at  the  fac- 
tory, at  which  the  salesmen  were  ac- 
quainted with  the  new  line  of  Hickok 
belts,  buckles  and  beltagrams  and  new 
methods  of  selling.  There  were  many 
discussions  of  the  sales  possibilities  of 
the  various  new  additions  to  the  line; 
experiences  in  selling  the  line  in  various 
territories  were  exchanged  by  the  sales- 
men. 

On  Saturday,  July  8th,  a  picnic  was 
given  to  the  salesmen  and  employees  of 
the  company  at  Island  Cottage  Beach 
near  Rochester.  Athletic  games  were 
entered  into  enthusiastically  by  the 
salesmen  and  men  and  women  employ- 
ees of  the  factory,  as  well  as  the  offic- 
ers of  the  company.  An  elaborate  menu 
added  to  the  joy  of  the  occasion  ar.d  "• 
good  time  was  had  by  all." 

The  convention  closed  on  Friday  even- 
ing, July  14th,  with  a  banquet  at  the 
Rochester  Club,  which  was  attended  h- 
the  executives,  salesmen,  and  advertis- 
ing agent  of  the  company;  all  of  whom, 
in   turn,   addressed    their  fellow-diners. 

The  following  attended  the  banquet: 

Jos.  H.  Nusbaum,  Milton  A.  Nusbaum, 
Dan  Nusbaum,  George  Lanni,  John  Lan- 
ni,  Morrie  Levy,  Wm.  H.  Kallusch,  El- 
mer N.  Kallusch,  M.  W.  Heinrichs,  John 
F.  Moran,  Henry  Halms,  Leo  H.  Schiff. 
Sol  Schwartz,  Al  Stein.  Harry  A.  Levy, 
Harry  Friedman,  Jack  L.  Berlove,  A.  M. 
Boosey,  Chas.  W.  Ovenburg,  M.  D.  Fau- 
man,  G.  D.  MacLean,  W.  A.  Walsh,  Mr. 
Gorsuch,  M.  Sashs,  R.  P.  Lopez,  Mr. 
Hayms,  A.  Rosengarten,  S.  Rae  Hickok, 
L.  W.  Shields,  H.  R.  McAdam,  Eben. 
Halley,  H.  A.  Hamilton,  A.  E.  McCoy, 
E.  S.  Mix,  H.  W.  Schulze,  I.  C.  Deven- 
dorf,  C.  Henry  Mason,  Adv.  Counsel, 
Chester    Keehley,    Pianist. 

Conspicuous  was  the  absence  of  Tom 
Lanni,  who  had  recently  undergone  an 
operation.  A  candle  was  lighted  for 
him  at  th«  table  and  burned  throughout 
the  dinner. 
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A  Story  Developed 

The  accompanying  pictures 
show  how  R.  H.  Macy  &  Co.. 
of  New  York  interested  the 
public  in  the  manufacture  of 
silk  from  the  raw  material 
to  the  finished  product.  It 
was  an  educational  display 
that,  attracted  many  thous- 
ands of  people  and  on  which 
the  Macy  Company  cashed  in 
to  good  account.  The  pic- 
tures from  the  top  down- 
ward are  as  follows — 

1 — In  a  New  York  street 
window  busy  little  silk  worms 
dine  on  fresh  mulberry 
leaves,  spin,  and  prepare 
themselves  for  the  life  to 
come,  for  the  edification  of 
the  passing  public. 

2 — A  close-up  of  the  same 
wivdovi  showing  exhibit  in 
more  detail. 


3 — Showina  the  silk  pro- 
cess from  the  egg  to  the  fin- 
ished fabric. 

I — Svort  silks  by  the  yard 
shown  in  a  window  adjacent 
to  display. 


New  Materials 

For  Lingerie 


it 


Japanese  Importations  are  Attractive — 

More  Material  Because  Skirts  Are 

Longer 

A  buyer  for  a  Toronto  importing 
house  returned  recently  from  Japan 
with  a  splendid  collection  of  materials 
for  silk  lingerie.  He  says  that  Paris  is 
making  a  great  deal  of  crepe  de  chine 
this  year.  The  beautiful  linens  which 
made  French  handwork  so  famous,  now 
have  a  real  competitor  in  silk  crepe. 
This  is  by  no  means  the  flimsy  and 
perishable  material  that  we  have  some- 
times associated  with  underwear. 

Brocaded  crepe  de  chine  is  an  inter- 
esting lingerie  novelty  in  his  collection. 
This  comes  in  afterglow  (a  lovely 
mauve),  light  blue,  flesh  and  white.  The 
new  retailers  who  have  seen  it  are  very 
much  taken  with  its  firm  texture.  There 
are  several  Japanese  kimonas  made  of 
brocaded  crepe  in  this  shipment  also. 

Another  fabric  buyer  says  there  is  ev- 
ery reason  to  believe  grenadine  and  li- 
berty satin  will  re-appear  after  their 
long  sleep.  The  vogue  which  the  ma- 
terial called  "chouquette"  has  had  gives 
a  splendid  indication.  It  is  a  liberty 
satin  with  a  cotton  back.  The  two  are 
separate  materials  which  are  stitched 
together  to  give  an  allover  blistered 
effect.  In  fact,  this  new  fabric  resem- 
bles the  quilts  our  grandmothers  were 
so  proud  of  more  than  anything  else. 
Parisian  women  are  wearing  it  all  Sum- 
continued   on   next  page) 
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Educational  Window  Displays  in  Macy's  of 

New  York  Help  to  Load  the  Delivery  Trucks 

R.  H.  Macy  &  Co.,  of  New  York,  Have  Found  That  Sales  Have 
Been  Promoted  by  This  Type  of  Window — Displays  Show  How 
Silk  is  Made  from  the  Worm — Fabric  Sales  Are  Boosted — Co- 
operates With  Manufacturers 


FOR  the  past  few  days  it  has  been 
hard  to  get  past  a  store  window 
where  Broadway  and  Sixth  Aevnue 
and  Thirty-fourth  Street  converge  and 
the  streams  of  shopping  humanity  meet. 
Hard  because  of  the  crowds  that  throng 
the  sidewalk  and  because  of  the  interest 
of  the  windows. 

The  window  is  last  in  a  group  of  edu- 
cational displays  of  the  manufacture  of 
silk,  showing  the  progressive  stages  in 
a  month's  life  from  egg  to  insect.  The 
worms — from  stage  of  hatching  from 
eggs  to  composing  themselves  for  im- 
mortality— are  seen  in  the  large  white 
trav  in  the  center  foreground  of  pic- 
ture. Those  that  are  growing  up  to  be- 
come useful  citizens  are  greedily  eating 
the  mulberry  leaves  which  come  fresh 
every  morning  by  parcels  from  Flor- 
ence, Mass.  Others  are  busily  spinning, 
paying  their  way  in  the  world.  The  tem- 
perature is  kept  right  for  them  by  an  el- 
ectric fan  which  stands  near  by,  and 
which  has  been  taken  out  before  taking 
this  picture. 

On  either  side  of  and  a  short  distance 
from  the  worms  are  two  bales  of  hanks 
of  silk,  each  weighing  132  pounds  and 
worth  $1,000  each  at  the  market  price. 
One  of  these  is  from  Japan,  the  other 
from  China.  They  are  designed  to  show 
the  difference  in  the  weight  of  silk, 
The  Chinese  silk  being  the  lighter  in 
weight. 

The  spools  of  silk  strung  and  forming 
a  decorative  background  are  of  orange 
silk  showing  against  a  taupe  velvet 
curtain.  Those  standing  about  on  pla- 
ques in  design  formation  are  of  orange 
silk  and  purple,  on  taupe  velvet. 

Fleecy  white  cocoons  piled  in  a  heap 
in  the  center  background,  remind  one 
of  fat  but  carelessly  filled  spools  of  fine 
spun  silk. 

A  very  instructive  part  of  the  exhibit 
is  the  legend  which  gives  interesting 
details  of  the  life  of  the  silk  worm.  En- 
larged photographs  complete  the  story 
of  spool  silk  manufacture. 

For  the  past  two  years  Macy's  have 
been  running  the  educational  windows 
at  the  rate  of  two  a  month.  The  idea 
originated  with  a  member  of  the  firm 
of  R.  H.  Macy  &  Co.,  who  takes  a  keen 
interest  in  educational  matters  of  all 
kinds.  His  thought  was  not  so  much  to 
sell  goods  as  to  educate  the  public  to  a 
knowledge  of  the  processes  that  mer- 
chandise goes  through  before  it  is  ready 
for  sale. 

Previous  to  this  window  display  on 
spool  silk  was  one  on  the  process  of  web 
silk  manufacture.  The  various  elements 
used   in  its   composition  did     not     lend 


themselves  to  so  graphic  arrangement 
as  this  recent  spool  silk  window.  But  the 
photograph  shows  its  educational  value. 
A  real  loom  brought  from  the  mills  was 
set  up  and  warped  for  action.  Canton 
Crepe  in  its  natural  state  was  shown — 
before  it  was  washed  and  dyed.  It  had 
the  appearance  of  unbleached  muslin.  It 
was  tacked  on  black  velour,  with  warp 
left  loose,  to  show  how  the  shuttles 
move  back  and  forth,  meeting  at  the 
center  as  they  travel.  It  can  be  seen 
at  the  left  of  picture,  while  on  its  right 
was  displayed  the  finished  product.  A 
reel  showed  the  winding  of  tr  ?  s'ik  into 
skeins,  enlarged  photographs  told  the 
process  of  mill  manufacture — how 
threads  are  now  twisted  by  a  new  ma- 
chine in  about  one  third  the  time  that 
used  to  be  consumed  by  hand.  A  glass 
case  showed  the  stages  in  a  moth's  life 
and  a  large  photograph  gave  more  de- 
tails of  this  little  creature's  existence. 
The  chart,  or  legend  gave  such  interest- 
ing facts  as  that  one  moth  produces 
from  400  to  500  eggs. 

Standing  before  the  window  recently, 
one  heard  such  comments  as,  "You'd 
never  think  your  dress  meant  all  that 
trouble,  would  you?"  "Isn't  this  inter- 
esting? I  like  to  learn  how  things  are 
made,  don't  you?" 

Not  all  of  the  educational  window  dis- 
plays have  been  on  textiles,  by  all 
means.  They  have  run  a  wide  range  of 
subjects  in  the  past  two  years,  from  hair 
nets  to  house  aprons  and  dresses  and 
garden  tools. 

These  window  displays  are  under  the 
direct  supervision  of  A.  W.  Malet, 
Macy's  window  display  artist.  To  get  the 
necessary  materials  together  for  an  ef- 
fective exhibit,  Mr.  Malet  approaches 
the  manufacturers  of  the  product  he 
wants  to  use  and  sounds  them  out  as  to 
their  idea  of  its  value  to  them.  When 
they  are  agreeable,  he  goes  to  the  fac- 
tory, looks  the  field  over,  suggests  what 
parts  of  the  plant  best  lend  themselves 
to  photography  and  which  can  be  most 
easily  and  effectively  shown  in  the  win- 
dow— and  the  show  is  on. 

James  Gould,  the  advertising  man- 
ager of  the  R.  H.  Macy  &  Company 
store,  then  plays  on  the  educational  val- 
ue of  the  windows  in  his  advertising, 
and  the  result  is  a  blockade  in  that 
particular  section  of  New  York. 

That  this  form  of  advertising  pays  is 
attested  by  the  way  the  sales  in  that 
particular  article  mount  while  the  ex- 
hibit lasts  and  sometimes  until  long  af- 
terwards. There  was  a  marked  increase 
in  sales  of  silk  by  the  yard  when  the 
first  nart  of  the  silk  exhibit  was  in  pro- 


gress, and  especially  in  the  particular 
patterns  of  sport  silks  displayed  in  an 
adjoining  window.  When  the  hair  net 
display  was  on  Mr.  Malet  says  they  did 
a  tremendous  business  in  that  useful 
but  inexpensive  little  adjunct  to  a  lady's 
toilette.  One  window  display  of  house 
dresses  sold  six  dozen  before  an  ad- 
vertisement appeared  at  all.  An  enor- 
mous sale  in  garden  implements  was  the 
result  of  a  window  showing  every  con- 
venience for  producing  a  good  crop, 
with  some  educational  matter  on  scien- 
tific gardening. 

There  is  never  any  lack  of  co-opera- 
tion on  the  part  of  the  departments, 
nor  lack  of  interest  in  the  particular  de- 
partment concerned.  Mr.  Malet  attribu- 
tes this  to  the  fact  that  these  windows 
are  always  charged  as  general  office  ex- 
pense and  not  to  the  department  which 
carried  the  goods. 

These  windows  are  always  suited  to 
the  crowds  which  pass  them.  For  in- 
stance, the  Thirty-fourth  Street  win- 
dows are  always  used  to  display  goods 
that  would  tract  the  commuter  on  his 
way  to  the  Pennsylvania  station.  A  test 
has  shown  that  more  house  dresses  and 
aprons  and  more  garden  tools  are  sold 
when  displayed  in  these  windows  than 
in  the  Broadway  ones,  while  with  the 
finer  afternoon  or  evening  wear  or  other 
high  class  goods  the  opposite  is  true. 

Letters  have  already  begun  to  pour  in 
from  retail  dealers  all  over  the  country 
asking  for  the  loan  of  the  exhibit  on 
silk  manufacture,  or  for  information  as 
to  where  one  may  be   secured. 

One  thing  whereby  Macy's  shows  its 
spirit  of  service  is  in  its  readiness  to 
take  a  suggestion  for  a  window  display 
from  a  customer,  if  a  good  one  is  given, 
and  to  handle  it  with  all  of  the  intelli 
gent  thought  which  it  gives  to  these  ed- 
ucational exhibits. 


NEW  MATERIALS  FOR  LINGERIE 

(Continued   from   previous   page) 

mer  in  suits,  street  dresses  and  coats. 
It  is  rather  bulky  in  appearance  because 
of  the  stitching  but  promises  to  be 
the  smart  material  for  winter.  There 
are  several  shipments  in  the  Toronto 
fabric  importing  houses  already  and  one 
or  two  retailers  are  even  showing  it. 

Mauve  and  ivory  are  two  of  the  lead- 
ing colors  in  Paris,  designers  here  are 
expecting  big  things  of  ^hem  in  evening 
dresses.  More  material  will  be  required 
this  year  because  of  the  longer  skirts, 
the  very  loose  sleeves  and  the  capelines 
(the  last  two  characteristics  applying  to 
afternoon  gowns.) 
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The  Outlook  of  the  Cotton  Crop 

Report  Shows  a  10  Per  Cent.  Increase  in  Acreage  as  Compared 

With  Last  Year — Yield  Per  Acre  Less  But  Total  Yield  Greater 

—Noted  Authority  States  That  Yield  Will  Not  Satisfy  World's 

Needs — The  Weevil  Factor 


THE  July  report  issued  by  the  De- 
partment of  Agriculture  at  Wash- 
ington on  Ihe  cotton  crop  of  1922- 
3  indicates  an  increase  of  10  per  cent,  in 
the  acreage  compared  with  last  year,  the 
total  area  being  given  as  34,852,000 
acres.  Not  included  in  the  total  are 
128,000  acres  under  cotton  in  Lower 
California. 

The  average  condition  of  the  crop  on 
June  25  is  returned  at  71.2,  against  69.6 
on  May  25,  69.2  on  June  25  last  year, 
70.7  in  1920,  and  a  ten-year  average  of 
76.9.  Compared  with  a  year  ago  the  con- 
dition of  Texas  is  unchanged,  while  South 
Carolina,  Georgia,  and  Arizona  show  de- 
creases of  5.6,  and  3  points  respectively, 
but  in  all  other  States  the  condition  is 
higher,  the  gains  including  15  points  in 
Virginia,  14  points  California,  12  Miss- 
ouri, 9  North  Carolina,  Alabama,  Missis- 
sippi, and  Tennessee.  Florida  and  Louis- 
iana are  5  points  better  than  last  year. 
The  yield  per  acre  is  estimated  at  151.9 
lbs.,  against  152.2  lbs.  last  year,  and  the 
crop  11,065,000  bales  against  8,433,000 
estimated  at  the  corresponding  date  a 
year  ago. 

The  following  table  gives  details  with 
comparisons : — 

Virginia    51  34 

N.  Carolina  1,601  1,417 

S.  Carolina  2,230  2,623 

Georgia    4,129  4,346 

Florida    122  70 

Alabama  2,995  2,269 

Mississipri  3,200  2,667 

Louisiana  1,311  1,192 

Texas    12,312         11,193 

Arkansas    2,843  2,418 

Tennessee  819  640 

Missouri    156  104 

Oklahoma  2,840  2,536 

California  82  140 

Arizona    105  94 

Other  States  56  20 

Total  &  average  34,852         31,678 

The  Bureau,  in  a  supplementary  re- 
port, states  that  the  increased  acreage 
under  cotton  is  the  result  of  better  prices 
and  low  stocks.  The  big  carry-over  from 
1921  has  been  cut  in  half,  and  the  sur- 
plus has  practically  disappeared.  The 
improved  condition  of  the  crop  is  the  re- 
sult of  better  weather  in  the  western 
States  during  the  past  fortnight,  but  in 
the  eastern  States,  where  there  have 
been  excessive  rains,  the  condition  has 
been  lowered.  Boll  weevels  are  more 
numerous  than  ever  before.  Damage  is 
already  reported  in  the  south-west,  but 
owing  to  the  lateness  of  the  crop  it  is 
difficult  to  estimate  the  exact  damage. 

Odds  Against  Good  Crop 

Writing   in   the    Manchester    Guardian 


with  regard  to  the  cotton  crop  situation, 
the  well-known  authority,  Prof.  J.  A. 
Todd,  says: 

Without  desiring,  therefore,  to  be  un- 
duly pessimistic,  I  think  it  essential  that 
the  cotton  trade  should  even  at  this 
early  stage  of  the  season,  face  and  real- 
ize the  dangerous  possibilities  of  the 
crop  situation.  The  opinion  seems  to  be 
generally  held  that  the  world  could  very 
well  do  with  a  crop  of  13  million  bales 
this  year.  The  fact  must  be  faced  that 
the  chances  of  getting  a  crop  of  that 
size  are  now  uncomfortably  small.  An 
improvement  of  nearly  20  per  cent,  on 
the  June  condition  is  not  impossible,  but 
it    is    unlikely.      On    the    other    hand,    a 


deterioration  of  2,000,000  bales  from 
now  is  at  least  equally  possible  in  view 
of  the  special  boll  weevil  conditions  this 
year.  The  mere  possibility  of  a  9,000,- 
000  bale  crop  this  year  may  well  make 
the  trade  shiver,  but  it  is  a  possibility, 
and  it  ought  to  be  taken  into  account.  It 
is  at  least  better  to  do  so  now  than  to 
refuse  to  consider  it  until  it  actually 
happens.  It  is  better  that  this  warning 
of  dangerous  possibilities  should  have 
come  early,  than  that  a  fictitious  im- 
provement of  the  crop  should  have  been 
shown  by  a  high  condition  figure  now,  to 
be  followed  later  on  by  serious  deterior- 
ation. 

(Continued   on   page  46) 


Five  of  the  new  range  of  ttveeds  which  the  Bird  Woolen  Mill  Co.,  Ltd.,  of  Brace- 

bridae.  Ontario,  is  showing. 
Upper  Left — Brown  with   strives  of  dark  brown  awd  yellotv. 
Lower  Left — Grey  mixture  with  green  stripe. 
Upper  Right — Black  and  white  checks. 
Centre — Two  tones  of  green  with  red  stripe. 
Lower  Right — Black  and  white  in  small  checks. 
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Fashionable  Fabrics  Seen  in  Paris 

In  Woollens,  Poplin,  Cote  de  Cheval  and  All  Straight  Ribs  Are 
Very  Fashionable — Crepe  Marocain  in  Cotton  for  Pyjamas, 
Nightgowns  and  Peignoirs — Revival  of  Embossed  Woollens — 
Thick  Hairy  Woollen  Materials  for  Motoring — Silk  and  Knitted 

Lines 

Written  Specially  for  Dry  Goods  Review  by  Our  Paris  Correspondent 


DEAR  Mr.  Editor: 
The  heat  wave  that  we  experienc- 
ed early  in  the  season  brought  out 
as  I  wrote  you  at  the  time,  any  amount 
of  lovely  light  materials,  voiles,  organ- 
die, and  sponge  cloth  being  snatched 
away  to  make  daintly  dresses,  fit  for 
the  hot  Summer  days  in  the  country  and 
at  the  seaside.  These  have  lasted  hard- 
ly longer  than  roses,  for  now  it  is  al- 
most as  cold  as  in  Autumn,  the  sky  is 
dull,  and  the  rain  pours  down  daily. 

Already,  everybody  is  looking  for  warm 
materials,  and  strange  as  it  may  appear, 
every  garment  sold  for  holiday  pur- 
poses is  made  of  the  latest  novelties  of 
Winter  materials.  Woollen  fabrics,  hos- 
iery, thick  stuffs  for  motoring,  one  sees 
nothing  but  these  displayed  everywhere. 
Fashionable  Woollens 
In  the  way  of  woollens  for  dresses  and 
tailored  suits,  I  might  mention  that  serge 
is  less  in  demand;  the  same  applies  to 
gabardine  and  all  the  cloths  woven  in 
slanting  ribs.  On  the  other  hand,  poplin, 
cote  de  cheval,  and  all  straight  ribs  are 
very  fashionable.  There  are  not  very 
many  instances  where  broadcloth  is  used. 
It  seems  difficult  for  this  material  to  be- 
come in  fashion  again.  Yet  nobody  can 
tell  whether  its  vogue  will  not  suddenly 
spring  out.  Years  ago,  one  would  not 
even  think  of  Jersey  cloth,  and  now  it  is 
almost  impossible  to  see  when  it  will  go 
out. 

Beaver    Brown    Popular 

Plain  materials  are  used  as  usual,  and 
it  is  said  that  the  shade  beaver  brown  is 
very  much  sought  for.  Trimmed  with 
fur,  it  is  certainly  very  fine,  and  that 
shade  is  less  easily  soiled  than  grey.  This 
color,  however,  has  been  very  much  in 
demand  this  Summer,  and  I  should  be 
very  much  surprised  if,  at  least  for  Au- 
tumn wear,  many  suits  were  not  made  of 
fil  a  fil,  plain  or  checked  in  very  slightly 
darked  lines,  for  ladies'  wear  as  well  as 
in  gentlemen's  suits. 

In  fancy  colors,  we  have  always  a 
ground  of  navy,  black,  grey,  or  tete  de 
negre  poplin,  with  groups  of  very  thin 
stripes,  of  all  colors  and  sometimes  var- 
ious widths  from  place  to  place.  The 
ground,  however,  remains  the  larger  por- 
tion. 

I  wrote  you  some  time  ago  about 
crepe  marocain.  Originally,  it  was  a  pure 
silk  material,  of  a  fairly  coarse  appear- 
ance, made  into  robes  chemises  mostly. 
As  the  demand  grew  for  it,  it  was  suc- 
cessively also  made  in  silk  and  wool, 
which  is  nice  too,  then  entirely  wool.  Now, 
in    the    lingerie   departments,   they   have 


even  crepe  marocain  in  cotton,  to  make 
pyjamas,  nightgowns,  peignoirs,  etc.  .  . 
Many  similar  cloths  are  also  made,  which 
bear  different  names,  but  the  manufac- 
turing is  practically  the  same. 

Embosed  Woollens 

The  fashion  also  seems  to  revive  of 
embossed  woollens,  and  broche  de  laine 
such  as  those  in  demand  some  30  years 
ago.  These  being  very  thick,  will  most 
likely  be  used  in  the  cloak  depts.,  and 
made  up  into  straight  capes,  or  coatees 
without  much  fashion  in  them.  Padded 
materials  and  matelasses  are  also  much 
in  demand,  especially  in  silk.  Early  in 
the  season,  there  was  a  rage  for  "satin 
cloque,"  which  is  a  kind  of  satin  pressed 
so  as  to  be  creased  in  a  peculiar  way.  It 
won  much  favor  in  the  millinery  dept. 
on  account  of  its  suppleness,  and  because 
it  required  hardly  any  trimming.  It  was 
not  quite  so  successful  in  the  dressmak- 
ing, because  the  creasing  did  not  last 
so  long,  and  then  the  material  became 
longer  or  wider,  and  always  shabby  look- 
ing. The  manufacturers  then  devised  an- 
other material,  also  embossed,  but  by 
means  of  sewing  machine  work,  they  put 
a  narrower  muslin  on  the  wrong  side 
of  the  satin,  and  the  width  of  that  cloth 
was  reduced  by  various  machine  stitch- 
ings.  Sometimes  it  was  of  the  same 
shade  as  the  cloth,  otherwise  gold  or  sil- 
ver threads  were  used.  The  designs  were 
either  of  a  zigzag  style,  which  caused  thy 
said  satin,  when  black,  to  look  from  a 
distance  like  astrakan  fur,  then  they 
made  flowers,  motifs  of  regular  lines, 
which  were  quite  a  success.  Formerly, 
black  only  was  thus  worked,  but  now 
quite  a  lot  of  brown,  and  also  white  is 
used,  the  latter  in  blouses  and  waist- 
coats. 

The  same  work  is  also  done  on  wool, 
and  may  find  many  adepts,  as  it  is  sure 
'o  be  very  warm,  and  to  require  no  trim- 
mings besides  a  bit  of  fur  at  the  collar, 
perhaps. 

Under  such  circumstances,  it  appears 
unlikely  that  embroidery  will  be  so 
favoured  as  it  has  been  of  late.  At  least, 
point  de  chainette  and  plumetis  ought  to 
be  somewhat  neglected.  Beads,  pail- 
lettes, braidings,  openwork,  on  the  other 
hand,  may  be  much  in  demand,  the  lat- 
ter especially  if  thick  materials  are  used, 
to  give  them  a  lighter  appearance. 

Silk  Lines 

In  the  silk  lines,  no  doubt  that  all  the 
light  fabrics  will  be  in  demand  for  ball 
room  dresses.  Taffetas,  so  much  in  fav- 
our for   wedding     gowns,     ought   to   be 


favoured  too,  especially  if,  as  anticipat- 
ed, there  is  a  tendency  towards  wide 
skirts.  Net,  trimmed  with  beads,  will 
surely  be  seen,  as  the  latter  trimming  is 
too  fashionable  just  now  to  be  left  out. 

So  far,  for  motoring  coats,  and  later 
on,  for  very  cold  days  wear,  it  seems  that 
thick  hairy  woolen  materials  will  be 
fashionable.  Whenever  fur  is  not  obtain- 
able, it  is  replaced  by  shawls,  and  full 
coats  of  that  material,  either  plain  or 
striped  as  explained  above.  For  early 
autumn,  flannel  in  white,  with  colored 
stripes  may  be  made  into  a  few  suits  if 
the  weather  is  still  fin&,  but  this  is  most- 
ly adopted  for  sport  wear. 

Knitted  Goods 

There  is  sure  to  be  also  great  competi- 
tion between  regular  woollen  cloths  and 
knitted  yarns.  These,  far  from  being 
out  of  fashion,  gain  favour  daily,  and  it 
is  quite  a  job  for  manufacturers  to  make 
something  new  in  that  line.  Silk 
has  practically  in  every  case  re- 
placed wool,  and  is  either  hand 
worked  or  machine  knitted,  but  in 
very  fanciful  patterns  that  look  very 
much  like  hand  work.  As  a  rule,  all 
blouses,  jumpers,  or  sweaters  thus  de- 
vised are  a  mixture  of  knitting  and 
crochet  work,  for  instance  a  wide  band 
in  front  will  be  a  copy  of  old  fashioned 
entredeux  of  crochet  work.  Filet  silk 
lace  is  also  seen  on  very  rich  garments. 

At  any  rate,  it  is  quite  certain  that 
such  goods  will  still  be  in  demand  during 
the  coming  Winter,  as  many  ladies  make 
their  own  jumpers,  and  there  is,  conse- 
quently, a  ready  sale  for  the  silk  itself. 

Next  month,  I  will  tell  you  about  Win- 
ter novelties. 

Yours  very  truly, 

JEANNE  GSELL 


A  new  ladies'  wear  store  opened  in 
Woodstock,  Ont.,  recently.  It  is  known 
as  the  Fashion  Shoppe. 


The  employees  of  the  R.  D.  Ramsay 
Company  store  of  Ingersoll,  Ont.,  were 
yesterday  the  guests  of  the  management 
at  a  most  pleasant  picnic  held  at  Lake- 
side. 


Among  recent  incorporations,  that  of 
Dent  Griffin,  Limited,  with  a  capital  of 
$100,000,  is  the  first  indication  of  the 
establishment  in  St.  Catharines,  Ont., 
of  a  working  connection  of  the  great 
English  glove  manufacturers,  Dent, 
Allcroft  &  Co. 
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Cfjattllon,  Jffloulp, 
Eousfcel  &  €it. 

Silk  Manufacturers 


at:  LYONS, 

TARARE,  VEYRINS,  CORBELINS, 

(France) 

CREPES 

PARIS 

MUSLINS 

LYONS 

LONDON 

SATINS 

NICE 

NEW  YORK 

DAMASKS 

BROCADES 

FANCIES 

MILAN 

A.11  the  Newest  Creations 

M.  AUBIN 

Canadian  Representative 

275  Craig  St.  West,       MONTREAL 


The  Fall  Demand 
for  Cottons 

September    is    always    a    busy,    busy    month     in    the 
Cotton    Goods    Department, 

There  are  dresses  and  underwear  to  be  made  for 
the  children  before  they  start  to  school. 
There  are  sheets  and  pillow  cases  to  be  replenished, 
too,  with  goods  bought  by  the  yard  and  made  r.p 
at  home,  or  purchased  ready-made  from  your  assort- 
ment  of 

FINE  INDIA   LONGCLOTHS, 
MADAPOLAMS,  CAMBRICS, 
FLANNELETTES,   SHEETINGS, 
SHEETS  AND  PILLOW  CASES. 

•Are  you  ready  to  supply  these  needs?     We  are  ready 
to   serve   you. 

JOHN  E.   RITCHIE 

Canadian  Agent 

591    St.    Catherine    St.    West,    Montreal. 

Branches :   Toronto   and   Vancouver. 

Made  by 

Horrockses,  Crewdson  &  Co.,  Limited 

Cotton    Spinners    and    Manufacturers 
MANCHESTER,    ENGLAND. 


rDAxfe/(NIGHT| 

;    \VJwear| 


The  Mark  of  Fine  Merchandise 

"Viyella" 

(Reg'd) 

"Aza" 

(Reg'd) 

"Clydella" 

{Reg'd) 

Unshrinkable    Flannels 


Obtainable  in  a  wide  range 
of  weights  and  colors. 


In  demand  the  year  round. 


STOCK   IN   TORONTO 


WM.  HOLLINS  &  CO.,  LTD. 

(Of  England) 
62  Front  St.  West,  Toronto 

WM.  HOLLINS  &  CO.,  Inc. 

45  E.  17th  Street,  New  York 
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The  Profits  from  Dependability 


Goods  bearing  the  B.D.A. 
Trademark  have  two 
characteristics  that 
are  of  inestimable  value 
to  both  wholesale  and 
retail  merchants.     These 
are,  superiority  and 
dependability. 

The  B.D.A.  Trademark  means 
that  both  the  Dye  and 
Finish  of  the  fabrics  are 
the  best  that  wide  exper- 
ience and  efficiency  can 
produce ;  and  Textiles  bearing 
the  distinguishing  mark  of 


the  Bradford  Dyers'  Assoc- 
iation are  the  most  beautiful 
products  of  Britain's 
leading  makers. 
Here  in  Canada,  the  B.D.A. 
Trademark  is  held  in 
steadily  increasing  appre- 
ciation, not  only  by  the 
merchants  themselves,  but 
also  by  their  customers. 
B.D.A.  Fabrics  mean  sure 
profits  because  of  their 
dependability. 
Samples  of  B.D.A.  Finishes 
sent  responsible  buyers. 


^ 


THE 


Bradford  Dyers'  Association.  U? 

C^TBR  BR^FPRD  LONDON 


MANCHESTER 

6  OXFORD  s* 
S?  PETERS  5Q. 


128  fr  129 

mtS>W>L,K2 


(corrmeirr) 


UKILOa      TABKl^d 


Dry  Kjooas  L\eVieW 


The  VELVETEENS 


that  grive  real  pleasure  and  complete  satisfaction  in  wear  are  those  dyed  by 
J.  &  J.  M.  Worrall,  Ltd.,  the  Premier  Velveteen  Dyers  of  the  World.  What- 
ever the  make — or  the  color — you  should  always  ask  for  a  guarantee  that  the  cloths  are  in  Worrall's  Fast-to-Rubbiiuj 
Dyes. 

J.    &    J.     M.    WORRALL,     LIMITED,    MANCHESTER, 

are  not  merchants.     All  inquiries  for  velveteens  in  their  dyes   should   be    sent    through   the   usual    wholesale   channels. 
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Wora  of  C«««°n 


Make  sure  your  cloth  is  pro- 
perly shrunk  by  a  Guaran- 
teed Process.  No  matter  the 
standard  of  tailoring — ultra 
smart  or  ordinary — with  ill 
shrunken  material  it  results 
in  waste  of  time,  labour  and 
money. 

The  besi  guarantee  of  ex- 
cellence is  obtained  when  the 
cloth  is  stamped  with  the 
name 

JENNENS,  WELCH  &  CO..  LTD. 

London        Huddersfield       Bradford 

Insist  on  Jennens,  Welch 
Shrinking 

The  world's  leading  firm  of  cloth 
workers,  shrinkers,  etc.,  are  also 
the  proprietors  of  the  well  known 
JENNWEL  Waterproof  Rubber- 
less  Finish,  applied  to  Tweeds, 
Serges,  Coverts,  Fancy  Worsteds, 
etc. 


JENNENS,  WELCH  &  CO.,  LTD., 
Springwood  Works  :  Huddersfield 


# 


Pure  Irish  Linen  Thread 

Fountain  Brand 

For  all  Merchandise  requiring  Linen  Threads 
Manufactured  by 

ISLAND  SPINNING  CO.„LTD. 

Lisburn,  Ireland 
There  is  absolutely  no  snarling  nor  broken 
ends  to  contend  with — These  are  the  principal 
reasons  why  "Fountain  Brand"  is  demanded 
by  Manufacturers  of  Clothing  and  Leather 
Goods. 

We  have  it  in  stock.     Write  for  a  trial  order 
and  be  convinced. 

Sales  Agents  for  Canada. 

Walter  Williams  &  Co.,  Limited 

MONTREAL       TORONTO        QUEBEC 

508    Read    Building        20    Wellington    St.    W.        553    St.    Valier   St. 
VANCOUVER,   217  Crown   Building. 


Mp0 


Autumn 


We  are  carrying  now  in  our  stock 
in  Toronto  a  full  range  of  colors 
in  all  kinds  of  silk  materials. 

We  are  importers  of  the  best 
French  Silk  fabrics. 

In  Stock 

Canton  Crepe, 
Crepes  Georgette, 
Crepes  de  Chine, 
Liberty  Satins, 
Ninons, 
Foulards, 
Chiffons  and 

Printed  Novelties  on 
Georgette  and  Ninons, 
Silk  Dress  Nets. 

Exhibition  Visitors 
of  the  Trade 

are  cordially  invited  to  call  at  our 
Showrooms  when  in  Toronto.  Make 
our  office  your  headquarters  for  our 
location  will  be  convenient  for  you 
at  all  times. 


Les  Successcurs  de 


ALBERT   GODDE;  BEDIN  &  CIE. 


PARIS 
LONDON 


TARARE 


LYONS 
NEW  YORK 


£|  EMPIRE   BUILDING:    64  WELLINGTON    ST.  WEST  |£ 

v=C                                   Telephone:  Adelaide  3062  p<£ 

*Q                                      TORONTO  fc$ 

jr                                             E.  Desnoux,  Rep.  -jt 

xji  Eastern  Canada  Agent :                 G.  B.  Wynness,  1 13  Metcalfe  S^> 

£»3                                                  Montreal  ZA 

J&  Western  Canada  Agent :           Edwin  J.  Kirkbright,  205  Bower  5jj 

Ijjjj                                  Building,  Vancouver,  B.C.  jTv 

K_    X 


<\s. 
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OSEPH 


DOYLE 

J^    |&  SON  LIMITED 


Tvt  O  NTREAL 

f^Tr  Archer  Robertson 

327  J3 o arc/  of  Trade  Suild/nga 

VANCOUVER..  B.C. 
Mr  C.S.MC  Conned 
/754  Derc/aySfreer 


for~  over* 
inanu 


W/res    "ffoy/e,  Longwood-Yorks" 
Codes:- Marconi,  Bent/ey's, 

ZsOz\gnvooc{ 

ENCIAND 


Act /fee  century 
'xfizczzirers  of^ne 
niqnesl:  quanty  Jaorics. 

CENTLEMENS  SUITINGS 
OVERCOATINGS  COVERT 
COATINGS  •  CAP  CLOTHS 
SPORTS  TWEEDS. 

LADIES'  MANTLE  & 
DRESS  MATERL\LS  • 

TABLE  CLOTHS.  ART 
SERGES  •  CURTAINS 

UPHOLSTERY  CLOTHS 


•  *  -/or  A\otor  Cars 
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KlRKMUIR 

Zephyrs 

The  Fine  Imported  Ginghams 
You  Can  Sell  at  a  Popular  Price! 

LONG  before  we  decided  upon  Kirkmuirs 
j  as  Mi?  ginghams  to  offer  our  customers, 
we  judged  them  by  every  worthwhile  test — 

as  to  width:  as  to  pattern; 

as  to  count;  as  to  finish; 

as  to  intrinsic  value. 

Compared  with  the  highest  priced  gingham 
on  the  market  we  found  that 


0 

0 


Kirkmuir  Zephyrs  were  one  inch  wider; 
Their    construction    counted  within  4 

threads  to  the  square  inch; 
Their  crisp,  lovely  patterns  were  of  an 

equal  charm; 
Their  finish  was  at  least  as  silky; 
Their  cost  was  little  more  than  half! 

Despite  the  fact  that  the  line  was  shown  late, 
after  many  stores  had  placed  their  orders, 
Kirkmuir  patterns  were  so  instantly  appealing 
that  they  could  not  be  resisted,  and  our  sales- 
men booked  unusually  large  orders  everywhere. 

Re-orders  have  literally  poured  in— proof  that 
merchants  agree  in  our  selectionof  Kirkmuirs, 
endorsing  them  as  the  most  desirable  imported 
ginghams  obtainable — to  sell  at  a  price  that 
encourages  a  substantial  volume  of  business! 

Kirkmuir  Zephyrs 

to  be  had  exclusively  in  the  United  States  of 

FRED  BUTTERFIELD  &  CO.,  INC. 

361-363  Broadway,  cor.  Franklin  Street 

NEW  YORK  CITY 


"Sell  and 
Repent" 

Reg.  U.S. 
Pat.  Off. 


Established  1838 
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The  New  York  Fur  Trade  Forecast 

Interesting  Tendencies  In  Expression  Of  Style  and  Bear  Imprint 
of  Historic  Inspiration — Japanese,    Spanish    and    Russian    In- 
fluences Predominate — Large  Sleeves  are  Shown  and  Rich  Lin- 
ings Used — Silhouette  Gives  Effect  of  Slimness. 


FUR  styles  for  1922-23  are  now  defi- 
nitely decided  and  while  it  is  un- 
doubtedly true  that  the  models 
now  presented  for  approval  do  not  in- 
augurate any  radical  chance  of  style, 
they  do  show  interesting  tendencies  in 
the  expression  of  style  ana  an  imprint 
of  historic  inspiration.  According  to  a 
designer  who  has  given  the  question  of 
fur  styles  considerable  attention,  there 
will  be  three  marked  influences  notice- 
able in  the  coming  winter's  fur  modes, 
namely,  Japanese,  Spanish  and  Russian. 
The  Japanese  influence  is  said  to  be  re- 
flected mostly  in  daytime  garments 
vvhich  will  boast  wide  flaring  sleeves, 
almost  kimona  like  in  their  cut,  while 
the  fronts  will  be  overlapped  and  sashed 
also  in  true  Oriental  style.  Spanish 
effects  will  only  appear  in  certain  even- 
ing wraps  which  carry  out  the  cape 
idea,  while  Russia  will  contribute  an  in- 
fluence on  sports  coats,  characteristic 
of  the  modes  of  that  country. 

Draped  Effects  On  Fur  Wraps 

The  surplice  side  closing  is  a  striking 
feature  of  the  better  coats  for  next  sea- 
son. Both  on  coats  and  wraps  and  even 
on  capes  this  effect  is  shown,  sometimes 
slightly  draped  to  one  side  caught  by 
a  one  button  closing.  This  treatment 
is  favoured  by  all  the  best  designers 
and  is  probably  the  newest  feature  of 
the  smartest  fur  garments.  Perfectly 
straight  lines,  are  of  course,  still  shown 
in  great  numbers  as  the  straight  slim 
silhouette  undoubtedly  interests  the  ma- 
jority of  women,  and  to  satisfy  this  de- 
mand, designers  have  cleverly  combined 
straight  and  curved  lines  to  convey  an 
impression  of  slimness  yet  with  no  hint 
of  monotony.  Most  of  these  combina- 
tion straight  and  circular  garments  are 
made  with  straight  fitted  waist  sections 
gradually  flaring  at  the  skirt  section. 
Draping  is  even  attempted  in  certain 
styles,  especially  uneven  hemline  effects 
which  are  both  graceful  and  effective  in 
even  heavier  peltries  such  as  often  em- 
ployed to  edge  the  hem  of  Hudson  seal 


coats.  Side  panel  treatment  lends  itself 
to  the  working  out  of  the  uneven  hem 
line  also  and  these  two  effects  ai-e  fre- 
quently seen  in  conjunction. 

Sleeves  Are  Invariab'y  Large 

In  all  styles  of  fur  coats  the  sleeve  is 
an  interesting  point  to  study  and  pre- 
sents an  unusual  number  of  types  this 
season.  While  the  regulation  straight- 
line  coat  with  square  mandarin  sleeves 
is  one  of  the  fashion  features  of  the  sea- 
son, the  coat  that  simulates  wrap  holds 
first  place  in  fashion.  Kimona  and  Rag- 
lan sleeves  ending  with  a  wide  bottom, 
sometimes  terminating  in  a  flowing 
effect  are  made  on  the  more  conservative 
stylish  garments.  In  all  cases  the  sleeves 
are  designed  to  be  comfortable  and 
roomy. 

Geometric  Designs  in  Fur  Patterns 

The  working  and  striping  of  skins  in 
unusual  effects  is  a  veritable  accom- 
plishment this  season.  Mink  skins 
treated  so  that  the  entire  garment  is 
striped  with  contrasting  working  of  the 
skins  are  worthy  of  much  comment. 
Unique  patterns  are  achieved  in  the 
working  of  the  skins  such  as  diamonds, 
squares,  ovals,  etc.,  and  the  so-called 
"one  way  stripes"  are  lavishly  used  in 
preference  to  panels. 

Considerable  use  is  made  of  jewelled 
ornaments  and  fancy  girdles  on  the 
dressier  coats,  especially  Hudson  seal, 
which  will  of  course  take  tie  lead  again 
next  season  in  spite  of  the  'predictions 
of  certain  authorities  on  fur  matters. 
Hardly  anything  is  better  liked  nor  more 
in  demand  than  the  staple  Hudson  seal, 
it  is  said,  and  what  it  may  lack  in  color 
is  more  than  made  up  by  brilliant  Hn- 
ings  for  next  winter.  There  is  even  a 
hint  that  reversible  furs  may  be  put  on 
the  market  owing  to  the  demand  for 
luxurious  and  beautiful  silks  for  linings 
which  are  both  costly  and  equal  to  the 
pelts  themselves  for  the  magnificence. 
Thus  a  natural  mhskrat  cape  could  be 
worn  fur  side  out  in  daytime  for  every- 


day use  and  turned  lining  out  for  even- 
ing or  theatre  wear.  Muskrat,  by  the 
way,  is  due  for  a  revival  of  popularity 
not  only  for  sports  coats  but  for  dressy 
styles  as  well.  The  cry  for  economy 
has  necessitated  the  development  of 
such  inexpensive  furs  in  expensive  look- 
ing designs.  Styles  formerly  seen  in 
mink,  kolinsky  and  seal  are  now  to  be 
found  in  muskrat,  marmot  and  pony. 

Feature  Less  Costly  Pelts 

According  to  a  designer  who  has 
studied  the  situation  season  after  season, 
almost  every  woman  wants  a  fur  coat 
and  many  do  not  buy  them  because  they 
can't  afford  to  pay  the  price  of  a  good 
one  or  of  a  garment  that  will  serve 
double  purpose  of  sports  and  dress  wear. 
Here  is  where  the  far  sightedness  of 
developing  the  less  expensive  furs  in 
really  exclusive  Jdesigns  Ibedomes  ap- 
parent and  will  be  more  pronounced  as 
the  season  advances.  Some  of  the  pos- 
sibilities in  this  direction  may:,  be  guess- 
ed at  when  it  is  mentioned  that  a  cape 
of  muskrat  inset  with  full  length  panels 
of  seal  is  not  only  luxurious  in  appear- 
ance but  seems  to  gain  in  character  by 
the  combination  of  furs.  A  simple  car- 
acul coat  cut  on  absolutely  straight  lines 
is  relieved  from  plainness  by  cross  sec- 
tions of  monkey  fur  set  in  at  back  and 
at  the  collar  and  sleeves. 

Wolf  and  Coon  Fur  Cloth   Coats 

In  speaking  of  the  fur  pieces  likely  to 
te  most  wanted  during  the  early  fall 
and  for  wear  as  scarves  and  chokers,  a 
leading  wholesaler  lists  the  wanted  furs 
as  follows,  fox  in  brown  shades  as  well 
as  greys;  stone  and  baum  marten, 
squirrel,  wolf,  mink  and  fitch.  In  the 
ready-to-wear  trade  it  is  stated  that 
wolf  will  be  among  the  smartest  furs  for 
trimming  the  new  dressy  wraps,  pos- 
sibly because  it  can  scarcely  be  de- 
tected from  fox  except  by  experts  and  is 
exceedingly  dressy  and  becoming  to  the 
average  face.  Raccoon  will  likewise  be 
used  in  this  way. 


THE  OUTLOOK  OF  COTTON 

(Continued  from   page  38) 

To  sum  up,  the  season  has  begun  bad- 
ly. It  may  still  pick  up  wonderfully,  but 
at  the  best  we  shall  get  a  crop  no  more 
than  sufficient  for  the  probable  require- 
ments of  next  season.  At  the  worst — 
well,  we  shall  have  to  cut  our  coat  ac- 
cording to  our  cloth,  but  at  least  it  would 
demonstrate  once  and  for  all  the  folly 
of  being  dependent  on  one  source  of  sup- 
ply for  so  large  a  proportion  of  our  raw 


material.  As  for  the  course  of  prices 
in  the  near  future,  it  is  safe  to  say  that 
the  market  has  never  been  rendered  so 
susceptible  to  weather  and  boll  weevil 
scares.  Spasmodic  movements  will  be 
rapid,  and  one  day's  heavy  downpour  or 
rain  in  the  belt  may  bring  about  a  rise 
of  as  much  as  Id  per  pound.  The  added 
danger  of  excessive  speculation  is  an- 
other factor  to  be  contemplated,  and  if 
developments  coincide  with  present 
gloomy  indications  a  remarkable  and  un- 
precedented season  lies  before  us. 


C.  T.  Revere  of  the  New  York  Cotton 
Exchange  in  the  course  of  an  article  on 
the  cotton  outlook  devotes  a  paragraph 
to  the  weevil  factor.     He  says: 

As  to  the  outlook  for  the  new  crop, 
practically  everything  depends  upon  the 
weevil.  If  the  crop  proves  to  be  a  large 
one  the  outcome  will  be  little  short  of  an 
agricultural  miracle.  All  of  which  brings 
to  mind  the  warnings  so  frequently  and 
insistently  expressed  by  Professor  J.  A. 
Todd  two  and  three  years  ago.  The 
(Continued  on   next  page) 
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Toronto  Furriers  Enthusiastic 

Fall  Business  in  Furs  Good — Manufacturers  Like  to  Make  Wraps 

if  Trade  Will  Co-operate — Fox  is  Best  in  Separate  Pieces — This 

Year  Holds  Opportunities  for  Trade  With  Farmers 


DO  women  in  this  country  know  that 
they  can  obtain  the  most  elaborate 
furs  in  Canada  if  they  will  only 
show  our  furriers  they  are  interested  in 
them?  Several  men  in  the  fur  business 
have  told  Dry  Goods  Review  that  the 
consumer  in  this  country  is  so  accus- 
tomed to  seeing  furs,  especially  coats, 
made  along  plain  lines  that  they  think 
they  must  go  elsewhere  when  they  want 
designs  that  are  out  of  the  ordinary. 
This  is  something  which  the  retail  trade 
must  discourage.  In  the  first  place, 
wraps  are  easier  to  make  than  the  more 
tailored  coats  and  secondly,  a  great 
many  of  the  skins  found  in  these  elab- 
orate creations  have  come  from  Canada. 
Yet  women  who  can  afford  to  spend  from 
$1,000  to  $3,000  on  furs  often  buy  them 
in  New  York  while  the  Canadian  furrier 
gets  the  smaller  orders. 

The  trouble  to  some  extent  lies  in  the 
attitude  of  both  manufacturers  and  re- 
tailers. The  former  have  not  made 
these  up  in  sufficient  quantities  to  in- 
terest buyers  and  the  latter  have  omitted 
samples  of  these  numbers  in  their  win- 
ter's order. 

In  the  large  American  cities,  women 
with  no  greater  means  than  Canadians, 
have  been  wearing  wraps  for  two  years 
now.  If  these  were  of  cloth  instead  of 
fur,  the  vogue  would  have  been  here  be- 
fore. But  the  ordinary  consumer  will 
always  have  to  depend  on  what  our  fur- 
riers show,  because  this  is  one  line  which 
is  fairly  safe  from  American  competition. 
They  have  not  seen  these  wraps  in  suffi- 
cient quantities  to  stimulate  real  inter- 
est and  as  a  consequence,  many  orders 
in  the  past  which  might  have  been  taken 
in  squirrel  and  mink  have  been  in  the 
conventional   seal,   lamb  and  coon. 

Much   Remodeling  in  Toronto 

Although  both  manufacturers  and 
shops  have  been  kept  fairly  busy  all 
during  July,  there  was  too  much  remodel- 
ling done  to  call  business  brisk. 

The  last  two  weeks  show  a  marked 
tendency    toward    new    orders,    however, 


and  two  Toronto  retailers  report  new 
business  as  better  than  in  the  same 
two  weeks  last  year. 

As  to  the  much-discussed  subject 
"Persian  lamb  versus  seal,"  several 
firms  now  believe  that  price  has  settled 
the  question  of  style.  The  continually 
soaring  cost  of  muskrat  skins  will  make 
seal  more  prohibitive  than  last  year  and 
lamb  will  grow  in  favor  as  a  result. 

Coon  and  muskrat  are  more  than  hold- 
ing their  own  for  misses'  wear  and  are 
in  fact  the  usual  choice  for  flappers' 
coats,  whenever  lamb  is  for  older  women 
-that  is  when  seal  is  too  expensive. 

Fox  For  Early  Fall 

Although  the  trade  was  a  little  dis- 
appointed in  fox  last  spring,  most  of  the 
furriers  with  whom  Dry  Goods  Review 
has  spoken  of  late,  are  expecting  better 
things  of  it  this  Fall.  Brown  and  taupe 
are  promised  as  best. 

Muffs  are  seen  in  most  of  the  sample 
rooms  around  Toronto.  They  are  being 
made  up  only  as  an  experiment,  however, 
for  manufacturers  are  really  not  looking 
forward  to  much  business  in  them  until 
the  winter  of  1923.  Sable  and  seal  are 
used  for  most  of  them. 

Coat   Lengths 

There  is  a  tendency  toward  longer 
coats  for  this  year.  Most  garments  are 
from  40  to  45  inches,  these  lengths  are 
best  in  almost  every  kind  of  fur  offered. 

Collars  are  not  quite  as  large  though 
still  favoring  shawl  lines,  Chin  chin  col- 
lars are  also  very  numerous.  As  to 
sleeves,  both  the  Jenny  and  mandarin 
styles  are  featured. 

There  is  a  wide  choice  of  trimmings  on 
this  year's  coats.  Fitch  is  one  of  the  new 
old  furs  and  wolf  is  used  very  often. 
Then  there  are  mole,  squirrel  and  fox, 
all  of  which  appear  on  both  the  coat  and 
wrap  styles. 

Furriers  are  supplying  quantities  of 
caracul  and  monkey  for  use  on  cloth 
coats  and  even  the  best  grades  of  beaver 
and  lamb  are  in  demand  by  cloak  manu- 


facturers, for,  without  doubt,  the  all-fur 
coat  is  going  to  have  a  certain  rival  in 
the  best  grades  possible  of  fur-trimmed 
cloth  coats. 

The  short  sports  coat  has  by  no  means 
disappeared.  Many  of  the  best-dressed 
women  in  Toronto  are  having  these  made 
again. 

Where    Does    Woman    In    Small    Town 
Buy   Furs? 

There  is  no  class  of  merchant  in  Can- 
ada which  should  take  the  "Buy  in  Your 
Home  Town"  slogan  more  seriously  than 
the  furrier.  Manufacturers  tell  Dry 
Goods  Review  that  merchants  in  smaller 
places  are  very  much  inclined  to  stock 
imitation  furs  because  the  "country  trade 
want  these."  Moreover,  many  merchants 
believe  women  prefer  to  go  to  large  cen- 
tres for  coats  for  which  they  wish  to 
pay  two  or  three  hundred  dollars.  Fur 
manufacturers  say  that  this  attitude  is 
due  to  lack  of  sufficient  initiative  on  the 
part  of  the  small  furriers.  With  the 
system  many  of  the  makers  have  of  send- 
ing out  four  to  six  coats  which  the  re- 
tailer may  return  if  not  sold,  the  furrier 
in  the  small  town  runs  no  risk.  There- 
fore he  should  educate  his  customers  in 
the  matter;  people  need  to  be  told  that 
most  furs  come  from  the  large  centres 
whether  they  are  bought  at  retail  in  the 
cities  or  the  villages. 

Farmers'  wives  and  daughters  are 
dressing  better  every  year  in  almost 
every  kind  of  wearing  apparel  but  furs. 
This  proves  that  not  enough  effort  is 
being  made  by  the  furrier.  It  is  in  his 
power  to  show  them  that  good  furs  are 
just  as  warm  as  the  dog  skins  which  they 
are  still  wearing.  Take  this  year  for 
example  when  coon  is  so  good.  There 
are  valuable  opportunities  for  the  enter- 
prising merchant  to  urge  the  whole 
countryside  which  uses  his  town  as  a 
buying  centre,  to  deck  their  women  folks 
in  coats  of  coon  which  the  men  for  years 
back  have  worn  as  one  of  the  best  furs 
for  hard  driving. 


THE  OUTLOOK  OF  COTTON 

(Continued  from  previous  peg^) 
bumper  yield  of  1920  and  the  deflation 
coincident  with  its  marketing  gave  an 
appearance  of  fallacy  to  Dr.  Todd's 
arguments,  but  they  are  now  coming 
home  with  redoubled  force.  The  cotton 
producer  must  be,  given  sufficient  induce- 
ment to  take  the  hazard  of  production 
before  the  world  can  hope  to  have  an 
adequate  supply  of  raw  cotton. 

Thus  far  the  plant  has  grown  fairly 
well.  Judged  by  size  and  foliage  over 
most   of   the   belt  the   condition   is   fair, 


and  in  some  places  brilliant.  Only  in 
unimportant  areas  has  the  crop  got  so 
badly  in  the  grass  that  discouragement 
has  resulted.  This  year,  however,  the 
botanical  progress  of  the  crop  is  of 
minor  importance.  We  have  had  a  wet 
April,  a  wet  May,  and  a  pleasant  and 
showery  June.  This  has  been  ideal  for 
the  progress  of  weevil  propagation. 
Texas  May  rainfall  was  4.48  inches, 
which  was  1.16  inch  greater  than  the 
State  normal.  This,  of  course,  meant 
that  some  localities  had  abnormally 
heavy   precipitation. 


The  best-considered  view  as  to  the 
outlook  in  the  Atlantic  States  is  that 
with  showery  weather  in  July  and  August 
the  crop  will  be  almost  a  total  failure 
in  spite  of  all  that  the  farmers  can  do 
in  the  way  of  fighting  the  weevil.  With 
dry,  hot  conditions,  the  crop  may  suffer 
some  from  drought,  but  the  yield  will 
be  a  moderate  one.  Dry,  hot  weather, 
which  will  aid  the  farmers  in  killing  the 
weevils  in  the  larval  stage,  will  be  the 
biggest  factor  in  the  fight  against  the 
pest. 
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Value  of  a  Definite  Objective 

Mr.  Sanborn,  of  Halifax,  Proprietor  of  Successful  Fur  Retail 
Store,  Says  This  Was  the  Foundation  on  Which  He  Built — Start- 
ed Business  Against  Advice  of  Friends  But  Now  Counts  His 
Customers  in  Many  Provinces  of  Dominion 


TO  SELL  high  grade  fur  in  a  small 
city  with  any  degree  of  success  re- 
quires somewhat  different  tactics 
than  are  employed  in  the  majority  of 
stores,  for  the  reason  that  fur  styles  are 
dependent  to  a  great  extent  upon  local 
conditions  and  necessitate  a  wide  know- 
ledge of  existing  demand  as  well  as  the 
prevailing  fashions  in  metropolitan 
centres.  Owing  to  the  restricted  de- 
mand for  more  expensive  garments  and 
pieces,  as  well  as  the  necessity  for  offer- 
ing values  on  a  par  with  those  to  be  got 
in  such  cities  as  Montreal  or  Toronto, 
the  average  furrier  has  to  face  many 
difficult  problems,  altogether  foreign  t^ 
the  retailer  of  ready-to-wear  or  other 
household  commodities.  When  a  fur- 
rier thus  situated  succeeds  inside  of 
eight  years  in  building  up  a  following 
which  extends  as  far  west  as  Calgary, 
it  is  a  foregone  conclusion  that  the  prob- 
lems and  difficulties  have  been  success- 
fully dissipated. 

The  name  of  Sanborn's  is  practically 
synonymous  with  furs  in  the  city  of 
Halifax  in  Nova  Scotia,  even  though 
the  business  has  been  in  existence  only 
since  the  Autumn  of  1914.  To  a  repre- 
sentative of  Dry  Goods  Review,  Mr. 
Sanborn  explained  some  of  the  reasons 
which  he  holds  accountable  for  his  suc- 
cess in  the  fur  retailing  field,  which  has 
been  attained  in  the  face  of  almost  un- 
surmountable  difficulties.  Any  business 
beginning  at  the  opening  months  of 
the  great  war  had,  of  necessity,  more 
than  the  usual  difficulties  incidental  to 
quick  establishment,  and  Mr.  Sanborn's 
was  no  exception  in  this  respect.  His 
friends  discouraged  him  strongly  from 
attempting  the  apparently  foolhardy 
idea  of  opening  a  fur  store  on  the  most 
important  business  street  in  the  city, 
and  still  more  from  endeavouring  to 
capture   the  best  clientele   available. 

Obstacles  Proved  Steps  to  Success 
"I  invested  my  money  in  the  business 
despite  all  the  protests  of  my  friends," 
commented  Mr.  Sanborn,  "and  looking 
back,  I  am  almost  surprised  at  my  suc- 
cess. I  think  possibly  it  was  the  fact 
that  I  had  firmly  resolved  to  make  good 
which  has  carried  me  through  difficul- 
ties, and  to  keep  any  resolution  one  has 
to  possess  will-power,  grit,  determina- 
tion and  persistence. 

"My  resolution,"  continued  Mr.  San- 
born, "consisted  of  the  determination  to 
sell  a  piece  of  fur,  either  a  coat  or  a 
neckpiece,  to  every  woman  in  Halifax 
whom  I  had  selected  in  a  specially  chos- 
en list,  and  I  directed  all  my  energies  to 
attain  this  ambition  from  the  very  out- 
set.    You    have    heard    possibly    of    the 


characteristic  conservatism  of  maritime 
province  people,  and  can  thus  under- 
stand what  it  meant  to  me  to  be  able  to 
record  the  achievement,  at  the  end  of 
my  first  year,  that  every  one  of  those 
women  had  been  sold  some  article  from 
stock.  I  ticked  off  name  after  name  as 
the  months  passed  and  finally  my  list 
was  completely  crossed  out  and  my 
ambitions  realized.  Had  I  listened  to 
the  discouraging  remarks  of  those  who 
desired  to  save  me  from  what  they 
thought  inevitable  failure,  it  would 
have  weakened  my  selling  ability,  but  as 
it  happened,  my  business  is  securely 
founded  upon  mutual  confidence  between 
my  customers  and  myself,  which  is  the 
one  great  essential  in  building  up  a  fur 
business." 

Linings  Shown  m  Window  Displays 

The  Sanborn  store  is  located  on  Bar- 
rington  Street,  practically  in  the  most 
central  and  busiest  section  of  Halifax. 
Its  double  window  frontage  is  well  dress- 
ed the  entire  year  round,  and  forms  the 
main  publicity  medium  for  the  business. 
The  background  is  of  silver,  grey  bro- 
cade inset  by  natural  wood  panelling, 
against  which  a  single  fur  garment 
shown  on  a  wax  figure  is  displayed  with 
excellent  effect.  A  drape  or  two  of  rich 
brocade  lining  is  also  shown  in  each 
window,  to  entice  the  possessor  of  a 
coat  dating  back  a  season  or  two  to  have 
the  garment  relined. 

Inside,  the  walls  are  lined  with  high 
glass  cases  mounted  with  mahogany, 
with  many  interesting  examples  of  the 
finest  Canadian  furs  displayed  here  and 
there  on  stands.  Nova  Scotia  mink  is 
justly  renowned  the  world  over  for  its 
superior  color  and  gloss  and  this  pelt  is 
a    specialty   with   the    Sanborn    firm. 


BLUE  FOXES   NOW 

Blue  fox  farming  is  claiming 
considerable  attention  in  Alaska. 
Blue  foxes  are  known  to  be  pro- 
lific breeders.  One  rancher  is  re- 
ported as  having  35  pups  in  four 
dens.  Blue  foxes  are  worth 
around  $150  each,  so  if  these  35 
pups  all  come  to  maturity,  they 
will  return  a  neat  sum  of  $5,250 
from  four  litters.  The  method 
followed  in  Alaska  is  to  get  pos- 
session of  one  of  the  numerous 
small  islands  off  the  Alaskan 
coast  and  let  the  foxes  run  loose. 
They  are  given  sufficient  food 
near  their  dens  so  that  there  is 
always  enough  for  them  to  live 
on.  In  this  way  the  blue  fox  in- 
dustry   is    rap'dly   developing. 


large  workroom  is  maintained  in  con- 
nection with  the  store,  employing  many 
cutters  and  workers,  whose  watchwo 
is  "quality"  at  every  step  in  the  opera- 
tion of  making  a  fur  garment.  Halifax 
women  demand  style  in  every  type  6i 
fur  they  purchase  but  they  insist  upon 
certain  subtle  modifications  in  the  de- 
sign which  are  especially  appropriate  to 
the  climate. 

"Nowadays  we  must  consider  two 
types  of  women  in  the  fur  business," 
pointed  out  Mr.  Sanborn.  "There  is  the 
well-to-do  matron  who  desires  a  really 
dressy  garment,  and  there  is  the  busi- 
ness woman,  who  must  be  smartly  garb- 
ed yet  prepared  for  all  weathers.  A  fur 
store  must  be  prepared  to  cater  to  both 
types.  Yet  they  are  all  'sisters  under 
the  skin'  insofar  as  the  response  to  a 
pretty  lining  is  concerned,  and  there 
never  was  a  better  opportunity  to  sell 
beautiful  contrasts  in  fancy  effects,  as 
now.  Durability  is  rarely  the  requisite 
factor  demanded  by  the  average  woman 
in  buying  a  linir.g,  but  artistic  and  un- 
usual colorings  very  often  are  preferred 
Hudson  seal  and  black  rat  coats  are  still 
the  predominant  choice  of  Halifax  wo- 
men of  each  class,  and  the  Sanborn  store 
specializes  in  unusual  types,  so  that  no 
two  are  ever  alike.  Practically  every 
coat  sold  is  a  special-  order  garment,  as 
few  models  are  exactly  suited  to  the 
needs  of  Hal'fax  wearers  unless  adapted 
especially. 

August  is  a  Profitable  Month 

The  August  fur  sale  is  the  big  event 
of  the  year  with  the  Sanborn  store,  ar. 
is  now  under  way  at  the  time  of  writing 
with  the  usual  good  response.  Many 
coats  are  ordered  on  the  deferred  pay- 
ment plan,  with  a  $50  deposit,  trie  bal- 
ance payable  on  delivery  next  November. 
Storage,  remodelling  and  insuring  are 
also  features  of  the  store  which  help  to 
keep  business  active  the  year  round.  The 
store  assures  satisfaction  to  every  in- 
dividual customer  or  refunds  money,  al- 
though the  latter  action  has  never  been 
necessary.  According  to  Mr.  Sanborn, 
not  one  woman  in  a  thousand  is  familiar 
with  furs  and  it  is  therefore  necessary 
to  assure  them  of  the  trustworthiness  of 
the  store,  for  once  having  gained  their 
confidence  it  will  remain  an  invaluable 
asset.  "We  are  known  as  recreators  of 
American  fur  styles  for  women  and  are 
yearly  extending  our  business  by  this 
means,  outside  the  confines  of  Halifax  to 
the  surrounding  countryside  and  even  to 
the  provinces  of  Quebec,  Ontario,  and 
Alberta,  and  I  may  say  that  any  f 
business  can  achieve  as  much  by  build- 
ing upon  a  foundation  of  solid  confi- 
dence." 
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Selling  Below  Cost  an  Unfair  Method 

Price  Cutting  is  Price  Making — If  Profitable  Must  Exceed  Seller's 

Cost — Operating  More  Than  One  Store,  No  Excuse  For  Price 

Cutting — Should  Practise  Cost  Accounting 

By  NELSON  B.  GASKILL,  Chairman  U.S.  Trade  Commission 


A  SELLING  price  has  two  points 
or  poles  of  reference.  It  bears 
a  variable  current  of  other  pric- 
es offered  contemporaneously  which 
constitute  the  "market."  It  may  be 
either  above  or  below  the  market  at  the 
option  of  the  seller.  In  this  phase  a 
selling  price  is  governed  solely  by  the 
desire  of  the  seiler  to  obtain  a  sale.  The 
other  relation  is  to  the  cost  accrued 
againstj  the  commodity  when  offered  for 
sale.  This  production  cost  is  fixed  by 
operations  of  the  seller  and  cannot  be 
volitionally  varied  except  as  the  pro- 
cesses prior  to  offer  for  sale  may  be 
modified  and  result  in  a  lessening  of 
charges. 

It  is  axiomatic  that  a  selling  price 
must  include  a  margin  over  production 
cost  sufficiently  large  to  include  a  bal- 
ance after  deduction  of  all  charges  incur- 
red but  not  properly  included  in  produc- 
tion cost,  if  the  sale  is  to  result  in  a 
profit.  A  normal,  profitable  selling 
price,  therefore,  may  range  from  the 
"market"  as  its  maximum  to  "produc- 
tion cost"  as  its  minimum.  If  it  is 
above  the  market,  it  is  not  likely  to  in- 
duce a  sale,  and  if  it  is  below  produc- 
tion cost,  it  will  not  produce  a  profit. 

Competitive  selling  prices,  therefore, 
which  must  range  between  market  price 
and  production  cost  if  they  are  to  be 
profitable,  represent  the  desire  of  the 
seller  to  effect  a  sale  within  limits  that 
he  cannot  transgress  and  over  but  one 
of  which  he  can  exercise  any  Lawful 
control. 

The  Competitive  Syistem 

The  proper  object  of  business  is  prof- 
it, and  its  necessary  result  must  be 
profit.  We  have  chosen  to  organize 
and  conduct  society  upon  the  competi- 
tive system.  The  fundamental  prin- 
ciple of  the  competitive  system,  the 
impelling  cause  of  its  adoption,  and  our 
adherence  to  it  are  that,  properly  ap- 
plied, it  tends  always  to  an  adequate  re- 
turn for  the  productive  effort.  It  is  an 
economic  recognition  of  the  truth  in  the 
statement  that  "the  laborer  is  worthy 
of  his   hire." 

Each  member  of  society  is  at  once  a 
producer  and  a  consumer,  operating1  in 
both  capacities  on  a  competitive  basis. 
It  is  often  assumed  that  the  consumer 
is  a  distinct  class  wholly  apart  from 
producers,  but  such  assumption  is  a 
fallacy.  The  producer-consumer  char- 
acter of  each  member  of  society  is  f'y 
ed  by  necessity,  and  the  principles  that 
govern  his  productive  operations  in 
which  he  is  the  seller  also  regulate  his 
actions  as  a  consumer  or  a  buyer.  Each 
individual  standing  alone,   just  as    soci- 


ety in  mass,  conducts  this  double  oper- 
ation. 

But  when  the  question  is  put  to  the 
individual  in  his  capacity  as  consumer- 
buyer  or  (to  the  mass  of  society  in  that 
character.  "At  what  price  are  you  en- 
titled to  receive  that  which  someone 
else  has  produced?"  the  answer  is  likely 
to  be,  "For  nothing  if  we  can  get  it; 
for  as  little  as  possible  if  we  must  pay 
ait  all." 

The  answer  is  wrong,  because  it  pre- 
vents the  existence  of  that  equipoise  o 
the  producer-consumer  relation  which 
the  fundamental  principle  of  the  com 
petitive  system  demands.  In  an  isolat- 
ed instance  the  seller  has  received  less 
than  an  adequate  return  and  the  buyer 
more.  Multiply  the  individual  into  the 
sum  total  of  all  individuals  in  society, 
extend  the  operation  of  the  theory  to 
universal  application,  and  there  is  ex- 
hibited an  organized  society  of  produc- 
er-consumer units,  asserting  and  at  the 
same  time  denying  the  right  of  a  return 
for  productive  effort  that  equals  the 
cost  of  production.  This  is  exactly  the 
condition    that    now    obtains. 

What    Price    Cutting    Means 

Each  individual  in  his  capacity  as  a 
producer  is  entitled  to  a  profit,  and 
each  in  his  capacity  as  a  consumer  is 
obligated  to  pay  a  price  that  yields  a 
profit. 

If  you  deny  this,  it  seems  to  me  that 
your  alternative  is  in  its  logical  conclu- 
sion an  assertion  of  the  right  to  reduce 
some  part  of  mankind  to  siavery;  be- 
cause, if  it  is  right  to  take  part  of  an 
individual  productive  effort  below  its 
cost,  it  is  right  to  take  the  whole  effort 
and  its  result  without  any  compensa- 
tion whatever. 

Price  cutting  is,  of  course,  pries 
making.  It  is  the  expression  of  the  ex- 
tent or  degree  of  the  desire  to  sell.  It 
may  be  directed  against  the  market,  in 
which  event  it  is  adverse  to  all  com- 
petitors, or  it  may  be  thrown  forward 
against  competitors  in  a  particular  lo- 
cality or  against  a  particular  competi- 
tor. It  may  represent  the  seller's  rela- 
tion to  conditions  of  supply  and  de- 
mand, it  may  express  his  individual 
preference  for  volume  of  sales,  it  may 
represent  his  efficiency  and  advantag- 
eous location  as  shown  in  his  relatively 
lower  cost;  but  if  it  is  to  be  profitable 
it  must  exceed  the  seller's  individual 
cost,  and  if  it  is  to  be  consistent  with 
the  fundamental  principle  of  the  com- 
petitive system  it  cannot  be  less  than 
the   seller's    own   cost. 

Habitual    selling     below     cost     as    a 


method  of  doing  business  is  in  my 
judgment  an  unfair  method  of  competi- 
tion. 

There  are  circumstances,  of  course, 
that  justify  its  emergent  use,  just  as 
there  are  conditions  that  justify  the 
amputation  of  a  limb;  but  these  are 
outside  the  rule,  not  exceptions  within 
it.  The  necessity  of  liquidation,  for 
keeping  an  organization  going  through 
temporary  stress,  possibly  during  the 
introduction  of  a  new  industry  in  a 
competitive  field,  are  emergencies  that 
justify  impairment  of  capital;  but  sell- 
ing below  cost  is  no  more  a  part  of  the 
ordinary  conduct  of  business  under  the 
competitive  system  than  self  mutilation 
is  necessary  to  living. 

Competition  May  Increase  Prices 

We  erroneously  assume  that  all  prop- 
erly directed  competitive  efforts,  as 
they  are  more  and  more  efficiently  (per- 
formed, tend  to  a  reduction  in  price  to 
the  consumer.  They  may  quite  as  well 
and  with  equal  justification  increase  the 
return  to  the  producer  and  be  exhibited 
in  effect  as  an  increased  price  to  the 
consumer.  It  is  quite  apparent  that 
when  efficient  methods  of  distribution 
and  marketing  adjust  supply  to  demand 
properly,  relieving  one  glutted  market 
and  supplying  others  previously  short, 
the  tendency  is  to  a  rise  in  price  in  the 
long  market,  a  fall  in  the  short  mar- 
ket, and  a  settling  of  the  general  price 
level  above  its  previous  average.  It 
does  not  follow  then  that  the  denial  of 
the  existence  of  ithe  right  to  sell  or  buy 
below  the  seller's  cost  is  a  limitation 
upon  the  freedom  of  competition. 


EMPLOYEES'      BENEFIT      ASSOCIA- 
TION HOLD  SEVENTH  ANNUAL 
PICNIC 

Under  climatic  conditions  which  J.  D. 
Chesney,  general  manager,  characteriz- 
ed as  "regular  Almy  weather,"  the  em- 
ployees' benefit  association  of  Almy's 
Limited  of  Montreal,  held  their  seventh 
annual  picnic  to  Lavaltrie. 

The  steamer  Three  Rivers,  of  the 
Canada  Steamship  Lines,  left  Victoria 
Pier  shortly  before  2  o'clock,  with  460 
picnickers  on  board. 

Lavaltrie  was  reached  at  4.30  o'clock 
and  the  party  proceeded  to  the  park, 
where  a  series  of  races  were  run.  The 
younger  members  danced  in  the  park 
dancing  pavilion.  During  the  home- 
ward trip  there  was  dancing  on  the  deck 
and  a  number  of  favorite  choruses  were 
sung. 
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The  Exceptional  Character  of 

HERMAN'S  FUR  COATS 

Places  them  in  a  class  by  themselves 

Fur  buyers  who  want  furs  of  superior  quality,  styles 
to  attract  the  better  class  trade  and  made  with  un- 
usual care  will  find  it  profitable  to  inspect  our  line 
of: 


Fur  Coats 
Hudson  Seal 
Persian  Lamb 


Muskrat 
Raccoon 
Electric  Seal 


Select  them  from  the  racks 


E.  HERMAN  &  COMPANY 


Manufacturers 

61  Gerrard  Street  West 
Toronto 
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OUR 
WINTER 
FURS 


Are  the  newest  creations  of  the 
season  at  prices  that  mean  im- 
mediate business  for  the  buyer. 
We  are  particularly  attentive  to 
quality  and  workmanship. 

We  can  suit  you  with  furs  for 
every  season  of  the  year. 


Visit 


us  or  send  us  your  enquiries. 


THE  SANDHAM  CO., 


59-61  Wellington  St.  W. 


Toront, 


Could  you  retire  in  20  years? 

Perhaps  you  don't  want  to — but  all  the  same  it  is 
a  very  pleasant  feeling  to  have  enough  gilt-edged 
securities  tucked  away  that  if  business  does  get 
troublesome  you  haven't  the  slightest  worry. 

The  big  point  is  this — profit  is  not  profit  until  it 
is  safely  invested  and  bearing  interest.  There  is  so 
much  of  the  average  merchant's  earnings  that  are 
frittered  away  in  non-essentials,  when  he  might 
create  an  estate  separate  from  his  business  load. 

THE  FINANCIAL  POST  points  the  way  to  safe, 
sane  investment  in  sound  securities.  Through  the 
Investors'  Enquiry  Service  you  get  the  bed-rock 
facts  behind  any  and  all  investments.  Before  you 
buy — write. 

The  $5.00  invested  in  THE  FINANCIAL  POST 
service  for  a  year  will  mean  hundreds  of  dollars  to 
you,  if  you  follow  the  hints,  tips  and  suggestions  in 
the  investment  of  your  profits.  When  so  many  mer- 
chants have  found  its  pages  valuable  to  them,  will 
you  not  fill  in  the  coupon  and  find  out  for  yourself 
just  how  valuable  THE  FINANCIAL  POST  can  be 
to  you  ? 


THE    FINANCIAL    POST, 
143   University   Ave., 
Toronto,    Ont. 


.1922 


On  the  understanding  that  THE  FINANCIAL  POST  holds 
just  the  facts  I  need  for  safe  investment,  you  may  send 
me  a  recent  issue.  If  I  decide  not  to  take  it,  I  will  write 
you  within  five  days — otherwise  you  may  bill  me  for  $6, 
subscription    price    for    one    year. 


Name 


Address 
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Think  Twice 

Before  Buying 

hats  of  doubtful  or 
even  of  unknown 
merit,  when  you  can 
buy  the  Gage  line  with 

I  its  attested  values  and 
assured  styles. 


The  Indications  Are 

for  a  Radical  Change 

in  Styles 

Skirts  will  be  mate' 
rially  longer  hats 
materially  larger 
and  more  elaborately 
trimmed.  For  street, 
sport  and  general  Wear 
the  Gage  Sailor  will 
be  more  in  demand. 


Boost  the  Cjage  Line  and  you  boost  your  own  bank  account 


18  So.  Michigan  Ave. 
Chicago,  111. 


PRODUCERS 

OF  CORRECT 

MILLINERY 


5th  Ave.  &  37th  St. 
New  York,  N.  Y. 


DZ 
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Decidedly  New  Trend  to  Millinery 


Conclusion   Reached   After   Seeing  Showrooms   in   Montreal — 

Wide   Drooping  Brims,   Dashing  Bows   or   Mounts   and   Many 

Ornaments  Seen — The  Silver  Lace  Hat — King's  Blue  and  Poin- 

settia  Red  Are  Among  Striking  Colors — Hat  and  Scarf  Sets 


<«rp 


HE  LARGE  hat  is  here"  is  th» 
unanimous  dictum  of  Montreal 
wholesale  designers  this  month, 
in  discussing  the  question  of  further  de- 
velopments in  Fall  millinery  with  Dry 
Goods  Review.  In  fact,  a  glance  round 
the  already  well  filled  show  rooms  which 
are  featuring  many  unusual  models  prior 
to  their  regular  showing  on  August  28th 
indicates  that  wide  drooping  brims, 
dashing  bows  or  mounts  and  many  di- 
verse finishes  in  the  way  of  ornaments 
will  combine  to  give  the  millinery  sea- 
son of  Fall  1922  a  decidedly  new  trend. 
At  one  show-room,  where  a  wide  vari- 
ety of  exclusive  handmade  models  are 
on  view,  black  hats  and  silver  effects  are 
predominant  at  present,  but  there  is  a 
sufficient  number  of  the  brown  tones  to 
indicate  that  this  color  will  be  much  in 
demand  later  on  in  the  Fall. 

Silver    Lace    Hats    Are    Unstiffened 

Probably  there  never  was  a  season 
when  so  much  handwork  has  been  used 
to  elaborate  millinery,  yet  the  effect  of 
the  smartest  hats  is  simple  and  appar- 
ently unstudied.  As  was  announced  last 
month,  the  pile  fabrics,  including  vel- 
vets, pannes,  hatter's  plush  and  duve- 
tynes  will  largely  cover  the  range  of 
materials  of  which  smart  models  will 
be  evolved,  but  together  with  these  more 
severe  effects  will  be  found  all  sorts  of 
delightful  tinsel  and  metallic  fancy 
cloths  and  laces  with  which  the  most 
exquisite  dance  hats,  in  either  large  or 
snug  fitting  shapes,  will  be  created.  Th< 
silver  lace  hat  is  the  latest  note  in  New 
York  and  is  reproduced  by  a  Montreal 
house  and  is  mounted  over  black  tulle 
in  a  soft,  unstiffened  effect,  relieved 
only  by  a  delicate  spray  of  metallic  fruits 
and  flowers  placed  horizontally  across 
the  front  of  the  crown.  Small  pull-on 
hats  of  the  same  lace  are  entirely  youth- 
ful and  becoming  to  "flapper"  types  for 
wear  at  "the  dansants"  from  September 
onwards.  The  same  silver  lace  has  also 
been  noticed  used  in  "curtain  effect"  to 
face  the  underbrim  of  a  large  roll  brim 
sailor  of  panne  velvet,  the  "curtain"  be- 
ing merely  an  inch  of  the  edge  which  is 
allowed  to  hang  loose. 

Gauffred  Satins   Popular  for   Matrons 

Satins  are  prominent  in  various  new 
forms,  including  'gauffred"  and  "matel- 
lassee"  effects,  sometimes  called  "blist- 
ered" satins.  The  newer  varieties,  how- 
ever, show  less  stitching  to  give  the  puf 
fed  effect  and  look  as  though  they  ha  1 
been  wrung  sufficiently  hard  between 
the  hands  to  give  them  a  crushed  sur- 
face. Quilted  or  puffed  satin  is  used  to 
form  brims  on  satin  and  velvet  combin- 
ations, the  quilting  being  carried  round 


and  round  in  rows,  heavily  padded  be- 
tween the  stitching. 

The  above  fabrics  are  especially  good 
in  matrons'  hats,  quite  a  few  toques  be- 
ing seen  with  a  draped  effect  carried 
high  at  the  back  and  usually  finished 
with  smart  "diamante"  ornaments. 
Drenched  ostrich  likewise  lends  itself 
distinctively  to  trim  hats  of  gauffred 
satin  and  usually  takes  the  form  of  a 
small  mount  set  on  the  brim  edge. 

Both  corded  and  moire  ribbons  are 
employed  in  profusion  to  create  a  most 
unusual  type  of  brim  effect,  built  up  in 
solid  layers  composed  of  folds  of  narrow 
ribbon.  This  novel  treatment  may  be 
either  one  sided  or  carried  right  round 
the  crown  of  the  toque.  Diamond 
daggers  form  an  effective  trim  on  hats 
of  this  type. 

Hatters'  plush  is  artistically  treated 
when  strips  are  woven  together  to 
form  a  solid  banding  laid  around  the 
crown.  A  soft  edge  to  the  wide  droop- 
ing brim  of  a  large  brown  model  com- 
bined well  with  this  weaving  and  was 
still  further  embellished  by  the  addition 
of  a  French  coq  fancy,  curling  rakish- 
ly  upwards  at  one  side. 

King's  Blue  Vies  With  Poinsettia 

Much  emphasis  is  placed  upon  the 
Royal  or  King's  blue  for  later  on,  as 
well,  and  not  only  are  quite  a  number  of 
black  hats  faced  with  this  universally 
becoming  shade  but  also  entire  toques 
are  formed  of  velvet  entirely  of  this 
blue.  One  such  model  had  no  other  trim- 
ming save  four  graduated  loops  of  soft 
velvet  posed  at  the  side  back,  the  entire 
hat  being  made  of  soft  dull  blue. 
Poinsettia  red  is  another  new  and  strik- 
ing color,  eminently  adapted  for  early 
fall  wear.  Even  large  hats,  set  off  with 
a  dashing  bow  of  velvet,  are  entirely  of 
this  new  vivid  shade.  One  tiny  toque 
was,  however,  seen  trimmed  only  by 
myriads  of  tiny  mercurv  wings  set  on  at 
a  sharp  angle  all  round  the  edge,  the  en- 
tire model  being  of  brilliant  poinsettia. 

Several  adorable  little  hat  and  scarf 
sets  were  shown  in  this  display,  includ- 
ing a  snug  pull-on  toque  made  of  soft 
duvetyne  combined  with  rich  metallic 
embroidery  in  a  Paisley  or  Persian  pat- 
tern, together  with  a  scarf  to  match 
with  ends  of  the  brocade.  One  such  set 
featured  a  choker  scarf  made  of  black 
duvetyne  embroidered  with  jade  wool 
fruits  outlined  with  gilt  threads,  and 
lined  with  gold  cloth  veiled  in  jade  chif- 
fon. The  small  hat  accompanying  the 
scarf  was  softly  draped. 
Platinum   Flowers   Appropriate  on   Felts 

A  six-cornered  model  had  some  of  its 
corners  folded  back  on  the  brim  while 
an  uncurled  ostrich  mount  was  laid  soft- 


ly against  the  crown  to  detract  from 'the 
geometrical  effect.  Another  model  of 
brown  plush  was  trimmed  round  the 
crown  by  innumerable  little  ribbon  ends 
each  tipped  with  a  platinum  flower. 
These  platinum  flowers,  by  the  way,  are 
distinctly  new  and  come  in  wreaths  as 
well  as  single  blossoms.  Platinum 
bugles  are  lavishly  used  to  stud  brims 
of  upturned  hats  and  possess  a  glitter 
and  polish  effective  in  autumn  head- 
wear. 

Silk  tubing  is  an  especially  novel  aid 
to  the  milliner  this  fall,  who  may  use  it 
effectively  in  developing  inserts  in  wide 
brims,  forming  pretty  scrolls  or  motifs 
which  can  be  used  as  an  edging  as  well. 
Tubing  also  forms  solid  cabochons 
which  are  sometimes  edged  with  monkey 
fur.  Either  white,  black  or  marten  col- 
ored monkey  will  be  equally  smart  this 
fall  to  trim  dress  hats  and  the  ever  pop- 
ular black  and  white  combination  wil' 
reappear  developed  in  monkey  with  the 
advent  of  September. 

Veils  are  used  on  many  of  the  in- 
ported  French  hats  shown  in  Montreal 
One  from  Suzanne  Talbot  was  of  black 
velvet  with  an  oblong  square  mesh  veil 
draped  to  fall  into  a  long  point  at  the 
back.  Much  chenille  is  used  on  these 
veils  which  are  often  tied  back  under 
the  crown  of  the  model. 

Egyptian  Colorings  are  Liked 

Egyptian  cabochons  of  jet,  painted 
with  bright  colors  are  much  noticed  on 
smart  tailored  hats  in  addition  to  ar- 
row heads  or  quills  of  the  same  sub- 
stance. Severely  tailored  sports  hats  of 
stitched  velvet  are  simply  trimmed  with 
a  flat  parrot  in  royal  blue  and  nut 
brown  combinations,  laid  upside  down 
against  the  brim. 

There  is  to  be  a  decided  vogue  for 
these  excessively  plain  tailored  hats  de- 
veloped in  fabric  or  velvet,  made  with 
plain  roll  brims  and  with  little  or  no 
trimming.  Black  velvet  will  be  princip- 
ally featured  at  first  in  these  styles. 


While  on  a  business  trip  to  England, 
the  death  occurred  on  board  ship,  the 
Majestic,  of  H.  J.  Peters,  head  of  the 
firm  of  the  J.  H.  Peters  Company,  Tor- 
onto, manufacturers  of  textile  small- 
wares.  He  was  born  in  Germany,  but 
emigrated  to  the  United  States  over 
forty  years  ago.  In  1900  he  came  to 
Canada,  and  in  1912  he  succeeded  the 
late  Samuel  Nordheimer  as  German 
Consul,  which  position  he  held  until  the 
outbreak  of  war. 

Deceased  was  a  member  of  the  Board 
of  Trade,  and  of  the  Canadian  Manufac- 
turers Association. 
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THREE  CHARMING  HATS  FOR  THE   WELL-DRESSED   WOMAN 

A. — Long  beach  duvenor  is  utilized  in  making  this  model.  The  facing  of  the  brim  is  made  of  Venetian  faille.  Beau- 
tiful, embroidered  roses  adorn  the  crown. 

B. — A  design  of  shirred  Bobolink  velvet  finished  attractively  with  metallic  ornaments  which  are  affixed  to  the  sides  of 
the  brim. 

C. — This  model  portrays  the  real  art  of  millinery.  It  is  designed  of  antelope  velvet,  the  crown  being  trimmed  with 
clusters  of  yarn  grapes.     The  facing  of  crushed  satin  o  •  the  brim  gives  it  an  unusual  note. 

Shown  by  Gage  Bros.  &  Co.,  18  South  Michigan  Ave.,  Chicago,  U.  S.  A. 
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Confidence  Builds  Millinery  Trade 

This  Has  Been  the  Experience  of  Proprietor  of  Patricia  Hat  Shop 
of  Toronto — How  a  Sale  Was  Lost  But  a  Friend  Won — Does  Not 
Allow  Credits — Milliner  Should  Be  An  Artist  and  Not  Afraid 

of  Work  in  Busy  Seasons 


WHAT  does  the  expression  "los- 
ing a  sale"  mean?  And  is  it 
ever  good  business  to  allow  a 
selling  opportunity  to.  slip  by?  These 
are  questions  which  salespeople  should 
ask  themselves  occasionally,  if  they  are 
looking  for  future  as  well  as  for  pre- 
sent business.  They  are  questions  that 
department  heads  and  managers  might 
study  also  for  it  is  they  who  are  often 
responsible  for  the  attitude  clerks  oc- 
casionally have  of  getting  as  many  sales 
slip 3  as  possible  in  their  books  to-day 
and  allowing  to-morrow  to  pay. 

This  necessity  for  looking  forward  to 
the  future  is  applicable  to  millinery 
even  more  than  to  many  of  the  other 
lines  carried  by  dry  goods  merchants. 
In  the  smaller  places  particularly,  the 
millinery  trade  is  built  up  on  confidence. 
For  the  man  or  woman  who  really 
wants  a  permanently  paying  business, 
price  is  not  the  important  factor  in  sell- 
ing hats.  Most  merchants  know  this 
but  they  find  it  difficult  to  resist  the 
present  wave  of  forcing  sales  which 
has  swept  the  country  because  of  com- 
petition from  people  in  business  who 
are  unworthy  of  the  name  "merchant." 
It  was  not  a  bartering,  wheedling,  abu- 
sive attitude  toward  customers  that 
made  England  famous  as  a  nation  of 
shopkeepers — it  was  the  British  trades- 
man's understanding  of  human  nature 
and  his  longsightedness  which  did  it. 

Only   Sales  Which   Bring   Others 
Profitable 

A  representative  of  Dry  Goods  Review 
had  this  brought  very  forcibly  to  mind 
lately  by  a  pleasant  personal  experi- 
ence with  a  Toronto  milliner.  It  was 
in  the  Patricia  Hat  Shop,  a  charming 
little  store  on  Yonge  street  that  the  in- 
cident occurred.  A  young  lady  came  in 
to  buy  a  white  taffeta  hat.  The  pro- 
prietor showed  her  those  she  had,  all  of 
which  were  very  attractive  but  not  be- 
coming to  the  customer.  The  latter 
then  spied  a  lovely  red  feather  toque, 
which  suited  her  very  well.  She  then 
asked  the  milliner  her  opinion  as  to 
whether  she  should  choose  it  instead, 
describing  the  occasions  on  which  she 
intended  wearing  it  and  her  gowns.  To 
the  surprise  of  our  representative,  the 
milliner  answered.  "No;  you  need  a 
white  hat."  This  was  in  spite  of  the 
fact  that  she  knew  the  customer  woul- 
go  elsewhere  for  it. 

Dry  Goods  Review  could  not  resist 
the  temptation  to  ask  this  milliner  her 
reason  for  losing  the  sale.  Her  ex- 
planation was  most  satisfactory.  "Had 
that  young  lady  walked  out  with  the 
red  toque  and  found  later  that  she  could 
not   wear    it,    she    would    remember   me 


with  a  certain  amount  of  dislike  for  all 
time.  She  may  not  come  back  to  me 
later  on  but  there  is  a  big  chance  that 
she  will  because  she  will  remember  she 
liked  something  in  this  shop."  This 
proved  true,  for  the  customer  was  af- 
terwards heard  to  say  she  intended  go- 
ing back  for  one  of  those  feather  toques 
as  soon  as  she  returned  from  Muskoka. 
This  is  where  losing  a  selling  oppor- 
tunity builds  for  the  future  more  quick- 
ly and  surely  than  "getting  a  sale  at 
any  cost  will  ever  do." 

Price-Cutting  in  Millinery   Shops 

There  are  two  types  of  specialty  shops 
which  are  prone  to  allow  discounts  on 
the  marked  price.  These  are;  ready-to- 
wear  and  millinery  stores.  It  is  all  a 
matter  of  training.  If  the  best  shoe 
stores,  glove  and  hosiery  shops  and  de- 
partment stores,  can  sell  on  the  one- 
price  method,  so  can  these  others,  pro- 
vided they  are  willing  to  train,  patiently 
and  persistently,  their  customers  of  the 
cut-rate  variety. 

For  this  reason  the  proprietor  of  the 
Patricia  Hat  Shop  prefers  business 
girls  to  society  women.  Another  class 
she  mentioned  in  particular  was  nurses. 
Neither  of  these  types  ask  for  reduc- 
tions as  a  general  rule  and  they  do  not 
expect  alterations   without  charges. 

The  women  whom  some  milliners  look 
on  as  their  "best  customers"  meaning 
those  who  have  come  to  them  regularly 
for  years  are  not  always  an  asset  in 
themselves  according  to  our  informant. 
They  expect  too  many  favours  because 
they  are  regular  patrons;  they  want  a 
great  deal  of  time  when  making  a  pur- 
chase and  they  are  often  very  unrea- 
sonable. The  big  advantage  of  these  is 
in  the  new  customers  they  send.  This 
is  the  one  reason  why  a  milliner  can 
afford  to  have  a  fair  proportion  of  "best 
customers"  among  her  clientele. 

Credits    and    Deposits 

Contrary  to  the  methods  of  many 
high-class  milliners,  the  proprietor  of 
the  Patricia  does  not  believe  in  allowing 
credit,  even  though  she  has  some  of  the 
most  prominent  women  in  Toronto  on 
her  list  of  patrons.  Her  sole  reason  is 
that  credit  in  millinery  fosters  exchan- 
ges. Though  she  does  give  exchanges 
she  positively  will  not  take  back  a  hat 
which  has  been  used  even  though  it 
gives  no  evidence  of  it.  A  hat  worn  in 
Toronto  even  once,  is  certain  to  be  seen 
by  several  hundred  women,  few  of  whom 
may  remember  it  until  it  appears  again 
in  a  shop  window.  If  a  hat  sold  for 
cash  is  returned,  the  customer  will  soon 
take  it  back  if  she  cannot  get  a  refund. 
But  what  use  is  there  in  billing  a  cus- 
tomer for  a   charged  hat  that   she   has 


turned  in?  From  a  legal  point  of  view, 
moreover,  a  merchant  could  not  get 
damages  in  this  case. 

Most  milliners  ask  for  deposits  when 
a  hat  is  asked  to  be  copied  from  an- 
other. This  woman  does  not  because 
she  thinks  such  a  method  forces  cus- 
tomers very  often  to  take  what  they  do 
not  like.  She  does  not  offer  to  make  an- 
other unless  she  is  fairly  certain  the 
woman  is  interested  and  then  me  again 
takes  a  chance  that  she  will  return  to 
see  it.  Her  patrons  know  they  can  de- 
pend on  her  that  the  new  one  will  be 
copied  exactly — probably  the  best  rea- 
son why  she  can  do  business  without  de- 
posits. 

For  hats   that  are  held  she  asks  de 
posits  but  credit  slip  5  are  always  given 
to  be  used  on  further  purchases  if  these 
are  not  taken. 

Another  interesting  point  is  the  Pa- 
tricia's method  of  handling  requests  for 
hats  to  be  sent  out  on  approval.  A  boy 
takes  them  out  at  a  time  when  it  is 
known  the  one  who  is  to  see  them  is  at 
home  and  he  waits  until  a  decision  is 
made.  This  may  be  a  little  more  ex- 
pensive than  the  usual  system  of  letting 
the  customer  take  them  home  and  re- 
turn them  the  following  day  but  it  is 
much  more   satisfactory. 

Has  a  Trail  of  Customers 

The  Patricia  has  been  in  existence  for 
only  six  and  a  half  years.  Previous  to 
that  time  this  milliner  had  been  in  busi- 
ness in  towns  in  all  parts  of  Ontario 
and  in  several  cities  in  the  West.  That 
she  must  have  won  lasting  friends  is 
proven  by  the  fact  that  she  has  sent  at 
different  times,  orders  to  every  town 
where  she  formerly  was. 

One  reason  for  the  prestige  that  she 
has  gained  is  because  she  has  always 
done  an  "exclusive"  business  in  the  best 
sense  of  the  word.  She  has  made  it  a 
rule  never  to  make  hats  alike  unless  a 
customer  actually  orders  them.  This 
can  be  managed  very  easily  she  says. 
Customers  that  are  worth-while  are 
willing  to  co-operate  when  they  under- 
stand what  this  means  to  them. 

Milliner   Must    be   Artist 

The  woman  who  wants  to  make  a 
success  of  a  millinery  business  must 
first  of  all  like  millinery.  She  must  be 
willing  to  sacrifice  a  little  for  the  sake 
of  her  reputation.  For  example,  the 
milliner  who  sells  a  dozen  machine- 
made  hats  for  three  dollars,  cannot  ex- 
pect to  build  up  as  permanent  a  name 
as  she  does  who  sells  only  two  or  three 
hand-made  ones  for  twelve  dollars. 
Moreover,  better  profits  can  be  obtained 
(Continued  on  next  page.) 
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Models  Seen  in  Montreal  Houses 

Considerable  Interest  Shown  in  Golden  Brown  Shades — Three 

Distinct  Types   in   Persian    or   Hindoo   Turbans — Fabric   With 

Duvetyne  Face  and  Fibre  Silk  Back  for  Brims  or  Large  Bows — 

Large  Bandannas  for  Trimming 


METALLIC  brocades  of  novel 
patterns,  some  of  these  showing- 
silver  grounds  with  a  black 
pattern  running  through  them,  are 
much  emphasized  by  leading  millinery 
designers  this  month.  These  materials 
are  much  in  evidence  in  the  imported 
models  just  received  from  New  York, 
inspired  by  Parisian  houses  of  inter- 
national reputation.  In  addition  to 
brocades,  all  sorts  of  metallic  cloths  of 
unusual  type,  silver  and  gold  laces  com- 
bined with  velvet  and  long-haired 
plushes,  and  it  would  also  seem  that 
there  is  to  be  quite  a  little  ostrich  in 
vogue. 

French  modistes  are  using  the  tinsel 
cloths  in  smart  ways  and  as  long  as 
they  are  of  unusual  pattern  and  weav- 
ing, they  will  undoubtedly  remain  in 
the  vogue.  Fancy  gold  cloth  facings 
are  lavishly  used  on  large  roll  shapes 
of  black  velvet,  trimmed  with  black  and 
brown   burnt   peacock. 

Golden  brown  shades  seem  to  be  spok- 
en of  with  great  interest  by  many  de- 
signers and  these  shades  are  to  be  seen 
m  the  new  ostrich  fancies  which  carry 
out  drenched  effects  with  distinction 
Dance  hats  of  brown  maline  trimmed 
coquettishly  with  a  tiny  eye  veil  and  a 
band  of  mink  fringed  with  metallic 
leaves  are  said  to  be  a  coming  craze  on 
this  side,  following  their  initial  success 
in  Paris. 

Silvered  vulture  and  burnt  peacock. 
metallic  and  velvet  ribbons,  and  much 
Persian  embroidery  seem  to  be  among 
the  outstanding  decorative  notes  for 
the  coming  autumn  season,  while  in 
staple  fabrics,  hatters'  plush  is  really 
smart  in  black  and  dark  colors,  velvet 
continuing  in  favor  as  well  in  bright 
hues.  6 

Fur  will  be  more  lavishly  used  es- 
pecially in  grey  and  brown  colors,  and 
quite  a  bit  of  use  is  made  of  natural 
tails  in  all  furs  as  a  piquant  trimming. 

Turbans  of  Persian  Inspiration 

Many  designers  comment  upon  the 
coming  vogue  for  Persian  or  Hindoo 
turbans  for  next  winter,  and  Dry  Goods 
Review  is  informed  that  there  will  be 
at  least  three  distinct  types  in  these 
models.  Last  season  the  Hindoo  tur- 
ban enjoyed  considerable  vogue  devel- 
oped in  metallic  fabric  but  was  some- 
what trying  to  many  faces.  This  sea- 
son, however,  these  turbans  will  be 
elaborated  with  overdrapes,  sometimes 
ending  in  a  heavy  tassel  at  the  side,  and 
these  softening  outlines  will  be  adapt- 
able to  mostly  every  face.  Old  Persian 
embroideries  will  be  exceedingly  effec- 
tive when  developed  as  turban  facings 


particularly  when  draped  from  side  to 
side  to  give  breadth  to  the  face.  Deli- 
cate little  patterns  in  interesting  color 
blendings  are  used  in  many  of  these 
charming  turbans  which  will  probably 
be  in  great  demand  once  fur  coats  are 
worn    generally. 

Reversible    Duveiyne    Cloth 

A  new  fabric  which  is  said  to  be  in 
great  demand  in  New  York,  is  compos- 
ed of  a  duvetyne  face  and  a  fibre  silk 
back.  It  is  largely  used  to  form  both 
brims  or  large  bows  on  account  of  its 
natural  stiffness  and  is  usually  stitch- 
ed or  bound  at  the  edges,  or  else  picot- 
ed.  Color  combinations  are  unusually 
lovely  in  this  fabric,  among  them  beinji' 
black  with  silver,  cerise  with  flesh,  and 
all  the  high  colors  of  the  season.  The 
material  comes  in  40-inch  widths  and 
can  be  had  in  self  colors  as  well  as  the 
(combinations. 

Embro:dered  leather  is  a  really  new 
note,  which  is  sponsored  by  several 
leading  buyers  in  Montreal  stores.  Dark 
green]  kid,  for  example,  is  smartly 
worked  with  gilt  threads,  while  mocha 
is  elaborated  with  gold  and  silver  in  a 
really  lovely  effect,  featuring  a  flat 
solid  pattern. 

Combinations  of  scratch  felt  and 
moire  ribbon  are  among  the  smartest 
effects  for  the  up-to-date  woman  that 
have  been  shown  in  many  seasons. 
These  fabrics  are  either  worked 
straight  or  on  the  bias  and  made  to 
look  like  a  striping  in  sports  hats  with 
a  small  brim.  The  ribbon  is  about  half 
an  inch  wide  and  is  stitched  down  on 
both  sides  to  the  felt  to  give  the  strip- 
ed idea.  This  is  smart  when  used  in 
black  on  gray  felt  shapes. 

Bandannas  Now   Approved   by   Fashion 

Large  bandannas  in  Paisley  patterns 
on  rajah  grounds  are  among  the  new- 
est millinery  trimming  shown  by  a 
leading  New  York  firm  which  special- 
izes in  millinery  fabrics.  These  come 
also  in  satin  grounds  with  an  allover 
futuristic  design  that  emphasizes  the 
blending  of  high  colors.  These  bandan- 
nas come  in  large  sizes  and  can  be  cut  in 
two  and  used  on  two  hats.  Pebbled 
crepe,  in  a  soft,  drapable  quality  is 
shown  in  all  the  high  colors  for  fall, 
while  lacquered  brocades  are  popular  in 
black,  brown  and  navy  for  creating 
semi-formal    millinery. 

Mention  must  be  made  also  of  the 
variety  of  feather  fancies  offered  this 
fall  for  the  adornment  of  tailored  hats. 

Coq  and  pheasant,  quills  and  pom- 
poms are  all  said  to  promise  exception- 
ally well,  and   it   is   even  rumored   that 


flowers  will  be  created  out  of  feathers 
in  such  forms  as  morning  glories,  and 
peonies. 

Ribbons  must  not  be  overlooked 
either,  for  probably  four  out  of  every 
five  hats  this  fall  will  feature  some 
sort  of  ribbon  note  in  any  width  from 
the  very  narrowest  to  the  widest.  Nov- 
elties will  naturally  have  the  first 
choice,  especially  unique  little  ribbons 
made  of  chenille  and  gros  grain,  or 
metallic  and  satin  combinations,  men- 
tion of  which  was  made  in  last  month's 
issue   of  Dry  Goods  Review. 

Chenille  will  be  much  used  in  addi- 
tion upon  all  over  cloths  which  resem- 
;ble  hand-sewn  braid  and  yet  can  be 
worked  up  into  a  smart  hat  without  any 
of  the  arduous  labor  incidental  to  sew- 
ing on  several  dozen  yards  of  narrow 
braid. 

Announcement  is  made  by  Montreal 
wholesale  houses  that  the  regular 
showing  of  fall  millinery  will  be  held 
on  August  28th  with  an  additional  dis- 
play of  mid-winter  modes  at  Thanks- 
giving. Buyers  will  do  well  to  keep 
these  dates  in  mind  when  visiting  Mon- 
treal. 


CONFIDENCE   BUILDS 

(Continued  from  previous  page.) 

on  good  merchandise  if  properly  handl- 
ed. 

In  busy  seasons,  the  milliner  must  be 
willing  to  give  up  all  her  time  to  her 
work.  She  should  be  just  as  eager  to 
make  becoming  hats  as  her  customers 
are  to  buy  them.  Moreover,  there  is 
such  a  thing  as  "doing  as  one  would  be 
done  by"  which  means  good  value  in  ma- 
terial and  workmanship,  fairness  in 
price  and  the  truth  at  all  times. 

Everyone  cannot  be  a  designer  or 
even  a  trimmer.  There  must  be  decided 
taste  and  long  experience  for  either. 

These  are  some  of  the  lessons  which 
Dry  Goods  Review  learned  from  the  pro- 
prietor of  the  Patricia,  lessons  which 
were  taught  by  actual  experience  ra- 
ther than  by  discussion  and  which  seem 
worthy  of  placing  before  the  millinery 
trade. 


The  Right  House  has  commenced 
business  at  1887  Queen  St.,  East,  To- 
ronto. 

"Kay's,  the  Beaches  dry  goods  store," 
has  opened  up  at  2012  Queen  St.,  East, 
Toronto.  <  9\ 

Wm.  Peake  of  Moncton,  N.  B.,  left 
Montreal  on  the  Regina  for  a  three 
months'  buying  trip  to  Europe. 
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AUTUMN     MILLINERY 

-MODEL  HATS— 


and  all  Millinery  requisites 

Our  stock  in  every  Department  will  be  fully  maintained  throughout  the  season. 

Inspection  by  the   Trade  cordially  Invited 

Visit  us  when  you  are  in   Toronto  for  the  Exhibition 


G.  GOULDING  &  SONS 

55  Wellington  St.  West,  Toronto 

Winnipeg  Ottawa  Hamilton 

66  King  Street  236-237  Jackson  Bldg.  283^  John  St.  N. 
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DEBENHAMS      (CANADA)     LIMITED 


The  Season's 
Latest  Millinery 

Fabrics 

Blister  Satin 

Silk  Clokie 

Silk  Matelasse 

Metal  Novelties 

in  large  variety 


DUVETYN 

in  all  the  newest 
shades  including 

Pearl 

Sand 
Caramel 

Toast 

Muffin 
Pheasant 

Beauty 

Bittersweet 

Sapphire 

etc. 


Fall  Millinery 
Announcement 


Our  opening  display  of 
the  fall  season's  model 
millinery  and  trim- 
mings will  be  held  in 
Montreal  and  Toronto 

August  28th 

Ottawa  and  Quebec 

September  4th 

You  are  most  cordially 

invited  to  attend  these 

openings. 


DEBENHAMS  (CANADA)  LIMITED 

MONTREAL  OTTAWA  QUEBEC  TORONTO 

21  St.  Helen  St.        Ill  Sparks  St.         64  St.  Joseph  St.         66  Wellington  St.,W. 
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"Style  and 
Quality  Assured" 


The  Fall  FlSKHATS 
Reaffirm  Leadership 

The  traditional  superiority 
of  FlSKHATS-for  69  years 
the  symbol  of  "Style  and 
Quality  Assured" — was 
never  more  strikingly  evi- 
dent than  in  the  new 
models  for  fall. 

If  unable  to  visit  our 

Chicago  display  you 

will  find  a  complete 

display  at 

411  Fifth  Ave.,  New  York 

D.  B.  FISK  &  CO. 

Creators  of  Correct  Millinery 

225  North  Wabash  Ave.         :  Chicago 


Starr  for  Frames 

Largest  assortment  of  newest  2  pc.  frames  always  ready  for  imme- 
diate shipment.     Write  or  call.     You  get  the  best. 

Latest  novelties,  metallic  effects,  fancy  feathers,  flow- 
ers, coques,  pom  poms,  glycerined  ostrich.  Quality 
goods   at    reasonable   prices. 

C.  H.  STARR 

Wholesale  Millinery 
77  York  St.  TORONTO 


Adelaide  3439 


Ribbon  Novelties 

An  attractive  array  of  wanted 

Ribbon    Creations 

Write  to-day  for  an  assortment 
"Be  the  Store  ahead.  " 

RIBBON  ART 

269  College  Street,  Toronto. 
Tel.  Col.  4637 


Advertising 

Balloons 

There    is 

no    surer    way 

of 

getting:      your 

message 

or 

slogan        i 

-igiht 

into 

the 

homes. 

Effective    yet 

in- 

expensive 

Trade      marks. 

special 

de-     1 

signs    and 

anv 

wording 

can     I 

be    imprinted. 

) 

247  ST.  Paul 

Street   West 

Montreal 

I  rrrtTrrrl  U 1 1 114  Utt 
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The  Official  Organ  Mistake 

WITH  a  lack  of  foresight  which  indicates  an  old-fash- 
ioned ignorance  of  the  successful  relations  between  a 
trade  paper  and  the  members  of  the  trade  it  repre- 
sents, the  Timber  Industries  Council  of  British  Columbia, 
comments  the  Financial  Post,  has  decided  to  establish  a 
journal  of  its  own  and  arrangements  have  been  completed 
under  which  the  Pacific  Coast  Lumberman  becomes  the  OF- 
FICIAL ORGAN  of  the  Council.     The  Post  goes  on  to  say: 

Apart  altogether  from  the  fact  that  the  Pacific  Coast  Lum- 
berman and  the  Western  Lumberman  have,  in  active  com- 
petition, been  giving  the  lumber  trade  of  the  Pacific  a  splen- 
did service  by  maintaining  healthy  relations  with  the  lumber 
consuming  markets  and  that  the  manufacturers  have  now 
taken  a  questionable  step  in  taking  over  one  paper  to  be  con- 
tinued on  competitive  terms  which  can  hardly  be  regarded 
as  fair  or  equitable,  is  the  conclusion  born  of  experience  that 
official  organs  defeat  the  very  purposes  for  which  they  are 
conducted. 

The  well  conducted  trade  paper  represents  various  branch- 
es of  the  trade  itself  as  well  as  the  consuming  public  upon 
which  that  trade  is  dependent.  Unless  the  relations  between 
manufacturer,  wholesaler,  retailer  and  consumer  are  healthy 
business  stagnates.  To  maintain  such  relations  problems 
must  be  continually  faced  and  solved.  Many  of  them  are 
unpleasant,  but  their  solution  is  the  function  of  the  trade 
paper  which  is  properly  serving  its  field. 

The  official  organ  must  obviously  serve  selfishly  the  in- 
terests of  the  particular  branch  of  the  trade  which  controls 
it.  If  owned  by  manufacturers  then  wholesalers  or  retail- 
ers will  not  believe  that'  it  serves  their  interests;  if  owned 
by  wholesalers  or  retailers,  likewise  it  is  regarded  as  their  man 
Friday.  In  no  case  is  the  public  interest  likely  to  be  proper- 
ly respected.  The  result  is  that  the  official  organ  is  con- 
ducted to  please  the  people  who  are  paying  for  its  publication 
— and  they  usually  pay  heavily  in  the  long  run — and  it  is 
ignored  by  other  sections  of  the  trade  with  whom  there  should 
be  co-operation  and  understanding  in  the  interests  of  all  con- 
cerned. Printers'  Ink  has  effectively  shown  "Why  Trade 
Associations  Should  Stay  Out  of  the  Publishing  Business," 
and  the  following  extracts  are  from  articles  which  recently 
appeared  in  that  publication: 

When  an  association  starts  a  periodical  and  goes  out  in  the 
trade  to  solicit  advertising,  it  is  asking  them  to  support  a 
paper  which  is  not  founded  on  sound  publishing  principles. 

A  few  associations  decide  that  the  independent  papers  do 
not  "write  them  up"  often  enough  and  start  their  own  pub- 
lication so  as  to  insure  an  unlimited  flow  of  puffery. 

•The  circulation  is  artifical;  this  circulation  is  generally 
maintained  by  virtue  of  the  subscriber's  membership  in  the 
association  and  is  kept  up  regardless  of  the  editorial  merit 
of  the  paper. 

Advertising  in  such  publications  is  seldom  sold  on  its 
merits.  Seldom  will  the  clever  salesman  remove  the  velvet 
glove  from  the  mailed  fist,  but  the  hard  iron  of  the  implied 
threat  is  nearly  always  visible  to  the  discerning  buyer. 

Such  publications  are  of  doubtful  advertising  value  be- 
cause of  the  difficulty  inherent  in  the  proposition  of  keep- 
ing the  editorial  contents  on  a  par  in  reader  interest  with 
that  maintained  by  a  well-edited,  independent  paper. 

When  the  lumber  manufacturers  of  the  Pacific  Coast  own 
their  own  paper  they  may  expect  to  have  their  "fur  rubbed 
the  right  way,"  but  how  can  they  expect  that  this  is  going 
to  improve  those  relations  with  the  dealers  which  make 
for  good    business   and   mutual    advantage? 
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Secrets  that  Make  Neckwear  Pay 

Fall  Shows  Much  Promise  for  Cautious  Buyers — Two  Weeks  the 
Time  Limit  Buffalo  Man  Gives  Goods  to  Move — Novelties  Re- 
quire Special  Care — Merchandise  Which  is  Subject  to  Feminine 
Whim  Sells  Best  When  Service  is  Stressed  to  Nth  Degree 


TO  KEEP  abreast  of  the  market  in 
women's  neckwear  for  the  coming 
fall  season,  buyers  will  require 
even  more  activity  and  ingenuity  than 
in  other  years.  The  neckwear  business 
is  just  coming  back  into  its  own  and 
now  that  the  taste  for  it  is  revived,  it 
is  within  the  power  of  merchandising 
and  display  men  to  make  it  a  real  neck- 
wear season. 

The  buyer  for  this  department  in  one 
of  Buffalo's  largest  scores,  says  that  the 
attitude  of  promoters  of  this  line  should 
be  to  lead  the  demand  as  well  as  to  sup- 
ply it.  This,  he  believes,  applies  to  every 
store  in  every  town,  irrespective  of  its 
size.  People  want  novelty  in  neckwear. 
Here  are  a  few  of  his  secrets — secrets 
which  have  brought  his  department  in 
three  years  from  a  position  of  compara- 
tive insignificance  to  one  of  prominence. 
Even  with  the  disinterest  that  is  sup- 
posed to  have  prevailed  in  the  last  two 
seasons,  he  has  sold  enough  neckwear 
almost  every  week  to  startle  some  of  the 
firms  which  have  diagnosed  the  neck- 
wear business  as  "dead." 

Never   Buy  the   Same  Thing  Twice 

"I  do  not  do  my  buying  in  part  order, 
the  balance  to  be  wired  for  as  justified 
by  demand.  I  buy  what  I  can  sell,  and  I 
never  buy  the  same  thing  twice.  Many 
a  time  the  manufacturers  say  to  me: 
'But  this  style  we  sold  you  went  well, 
did  it  not?  It  was  in  demand?  Your  cus- 
mers  were  pleased  with  it;  then  why 
not  take  a  repeat  order?' 

"My  answer  to  them  is  invariably, 
'Show  me  something  new.  If  one  firm 
cannot  supply  me  with  what  I  want, 
there  are  others  who  can.  I  buy  the  best 
qualities  and  the  newest  styles  in  the 
best  materials.  In  women's  neckwear, 
the  whole  question  is  not  price,  but  style. 
A  woman  will  not  buy  a  twenty-five 
dollar  article  for  25  cents  if  it  is  right 
out  of  style.  It  would  be  no  good  to  her. 

Lower   Goods    Until   They    Move;    Never 
"Mark  Down" 

"Of  course,  it  is  impossible  to  gauge 
the  demand  exactly  every  time.  A  man 
may  sometimes  make  a  mistake,  and 
taste  may  alter  swiftly  in  this  line.  Now 
and  then  something  may  not  eo  as  ex- 
pected. In  such  cases,  I  simply  price  it 
lower  until  it  does  move.  If  a  style  does 
not  go  in  two  weeks'  time  I  clear  it  out. 

"No,  I  never  show  goods  'marked 
down."  The  price  is  simply  lowered.  The 
sales  girls  make  no  mention  of  the  fact 
that  it  has  been  lowered.  Whether  the 
customer  buys  or  not  at  the  new  price  is 
a  question  for  her  to  decide.  It  is  a  mat- 
ter of  style  with  the  customer  rather 
than  price,  I  find,  and  even  in  advertis- 
ing, price  is  seldom  quoted." 


Most  neckwear  manufacturers  send 
their  travellers  out  every  few  weeks. 
They  have  been  forced  to  do  this  because 
of  the  sudden  changes  to  which  neck- 
wear is  peculiarly  subject  to.  It  gives 
the  retailer  a  chance  which  he  does  not 
get  in  many  lines.  This  Buffalo  man 
says  when  a  novel  line  appeals  to  him 
(and  he  believes  that  personal  taste 
should  count  a 'great  deal  in  the  ques- 
tion of  selection)  he  orders,  not  a  half 
a  dozen  probably  not  a  quarter  of  a 
dozen,  but  only  one.  The  number  of  cus- 
tomers who  are  attracted  by  it,  their 
remarks  and  the  actual  time  in  which  it 
takes  to  sell  are  the  things  which  make 
him  decide  whether  he  will  send  in  a  re- 
peat order.  In  this  way  he  rarely  is 
caught  with  more  than  one  of  any  line. 

Display  for  Detail 

It  is  rarely  advisable  to  display  neck- 
wear above  the  heads  of  customers.  In 
studying  display  methods,  this  buyer 
says  that  he  has  noticed  the  numbers  of 
stores  which  show  collars  on  the  ledges 


The  sports  bag  for  the  sports  outfit.  It 
comes  in  various  colors  and  in  leathers 
to  imitate  tweed,  homespun  and  plaid. 
The  handle  of  one  long  strap  and  one 
short,  one  is  an  attractive  feature.  As  in 
most  of  the  new  bags  there  is  a  large 
mirror.  Shown  by  Western  Leather 
Goods  Co.,  Ltd.,  Toronto. 


of  the  wall  cases  four  or  five  feet  away 
from  the  eye.  Detail  is  important  in 
selling  this  line  and  the  counter  is  there- 
fore, the  place  for  it.  Cheaper  goods 
should  be  on  top  and  the  finer  in  a  soft- 
ly lighted  case  below.  A  table  in  the 
centre  with  bargain  neckwear  is  the 
best  drawing-card  for  his  better  lines 
that  a  merchant  could  have.  Little  Tux- 
edo organdie  collars  at  15c  and  vestees 
at  35c  are  good  examples  of  live  bait. 
They  call  attention  to  the'  need  for 
neckwear  and  closer  examination  results 
in  the  sale  of  better  lines.  If  saleswo- 
men will  be  guided  by  the  motto  that 
"style  and  fit  sell  neckwear  better  than 
price,"  they  will  often  achieve  quicker 
and  more  satisfactory  results. 

The  two  chosen  friends  of  neckwear 
are  ribbons  and  veilings,  according  to 
our  informant.  Ribbons  tied  in  bunches 
add  a  color  touch  to  the  bargain  table 
and  a  lovely  background  for  the  better 
'ines  in  the  glass  case.  Veilings  and 
•".eckw^ar  are  usually  wanted  by  the 
same  customers.  Moreover,  having  them 
together  save;  mirrors.  Mirrors  are 
most  esential  in  selling  both  of  these 
lines.  Dry  Goods  Review  was  told.  Even 
one  or  two  hand  mirrors  should  be  kept 
in  the  department. 

Boxes  Kept  All  Year  Round 

"I  think  that  too  many  stores  rely  on 
their  neckwear  and  veils  as  gifts  only 
for  the  Christmas  season.  We  find  that 
many  customers  ask  if  they  can  have 
boxes  before  deciding  to  buy  and  others 
have  told  us  that  they  did  not  make 
their  purchases  elsewhere  because  they 
could  not  get  boxes.  We  use  them  all 
the  time.  They  are  black  and  white  and 
make  attractive  settings  for  our  mer- 
chandise. 

"Of  course,  we  would  prefer  having 
our  imprint  on  them  but  we  found  that 
this  is  not  satisfactory  in  a  large  store 
like  ours  where  we  sell  the  cheapest  and 
the  best  goods  under  the  same  roof.  In 
a  specialty  shop,  however,  or  in  a  de- 
partment store  which  is  looked  on  as 
the  best  in  town,  I  think  it  advisable  to 
use  the  name. 

"It  is  a  general  rule  here  that  goods 
are  to  be  placed  in  boxes  only  when 
they  are  priced  at  one  dollar  or  more. 
Even  then,  clerks  are  instructed  to  ask 
if  a  box  is  required.  Much  waste  can  be 
avoided  by  this  method.  If  a  customer 
asks  specially  for  a  box,  however,  for 
collars  or  veils  or  even  hair-bows  that 
cost  only  a  few  cents,  they  are  given 
them.  It  means  service  and  in  depart- 
ments that  depend  on  feminine  fancy, 
service  is  nine  points  of  this  store's  mer- 
chandising law." 
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Are  Stressing  Sales  of  Accessories 

In  Four  Out  of  Five  Maritime  Stores  Hosiery  Department  at 
Front  Door  Results  in  Big  Sales — Some  Methods  Used  by  Hali- 
fax and  Fredericton  Stores — Hints  on  Creating  Bigger  Glove 
Sales — Sales  Lost  by  Incomplete  Lines 


DRY  GOODS  REVIEW  is  finding 
an  increasing  number  of  dry  goods 
merchants  through  the  country 
who  are  paying  more  and  more  atten- 
tion to  the  selling  of  dress  accessories 
including  such  items  as  hosiery,  neck- 
wear, ribbons,  gloves  and  jewellery.  In 
four  out  of  every  five  stores  visited  in 
the  maritime  provinces  lately,  the 
hosiery  departments  were  located  close 
to  the  front  door  and  in  every  case 
goods  are  shown  out  on  the  counters. 
In  every  case  where  the  hosiery  counter 
was  located  at  the  front  entrance  the 
merchandise  manager  of  the  store  in- 
formed Dry  Goods  Review  that  sales 
had  increased  fully  100  per  cent,  over 
the  volume  previously  sold  in  another 
location.  In  other  stores  volume  had 
been  increased  by  other  means,  such  as 
the  plan  used  by  the  F.  B.  Edgecombe 
store  of  Fredericton,  N.  B.,  where  hos- 
iery occupies  a  large  part  of  the  ground 
floor  due  to  the  fact  that  all  the  less 
expensive  lines  are  displayed  right  out 
on  the  counters  in  bins,  priced  at  sever- 
al figures  below  one  dollar  a  pair,  and 
comprising  all  the  staple  cottons  and 
lisles,  etc.,  in  black,  brown  and  white. 
According  to  the  management  of  this 
store,  such  a  display  method  saves  tim? 
in  serving  customers  since  they  can 
pick  out  what  they  require  themselves, 
while  it  also  enables  sales  clerks  to  pay 
more  attention  to  sales  of  high  grade 
hosiery,  because  the  cheaper  grades 
sell   themselves. 

Hosiery  Stock  Under  Glass 

In  Mahon's  Limited  of  Halifax,  all 
hosiery  is  kept  under  glass  but  so  dis- 
played that  the  entire  stock  is  visible  to 
the  customer  and  is  thus  protected  from 
dust  and  handling.  Twenty  different 
styles  are  carried  in  stock  on  the  aver- 
age, and  are  kept  in  deep  drawers  with 
four  sizes  to  each  drawer.  Over  40 
different  styles  of  hose  for  children  are 
also  featured  in  this  section,  while  the 
adults'  ranges  are  kept  separately,  clas- 
sified  according  to  brands. 

A  bin  is  kept  on  the  hosiery  counter 
in  which  all  odd  pairs  of  hosiery  accu- 
mulating during  a  week's  selling  are 
placed.  These  are  sold  off  at  a  reduc- 
tion from  their  regular  price,  plainly 
marked  by  a  display  card.  Another  bin 
for  children's  socks  is  also  kept  on 
hand  for  the  same  purpose. 

No  substandard  hosiery  is  ever  sold 
at  Mahon's  Limited,  the  feeling  being 
against  this  departure  in  merchandis- 
ing. On  the  contrary,  efforts  are  con- 
stantly made  to  interest  customers  in 
the  very  best  hosiery  and  the  sales  staff 
are  at  pains  to  explain  how  to  launder 
fine  qualities,  even  keepfng  a  supply   o' 


Lux  on  sale  from  time  to  time  for  the 
convenience    of    customers. 

Novelty    Gloves   Stimulate   Business 

Gloves  are  another  dress  accessory 
given  expert  attention  in  Mahon's  Ltd. 
of  Halifax.  Here  the  glove  counter 
occupies  the  chief  position  close  to  the 
front  door  and  extends  half  fne  length 
of  the  entire  ground  floor.  All  gloves 
are  kept  under  glass  as  in  the  case  of 
hosiery,  and  carefully  stocked  in  draw- 
ers; only  odd  pairs  are  shown  out  on 
the  counter,  in  the  special  price  bin 
which  successfully  disposes  of  all  left- 
over stock.  According  to  the  capable 
head  of  this  section,  Miss  Hubley, 
gloves  are  most  successfully  sold  when 
pi  ice  is  forgotten  entirely  and  the  mer- 
chandise is  sold  on  its  style  and  wear 
ing  merits.  Miss  Hubley  has  built  up 
an  enormous  business  in  novelty  gloves, 
manufactured  and  designed  according 
to  her  special  order  and  though  these 
naturally  command  goodly  prices  : 
carries  no  stock  over  at  the  end  of  any 
season.  Thus,  customers  at  Mahon's 
Ltd.  are  enabled  to  purchase  an  entire 
outfit  exactly  harmonizing  or  matching 
as  required,  due  to  this  forethought  in 
buying  accessories  and  other  goods. 

Stocks   Larger   Sizes 
A   special   service  is   also   afforded   to 


An  envelope  bag  on  the  English  style. 
It  is  of  beaver  calf  and  comes  in  both 
grey  and  brown.  The  new  feature  is  the 
shirred  elastic  front  of  silk  moire  which 
holds  the  change  purse  and  allows  for 
its  expansion.  There  is  a  memo  tablet 
with  pencil  and,  at  the  back,  a  hand- 
kerchief pocket.  Show?i  by  Western 
Leather    Goods    Co.,    Ltd.,    Toronto. 


customers  of  this  department  in  the 
matter  of  glove  cleaning,  which  is  un- 
dertaken at  nominal  prices  for  the  con- 
venience of  purchasers  of  new  gloves 
who  may  desire  to  leave  their  old  pair 
to  be  renovated.  Miss  Hubley  believes 
in  keeping  a  good  stock  of  larger  size 
gloves  in  stock  in  addition  to  the  regu- 
lar sizes,  and  finds  that  eights  are  call- 
ed for  very  often  by  people  who  explain 
that  they  cannot  obtain  a  good  fit  any- 
where else.  Much  profitable  business  is 
often  missed  by  failure  to  stock  wo- 
men's gloves  in  the  extra  sizes.  Many 
customers  also  are  unaware  that  there 
are  two  types  of  fingers  supplied  in 
gloves  and  Miss  Hubley  thinks  this 
point  could  be  stressed  in  advertising 
the  glove  department,  since  many  wo- 
men labour  under  the  impression  that 
their  hands  are  peculiar  and  cannot  be 
fitted  with   ordinary   glove   fingers. 

In  displaying  the  other  lines  of  dress 
accessories,  Mahon's  Ltd.  have  achieved 
distinct  success.  These  lines  are  all 
too  often  kept  in  the  background  at  or- 
dinary seasons  of  the  year  and  given 
more  space  at  Christmas  or  Easter  in 
the  majority  of  stores,  but  with  this 
Halifax  firm,  a  splendid  showing  of  fine 
neckwear  set  off  with  the  daintiest  of 
inlaid  French  ivory  toilet  goods,  as  well 
as  vanity  cases,  glove  mirrors  and  chain 
girdles,  is  constantly  featured  in  the 
glass  case  fronting  the  main  entrance. 
Hand  bags  are  also  shown  in  profusion, 
but  cleverly  displayed  to  feature  the 
linings  and  fittings,  which  after  all,  are 
of  far  more  importance  in  most  cases, 
than  the  outside  of  the  bag. 

Hand  Made  Ribbon  Novelties 

In  Wood  Brothers'  store,  also  of  Hali- 
fax, the  ribbon  department  is  given  the 
place  of  honour  at  the  front  door,  and 
is  steadily  achieving  a  name  for  itself 
for  its  original,  hand-made  novelty  m 
chandise  evolved  by  the  staff  and  shown 
in  exquisitely  decked  show  cases  against 
a  single  length  of  the  widest  brocaded 
ribbon,  unrolled  as  though  by  accident 
along  the  floor  of  the  case.  No  price 
tags  are  used  here,  but  a  regular  fea- 
ture is  made  of  "Friday  specials"  on 
which  day,  various  items  of  stock  are 
specially  priced  and  are  eagerly  picked 
up  by  hostesses  in  search  of  bridge 
prizes  or  as  gifts  for  showers,  birthday 
parties,  etc.  Any  type  of  ribbon  novel- 
ty will  be  made  up  at  short  notice  for 
customers  by  the  staff,  while  directions 
for  making  at  home  will  also  be  given 
if  desired.  By  such  means,  the  ribbon 
business  in  this  store  has  been  kept  at 
a  record  volume  with  each  successive 
month. 
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APPAREL  SHOPS  ENTERING   HAND 
BAG    FIELD 

Greater  diversification  of  retail  distri- 
bution in  the  United  States  of  ladies' 
hand  bags  and  novelty  leather  goods  is 
indicated  by  the  increasing  number  of 
specialty  stores,  in  other  lines  that  are 
handling  these  goods.  Prominent  among 
the  fields  in  which  hand  bags  are  be- 
ing featured  quite  extensively  is  that  of 
cloaks  and  suits.  Formerly  these  deal- 
ers confined  their  efforts  strictly  to  the 
apparel  lines,  accessories  being  consid- 
ered too  small  an  item  to  warrant  at- 
tention. Since  the  hand  bag  has  be- 
come so  important  an  adjunct  of  the 
woman's  street  costume,  the  possibili- 
ties for  profitable  sales  in  such  goods 
has  induced  .some  of  the  fashionable 
shops  along  the  Avenue  to  put  in  com- 
prehensive stocks,  and,  in  some  instanc- 
es, to  open  a  regular  department. 

Recent  additions  of  leather  goods 
stocks  in  prominent  shops  of  this  kind, 
notably  the  Bedell  stores,  Worth,  Inc., 
and  the  Brooklyn  branch  of  Oppenheim 
&  Collins,  emphasize  the  potential  in- 
fluence of  this  field  for  leather  goods 
retailing,  and  the  business  has  already 
assumed  substantial  proportions.  It  is 
understood  that  the  hand  bag  depart- 
ment at  the  Oppenheim  &  Collins  store 
in  Brooklyn,  was  established  as  an  ex- 
periment and  if  successful,  other  stores 
in  Manhattan  and  Philadelphia  will  add 
similar  lines,  making  an  important  ad- 
dition to  the  chain  store  outlet.  The 
Bedell  stores  are  carrying  bags  and 
leather  novelties  in  the  various  branch- 
es, with  buying  headquarters  at  New 
York,  in  charge  of  an  experienced  buy- 
er. It  would  seem  that  the  chain  store 
idea  as  applied  to  small  leather  goods 
is  being  successfully  applied  through 
the  medium  of  these  apparel  shops 
which  represent  a  logical  market  for 
distribution  outside  of  the  exclusive 
shop   or   departmental    store. 


and  look  particularly  smart  in  bright 
patent  leather  with  a  ribbed  pattern 
embossed  in  straight  lines.  The  de- 
mand for  patent  leathers  which  has 
been  strong  in  the  large  centres  all 
spring  and  summer  has  extended  into 
fall  purchases,  particularly  on  lines  re- 
tailing  from   $5.00    upwards. 

Vanity  boxes  have  again  made  their 
appearance  in  a  better  class  of  goods. 
For  the  past  two  seasons,  large  quanti- 
ties of  very  cheap  goods  have  been  on 
the  market  retailing  at  about  $1.00.  The 
new  novelty  styles  can  be  bought  in 
nicely  finished  merchandise  to  retail  at 
not  less  than  $1.50  and  not  more  than 
$5.00. 

Fancy-corded  handles  15  inches  long, 
some  having  tassels  at  the  sides,  are  a 
fall  feature  and  the  large  mirrors  which 
the  trade  liked  so  well  in  the  spring  are 
again  good. 


SOME  NOVELTY  BAGS 

The  avenue  envelope  bag  and  the 
English  avenue  bag  are  articles  in  de- 
mand at  the  present  moment.  They  are 
shown  in   a  number  of  novelty  leathers 


WHY  HE  DID  NOT  GET  THE  ORDER 

He  did  not  believe  he  could  get  it 
when  he  went  for  it. 

He  went  in  the  spirit  of  "I  will  try" 
to  get  it  instead  of  "I  will"  get  it. 

He  would  enter  a  would-be  customer's 
office  with  a  sneaking,  apologetic,  self- 
effacing  air,  which  aroused  contempt 
and  disgust  rather  than  admiration  and 
confidence. 

He  took  up  most  of  his  time  trying  to 
overcome  a  bad  first  impression. 

He  had  the  nerve,  but  lacked  gentle- 
ness and  tact. 

He  said  mean,  sharp,  cutting  things  if 
he  was  rebuffed. 

He  did  not  know  how  to  make  a 
pleasing   first    impression. 

He  did  not  like  the  business. 

He  made  statements  that  he  could  not 
back  up  and  promises  that  he  could  not 
fulfill. 

He  never  learned  the  secret  that 
absolute  reliability  and  strict  integrity 
are  the  best  sellers  in  the  long  run. 

He  was  a  jollier,  and  although  it 
worked  well  the  first  time,  he  found 
flattery  a  poor  weapon  after  his  custo- 
mers found  him  out. 

He  did  not  thoroughly  believe  in  the 
thing  he  was  trying   to   sell. 

He  was  too  long-winded.  His  prospect 


The  Lady  Nancy  Astor  model  made  in 
baby  octopus.  Note  the  Venetian  bar 
top  and  the  braided  cord  handle.  It 
opens  at  both  front  and  back  with  ample 
pockets  under  each  opening.  Shown  by 
Western  Leather  Goods  Co.,  Limited, 
Toronto. 

got  tired  before  he  got  to  the  point. 

He  worked  his  prospect  up  to  the 
point  of  enthusiasm,  but  he  could  not 
clinch    the  bargain. 

He  looked  upon  the  man  at  the  other 
end  of  the  bargain  as  merly  a  tool  to 
favor  his  own  ends,  instead  of  looking 
out  for  the  man's  interests. 

He  did  not  know  that  people  always 
suspect  the  man  who  talks  down  com- 
petitors. 

(Continued  on  page  87) 


SOME  OF  THE  NEW  FALL  BAGS 


Left — Avenue  Envelope. 


Centre — The  English  Avenue.     Right — Novelty   fitted   bag   without   a   frame   for   misses. 
Sho'ivn  by  Canadian  Leather  Products,  Limited,   Toronto. 
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Retailers  Openly  Oppose  Receipt  Tax 

Convention   of  Eastern    Ontario   and    Ottawa   District   Branch 
R.M.A.  Passes  Resolution  Authorizing  Dominion  Board  to  Fight 
Tax  on  Receipts — Many  Merchants  Unaware  of  Nature  of  Re- 
ceipts To  Be  So  Taxed 


BROCKVILLE,  Onit.— Two  hundred 
retail  merchants,  representative  of 
various  lines  of  trade  in  Ottawa 
and  many  parts  of  Eastern  Ontario,  as- 
sembled in  convention  in  Brockville, 
Ont.,  this  month  unanimously  en- 
dorsed the  receipt  tax  resolu- 
tion shown  on  this  page.  It  was  moved 
by  A.  D.  Carscallen  of  Tamworth,  and 
seconded  by  L.  N.  Poulin  of  Ottawa. 

Thanks  to  the  organizing  ability  of 
J.  C.  Campbell,  secretary  of  the  East- 
ern Ontario  district,  and  to  the  valuable 
assistance  rendered  by  the  Brockville 
committee,  the  convention  arrange- 
ments were  carried  out  without  a  hitch. 
The  attendance  was  good  and  the  dele- 
gates entered  enthusiastically  and  earn- 
estly into  the  discussions.  The  chair 
was  occupied  by  Henry  Watters,  presi- 
dent of  the  Eastern  Ontario  district  as^ 
sociation  and  managing  director  of  the 
Standard  Drug  Co.,  Ottawa,  and  a  leng- 
thy but  enlightening  exposition  of  the 
Sales  Tax  was  given  by  E.  M.  Trowern, 
secretary  of  the  Dominion  Board,  Re- 
tail Merchants'  Association  of  Canada. 

In  the  evening  a  banquet  was  held  in 
the  town  hall,  and  the  business  part  of 
the  programme  was  concluded  Thurs- 
day morning. 

The  Brockville  committee  in  charge 
of  arrangements  consisted  of:  A.  M. 
Patterson,  chairman;  H.  W.  Gilhooley, 
vice-chairman;  H.  J.  Muldoon,  secretary, 
and   William    Rhoades,   treasurer. 

Let   Businessmen   Run   the   Country 

The  spirit  manifested  throughout  the 
meeting  was  that  the  government 
should  step  aside  and  let  businessmen 
run  the  business  of  the  country.  There 
was  altogether  too  much  interference 
with    trade. 

The  delegates  were  welcomed  by  Mr. 
Patterson,  who  expressed  the  hope  that 
the  day  was  close  at  hand  when  every 
retail  merchant  in  Canada  would  be 
identified  with  some  branch  of  the  R. 
M.  A.  He  said  it  was  in  their  interests 
to  do  so. 

Mr.  Trowern  confined  his  remarks  en- 
tirely to  taxation  matters.  It  was  one 
of  the  most  important  and  perplexing 
problems  with  which  the  association 
had  to  contend.  The  difficulty  was 
that  legislation  was  being  introduced 
from  time  to  time  by  men  who  knew  ab- 
solutely nothing  about  business.  In  his 
opinion  taxation  should  be  simply  to 
raise  revenue,  and  for  no  other  purpose. 
He  said  there  were  at  present  ten  sys- 
tems of  taxation,  all  of  which  were 
tumbling  over  each  other  and  costing 
the  country  thousands  of  dollars.  There 
was  not  even  a  vestige  of  system  about 
it.     He   compared  the   government  plan 


with  that  of  the  Retail  Merchants'  As- 
sociation, where  one  assessment  was 
made    for    all    purposes. 

Mr.  Trowern  thought  Canada  was  too 
sparsely  populated  to  have  any  cumber- 
some system  of  taxation.  The  time  had 
come  when  it  was  up  to  the  retail  mer- 
chants to  stand  up  to  the  government 
and  demand  their  rights.  There  was  no 
use  waiting  for  another  change  of  gov- 
ernment, for  one  party  was  as  bad  as 
the  other.  "I  would  tell  the  politicians 
to  step  aside,"  he  said,  "and  leave  the 
business  of  this  country  to  business- 
men." 


"Whereas  in  the  opinion  of 
this  convention  the  placing  of 
stamps  on  all  receipts  of  ten  dol- 
lars and  over  for  the  purpose  of 
raising  revenue  is  an  unnecessary 
and  annoying  arrangement  and 
one  that  will  fail  to  accomplish 
the  object  in  view,  we  recommend 
that  the  tax  be  abolished,  and  re- 
quest the  Dominion  Board  to  take 
the  matter  up  with  the  Govern- 
ment." 


Judges  Cannot   Understand  It 

The  speaker  then  proceeded  to  show 
the  density  of  the  act.  Even  the  judges 
could  not  understand  it.  He  was  pre- 
pared to  give  one  hundred  dollars  to 
some  charitable  institution,  if  anybody 
could  explain  to  him  what  the  Sales  Tax 
Act   meant. 

Reference  was  next  made  to  the  class- 
ification of  certain  retail  merchants  as 
manufacturers,  and  Mr.  Trowern  point- 
ed out  that  it  was  only  after  a  great 
struggle  that  the  government  was  in- 
duced to   exclude   certain  retailers  from 


this  classification.  These  included 
blacksmiths  and  tinsmiths,  but  there 
were  still  a  number  who  were  being  un- 
justly placed  under  that  classification, 
and  therefore  there  was  still  a  big  fight 
ahead. 

"I  tell  you,"  said  Mr.  Trowern,  "that 
we  have  got  to  be  consulted  before  the 
government  puts  over  any  more  such 
freak,  legislation." 

"It  is  not  the  people  who  are  running 
this  country,  but  the  officials  of  the 
various  government  departments." 

Receipt  Tax 

Following  Mr.  Trowern'sj  address,  there 
was  a  discussion  of  the  receipts  tax 
with  the  subsequent  adoption  of  the 
resolution  quoted  above.  From  the 
discussion,  it  was  seen  that  the  dele- 
gates were  very  much  at  sea  as  to  the 
government's  intention  in  this  regard. 
Some  were  under  the  impression  that 
all  retail  merchants  were  obliged  to 
give  receipts  whether  they  wanted,  to  or 
not,  and  some  could  not  make  out,  from 
the  wording  of  the  Act  what  a  receipt 
constituted.  Mr.  Trowern  said  his  im- 
pression was  that  a  receipt  was  any  slip 
of  paper  upon  which-  an  acknowledg- 
ment of  purchase  was  made,  whether  it 
was  only  an  ordinary  scrap  of  paper  or 
a  regularly  printed   receipt. 

Dry  Goods  Review  representative 
pointed  out  that  the  department  had  not 
yet  made  any  hard  and  fast  rules.  He 
had  been  informed  by  a  high  official 
that  it  was  the  intention  in  the  near  fu- 
ture to  draft  regulations  governing  this 
section,  and  until  these  were  forthcom- 
ing it  was  only  guess  work  to  say  what 
would  and  would  not  happen. 

However,  it  was  the  general  opinion 
that  it  was  a  clumsy  piece  of  legisla- 
tion and  should  be  struck  off  the  statute 
books  before  it  had  any  opportunity  of 
doing  the  harm  it  was  bound  to  do. 


Last  Minute  Doings  at  Brockville 


The  following  wire  was  received  from 
Dry  Goods  Review  representative  at 
the  convention  of  Eastern  Ontario  re- 
tailers at  Brockville. 

Resolutions  adopted  on  second  day  are 
as  follows: — 1.  Request  to  the  govern- 
ment to  redraft  the  Sales  Tax  so  its 
meaning  will  be  better  understood. 

2.  Convey  to  the  government  our  re- 
gret that  the  legislation  so  carelessly 
drafted  has  been  allowed  to  pass  the 
House  and  Senate. 

3.  Request  Dominion  Board  to  have  all 
advertisements  referring  to  co-operative 
societies,  farmers'  clubs  and  chain  stores 


carefully  scrutinized  and  to  prosecute 
firms  using  false  and  misleading  adver- 
tisements. 

4.  Request  Dominion  Board  to  strongly 
oppose  proposed  bill  which  would  prevent 
manufacturers  fixing  prices  on  their  pro- 
duct. Most  members  favored  price  fix- 
ing by  manufacturers  as  long  as  suffi- 
cient spread  was  allowed. 

It  was  the  unanimous  opinion  that  the 
provincial  legislature  was  attempting  to 
obstruct  retail  merchants  from  carrying 
on  their  business  in  a  legitimate,  honest 
and  straightforward  manner. 
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ACCESSORIES 


Dry  Goods  Review 


For  Fall 

Veils — Veilings 
Radium   Laces 
Blue  Bird  Hair  Nets 
Gold  and  Silver  Tissue  Cloths 
Dress  Trimmings  &  Sequin  Tunics 

Orders  Received  will  have  our  prompt  and  careful  attention 

The  ADAMS-BARRETT  CO. 

LIMITED 

64  Wellington  St.  W.  Toronto 


Moulton  Trimmings 


For   Autumn  Selling 

All  the  latest  Fads  and  Fashions  are 
shown  in  The  Moulton  Fall  Range  of 
Braids,  Fancy  and  Military,  Beads,  Chen- 
ille, Cords,  Drops,  Fringes,  fancy  and 
plain,  Girdles,  Ornaments,  Tassels,  Knit- 
ted  Trimmings   and   Soutache. 

Let  us  have  your  requirements  at  once. 

THE   MOULTON 

Manufacturing  Co.,  Ltd. 

4  Inspector  St.  Montreal 


MINIATURE    FAIR 

Come  in— if  you're  here 
Write— if  you're  not 

The  Mikado  Company 
offer  the  lines  listed  below 

TURKISH  TOWELS  KIMONAS 

FANCY  TABLE  CLOTHS  HANDKERCHIEFS 

PADDED  BABY  GOODS  DOLLS 

JAPANESE  NOVEL-  SHOE  LACES 
TIES 

CHINA  WARES  ELECTRICAL   GOODS 

Check  over  this  list  and  see  us 

The  Mikado  Company 

"If  it's  Japanese  We  have  it" 

TORONTO  MONTREAL 

33  Melinda  St.        248  St.  James  St. 
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Buy  Direct  from  the  Maker 


THE 


THE 


"SALLY" 


"MATINEE" 


$27.00  Doz.  to  $54.00  Doz. 

Black  or  Colored  Leathers  Send  a  Sample  Order. 

BLACK  PATENT  LEATHER  PURSES  AND  BAGS 

ALL    STYLES 


AVENUE 
BAGS 


BACK    STRAP 
PURSES 


TOP  HANDLE 
PURSES 


BEAUTY 
BOXES 


SILK 
BAGS 


MUSIC 
ROLLS 


THE  LATEST  "SALLY" 
$30.00  to  $54.00  doz. 


WRITING 
FOLIOS 


BILL 
FOLDS 


LETTER 
CASES 


LADIES' 
BELTS 


COLLAR 
BOXES 


CHILDREN'S 
PURSES 


"THE   MATINEE" 

$27.00  to  $48.00  doz. 

Colored    Leather,   Patent 

Leather,    Moire    Silk. 


in 


CANADIAN  LEATHER  PRODUCTS 


144 


LIMITED 
STREET  WEST  <>ppo/.tC  union  station.  TORONTO 
BUY    DIRECT    f-ROM    THE    MAKER 
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CORSETS    AND    LINGERIE 


Dry  Goods  RevicJV 


Practical  Underthings  Being  Shown 

Return  of  Lace  Is  Marked — Canadian  Women  Want  Pyjamas  at 
Better  Prices — Manufacturers  Making  Efforts  to  Combine  Gar- 
ments— No-lace  Corset  and  Short  Front  One  Are  Two  Interest- 
ing Models  in  Present  Showing 


LACE  IS  seen  on  improved  lingerie 
more  than  it  has  been  for  two  or 
three  years.  In  fact,  lace  houses 
are  feeling  quite  optimistic  over  the 
adoption  by  Paris  of  trimmed  garments. 
Not  that  this  means  the  decline  of  the 
tailored  types  for  many  manufacturers 
are  still  turning  these  out  in  considerable 
quantities.  Hemstitching  is  still  used 
but  lace  is  often  added,  the  latter  being 
sewn  on  flat  rather  than  frilled  as  in 
other  seasons. 

There  seems  to  be  a  feeling  for  yellow 
in  lingerie  this  year,  practically  every 
shade  of  it  being  shown.  Crepe  de  chine 
is  very  good  and  there  is  more  georgette 
being  made  up  into  underwear  than  last 
year. 

Pyjamas  are  wanted  by  Canadian 
women  according  to  reports  from  de- 
partment heads.  The  two-piece  is  liked 
better  than  the  other  because  it  is  more 
comfortable  but  many  stores  say  they 
cannot  give  these  at  a  price  nearly  com- 
patible with  the  price  of  nightgowns  of 
simila*-  nuality.  Several  manufacturers 
have  informed  Dry  Goods  Review  that 
the  extra  time  taken  in  making  these  is 
responsible  for  the  difference.  Yet  in 
the  United  States,  pyjamas  of  good  cot- 
ton materials  can  be  bought  as  low  as 
$1.00  and  rarely  for  more  than  $2.25. 
Silk  pyjamas  were  seen  by  our  repre- 
sentative in  several  Buffalo  stores  for 
$3.00.  In  Toronto,  cotton  two-piece  lines 
have  as  their  lowest  price,  $2.25  and  near- 
ly all  of  the  silk  ones  are  shown  at  from 
$6.00  up.  Several  women  have  openly 
declared,  according  to  salespeople  that 
pyjamas  are  one  line  which  they  always 
buy  on  the  other  side.  So  here  is  an  op- 
portunity for  our  manufacturers  and  our 
retailers.  They  no  longer  can  claim  the 
field  is  not  large  enough. 

New  Combination  Groups 

Lingerie  manufacturers  are  on  the 
whol:-  most  aggressive  when  it  comes  to 
new  ideas.  So  many  women  have  shown 
an  inclination  to  abandon  vests  this  Sum- 
mer and  wear  brassieres  in  place  of  them, 
that  one  manufacturer  has  made  a  bras- 
siere-vest combination,  the  brassiere  por- 
tion being  a  separate  piece  stitched  into 
the  vest  at  the  top. 

A  Toronto  firm  has  made  a  brassiere 
which  is  said  to  be  the  answer  for  a 
garment  which  will  not  slip  under  the 
corsets — a  complaint  which  retailers  are 
hearing  a  great  deal  of  in  brassieres. 
This  new  one  is  made  in  two  pieces,  back 
and  front.  To  each  is  attached  tapes 
which  may  be  tied  as  desired.  This  does 
away  with  the  trouble  at  the  waist  line, 
which  is  the  place  where  most  brassieres 
fit  badly.  Selling  by  bust-measure  does 
not    assure   waist    measurement   because 


this  is  not  the  same  in  any  two  people. 
The  only  difficulty  Dry  Goods  Review 
can  see  in  this  new  garment  is  the  lack 
of  neatness  in  it.  Tapes  tied  at  both 
front  and  back  do  not  add  to  the  general 
outline  of  the  figure.  But  this  brassiere 
certainly  can  be  moulded  to  the  figure 
better  than  any  garment  we  have  seen. 
Another  combination  is  the  knicker  and 
underskirt.     With  the   vogue   for  longer 


skirts  and  the  consequent  return  of  petti- 
coats, this  should  meet  with  success. 
There  is  no  doubt  that  the  knicker  will 
be  good  this  winter  because  of  the 
lengthened  skirts  but  this  does  not  mean 
lack  of  interest  in  bloomers.  They  are 
the  most  staple  line  that  underwear 
makers  have  brought  out  in  years  and  for 
(Continued  on  next  page.) 


7.    Made  of  cotton  tricot  cloth  in  white  ivith  reinforced  waistline. 
2.   Of  all-elastic  in  the  diamond  pattern.     Comes  in  flesh  color. 
Shown  by  F.  Longdon  &  Company  (Canada)  Limited,  Toronto. 
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Good  Advertising  and  Varied  Stock 

Essentials  That  Have  Helped  to  Build  Successful  Corset  Depart- 
ment for  the  Paquet  Company  of  Quebec  City — Will  Not  Permit 
Goods  Taken  Out  on  Approval — Importance  of  Personal  Ap- 
pearance to  Salesmanship — Few  Sales  Held 


F">  ROM  a  small  corner  scarcely  notice- 
I  able  among  the  more  imposing  and 
successful  sections  of  the  Paquet 
Company  store  of  Quebec  City,  has  grown 
a  corset  department  which  rivals  in 
profits  any  other  in  the  business.  Its 
development  is  largely  due  to  the  efforts 
of  its  manager,  Mrs.  Nesbitt,  who  has 
built  it  up  in  the  course  of  the  past  14 
years  from  comparative  insignificance  to 
its  present  important  status.  Mrs.  Nes- 
bitt has  many  interesting  theories  on 
the  subject  of  corsetry  which  should  be 
of  interest  to  those  to  whom  the  business 
of  selling  this  class  of  merchandise  pre- 
sents problems. 

Stock  Well  Assorted  and  Advertised 

"We  have  built  up  this  department  by 
dint  of  using  plenty  of  good  advertising 
and  keeping  the  stock  right  up  to  the 
minute  in  variety  and  novelty,"  com- 
mented Mrs.  Nesbitt  to  a  staff  member 
of  Dry  Goods  Review.  "I  believe  in  using 
newspaper  space  often,  at  least  once  a 
week  of  course.  The  advertising  is  al- 
ways timely  and  is  directed  to  keeping 
the  subject  of  corsetry  foremost  in 
women's  minds.  In  this  city,  the  ma- 
jority of  women  prefer  to  invest  in  the 
more  inexpensive  models  and  therefore 
we  have  succeeded  in  building  up  a  really 
large  following  with  98-cent  corsets  of  a 
well  known  make,  which  affords  good 
value  for  the  money.  Women  of  Que- 
bec would  rather  purchase  four  pairs  of 
98-cent  corsets  than  one  $4  pair,  and  no 
amount  of  education  will  change  this 
tendency.  It  therefore  behooves  us  to 
keep  offering  the  best  possible  values  all 
the  time  so  that  the  wearer  of  a  98-cent 
model  will  be  constantly  reminded  of  the 
idea  of  buying  again  and  again. 

"Despite  the  tendency  to  buy  cheaper 
corsets,"  continued  Mrs,  Nesbitt,  "Que- 
bec women,  nevertheless,  are  fastidious 
about  their  appearance  and  enjoy  shop- 
ping in  a  department  which  is  always 
dainty  and  well  appointed.  I  take  pride 
therefore  in  maintaining  the  appearance 
and  efficiency  of  this  section  at  the  high- 
est standard  possible  and  our  constant 
effort  is  to  please  our  customers  so  that 
they  will  come  back.  We  invariably  keep 
in  mind  the  fact  that  there  will  be  a 
"next  time"  and  personally  I  do  not 
think  we  have  ever  lost  a  sale  by  rea- 
son of  failure  to  give  service  and  individ- 
ual attention  to  ea"ch  customer. 

Discourages  "Approvals" 

"Our  policy  is  always  'Money  back  if 
your  corset  is  unsatisfactory,'  but  we  do 
not  permit  goods  to  leave  the  store  on 
approval,"  pointed  out  Mrs.  Nesbitt. 
"This     is    an    extremely   bad    policy   and 


should  be  quite  unnecessary  if  measure- 
ments are  carefully  taken  and  a  fitting 
given  at  the  store.  Of  course  it  is  really 
not  worth  while  to  waste  time  over  fit- 
ting a  98-cent  corset,  so  it  is  u;  ually 
best  to  concentrate  one's  buying  upon 
good  sensible  models  which  are  best 
adapted  to  the  majority  of  figures.  The 
back-lace  variety,  of  course,  are  most 
popular  with  us  in  all  grades,  and  we 
therefore  take  especial  pains  to  educate 
our  customers  how  to  lace  these  models 
properly,  and  above  all,  how  to  take  them 
off  at  night.  Even  a  98-cent  corset  can 
be  given  twice  as  much  wear  if  it  is 
loosened  each  night  when  it  is  taken  off." 
Frequent    Sales    Unnecessary 

To  a  question  regarding  the  advisabil- 
ity of  holding  sales  in  the  corset  depart- 
ment, Mrs.  Nesbitt  stated  that  she  be- 
lieved in  the  semi-annual  clearance  sale 
only,  as  a  means  of  keeping  the  corset  de- 
partment at  its  best.  Too  many  sales 
tended  to  lower  the  value  of  good  cor- 
sets and  had  a  bad  effect  upon  regular 
business.  Besides,  where  the  bulk  of 
business  is  done  on  popular  priced  models, 
it  is  unwise  to  hold  sales  of  any  kind, 
except  the  usual  stock  clearance  sales  in 
January  and  July,  when  discontinued  or 
out-of-date  models  are  best  got  rid  of. 
The  sole  concession  made  by  Mrs.  Nes- 
bitt in  the  way  of  offering  reduced  prices 
is  in  the  case  of  brassieres.  A  larga 
pile  of  bandeaux  and  regulation  bras- 
sieres priced  at  49  cents  each  is  kept 
permanently  on  the  glass  show  case  at 
one  end  of  this  department  and  with 
each  sale  of  a  corset,  the  staff  usually 
makes  a  corresponding  sale  from  this 
pile,  which  is  always  neatly  arranged  to 
display  the  attractive  qualities  of  the 
goods.  Often  a  98-cent  corset  worn  with 
a  good  brassiere  will  so  improve  the  fig- 
ure of  the  wearer  that  she  is  willing  to 
purchase  better  grade  models  next  time 
in  order  to  preserve  the  good  effect  for 
a   longer  period. 

Children's  waists  are  also  stocked  in 
this  department,  and  a  few  boxes  of 
popular  styles  are  also  kept  out  on  the 
counter  to  attract  passers  by. 

Show    Cases    Elaborately    Dressed 

In  the  matter  of  lay-out,  Mrs.  Nesbitt 
has  taken  considerable  trouble  to  make 
her  section  among  the  most  attractive  in 
the  Paquet  store.  Located  close  to  the 
elevators,  she  has  ranged  a  long  and  well 
lighted  silent  salesman  at  the  end  of  her 
department,  the  shelves  behind  it  and  on 
either  side.  The  glass  show  case  is  kept 
dressed  with  the  daintiest  oi  satin  o'r 
tricot  brassieres  and  corsets,  displayed 
against  pastel  tinted  paper  and  set  off 
by  various   dainty  accessories.       French 


women  are  irresistibly  attracted  by  such 
display  as  this  and  their  fingers  literally 
itch  to  handle  the  alluring  creations  of 
lace  or  silk  which  are  so  moderately 
priced. 

Staff   Are    Attractively    Dressed 

Mrs.  Nesbitt  holds  one  other  theory 
which,  however,  she  does  not  boast  of 
personally,  but  which  is  nevertheless  one 
of  the  chief  characteristics  of  her  well 
appointed  corset  section.  This  has  re- 
gard to  the  personal  appearance  of  all 
those  who  are  connected  with  the  de- 
partment. Mrs.  Nesbitt  herself  dresses 
invariably  in  a  crisp  and  delicate  hand- 
made blouse  of  some  fine  white  material 
with  a  black  skirt,  and  she  is  careful  to 
be  as  carefully  groomed  even  in  this 
simple  uniform  as  though  she  were  set- 
ting forth  to  attend  a  function.  She 
contends  that  in  selling  such  intimate 
articles  of  apparel  as  corsets  and  bras- 
sieres, the  saleswoman  must  herself  be 
immaculately  dainty  and  neat,  for  noth- 
ing so  quickly  prejudices  a  customer  as 
the  sight  of  a  carelessly  dressed  and  un- 
tidy  person   behind   the   counter. 


PRACTICAL    UNDERTHJNGS 

(Continued  from  previous  page.) 
all  concerned  it  is  to  be  hoped  they'  are 
here  to  stay. 

New   Corset   Designs 

The  Canadian  branch  of  one  big  Amer- 
ican corset  house  is  responsible  for  the 
invention  of  a  corset  which  is  the  direct 
descendant  of  the  front-laced  model  but 
has  some  of  the  merits  of  its  older  an- 
cestor, the  back-laced  one.  This  is  the 
corset  with  no  lace  at  all.  It  is  not  a 
slip-over  or  a  pull-on  such  as  Paris  is 
talking  of  so  much  these  days  and  is  not 
altogether  of  elastic  as  these  are.  It  is 
made  out  of  regular  corset  materials  and 
hooks  up  the  front  with  neat  boning  down 
the  back.  The  fitting  is  done  with  lacing 
under  the  four-inch  inserts  of  elastic  just 
in  front  of  the  hips.  This  lacing  makes 
the  corset  perfect  fitting,  it  is  claimed, 
because  the  elastic  will  allow  two  inches 
increase  or  decrease.  They  have  the 
advantage  of  preventing  protrusion  at 
both  front  and  back,  one  of  which 
usually  occurs  in  the  two  styles  we  have 
at  present. 

The  same  Toronto  firm  has  made  an- 
other corset  with  a  low  front.  This  is 
for  slight  figures  particularly,  as  most 
thin  women  have  trouble  with  the  front 
bones.  This  corset  is  cut  nearly  four 
inches  lower  at  the  front  and  over  this,  so 
that  a  neat  appearance  is  given,  there  is 
a  loose  "gate"  which  is  attached  to  the 
corset  hooks. 
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Not  at  the  Lowest  Prices 
But— 


Warner's  Rust-Proof  Corsets  are  absolutely  guaranteed  not  to  Rust,  Break 
or  Tear.  Consequently,  on  present  market  costs,  we  cannot  put  the  material 
we  feel  is  necessary  into  a  corset  to  sell  below  $12.00  per  dozen. 


But  from  this  price  up,  particularly  from  $15.00  to  $36.00  per  dozen,  we 
believe  we  are  offering  corsets  which  will  give  the  utmost  satisfaction  to 
your  trade,  and  profits  to  you. 


Jfjarher's 

Corsets— 

(Made  in  Canada) 


Here  are  some  of  the  new  styles  recently  added  to  our  line  which  have  met 
with  a  ready  response  from  the  trade. 

Style    0938 — Made    of   pink    novelty   cloth.     A    rubber   top  Style    0917     A    popular    number    for    the    average    figure, 

model   for   slender   figures.     Sizes    19 — 26.      Price   $12   per  Frilled   rubber  top  style  and   made  cf  pink   novelty  cloth. 

doz.  Sizes    19—28.      Pric;    $15    per    doz. 

Style    373 — A    particularly    good    fitting    number    for    the 
Style   109 — One   of  our  big   selling   styles   for  the  average  average    to   heavy    figure.      Semi    rubber   top    with    raised 

to  heavy  figures.     Made   of  strong   pink   coutil   graduated  back     to    pocket     any    extra     flesh     under     the    shoulder 

clasp   and   a   5   inch   rubber  gore   in   the   back.   A  splendid  blsdes.        M-de   of  strong  soft   finis'.i   coutil.        Pink   only, 

stock   number.      Sizes   20 — 36.      Price    $18    per   doz.  Sizes    22—34.      Price    $36     per   doz. 


Popular  Front  Lace  Styles 


Style     502 — A    popular     priced     front  Style     36 — More     popular     than     ever  Style    900 — A    pink      brocad°      model 

laced     model      for     average     figures.  this     year.       A     fancy     frilled     rubber  wh:ch     sells     on     sight.       Rubber     top 

Mrfde     of     pink     coutil     with     Bemi-  top   model    for   average   figures.    Made  style    with    fancy    silk    stripe    frilled 

rubber     top.        Lace     trimmed.      Sizes  of     strong    pink    coutil.     Sizes  20 — 30  elastic.         Made       in       sizes       20 — 28. 

20 — 30.       Price     $18     per    doz.  Price    $21    per   doz.  Price    $24    per   doz. 

Our  New  Canadian  Terms 
6%  10  days        -        5%  30  days        -        30  days  extra 

THE  WARNER  BROTHERS  COMPANY 

356  St.  Antoine  St.,  Montreal,  P.Q. 
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THE  BREAD  AND  BUTTER  LINE 

YOU  will  make  the  most  money  selling  Gossard 
Corsets  and  Brassieres.     And  money  is  the  end 
and  aim  of  any  store-keeping  business. 

The  reason  you  will   make  more  money  is  because 


GOSSARD 


FRONT    LACING 


CORSETS 


Have  you  stocked  model  202/ 
//  is  the  most  remarkable  cor- 
net ever  offered  to  retail  at 
the  suggested  popular  price  of 
$2.50,  for  tin  slight  to  medium 
woman.  It  Will  bring  you  new 
business. 


designed  to  the  nine  ideal  figure-types, 
are  always  in  style.  They  adhere  to 
the  unchanging  fundamentals  of  ideal 
figure  proportions,  beauty  and  good 
taste  and  are  not  built  merely  to  con- 
form with  the  vagaries  of  fashion. 

Your  stock  of  Gossard  Corsets  is  good 
until  sold.  You  do  not  have  to  cut  prices 
or  have  bargain  sales  on  the  Gossard  line. 
With  the  Gossard  line  you  can  be  sure 
of  fitting  more  figures  with  a  smaller 
stock;  you  can  be  sure  of  fitting  your 
customers  better  and  giving  them  greater 
satisfaction. 

All  this  means  a  much  more  rapid  turn- 
over and  a  smaller  investment  in  your 
corset  department  —  and  a  larger  profit 
each  year. 

For  definite  particulars  as  to  how  our  ad- 
vertising helps  sell  all  your  customers  on 
the  Gossard  line  write  us  immediately. 


17  Corse 


Model  200,  designed  with  i. . 
the  superiority  of  Gossard  in 
tistrg  for  the  average  to  stout 
figures.  You  eon  sell  this 
dossard  at  the  suggested  price 
of  $2.50  to  women  yom  never 
sold    before. 


The  Canadian  H.  W.  Gossard  Co.  Limited 

366-378  West  Adelaide  Street,  Toronto,  Canada 
Chicago  New  York  London  Sydney  Buenos  /fires 
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FANCY    GOODS    AND    TOYS 


Dry  Goods  Review 


The  Story  of  the  Ostrich 

Where  the  Ostrich  Feather  Comes  From  and  How  It  Is  Made 
Fit  for  Miladi's  Hat — Starching  An  Interesting  Process — Feath- 
ers Made  Black  By  Chemical  Reaction  Not  By  Dyeing 


PRACTICALLY  all  of  the  world's 
supply  of  ostrich  feathers  comes 
from  Africa;  about  20  per  cent. 
iiom  Northern  Africa,  that  is,  the  Sah- 
ara Desert  district,  and  the  balance 
from  'the  Transvaal  or  British  S.  Africa. 
The  birds  are  farmed  on  ranches  which 
are  sometimes  as  large  as  three  thous- 
and acres.  The  largest  ranches  have 
alfalfa  farms  in  connection  with  them. 
This  is  the  principal  food  of  the  domes- 
tic ostrich  and  as  the  appetite  of  that 
bird  is  enormous,  the  cultivation  of  al- 
falfa is  done  on  a  large  scale.  An  os- 
trich will  eat  about  as  much  as  two 
horses  per  day  and  will  finish  off  with 
a  dozen  oranges  eaten  whole.  During 
the  World  War  the  ostrich  growers  sup- 
plied large  quantities  of  alfalfa  for  the 
mules  and  horses  of  the  British  armies 
operating  in  German  East  Africa  and 
Salonika. 

The  plumage  is  taken  every  nine 
months,  making  two  "crops"  in  a  year 
and  a  half.  The  feathers  are  not  pull- 
ed as  is  sometimes  supposed,  but  clip- 
ped off  about  2  in.  from  the  body,  so 
that  the  treatment  of  the  ostrich  is  very 
humane.  The  entire  plumage  is  taken 
ait  a  clipping,  leaving  the  bird  stripped. 
These  feathers  are  marketable  during 
the  first  thirty  to  forty  years  of  the 
ostrich's  span  of  life,  which  is  usually 
in  the  neighborhood  of  two  hundred 
years. 

The  birds  are  well  looked  after,  scien- 
tifically fed  to  promote  growth,  and  at 
certain  times  of  the  year  their  bodies 
are  sprayed  to  keep  them  free  of  in- 
sects. Ostriches  are  bred  and  cross 
bred  very  much  as  prize  cattle,  a  good 
pair  sometimes  bringing  as  much  as 
$10,000.  In  order  to  encourage  the  in- 
dustry, the  government  of  S.  Africa 
gives  cash  prizes  every  year  for  the 
best  bred  birds. 

The  total  clipping  from  one  b'rd  in 
the  nine  months  weighs  about  1%  lbs. 
This  1%  lbs.  will  sort  out  into  about  8 
different  grades.  The  feather  growers 
ship  their  entire  crop  of  unassorted 
feathers  to  commission  houses  in  Port 
Elizabeth.  Here  the  feathers  are  giv- 
en a  rough  cleaning  and  then  sorted  in- 
to the  various  grades.  After  grading 
they  are  sold  at  auction  either  at  Port 
Elizabeth,  Cape  Town  or  London,  Eng- 
land. Farmers  frequently  borrow  money 
from  their  banks  while  ithe  plumage  is 
still  on  the  birds'  backs.  The  banks 
have  experts  on  their  staffs,  who  ex- 
amine the  growing  crop  before  passing 
on  a  loan. 

Male   Feathers   Best 
As   in   most  birds,   the   feathers   from 
the  male  ostrich  are  best  for  most  pur- 
poses,  although  manufacturers  have   so 
perfected  their  treatment  of  the  female 


Managers  and  department  heads 
tell  us  they  like  to  see  articles  de- 
scribing the  processes  used  in 
manufacturing  their  lines.  They 
find  that  their  salespeople  are  in- 
terested in  these,  because  they  can 
help  them  to  help  their  customers. 

This  article  was  written  by  a  rep- 
resentative of  Dry  Goods  Review 
who  was  permitted  to  watch  opera- 
tions in  the  factory  of  the  Dominion 
Ostrich  Feather  Company,  Limited, 
Toronto. 


ones  that  it  is  difficult  for  a  novice  to 
detect  t;he  difference  in  the  finished 
article.  The  male  feathers  are  of  course 
more  expensive  and  those  from  the  full- 
grown  bird  sell  for  more  than  those  of 
the  young  one  because  of  their  length 
and  breadth. 


The  feathers  in  the  raw  state  are  not 
attractive.  Those  of  the  female  are 
grey  and  brown,  and  those  of  the  male 
black  and  white:  none  of  these  colors 
are  particularly  good  and  they  lack  the 
lustre  which  is  seen  in  the  dyed  feather. 

The  best  plumage  is  taken  from  the 
wing  and  a  small  section  of  the  tail. 
These  are  called  wing  feathers  in  the 
mature  bird  and  spads  in  the  young. 
Besides  these  there  are  the  boos  feath- 
ers (which  lie  under  the  wings  and  are 
smaller)  the  drabs,  bycocks,  feminas 
and  whites — all  trade  names  for  ostrich 
feathers  in  common  use  but  of  differ- 
ent commercial  value.  The  price  of 
raw  feathers  ranges  from  $15  to  $200  a 
pound,  according  to  the  size  and  tex- 
ture. 

When  the  feathers  reach  the  factory 
they  are  again  graded,  the  very  best 
being   dyed   into   black   feathers. 

The    quality    of    the    feather    depends 


THE  VOGUE  IN  CHILDREN'S  HANDKERCHIEFS 

These  little  kerchiefs  for  every  day  in  the  week  are  the  big  craze  in  Netv 

York  at  the  moment.     They  are  made  of  five  Siviss  laivn  with  hand-loom  em 

broidery.     There  is  a  picture  and  a  day  of  the  week  on  each  and  they  are 

attractively  boxed.     Shown  by  H.  P.  Ritchie  &  Company,  Toronto. 
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mostly  on  the  flue — a  term  for  the  sep- 
arate sprays  attached  to  the  quill. 
When  the  down  covering  the  flues  is 
thick,  the  feather  is  fluffy  and  easily 
curled. 

Bleaching  and  Dyeing 
Feathers  which  are  to  be  any  color 
but  black  are  first  washed  in  soap  and 
water  and  then  bleached.  Bleaching 
destroys  the  fat  in  the  quill  and  flue 
and  is  necessary  if  the  feather  is  to 
take  the  dye  evenly.  Those  which  are 
to  be  dyed  black  are  put  through  a 
solution  of  sodium  trisulphide  to  remove 
the  fat.  White  feathers  are  blued  af- 
ter   bleaching. 

Feathers  are  dyed  by  absorption;  that 
is  the  dye  is  absorbed  into  the  quill  and 
fibres  of  the  feathers.  They  are  first 
given  a  "mordant"  or  preparatory  bath 
so  that  when  entered  into  the  dye  bath, 
the  color  will  penetrate  more  quicks- 
and evenly.  The  mordant  varies  for 
the  grade  of  the  feather  and  the  color 
used  in  dying.  Oxalic,  tannic,  tartaric, 
and  sulphuric  acids  are  the  mordants 
most  commonly    used. 

The  process  of  dyeing  feathers  in  col- 
ors is  much  simpler  and  easier  than 
that  used  in  dyeing  black.  One  bath  in 
the  color  will  give  a  rich  shade  if  the 
dyer  is  experienced.  Because  of  the 
strenuous  treatment  to  which  those  be- 
ing dyed  black  are  subjected,  the  male 
bird's  feathers  are  preferred  on  account 
of  their  heavier  quills  and  flues.  Even 
these  shrink  under  the  black  process  to 
the   size  used   in  colored  feathers. 

It  takes  a  six-day  continuous  process 
to  dye  feathers  black.     When  a  bath  of 
black  is  once  started  it  must  be  finish- 
ed; any  interruption  in  the  process  will 
ruin  the  goods.     They  go  through  nine 
different  vats,  which  takes  six  days  and 
nights.     During  the   day   time  the  tem- 
perature   is    kept   to    175    deg.    F.     The 
feathers   are   not  dyed   black;    during   a 
certain  stage  of  the  process,  a  chemical 
reaction  takes  place  of  "fixing"  the  col- 
or to   prevent   its    turning  red.        Some 
of  the   chemicals   and   dyes  used  in  the 
black    process    are:       Logwood      extract 
(this  is  the  sap  of  a  semi-tropical  tree) ; 
archille  extract   (obtained  from  a  specie 
of  lichen);   cyanide   of  potassuim    (dead- 
ly   poison);    ferricyanide    of    potassium. 
Great  care  in  the  correct  amount  of  the 
various    chemicals    and    the    length      of 
time   in  the  different  baths  is  essential. 
The   slightest   error  is   apt   to     ruin   the 
feathers.    Frequently    this    factory    puts 
through  $2,000  worth  in  a  simple  bath. 
An    experienced   dyer   will    frequently 
start  six  or  eight  color  vats  at  the  same 
time,    seeming    to      know    by       intuition 
when  each  particular  batch  has  absorb- 
ed sufficient  dye.     This  is  quite  a  trick 
when    it    is    remembered      that      various 
colors    require    different      intervals      of 
time  and  different  vat  temperatures,  and 
that    some    grades    of   feathers      absorb 
color    quicker    than    others. 
Starching 
All   ostrich  feathers   except  the  black 
ones   are   starched  before  they  are  curl- 
ed.    This   explains     why   feathers     will 


not  curl  after  being  washed  in  the  home. 
Few  women  know  that  they  requ 
starch  in  order  to  open  the  flues  to  the 
fullest  extent.  When  partly  dry  after 
dyeing,  the  feathers  are  dipped  in 
starch  water  and  then  passed  through 
an  ordinery  wringer.  The  starch  is  af- 
terwards beaten  out  on  large  rollers 
made  especially  for  the  purpose.  This 
beating  also  dries  out  the  flues.  The 
quill  is  dried  by  allowing  the  feather 
to  remain  in  a  heated  room  for  several 
hours. 


There  is  a  designer  whose  sole  work 
is  to  invent  patterns  which  he  thinks 
will  please  milliners,  costumiers  and 
those  who  deal  in  feather  novelties. 
Drawings  are  made  of  every  design  and 
these  are  copied  by  the  workers. 

To  make  ostrich  mounts,  boas  and 
other  intricate  articles,  the  quill  is  usu- 
ally split  so  that  only  a  thin  thread  of 
it  remains  to  hold  the  flues.  This  can 
then  be  bent  into  any  shape  required. 
When  a  feather  is  not  long  enough,  an- 
( Continued    on    page    80.) 


Above  ore  shown  three  of  the  newest  fancy  goods  novelties  shown  by 
Hambh,  &  Wilson,  Limited,  of  Toronto.  The  upper  one  is  a  hand  em- 
broidered table  spoon  cose,  stamped  on  white  linen  and  bound  with  em- 
broidery in  blue,  pink  and  black.  The  centre  shows  some  celluloid  novel- 
ties for  children.  The  lower  is  one  of  the  newest  novelties  in  a  colored 
basket  embroidered  in  ivool  flowers. 
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TORONTO 

EXHIBITION 

VISITORS 

are  cordially  invited  to  our  show- 
rooms. Watch  for  our  large 
warehouse  directly  opposite  the 
union  station. 


HP  O  OUR  many  customers  and  to  all  in  the  trade  we  are  pleased  to  an- 
-■■  nounce  that  we  have  in  stock  RIGHT  NOW  an   immense   and 
varied  range  of  toys,  dolls,  and  fancy  goods  for  Christmas  trade  AND 
CAN  MAKE  IMMEDIATE  shipment. 


Druggist's 

and 

Tobacconist's 

Sundries, 

China, 

Glassware. 


Illustration  is  of  one  of  our  newest  Silver  Plated  Five  O'clock  Tea  Sets 


NERLICH  &  CO. 


146-148  Front  St.  West,       - 

Opposite    Union    Station 


Toronto 
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A  Mesh  Bag  Market 
of  More  than  a  Million 

There 's  a  Share  for  You 

FOR  fall  and  the  holiday  selling  season  of  1922 — the  big- 
gest advertising  campaign  ever  put  behind  a  mesh  bag 
line;  one  of  the  strongest  ever  planned  for  any  jewelry  item! 

An  International  Campaign 

Fifteen  magazines  will  carry  Whiting  &    Davis  Mesh  Bag  advertising,  from 
September  to  December  inclusive: 


Saturday  Evening  Post 

Ladies'  Home  Journal 

Cosmopolitan 

Delineator 

Vogue 

Harper's  Bazaar 

Theatre  Magazine 


Atlantic  Monthly 
Century  Magazine 
Harper's  Magazine 
Review  of  Reviews 
Scribner's  Magazine 
World's  Work 
Town  and  Country 


Town  Topics 


In  Canada:  a  circulation  of  these  magazines  of  over  250,000;  a  reader  market  of  more  than  a 
million;  is  the  opportunity  which  this  campaign  offers  to  Whiting  &  Davis  dealers.  An  oppor- 
tunity not  limited  to  the  mere  circula  ion  of  the  publications  in  any  community,  because  adver- 
tising on  this  tremendous  scale — a  40,000,000  market  in  the  States  —  creates  vogue,  style 
demand.  And  the  market  for  the  fashionably  correct  article  corresponds  pretty  nearly  with 
the  number  of  women  in  a  community. 

Bring  Them  to  Your  Store 

This  business  in  your  town  is  yours  for  a  little  effort.  The  use  of  the  beautiful  Whiting 
&  Davis  display  card,  running  the  free  Whiting  &  Davis  Mesh  Bag  electros  in  your  local 
paper,  effective  window  and  show  case  displays  will  distinguish  your  store  as  Whiting  & 
Davis  headquarters.  It  will  concentrate  the  selling  power  of  the  local  Whiting  &  Davis 
national   advertising  in  your   store.     This   is  p:  ofitable — worth   having. 


The  Whiting  &  Davis  Trade-mark  and  Tag  are 
featured  in  all  national  advertising.  Pont  them 
out  to  your  customer,  emphasizing  the  fact  that 
your  Whiting  &  Davis  Mesh  Bags  are  Canadian 
made. 


;TirtTT^r     MESH     ^-.  '-    ^t 

jVhJpNG£DAVlS0C£ 


MESH 
BAGS 


n  the  Better  Grades,  Made  of  the  Famous  "Whiting" Soldered  Mesh 

(L.  W.  Cooke,  Manager) 

Sherbrooke,   Quebec 
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New  -  Practical  -  Stylish 

Heatfjer  <6oob£ 


Be  the  First  to  Show  Them 

Your  customers  will  want  new  bags  to 
match  the  new  Fall  apparel — have  the 
goods,  do  not  have  them  send  out  of 
town  for  their  needs. 


We  have  a 
splendid  range 
and  if  you  are 
in  the  City  dur- 
ing Exhibition 
call  and  see  us, 
we  are  right 
down  town. 


Wi)t  Western  Header  #oote  Co.,  Htb. 


Manufacturers 
255-257  Richmond  St.  W. 


Toronto 
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Special  Exhibition  Offer 

We  have  selected   a  few   good  numbers  from  our  stock 
1  and  have  priced  them  at  very  low  figures. 


■wum  ■ 


3247 


3BSfi»B 


\\mi0 


5947 


5479 


5631 


5509  n/3    Shida    Basket     $6.50  doz. 

(6    nests    in    assortment.) 

3180  n/3   Shida  Baskets $3.50  doz. 

( 6    nests    in    assortment. ) 

5507  n/3    Shida    Bread    Baskets 75  each 

(2    nests    in    assortment.) 

5631   n/3    Shida    Fruit    Basket $2.75  each 

(Mahogany    color). 
(1    nest  in   assortment.) 

5686  n/3    Bamboo    Sandwich    Basket $2.10  each 

(Mahogany   colors.      2    nests    in   assortment.) 

5479  n/3    Bamboo    Waste    Paper    Basket.  .  .$1.75  nest 

(1    nest   in   assortment.) 


4512    Silk    Lined    Work    Basket $1.60    each 

(1    only   in   assortment). 

5661   n  3    Shida   Silk    Lined   Work   Basket $3.50  set 

( 1    set    in    assortment. ) 

5641   n/3     Shida     Silk     Lined     Work     Basket 

with    handles    and    needle    case $3.25  set 

(1    set    in    assortment). 

3247   Large  Silk  Lined  Shida  Work   Basket   $4.50  each 

II    set    in    assortment.) 

5947  n/4    Baby    Basket $1.95    set 

(1    set    in    assortment.) 


64  Baskets  in  above  assortment   for  $25.00 

We  would  be  pleased  to  bave  you  call  and  look  over  our  stock  when  you 
are  in  the  city  at  the  Exhibition  or  at  any  time.  Your  mail  orders  will 
receive   prompt  attention. 

G.  R.  GREGG  &  COMPANY,  LIMITED 


50-52  York  Street 


Toronto 


Warehouses  also  at  Winnipeg  and  Vancouver 
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See  This  New 

The  La  Mode  Hair  Net 

CANADA'S  BEST 

Attractively  put  up  in  the  new  Cabinet  for  quick  and  easy  selling 


The  Coupon  just  across  the  way  fits  any  envelope 

It's  right  down  here 


A     cordial 

invitation    is 

extended   to   ail 

visiting 

buyers    to    call 

at   our   show 

rooms    and 

inspect    our    fall 

range 


Ladies*  Wear  Limited 

Our  Dresses,   VPaists,  Silk  Underwear 
and  Neckwear  are  produced  in  Canada 

563  College  Street,  Toronto 

W.  F.  Gofortn,  President 
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Hair  Net  Cabinet 

Every  La  Mode  Net  Guaranteed 


Feature  in  your  show  window — Display  cards  supplied 
Colors:  Mid,  Light,  Dark,  Black,  White,  Auburn,  Blonde,  Grey 

CAPS    SINGLE    MESH      CAPS  DOUBLE    MESH       FRINGE    SINGLE    MESH 

FRINGE  DOUBLE   MESH 

La  Mode  Hair  Nets  will  satisfy  the  most  exacting  customer 


LADIES'  WEAR,  LIMITED, 
College  Street,  Toronto,  Can. 

Gentlemen: — 

Please  send  me  the  new  cabinet  with  a  five  gross  assort- 
ment of  La  Mode  Hair  Nets. 

NAME 

CITY PROV 


Permanent  s  h  o  w 

rooms    at 

509    Drummond    Bldg. 
MONTREAL 

102    Booth    Bldg. 
OTTAWA 

205   Curry   Bldg. 
WINNIPEG 

217     Lancaster     Bldg. 
CALGARY 

Bower    Bldg 
VANCOUVER 
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IF  YOU  REQUIRE  LINES  FOR  YOUR 

BABY      DEPARTMENT      WE      HAVE 

THEM— 

RATTLES,  DIAPERS,  BIBS,  FEEDERS, 

HAND    KNITTED    GOODS,    ANGORA 

HOODS. 

OUR  RANGE  OF  ART  NEEDLEWORK 
IS  VERY  COMPREHENSIVE.  NOV- 
ELTIES, PILLOWCASES,  TOWELS, 
ETC. 

ALL  COLORS  IN  SHETLAND  FLOSS, 
SPORT  WOOL,  SAXONY,  FINGERING 
WOOL,  ANGORA  WOOL. 

D.  M.  C  THREADS 

Flossell  Artificial  Silk 
Hambly   &  Wilson,    Limited 

1 1  Wellington  St.  W.  Toronto 


fc-TT 


JULIEN  GIGUET 

2   COURS   DES  CHARTREUX,   LYONS 
France 

Manufacturer  of 

NATURAL  HAIR  &  SILK  HAIR  NETS 

With  Elastic 

QUEEN  OF  BELGIUM 
PAULETTE 

GALLIA  CAP 

COIFFURETTE— Nee  Plus   Ultra. 

ELASTIC  VEILS 
MADALON — In  cabinets  of  12  dozen  each. 
ELEGANT — In  cabinets  of  4  dozen  each. 

We  carry  these  lines  in  stock. 

SOLE  AGENTS  FOR  CANADA 

M.  CHASSAGNE,  LIMITED 

HEAD  OFFICE: 
45  St.  Alexander  St.     -      Montreal 

Representatives  in 

Toronto,  Winnipeg  and  Vancouver 


Money- Saving  Information 

"The  most  useful  information  contained  in  any  paper  I  get" — so  a  Western  banker 
writes  in  to-day's  mail,  renewing  his  subscription  for  FINANCIAL  POST. 

"Very  often,"  his  letter  goes  on  to  say,  "I  am  called  on  to  suggest  investments  for 
small  amounts,  sometimes  as  low  as  a  few  hundreds,  and  I  find  your  Investors' 
Inquiry  Service  a  reliable  partner  to  consult.  If  every  investor  knew  there  was 
such  a  service  at  his  call  it  would  surely  lessen  the  losses  of  many  of  these  people." 

The  Investors'  Inquiry  Service  fills  just  that  need.  Unless  you  are  perfectly  sure 
of  your  investments,  write  us  before  you  buy. 

It  costs  FINANCIAL  POST  subscribers  nothing  to  be  sure  before  placing  hard- 
earned  savings  in  stocks  that  may  never  have  a  chance  of  paying  dividends. 

Trained  service  men  will  give  you  the  benefit  of  keen  analysis  based  on  the  facts 
behind  the  securities  you  are  considering.  This  is  one  of  many  features  enjoyed  by 
our  readers. 


143  University 
Avenue 


THE  FINANCIAL  POST 


TORONTO 

Canada 


m 
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"JULIAN  SALE"  leather  goods 

THE   LARGEST   EXCLUSIVE   LEATHER  GOODS   HOUSE   IN  CANADA 


Special ! 


THERE  IS  A  DECIDEDLY  INCREASING  DEMAND  FOR 
THE  LARGER  SIZE 

Vanity  Boxes 

We  have  appreciated  the  fact  and 
are  in  an  excellent  position  to  meet  it 

Place  your  order  to-day  for  this  special  num- 
ber— we  are  ready  to  make  immediate  ship- 
ment. 

No.  98/20 — Vanity  Boxes — Size  is  9  inches  long  and  51/2 
inches  wide.  Made  of  fancy  buffed  leathers  in  brown,  blue 
and  grey,  and  in  black  patent  leather,  nicely  fitted  and  beau- 
tifully finished,  has  large  mirror,  and  the  price  to  the  trade  is 

$45.00  A  Dozen-Net 

This  line  is  but  one  of  the  many  good  values  in  Vanity  Cases. 
Write,  phone  or  wire  your  orders. 


The  Julian  Sale  Leather  Goods  Company  Limited 

600  King  Street  West,  Toronto 
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Specializes  in  Native  Products 

Davidson's,  of  St.  John,  N.B.,  is  Far-Famed  for  His  Native  Ar- 
ticles— Handles  Great  Quantity  of  Wool  in  a  Year— Some  Novel 
Baskets   for   Tourists— Has   Done   Unique   Business   for   Many 

Years 


THE  PEOPLE  of  New  Brunswick 
and  Nova  Scotia  are  especially- 
interested  in  the  promotion  of 
their  native  handicraft  work,  such  as 
has  been  created  by  country  women  or 
Indians  for  generations  past.  Scarcely 
a  dry  goods  store  exists  in  that  mari- 
time provinces  that  does  not  devote 
more  or  less  space  to  native  basketry, 
kntted  work,  rugs,  bags  and  so  on,  in 
its  regular  stock. 

Davidson's  for  Wools  and  Baskets 

Many  years  ago  a  small  store  was 
opened  in  St.  John,  N.  B.,  by  a  far-see- 
ing man  called  John  R.  Smith  who  be- 
lieved that  there  was  a  demand  for  all 
such  handicrafts  as  were  carried  on  by 
th-2  various  Indian  settlements  around 
the  province.  His  store  was  taken  over 
some  22  years  ago  by  a  successor,  John 
A.  Davidson,  previously  associated  with 
Mr.  Smith  in  the  initial  enterprise,  ano 
this  business  is  famed  throughout  New 
Brunswick  as  a  centre  for  every  sort  of 
basketry,  wools,  men's  socks,  mocca- 
sins, and  so  on.  The  store  is  small  in 
size  but  literally  jammed  with  merchan- 
dise, which  is  piled  almost  to  the  ceiling 
on  the  floors  and  in  the  windows,  with 
a  unique  intermingling  of  all  the  vari- 
ous  types   of  goods. 

Tourists  as  well  as  local  shoppers 
know  of  Davidsons',  although  no  publi- 
city work  has  ever  been  undertaken  to 
enlarge  the  scope  of  the  business.  In- 
stead, the  fame  of  its  wares  has  spread 
by  word  of  mouth  far  beyond  the  con- 
fines of  New  Brunswick  and  letters  or- 
dering goods  arrive  frequently  from 
such  far  provinces  as  Manitoba  and 
British  Columbia  as  well  as  from  the 
United   States. 

Specializes  in   Yarns 

A  description  of  its  interior  is  not 
complete   without  mention   of  the   enor- 


mous stock  of  wools  which  fills  up  c 
entire  side  of  the  store,  arranged  in 
deep  bins,  according  to  brands,  all  the 
colors  being  mixed  together  to  produce 
a  brilliant  effect  in  the  little  shop.  All 
round  the  ledges  are  hung  skeins  of 
colored  wool  from  nails,  and  down  be- 
low a  similar  row  of  hand  knit  socks 
is  hung.  Every  preference  in  the  way 
of  hosiery  for  men,  women  and  children 
is  to  be  satisfied  at  Davidson's  where 
the  stock  comprises  both  manufactured 
and  hand-knit  hosiery  as  well  as  both 
domestic  and  foreign  yarns.  It  is 
claimed  that  the  yarn  business  d^ne 
each  year  by  this  store  is  among  the 
largest  in  the  maritime  provinces,  f 
it  is  not  unusual  for  the  proprietor  to 
have  to  instruct  feminine  customers  as 
to  the  requirements  for  various  types 
of  socks,  estimating  the  number  c 
skeins  and  so  on. 

All  day  long  the  little  store  is  kept 
busy  and  the  huge  stock  of  yarns  and 
baskets  is,  of  necessity,  renewed  sev- 
eral times  a  week,  particularly  during 
the  Fall  and  Winter  months  when  ba- 
kets  and  yarns  both  seem  to  be  inex- 
haustibly popular.  During  the  cool 
Summer  months  the  Indians  ply  their 
craft  of  basketry,  creating  many  unique 
and  beautiful  effects  out  of  split  woo~h 
and  sweet  hay,  carving  bows  and  ar- 
rows, stringing  snow-shoes  and  stitch- 
ing elaborate  bead  embroideries  on 
moccasins.  These  they  bring  to  Mr. 
Davidson  who  from  his  life  long  asso- 
ciation with  the  Indians  is  able  to  ad- 
vise them  as  to  the  types  of  basketry, 
etc.,  most  in  demand  and  to  give  them 
new  ideas  to  recreate  in  these  materials. 

Baskets  of  Every  Size  and  Shape 

Among  the  most  wanted  styles  of 
baskets  shown  in  the  store  was  an  "au- 
tomobile   basket"    developed    in    natural 


split  wood  in  a  size  to  fit  exactly  into 
a  running  board  and  equipped  with  two 
small  wicker  pots  into  which  thermos 
bottles  can  be  slipped  and  kept  firmly 
upright  during  a  trip.  Brightly  colored 
market  baskets  of  a  dozen  different 
varieties,  as  well  as  dainty  fancy  work 
baskets  fashioned  out  of  New  Bruns- 
w'ck  sweet  hay,  fragrant  as  a  clover 
field,  are  shown  in  many  odd  shapes. 
Toys  such  as  canoes,  wigwams,  picture 
frames  of  birch  bark  and  so  on  are 
likewise  featured.  Baskets  vary  all  the 
way  in  size  from  the  largest  clothe :- 
hamper  down  to  the  tiniest  thimble  con- 
tainer and  are  a  study  of  great  interest 
to  everyone  who  appreciates  work  of 
this  nature. 

Should  you  require  a  paddle  for  your 
canoe  or  a  nice  new  wooden  print  for 
your  butter,  a  wooden  spoon  for  the  kit- 
chen or  a  pair  of  straw  office  cuffs, 
your  wants  can  also  be  supplied  at 
Davidson's  without  difficulty.  These 
are  in  part  the  range  offered  in  this  un- 
usual little  shop,  which  is  perfumed 
with  the  aroma  of  sweet  grasses  and 
of  the  odor  of  new  woods. 

Outside  the  front  door  is  to  be  found 
the  one  and  only  indication  as  to  the 
character  of  the  shop,  namely,  a  life- 
like dummy  sheep,  painted  white  and 
standing  on  a  bright  green  stand  to 
represent  its  native  meadows.  This 
sheep  is  accounted  as  one  of  the  curios 
of  St.  John  commercial  life  and  dates 
back  fully  75  years,  having  withstood 
the  storms  and  winds  of  three  quarters 
of  a  century  in  order  to  symbolize  to 
passers  by  the  character  of  the  goods 
within  the  store.  Placed  out  on  the 
street,  this  sheep  has  become  a  land 
mark,  appreciated  by  older  residents  of 
the  city,  as  well  as  curious  tourists  who 
make  vain  attempts  to  purchase  it,  and 
marvel  that  its  value  is  held  so  high. 


THE  STORY  OF  THE  OSTRICH 


(Continued  from  page  71) 

other  is  added  to  it  so  cleverly  that  the 
join  can  hardly  be  seen.  The  quills  are 
spliced  and  then  sewn  together,  the 
stitches  being  concealed  as  much  as 
possible. 

Curling  is  not  a  difficult  process.  A 
dull  kn'fe  is  drawn  over  the  flues,  four 
or  five  being  taken  at  a  time.  The  trick 
is  to  draw  the  knife  evenly  so  that  the 
pressure  is  the  same  all  along  the  flue. 
An  ordinary  worker  can  curl  a  yard  of 
ostrich  on  both  sides  in  ten  or  fifteen 
minutes. 

Burnt  and  Glycerined  Ostrich 

Burnt  feathers  of  which  we  hear  so 
much  these  days  are  treated  with  a  sol- 


ution which  destroys  the  down  on  the 
flue.  Burning  is  said  to  have  originat- 
ed because  of  the  great  prejudice  which 
exists  against  peacock  in  the  natural 
shaoe.  Burnt  peacock  met  with  such 
success  that  the  same  process  was  tried 
on  other  feathers,  notably  ostrich  and 
pheasant. 

The  so-called  glycerined  feathers  are 
not  nowadays  treated  with  glycerine. 
This  process,  which  was  used  formerly, 
proved  very  unsatisfactory;  as  soon  as 
the  glycerine  evaporated,  the  flue  re- 
opened. For  the  past  three  years  after 
a  great  deal  of  experimenting  the  same 
effect  has  been  obtained  by  using  var- 
ious nvneral  oils,  combined  with  gela- 
tine, formaldehyde,  and  magnesium 
chloride,    intimately    mixed. 

Manufacturers    of    ostrich   feathers    in 


this  country  have  a  great  many  diffi- 
culties to  contend  with  as  pioneers  in 
the  industry.  Even  though  the  feath- 
ers cannot  be  grown  in  Canada,  they 
have  to  pay  a  British  preferential  tar- 
iff of  10  per  cent,  and  a  general  one  of 
15  per  cent,  on  their  imports  in  the 
raw  state.  When  these  are  manufac- 
tured elsewhere  and  shipped  here,  the 
duty  on  them  is  only  20  per  cent,  pref- 
erential and  2TV2  per  cent,  general. 

The  obtaining  of  machinery  presents 
obstacles  also.  In  fact  so  few  machines 
can  be  found  which  are  of  any  use  in 
the  work,  that  ostrich  manufacturers 
have   made  most   of  those   they  use. 

It  is  difficult  to  get  experienced 
workers  in  Canada.  This  factory,  which 
employs  at  times  as  many  as  two  hun- 
dred girls  as  finishers,  has  trained  every 
one   in   the  various   operations   required. 
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Czecho-Slovakia  Has  Place  in  the  Sun 

This  Little  Country  Turning  Out  Fancy  Lines  For  the  Whole 

World — Revival  of  Many  Old-fashioned  Designs  in  China  and 

Pottery — Wanted :  Another  Doll  Novelty 


A  TOUR  of  Toronto's  wholesale  im- 
porting houses  would  convince  a 
casual  observer  that  without 
Czecho-Slovakia,  we  Canadians  would  be 
in  a  bad  way  as  far  as  our  smallware 
lines  are  concerned.  The  number  of 
things  marked  as  the  product  of  that 
little  country  is  extraordinary.  The  ra- 
pidity with  which  it  has  returned  to  its 
former  basis  is  remarkable  when  it  is 
remembered  that  not  more  than  ten 
per  cent,  of  the  present  workers  learned 
their  trades  previous  to  the  war. 

The  line  in  which  Czecho-Slovakia  has 
made  most  remarkable  strides  is  in 
earthenware  and  pottery.  Of  course  the 
very  best  grades  of  china  still  come  from 
England  and  France,  but  for  durable  and 
attractive  lines  in  medium-priced  ware, 
the  product  of  this  country  cannot  be 
equalled. 

Here  are  a  few  of  the  things  which 
are  imported  from  this  tiny  republic: 
bead  necklets  and  fringes,  bead  rosaries 
and  beads  sold  by  the  pound,  crystal 
goods,  ink  stands  and  scent-boxes,  imi- 
tation jewelry  and  trinkets,  glass  and 
metal  buttons,  imitations  of  precious 
stones,  tin  and  wooden  toys,  mechanical 
toys,  glass  mirrors,  toy  pianos,  pottery 
and  earthenware,  particularly  of  the 
semi-porcelain   type. 

Why    Dishes   Are   Hard    to    Get 

Dry  Goods  Review  is  constantly  hear- 
ing from  retailers  the  complaint  that 
they  cannot  get  their  stock  lines  of 
dishes  filled  within  a  reasonable  time. 
There  are  some  of  these  merchants  who 
seem  not  to  understand  the  difficulties 
with  which  importers  have  to  deal  and 
cannot  satisfy  their  customers  in  this 
regard. 

China  manufacturers  do  not  start  on 
one  pattern  until  they  have  sufficient 
orders  to  keep  their  whole  factory  busy. 
In  other  words  the  complete  works  is 
occupied  with  only  one  design  at  a  time. 
This  means  that  the  world's  supply  is  all 
turned  out  together. 

Each  operator  learns  how  to  make  only 
one  article  in  these  factories  so  that  the 
same  man  cannot  turn  from  a  plate  to 
a  cup  as  required.  This  is  why  there 
must  be  enough  work  to  make  It  wortn 
while  turning  the  whole  place  over  to  one 
design.  Moreover,  only  one  pattern  may 
be  placed  in  the  kiln  for  firing  at  a  time. 

In  countries  now  making  earthenware 
for  the  first  time,  this  delay  is  necessarily 
longer  than  in  England  and  France.  The 
patterns  they  use,  especially  in  the 
semi-porcelain  ware,  have  been  out  so 
short  a  time  that  the  world  has  not  yet 
required  repeats  on  many  of  them. 

Importing  houses  in  Toronto  report  a 
bigger  demand  for  all  kinds  of  souvenir 
and  emblematic  lines  than  they  have  had 


in  many  seasons.  They  are  asked  for  in 
china,  brass  and  celluloid.  In  the  cellu- 
loid, national  and  local  emblems  are 
favored,  but  in  the  china  and  brassware 
historical  designs  and  heads  of  notable 
figures  are  selling.  One  of  the  best 
numbers  is  the  brass  door-knocker  which 
carries    a    significant    figure. 

Mottoes  are  again  prominent  in  pot- 
tery and  earthenware.  The  demand  for 
semi-porcelain  cups  and  plates  with 
scenes  and  quotations  from  famous  writ- 
ers has  been  surprising.  Candles,  vases 
and  plaques  of  this  type  are  being  sup- 
plied to  gift  shops  and  souvenir  stands 
in  greater  quantities  than  they  have  for 
the   last  four  or  five  years. 

Other    Novelties    Which    Sell 

Ruskin  ware  is  gaining  every  month 
not  only  in  the  cities  but  among  the  out- 
side trade  as  well.  In  every  town  where 
travellers  show  it,  there  is  a  big  pro- 
portion of  the  retail  trade  interested. 
The  comparatively  high  price  seems  a 
help  rather  than  a  hindrance  when  the 
consumer  learns  the  real  value  of  it. 

Most  of  the  Ruskin  ware  in  ordinary 
use  is  of  the  lustre  variety  and  comes  in 
the  beautiful  shades  which  have  made  it 
famous.  But  there  are  other  pottery 
lines  made  by  this  famous  English  fac- 
tory which  are  just  as  wonderful  in  their 
way.  There  are  the  "self-colors"  a 
name  given  to  those  which  are  in  one 
color  and  without  the  shiny  finish  of  the 
lustre  ones;  the  "mottled"  pottery  has 
a  foundation  of  one  of  the  usual  shades 
with  designs  or  spots  in  contrasting 
tones;  the  "kingfisher  blue"  and  the 
"dove  grey"  are  different  from  any  of 
the  others  in  their  finish.  All  of  these 
varieties  of  Ruskin  ware  are  called  "re- 
peats" because  they  may  be  duplicated; 
then  there  are  the  "non-repeats."  The 
last  named  are  so-called  because  there 
are  not  two  pieces  alike  in  the  whole 
commercial  world.  This  pottery  is  made 
in  such  a  way  that  when  fired  every 
piece  is  different.  Very  beautiful  designs 
are  obtained  in  it,  particularly  in  the 
very  large  pieces. 

Buyers  say  that  the  Merry  Olde  Eng- 
land ware  is  taking  very  well  in  the 
British  Isles  and  that  wholesalers  and 
large  retailers  are  beginning  to  push  it 
in   this   country. 

Astra  and  Chameleon  ware  are  two 
more  of  the  pottery  family  which  are 
good  now  and  which  are  promised  as 
even  better  for  spring. 

Although  the  better  lines  of  earthen- 
ware and  pottery  are  strong  all  over 
the  country,  importers  say  there  is  a 
corresponding  demand  for  cheap  grades 
ranging  from  10c  to  25c  retail.  In  fact 
they  are  looking  for  a  return  of  the  day 


when  everybody  buys  everybody  else  a 
cheap  little  what-not  to  put  away  in 
some   dust-ridden   corner. 

What  Will  Replace  Kewpie? 

The  days  of  the  kewpie  doll  are  at 
last  numbered.  Its  reign  was  brilliant 
and  long  for  a  novelty  but  it  has  at  last 
come  to  an  end.  The  strange  thing  is 
that  there  is  nothing  in  its  place.  The 
kewpie  will  no  doubt  sell  again  at  the 
Canadian  National  Exhibition  but  it  will 
be  for  lack  of  something  new  to  whet  the 
appetite  of  the  midway  ball-throwers 
rather  than  because  of  its  own  popular- 
ity. 

The  Teddy  bear  is  still  holding  its  own 
and  toy  dealers  say  that  they  can  always 
depend  on  a  goodly  share  of  business 
from  it  no  matter  what  else  is  being  fea- 
tured. 

Someone  has  suggested  that  the  next 
novelty  should  be  made  beautiful.  It  is 
a  pity  when  there  are  so  many  ugly 
things  in  this  world,  that  clever  toy- 
makers  think  of  adding  to  the  number.  It 
is  claimed  that  these  things  have  a  bad 
effect  on  people's  minds  and  spirits.  This 
is  particularly  true  of  children  in  whose 
hands  these  toys  usually  fall. 

Of  course  there  are  many  people  who 
revel  in  the  grotesque — people  who  love 
yellow  cats  with  long  necks  and  Oriental 
"fumbs-up"  creations,  but  the  child  is 
the  real  test  of  the  pleasure  such  things 
can  give.  Few  children  will  choose  these 
in  preference  to  the  beautiful  toys  which 
are  made  to  resemble  the  things  they 
see  in  nature. 


The  annual   picnic   of  the   F.    R.  Mac- 
Millan's  store,  Saskatoon,  was  held  July 
26,  the  staff  and  ther  friends  leaving  11 
store   by  automobile  at  two  o'clock   1 
Pike  Lake. 

The  big  feature  of  the  afternoon  was 
the  baseball  game  between  the  mana 
gers  and  staff.  The  game  lasted  only- 
six  innings,  but  was  full  of  sensation. 
Mr.  MacMillan  and  Mr.  C.  O'Brien  form- 
ed the  battery  for  the  managers,  i 
for  the   staff,   Messrs.   R.   Atcheson  and 

E.  Paul.     It  was  found  necessary  ai 
three  innings  to  change  the  pitcher  on 
the  managers'  side,  and  to  give  the  op- 
ponents a  chance. 

The  lineup  was  as  follows; 
Managers — Captain,      W.    G.      Perry, 
Messrs.  J.  Paul,  W.  Adams,  R.  R.  Brown, 

F.  R.  MacMillan,  E.  A.  O'Brien,  E.  D. 
McMartin,  P.  J.  Bouthilette,  E.  S.  Evan- 
son,  C.  O'Brien. 

Staff — Captain,  R.  Atcheson,  Messrs. 
W.  Field,  H.  Rhoden,  D.  Rivitt,  Cole,  J. 
McCammon,  J.  Whiteford,  R.  Hand, 
Warren. 
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.We  are  having  good  success  with  our  Elastic  Cabinet.  It  is  the  best 
proposition  in  the  market.  The  Cabinet  is  thoroughly  practical  and 
if  displayed  in  your  store  will  greatly  increase  and  facilitate  your  sales 
of  Elastic.     Let  us  send  you  one  on  approval. 


Lady  Dainty  Hair  Nets 

are  continually  making  warm 
friends  amongst  the  ladies  on  ac- 
count of  their  wearing  qualities 
and  size. 
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US 

WHEN 

IN 

THE 

CITY 

FOR 

THE 

EXHIBITION 


wrinch,  McLaren  limited 


8 


120  Wellington  Street  West, 

The  Smallware  Specialty  House 
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THE  PRINCESS 

Oblique  Boned  Satin  Faced  Petersham 


This  make  is  superior  to  any  other  make,  giving 
a  decided  support  to  the  skirt,  also  an  excellent 
finish. 

Made  in  straight  and  shaped,  black,  white,  2,  2%, 
3    inch.     To    be    had    from    all    wholesale    houses. 

Also  lower  makes  in  mercerized  art  silk,  silk, 
plain,  boned,  straight  and  shaped.  Bound  edge 
makes,   etc. 

Men's  Felt   and   Soft  Hat   Ribbons. 
Ladies'    Hat    Ribbons,    Black    and 
Colors. 

Wholesale  Only 

F.  W.  LLOYD 

115  Fore  Street 

London,  E.  C. 

ENGLAND 

Your   Enquiries    Will   Be   Appreciated 


tmeCem" 

MIAC  AR  A 


The  Brand  Name  for  Quality  Notions. 

CREATING  A  DEMAND 

For  the  Gem  of  Niagara 
brand  fasteners,  hooks  and 
eyes,  hook  and  eye  tape, 
and  safety  pins  by  our  per- 
sistent advertising  in  Good 
Housekeeping,  McCall's 
Woman's  Home  Companion, 
Delineator  and  other  publi- 
cations— reaching  from  10,- 
000,000  to  12,000,000  wo- 
men readers — will  mean 
money  to  you. 


If  your  jobber  does  not  yet 
carry  this  line,  write  for 
nearest  source  of  supply. 
The  smart  appearance  of 
the  "Gem  of  Niagara"  line 
brightens  up  your  notion 
counter. 

Francis  Mfg.  Co. 

Niagara  Falls,  N.  Y. 

Famous  for  Fine  Notions  for 
Over  Quarter  Century. 


WM.  E.  WRIGHT  SAYS: 

"It's  in  the  making.  We  buy  only 
the  best  materials  from  the  best  mills 
for  making  WRIGHT'S  Tapes,  but  the 
materials  and  our  special  converting 
(important  as  they  are)  are  second- 
ary in  value  to  our  method  of  making. 

"The  principal  reason  for  cutting  ma- 
terials on  the  bias  is  to  obtain  elastic- 
ity and  if  this  is  taken  out  in  the  pro- 
cess of  making  into  tape,  the  most 
valuable  quality  of  the  bias  folds  is 
gone. 

"Our  patented  machinery  enables  us 
to  retain  the  fullest  elasticity  in  our 
tape.  Our  cutting,  folding  and  wind- 
ing processes  leave  the  maximum 
amount  of  stretch  for  the  use  of  the 
sewer  at  the  time  she  applies  the 
tape. 

"Remember  'It's  in  the  making'." 

Send  for  Color-Card  of 

WRIGMI1BIASF0LDWI 

showing  our  full  line  of  fast  colored  percales,  also  Wright's 
E-Z-Trim.  You  will  find  this  card  to  be  a  great  convenience 
in  making  up  your  orders.  It  shows  our  13  plain,  7  checked 
and    6   striped   colors    of   Tape    and    7    colors   of   E-Z   Trim. 


Something    new    and    useful    for    the    Notion     Department.     Sample 
card    showing    7    colors    sent    on    request. 

WM.  E.  WRIGHT  &  SONS  COMPANY 


Manufacturers 


350-370  Scotland 
Road 


Orange,  N.J. 


WRIGHT'S 
BIAS  FOLD  TAPE 

v   It  turns  itself  ' 


In  U.  S.  Pat.  Off. 
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Mr.  Merchant: 

IF    YOUR    STORE    COULD     POINT 
ITS   FINGER   AT   YOU  AND    SAY- 

"Consider    Well   Your  Future" 

Your  future  depends  upon  the  results  of  to-day.  Are  you  doing  the  business 
now  that  your  store  ought  to  do?  If  your  own  store,  could  point  its  finger  at 
you,  would  you  be  stirred  to  real  effort  and  quick  action? 


I  he  Kwik  Sales  Promotion  Service 
Will  Arrange  Your  Special  Sales 


The  Kwik  Sales  Promotion  Service  will  plan  your  special  sales  advertising  from  start  to  finish.  It  will  suggest 
how  best  to  advertise  and  when.  It  will  prepare  your  newspaper  advertising,  store  cards,  price  tickets  and  win- 
dow banners   in   the   most   effective   style. 

Every  detail  in  connection  with  your  special  sale  will  be  handled  by  men  of  wide  experience  in  all  branches 
of  sales  advertising.  Write  us,  giving  some  idea  of  your  store,  and  we  will  gladly  furnish  particulars  of  a 
suitable    sales    event. 


$1,000  Increase  In  a  Day 


A  special  Birthday  Sale  brought  an  increase  of  $1,000  in  the  day's  business  of  a  Hamilton  store.  Similar  in- 
creases have  been  reported  during  the  August  sales.  Are  you  going  to  hold  a  Clearance  Sale?  Let  the  Kwik 
Sales  Promotion  Service  suggest  and  advise.     A  consultation  puts  you  under  no   obligation. 


The    Kwik    Sales    Promotion    Service 

66    Bond    Street,    Toronto 
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Need  of  Knitted  Outerwear  Dept 

Belief  That  Many  Sales  Are  Being  Lost  Through  Method  of 

Dividing  Knitted  Outerwear — Better  for  Customer  and  Store 

Alike — Some  of  the  New  Knitted  Garments  Seen  in  the  Montreal 

Field — Children's  Wear  Big  Feature 


FOR  the  Fall  trade  many  exceeding- 
ly'lovely  novelty  garments  have  been 
evolved  by  a  leading  Montreal  knit- 
ting company  which  specializes  in 
knitted  outer-wear  for  both  children  and 
grown  ups.  In  an  interview  with  the 
head  of  this  firm  Dry  Goods  Review  was 
informed  that  there  are  to  be  no 
startling  innovations  but  rather  the 
Winter  samples  show  adaptions  of  the 
Summer  styles,  developed  in  heavier 
yarns  and  in  closer  weaves. 

Mohairs  and  silk  mixcures  with  wool 
are  to  be  shown  among  the  more  ela 
borate  of  the  novelties,  including  pull- 
overs, coat  sweaters,  sets  and  scarves. 
In  perfectly  plain,  tailored  knitted  gar- 
ments the  weights  will  be  slightly  heavi- 
er than  has  been  previously  the  case 
and  the  neutral  colorings  will  have  the 
lead  in  sweaters  of  the  better  sort. 

Probably  the  leading  innovation  is  the 
development  of  the  coat  sweater  along 
the  lines  of  a  mannish  effect,  reminis- 
cent of  the  English  "Cardigan"  without 
a  collar  of  any  sort,  merely  a  band  to 
finish  the  neck  knitted  in  close  con- 
struction tapering  off  into  a  V  effect 
where  the  coat  meets  in  front,  fastened 
with  double  twin  buttons  on  wool  links. 
Capacious  pockets  and  a  narrow  belt 
complete  the  practical  nature  of  this 
new  type  of  sweater  for  the  Canadian 
girl. 

About  the  same  percentage  of  pull- 
overs will  be  offered  as  was  the  case 
last  season,  featuring  plain  round  necks, 
slightly  oval  and  deep  V  openings  in 
front.  Less  of  the  vivid  oriental  pat- 
terning will  be  seen  in  favour  of  simple 
one  color  effects,  and  ribbing  will  be  less 
pronounced,  preference  being  shown  for 
smooth  weaves.  Moderately  round  col- 
lars will  be  attached  to  some  of  the 
pullovers  which  can  be  worn  with  or 
without  an  additional  blouse  collar.  In 
general  the  Winter  styles  in  pullovers 
will  measure  about  24  or  35  inches  in 
length  while  the  coat  sweaters  will  run 
slightly  longer,  as  much  as  27  to  28 
inches. 

Brushed   Wool   Coats   and    Sets 

For  real  winter  sports  wear  the  smart 
woman  will  want  one  of  the  newest 
brushed  wool  coats  embellished  with 
vivid  stripes  or  else  stripings  of  black 
on  the  white.  These  coats  are  sold  pre- 
ferably in  three  piece  sets  comprising 
Tarn  o'  shanter,  scarf  and  coat.  Pull- 
over models  are  also  developed  in  this 
shaggy  and  delightfully  warm  wool,  one 
such  model  being  created  entirely  of 
orange  striped  in  blurred  green  and 
blue,  an  effect  which  will  be  extraordin- 
arily effective  for  Winter  sports,  as  is 


also    all    white    edged    with    yellow    and 
blue. 

Considerable  emphasis  is  accorded  to 
the  subject  of  scarves  this  Autumn 
particularly  in  such  yarns  as  brushed 
alpaca  and  cashmere.  Practically  every 
wanted  width  can  be  had  varying  from 
10  to  36  inches,  while  the  preferred 
length  is  72  inches.  Checker  board 
effects  are  a  popular  weave,  combining 
blocks  of  dark  and  light  shades  inter- 
sected with  white  or  some  other  light 
tone.  Stripes  are  however  coming 
to  the  fore  as  a  decorative  treatment  of 
knitted  goods  and  vary  all  the  way  from 
rainbow  effects  to  broad  and  vivid  bars 
of  a  character  to  vie  with  Jacob's  coat 
of  many  colors. 

Kiddies    Adopt    Knit    Goods    Universally 

In  children's  wear  there  is  opening  up 
one  of  the  busiest  seasons  ever  experi- 
enced, according  to  the  same  authority. 
This  executive  estimates  that  as  much  as 


J  3110 — Ladies  Tuxedo,  Moss-stitch^ 
pure  wool  Sweater  Coat,  with  belt,  in 
the  selling  shadi'.s  of  the  season—Black 
Brown,  Buff,  Navy  and  Scarlet. 
Shown  by  Alphonse  Racine,  Limited, 
Montreal. 


50  per  cent,  of  the  season's  business  will 
be  done  on  children's  goods  including 
sweaters,  knitted  suits  and  dresses  and 
sets.  The  ever  popular  Oliver  Twist 
suit  comprising  trousers  and  blouse 
buttoned  together  will  continue  as  much 
in  demand  as  ever,  while  kilted  skirt 
effects  in  jumper  styles  will  be  equally 
good  for  girls.  A  new  style  of  4  piece 
set  for  small  children  is  developed  in 
heavy  brushed  wool  in  camel's  hair 
effect,  comprising  an  overall,  cap  and 
mittens.  The  legs  of  the  overall  are 
finished  with  seam  fitted  feet,  so  that  the 
ankle  fits  smoothly  and  without  the  usu- 
al annoying  wrinkles  so  often  seen  when 
rubbers  are  fitted  over  overstockings. 

A    New    Department   Wanted    for   Outer 
Wear 

In  commenting  upon  the  prospects  in 
knitted  goods  for  the  coming  year,  this 
manufacturer  pointed  out  several  sig- 
nificant facts  which  should  be  considered 
by  every  retailer  and  merchandise  mana- 
ger who  is  in  any  way  concerned  with 
the  purchase  of  knitted  apparel.  "The 
time  has  now  come,"  he  explained, 
"when  there  should  be  a  knitted  outer- 
wear section  in  every  store,  and  the 
present  system  of  dividing  knitted  goods 
up  among  four  or  five  buyers  is  entirely 
out  of  date  and  cumbersome.  From  the 
customer's  point  of  view  there  is  no  ob- 
ject whatever  gained  in  having  to  go  to 
the  neckwear  department  in  order  to 
purchase  a  scarf,  and  to  the  millinery 
department  to  buy  a  knitted  hat,  and  to 
the  ready-to-wear  department  if  a  knit- 
ted dress  or  cape  is  desired,  and  so  on. 
A  customer,  furthermore,  is  only  too 
likely  to  find  that  she  cannot  make  up  a 
complete  set  of  any  wanted  type  of 
knitted  goods  for  the  reason  that  store 
buyers  have  an  aversion  to  duplicating 
any  kind  of  goods  found  elsewhere  in 
the  store.  Consequently,  with  Fashion 
decreeing  sets  as  essentially  smarter 
than  odd  pieces,  what  is  a  customer  to 
do  when  an  entire  outfit  cannot  be 
bought  at  once  without  endless  trouble  ? 

Buyers   Should   Clear  Stock  Quickly 

"Then  take  the  standpoint  of  the 
manufacturer  who  has  various  kinds  of 
knitted  goods  to  dispose  of.  He  makes 
up  matching  sets  because  they  are  in  de- 
mand by  the  consumer,  but  when  he 
takes  them  to  the  store  he  has  to  sell 
the  sweaters  in  one  section,  the  head- 
wear  in  another,  the  scarves  in  another 
and  so  on.  The  chances  are,  moreover, 
that  the  buyers  will  refuse  to  take  any 
piece  which  can  be  matched  up  into  sets, 
and  so  the  idea  of  uniformity  is  entirely 
(Continued  on   page  88) 
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Silk  and  Wool  Hose  for  Fall 

Plain  Cashmere  in  Light  Colors  Comes  Next — Canadian  Mills 
Turning  Out  Enough  Children's  Hose  to  Satisfy  Demand — Wool 
On    the    Increase    in    Underwear — Hose    Selling    When    Retail 

Prices  Close 
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HE  hosiery  puzzle  for  Fall  has 
finally  been  settled,"  says  the 
Toronto  representative  of  sev- 
eral knitting  mills.  "All  of  the  manu- 
facturers who  are  interested  in  hose  are 
stocking  very  heavily  in  the  silk  and 
wool  mixtures.  These  are  certain  not 
only  for  Fall  but  all  through  the  Winter 
for  high-class  trade.  The  wearing  qual- 
ity of  this  mixture  is  one  of  the  big  rea- 
sons for  its  possibilities.  Moreover,  it 
makes  a  well-fitted  stocking  and  is  al- 
ways  dressy." 

"What  about  wool  heather  mixtures?" 
asked  Dry  Goods  Review.  "There  is  no 
doubt  that  these  will  sell  but  in  the 
cheaper  grades  rather  than  in  the  best 
all-wool  mixtures  as  in  other  seasons. 
For  the  trade  that  prefers  good  wool 
hose,  plain  cashmere  will  be  best.  These 
will  be  stressed  in  all  the  light  shades, 
bamboo,  mouse  and  biscuit  being  partic- 
ularly featured." 

Silk  and   Wool   Colors 

All  of  the  knitted  goods  firms  in  To- 
ronto are  showing  the  following  colors  in 
their  silk  and  wool  hose:  sand,  all  the 
new  brown  shades,  particularly  muffin, 
toast  and  Rembrandt,  silver  and  pigeon 
grey,  periwinkle,  black  and  white. 

For  next  Spring  one  manufacturer  has 
a  line  of  silk  and  Lisle  hose  ready.  These 
are  being  featured  as  better  wearing 
than  the  all-silk.  The  Spring  shades  are 
made  up  in  these,  the  henna  range  being 
again   prominent. 

Children's    Hose 

A  year  ago  it  was  said  that  seventy 
per  cent,  of  the  hose  made  for  Canadian 
children  was  imported.  To-day,  our 
factories  are  able  to  take  care  of  the 
demand  themselves.  In  fact  one  buyer 
believes  that  for  next  summer  there  will 
not  be  any  importing  done.  This  will  cer- 
tainly be  the  case  if  our  manufacturers 
are  able  to  keep  their  prices  well  under 
the  foreign  hose  as  they  are  at  present. 
At  least  two  factories  are  now  giving  all 
their  time  to  children's  hose,  and  several 
of  the  older  ones  have  added  machinery 
for  this   work. 

Children's  hose  for  next  spring  will 
be  in  both  half  and  three-quarter  lengths. 
The  colors  are  promised  as  about  the 
same  as  this  year  and  cuffs  are  still 
good. 

Good  News  In  Underwear 

Already  one  Hamilton  mill  has  turned 
out  four  times  as  much  woollen  under- 
wear as  it  did  last  year.  The  type  re- 
quired is  of  the  pure  wool  Botany  var- 
iety. In  fact  there  has  been  a  remarkable 
decline  in  demand  for  coarse  wool  even 
for  men's  underwear. 

Orders  for  wool  wear  have  been  re- 
ceived from  all  directions,  even  from  the 


cities,  where  it  was  thought  a  year  ago 
the  wool  trade  was  dead  in  women's  un- 
derwear at  least. 

In  this  line  also  Canadian  manufac- 
turers have  ceased  to  worry  about  im- 
ports. Heretofore  most  of  their  com- 
petition was  in  English  goods.  But 
Canadian  women  were  not  satisfied  with 
the  cut  of  these  garments  as  a  rule. 
Manufacturers  have  tried  to  please  them 
in  this  matter  and  now  have  lines  with 
low  and  bateau-shaped  necks,  no  and 
short  sleeves,  as  well  as  different  lengths 
of  drawers  in  the  wool  garments  just 
as  in  cotton.  They  have  tried  also  to 
fit  their  garments  closer  so  that  a  more 
tailored  appearance  is  given  than  in 
most   of   the   foreign    garments. 

Only   the   Best   Selling 

A   Toronto  buyer  called  the   attention 


Pure  v>ool  boys"  and  girls'  golf  stock- 
ings, ribbed  knit,  reinforced  heel  and 
toe,  shown  in  colors  of  heathers  of 
blue,  brown  or  lovat;  solids  of  fawn 
or  silver  grey.  Fancy  caffs  on  dark- 
colors  in  patterns  of  diagonals  or 
blocks  in  blue,  green  or  purple.  On 
light  colored  stockings  patterns  of 
ivhite,  fawn,  silver  grey  or  grey  and 
white,  fawn  and  ivhite  combinations. 
Shown  by  Kenwood  Mills,  Limited. 
Arnprior. 


of  our  representative  to  the  remarkable 
business  which  some  of  the  mills  in  this 
country  are  doing  while  others  are  turn- 
ing out  very  little.  He  says  that  with- 
out exception,  those  which  are  busiest 
are  the  ones  making  good  grades  of 
knitted  lines,  whether  they  be  sweaters, 
hose,  underwear  or  novelty  things.  The 
day  of  the  cheap  knitted  garment  is 
gone. 

The  panic  of  last  year  made  many 
manufacturers  turn  to  cheaper  grades 
than  they  had  turned  out  during  the  war 
and  the  years  following  it.  But  the  ma- 
jority of  these  have  given  up  this  work 
because,  although  the  consumer  thought 
for  awhile  that  he  wanted  it,  he  did 
not  when  the  test  came. 

Retail  Business  in  Hose  Large 

Toronto  stores  report  a  splendid  sea- 
son in  women's  hose.  They  have  had  to 
give  big  reductions  and  many  induce- 
ments, however,  to  get  this.  Most  of  the 
stores  have  special  hosiery  tables  near 
the  main  entrance  and  they  are  selling 
even  their  regular  lines  very  close. 

The  Murray-Kay  Company  which  has 
had  in  operation  for  some  months  a 
special  offering  in  women's  hose,  declares 
that  this  is  one  of  the  biggest  successes 
they  have  ever  had.  A  two-dollar  hose 
is  offered  with  an  unconditional  guar- 
antee. This  means  that  any  woman  may 
return  a  pair  which  she  considers  did  not 
give  her  sufficient  wear.  There  is  no 
time  limit  placed  upon  the  guarantee. 
This  offering  was  made  as  a  test  of  the 
honesty  of  Toronto  women.  They  have 
more  than  justified  the  company's  opin- 
ion of  them.  Less  than  half  the  percent- 
age of  hose  which  was  expected,  has  been 
returned. 

The  firm  have  a  special  mark  on  each 
guarantee  tag  which  shows  the  month  in 
which  the  sale  was  made.  The  customer 
does  not  know  this,  however.  In  very 
few  instances  have  women  made  incon- 
siderate demands.  Even  when  this  is 
done  the  Murray-Kay  Company  gives  an- 
other pair  of  hose  if  required,  the  name 
and  address  of  the  person  being  the  only 
check  on  repetition  of  the  request.  These 
names  and  addresses  are  not  necessarily 
used  but  asking  for  them  whenever  a 
second  pair  of  hose  is  given  out  in  ex- 
change for  worn  ones,  has  a  remarkable 
moral  effect  on  most  women,  it  is  claim- 
ed. 

The  only  point  on  which  the  company 
insists  is  that  with  every  pair  returned, 
there  must  be  the  guarantee  tag  which 
was  attached  at  the  time  of  the  pur- 
chase. 

Special  arrangements  were  of  course 
made  with  a  Canadian  manufacturing 
firm  in  order  to  have  this  feature  offering. 
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Coal  Shortage  Helps  Wool  Lines 

Undergarments  of  Wool  Selling  Better  Than  for 
Years — Canadian  Mills  Doing  Large  Export  Trade 
— Retailers  Should  Boost  Fancy  Knitted   Under- 
wear 


J  3111 — Ladies'1  Heavy  Tuxedo,  pure 
ivool  Sweater  Coat,  with  sash  and 
stole  collar-front,  fancy-barred  in  con- 
1 1  //sting  shades,  Black  and  White, 
Fluff  and  Brown,  Royal  Blue  and 
Black,  Turquoise  and  White.  Shown 
by   Alphonse   Racine,   Ltd.,   Montreal. 


WHY  HE  DID  NOT  GET  THE  ORDER 

(Continued  from   page   36) 

He  was  canvassing  only  until  he  could 
get  something  better. 

He  carried  a  sour  expression  and  had 
a  forbidding  manner. 

He   lacked   cordiality. 

He  lost  his  temper  and  was  disagree- 
able when  he  was  first  turned  down,  and 
could  not  succeed  in  overcoming  the 
bad  impression. 

He  unloaded  cheap  lines  and  undesir- 
able goods  upon  one  customer,  and  then 
bragged  about  his  shrewdness  to  the 
next. 

He  could  not  make  his  prospective 
customer  feel  that  he  was  a  real  help 
to  him  in  the  selection  of  what  he  ac- 
tually needed. 

He  did  not  study  his  proposition,  and 
he   could   not  answer  all   objections. 

He  did  not  bring  the  whole  man  to 
his  task. 

His  tongue  outlasted  his  brain. 

He  could  not  concentrate  his  talk;  he 
scattered  too  much. 

He  was  polite  only  as  long  as  he 
thought  he  was  going  to  get  something. 

His  cold,  reserved  manner  made  a 
first  impression,  which  he  could  not 
overcome. 

He  gave  one  the  impression  that  he 
was  a  beggar  instead  of  the  representa- 
tive of  a  reliable  house. 


KNITTING  mills  throughout  Ontario 
report  business  as  fair  in  every 
line  with  a  much  larger  percentage 
of  orders  for  wool  undergarments  than 
last  year.  This  increase  is  in  both  men's 
and  women's  garments.  The  sweater  de- 
mand has  been  quite  up  to  expectations, 
particularly  in  silk.  In  spite  of  a  rather 
cool  Summer,  bathing  suit  orders  have 
been  very  large  and  many  retailers  are 
already  beginning  to  interest  themselves 
in  next  Spring's  samples. 

There  is  less  in  the  way  of  novelties 
shown  this  year  than  last,  an  indication 
no  doubt  that  trade  is  good  in  those  on 
the  market.  A  Hamilton,  Ont.,  firm  is 
making  cotton  knickers  for  Fall  and 
Spring,  as  well  as  bloomers,  because  of 
the  great  vogue  these  are  having  in  New 
York.  The  travellers  who  have  shown 
them  have  had  splendid  results,  though 
no  decline  in  orders  for  bloomers  has 
been  noticed  because  of  the  knickers. 

A  mill  in  Dundas,  Ont.,  has  succeeded 
in  making  an  all-cotton  Winter  vest  for 
women  which  can  hardly  be  distinguished 
from  wool,  so  soft  and  pliable  is  it  in  tex- 
ture. Dry  Goods  Raview  during  a  recent 
visit  to  this  mill,  was  asked  to  compare 
one  of  these  cotton  garments  with  one 
made  of  80%  wool  and  20%  cotton.  The 
resemblance  was  so  close  that  only  an 
expert   could    detect  the   difference. 

Porous  Knit  Liked  Abroad 

Another  underwear  mill  in  Hamilton  is 
turning  out  great  quantities  of  porous 
knit  underwear.  Very  little  of  this  is  for 
home  consumption  because  Canadians 
have  found  other  cotton  lines  which  they 
think  have  all  the  advantages  of  porous 
knit  but  in  Europe  and  in  Australia  and 
New  Zealand,  there  is  a  big  demand  for 
it.  In  this  factory  five  machines  are 
kept  busy  all  the  year  round  on  under- 
garments for  export  trade. 

Sweaters  and  football  suits  are  being 
sent  to  Australia  and  New  Zealand  by 
Canadian  mills  in  large  shipments  these 
days.  Other  knitted  lines  are  wanted 
more  and  more  each  year,  our  firms  say, 
in  fact  some  of  the  manufacturers  are 
beginning  to  look  upon  their  export  busi- 
ness as  an  important  factor. 

Does    Trade    Stress    Fancy    Underwear? 

Dry  Goods  Review  called  on  the  heads 
of  several  mills  this  month  in  the  inter- 
ests of  knitted  wear  readers.  One  of  the 
strongest  impressions  carried  away  after 
these  visits  was  the  effort  our  mills  are 
making  to  turn  out  every  line  that  Amer- 
ican firms  are  making  for  the  trade.  Yet 
these  manufacturers  say  that  buyers  will 
not  take  these  lines  seriously.  Except  for 
the  largest  stores,  merchants  are  inclin- 


ed to   keep  to   staples  in   knitted   cotton 
and  wool  wear. 

One  traveller  expressed  it  as  his  opin- 
ion that  knitted  ware  departments  have 
lost  a  great  deal  of  trade  to  the  white- 
wear  and  lingerie  departments  because 
they  have  not  been  able  to  offer  women 
lines  which  are  as  tasty  as  they  want. 

Two  undergarments  manufacturers  at 
least,  are  making  knitted  cotton  vests 
with  tops  of  silk  jersey.  These  are  as 
attractive  as  the  crepe  de  chine  and  silk 
chemises  which  are  sold  in  most  stores. 
Then  there  are  combination  garments 
and  separate  bloomers  made  in  Cana- 
dian mills  which  many  buyers  overlook 
when  placing  orders.  As  one  salesman- 
ager  expressed  it,  "These  are  the  gar- 
ments which  bring  profit;  the  cheap  all- 
cotton  lines  at  from  35c  to  75c  are  not 
nearly  so  good  because  they  have  to  be 
sold  in  such  large  quantities.  I  think 
that  a  great  many  women  have  gotten 
into  the  habit  of  buying  undergarments 
made  from  woven  fabrics  because  they 
could  not  find  fancy  ones  in  the  knitted 
wear  lines." 

With  several  stores  now  making  the 
opera  vest  with  straps  of  the  very  best 
silk  ribbon,  retailers  now  have  their 
chance.  This  year  in  particular  should 
be  a  good  time  to  stress  these  vests  In 
wool  because  women  are  in  the  "wool 
mood." 

Provided  our  mills  can  obtain  enough 
coal  to  carry  on,  next  winter  should  be 
the  biggest  season  in  many  years;  if 
houses  cannot  be  heated  to  the  tempera- 
ture Canadians  have  accustomed  them- 
selves to,  wool  and  plenty  of  it  will  be  a 
welcome  boon  in  underwear. 

Outwear  Shows  Little  Change 

Whether  the  Tuxedo  or  the  pullover  will 
be  the  better  is  a  question  which  no  long- 
er worries  the  knitted  wear  buyer.  They 
have  both  become  staples.  Most  of  the 
mills  are  making  the  two  styles  for 
Spring  showing. 

That  the  wearing  of  knickers  is  not 
a  fad  is  proven  also.  It  is  an  established 
fact  that  more  women  will  be  seen  with 
them  this  Fall  and  Winter  than  last. 
Some  will  even  wear  breeches. 

The  expectation  of  a  wool  season  has 
had  its  influence  in  sweaters  also.  Those 
shown  for  Fall  and  Winter  trade  are,  in  a 
majority  of  cases,  made  of  a  very  heavy 
grade  wool.  Many  are  buttoned  right  up 
to  the  neck  although  they  can  be  opened 
in  Tuxedo  fashion  when  desired. 


"Barrymede,"  Toronto,  the  beautiful 
summer  home  of  H.  H.  Fudger,  was  the 
scene  of  a  happy  picnic  party  on  Thurs- 
day, when  Mr.  and  Mrs.  Fudger  played 
the  role  of  genial  hosts  to  the  Robert 
Simpson  Co.  employees  of  Sherbourne 
House  Club. 
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Knit^Goods  Industry  in  Canada 

Official  Figures  Show  127  Knitting  Mills  in  the 
Dominion — Ontario  Leads  With  90  Mills — Aggre- 
gate Production  is  $53,532,705 — Hosiery  Imports 
in  1920  Were  $6,350,492 — Some  Interesting  In- 
formation 


ACCORDING  to  the  last  official 
information  from  Ottawa  with 
regard  to  the  knitted  goods  indus- 
try in  Canada,  that  is,  for  the  year  1920, 
there  are  127  individual  plants  in  Can- 
ada as  compared  with  114  in  1919.  The 
province  of  Ontario  leads  in  number, 
there  being  90;  while  the  other  prov- 
inces are  as  follows:— British  Columbia, 
4;  Alberta  and  Saskatchewan,  4;  Mani- 
toba, 3;  New  Brunswick  and  Nova 
Scotia.  4;  Quebec.  22.  This  report 
shows  that  the  capital  invested  in  these 
127  plants  is  $40,896,419;  the  number  of 
employees,  14,062;  salaries  and  wages 
paid,  $10,395,525;  the  cost  of  materials, 
$31,761,536;  and  the  value  of  the  pro- 
ducts.  $53,532,705. 

By   Provinces 

The  figures  quoted  above  made  up  by 
provinces  are  as  follows:  Alberta  and 
Saskatchewan:  Capital,  $69,731;  employ- 
ees, 40;  salaries  and  wages,  $25,095; 
cost  of  materials,  $41,439;  value  ci 
products,  $81,829. 

British  Columbia:  Capital,  $377,490; 
employees,  176;  salaries  and  wages, 
$156,076;  cost  of  materials,  $238,505; 
value  of  products,  $623,875. 

Manitoba:  Capital.  $393,265,  em- 
ployees, 146;  salaries  and  wages,  $190,- 
687;  cost  of  materials,  $477,850;  value 
of  products,  $793,031. 

New  Brunswick  and  Nova  Scotia: 
Capital,  $3,153,092;  employees,  760; 
salaries  and  wages,  $1,443,859;  value  of 
products,  $3,005,586. 

Ontario:  Capital,  $30,447,449:  em- 
ployees, 10,724;  salaries  and  wages,  $7,- 
768,009;  cost  of  materials,  $24,050,872; 
value   of   products,   $39,917,878. 

Quebec:  Capital,  $6,461,331;  employ- 
ees, 2,216;  salaries  and  wages,  $1,699,- 
569;  cost  of  materials,  $5,509,011;  value 
of  products,  $9,110,506. 

Increases   Over   1919 

It  is  of  interest  to  note  the  increases 
under  these  various  headings  over  the 
previous  year — a.  fairly  good  indication 
of  the  growth  of  the  knitted  goods  in- 
dustry in  Canada.  The  increase  in  the 
number  of  factories  was  13;  in  invest- 
ed capital,  $6,746,826;  in  employees  on 
salaries,  160;  in  salaries,  $480,333;;  in 
employees  on  wages,  907;  in  wages,  $1,- 
454,453;  in  cost  of  materials.  $5  212.800; 
in  the  value  of  products,  $8,480,703. 

Production 

The  quantity  and  value  of  the  various 
articles  manufactured  during  the  year 
are  given,  showing  that  hosiery  lines 
are  in  the  lead  with  a  production  of  2,- 
805,859  dozen  pairs,  with  a  selling  value 
at    the    factory    of    $16,697,421;    under- 


wear, separate,  with  1,532,283  dozen  and 
a  selling  value  of  $13,663,982;  sweaters, 
cardigan  jackets  and  fancy  vests  are 
third  with  255,290  dozen  and  a  value  of 
$9,650,342;  and  underwear,  combination, 
with  277,790  dozen  and  value  $5,551,911. 
These  four  items  account  for  $45,- 
563,656,  or  85  per  cent,  of  the  total  val- 
ue of  the  production. 

Classes  of  Products 

In  hosiery,  the  following  quantities 
and  values  are  given:  Woollen  and 
worsted,  690,557  dozen,  valued  at  $4,- 
566,233;  merino  or  mixed,  407,683  doz- 
en, valued  at  $2,765,749;  cotton,  1,326,- 
918  dozen,  valued  at  $4,714,749;  silk  or 
silk  mixed,  380,701  dozen,  valued  at  $4,- 
650,690. 

In  combination  underwear,  merino  or 
mixed,  53,686  dozen,  valued  at  $1,796,- 
208;  all  wool,  18,880,  valued  at  $850,- 
918;  all  cotton,  180,224,  valued  at  $2,- 
773,785;  silk  or  silk  mixed,  2,500,  valu- 
ed at  $131,000. 

Underwear  separate;  merino  or  mix- 
ed, 269,545  dozen,  valued  at  $4,125,- 
061;  all  wool,  77,029,  valued  at  $1,891,- 
702;  all  cotton,  1,185,710  valued  at  $7,- 
647,219. 

Materials  Used 

Cotton  yarn  still  leads  in  the  mater- 
ials used.  In  1920  the  value  of  cotton 
yarn,  at  the  factory,  used  was  $7,427,- 
224.  Worsted  yarn  comes  next  at  $6,- 
122,900.  Some  of  the  other  materials 
used  are  as  follows:  Raw  cotton,  $2,- 
413,732:  raw  wool,  $1,943,818;  woollen 
yarn,  $3,310,107;  merino  yarn  (cotton 
mixed),  $1,298,090;  silk  yarn,  $2,127,- 
563;  tops,  $2,173,614. 


NEED    OF    KNITTED    OUTERWEAR 

(Continued  from  page  85) 
lost.  Buyers  are  still  making  the  mis- 
take of  holding  knitted  goods  over  from 
season  to  season  when  any  stock  remains 
on  hand,  apparently  not  realizing  that 
knitted  goods  are  now  designed  and 
made  up  on  models  as  ephemeral  and 
uncertain  as  Dame  Fashion  herself. 
Hence,  when  sweaters  remain  unsold  at 
the  end  of  the  season  they  should  be 
pushed  right  out  regardless  of  cost, 
otherwise  a  dead  loss  will  have  to  be 
taken    ultimately. 

"There  is  no  such  thing  any  more  as 
a  staple  sweater,"  continued  this  repi'e- 
sentative  of  the  Montreal  knit  goods 
field.  "Even  the  simplest  styles,  tailor- 
ed as  plainly  as  a  man's  coat,  are  yet 
earmarked  by  certain  style  features 
which  are  as  passee  at  the  end  of  a 
season  as  last  year's  millinery.  And 
buyers  in  Canadian  stores  still  make 
the  mistake  of  holding  on  to  merchan- 
dise rather  than  clearing  out  everything 


Women's  full  length,  full  fashioned, 
sporfs  stockings,  brushed,  and  white 
ribbed.  Both  are  shown  in  a  variety 
of  shades  arid  hi>ve  the  reinforced 
heel  arid  toe.  Shown  by  Kenwood 
Mills,  Limited,  Arnprwr 

and  beginning  each  season  fresh  with 
new  goods,  new  colors  and  new  prices. 
I  have  watched  leading  knit  goods  de- 
partments in  the  city  of  Montreal  and 
found  that  literally  scores  of  sales  have 
been  lost  through  lack  of  sufficient 
range  in  shades,  insufficient  sizes  and  so 
on,  proving  that  old  stock  is  holding  up 
the  progress  of  many  otherwise  success- 
ful knit  goods  departments  all  through 
Canada." 

The  only  answer  apparently  to  the 
situation  is  in  the  creation  of  a  new 
section  to  be  called  the  "Knitted  Outer- 
wear" department,  such  as  is  now  to  be 
found  in  every  progressive  American 
store  at  the  present  time.  It  is  under- 
stood that  the  Ottawa  firm  of  Murphy- 
Gamble  and  Company  have  inaugurated 
this  idea  recently  with  entire  success 
and  are  finding  the  plan  to  be  satisfac- 
tory both  to  customers  and  stoi'e  aliike. 
Knitted  goods  are  no  longer  an  experi- 
ment as  everyone  knows,  and  there  can 
be  only  one  logical  solution  to  the  ques- 
tion of  how  to  increase  sales  in  knitted 
goods,  namely,  by  the  installation  of 
the  new  department  as  outlined  above. 


F.  W.  Field,  British  Trade  Commis- 
sioner for  Ontario,  states  that  British 
capital  is  more  anxious  to  expand  in 
Canada.  He  says  that  there  is  a  big 
improvement  in  the  textile  industries  in 
the  United  Kingdom. 
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The  Making  of  Cotton  Underwear 

A  Multiplicity  of  Operations  Involved  Even  in  the  Cheapest  Gar- 
ments— Three  Machines  Employed  in  First  Stage  of  Cleanliness 
— Spinning,  Knitting  and  Bleaching  Processes  Described — Wel- 
fare Work  for  the  Employees 


HOW  many  salespeople  realize  the 
a  mount  of  work  that  goes  into  the 
making  of  cotton  underwear?  Do 
they  know  that  the  vests  they  sell  for  35 
cents  are  made  from  cotton  which  has 
undergone  from  thirty  to  forty  operations 
in  the  factory? 

Because  of  the  light  color  of  raw  cot- 
ton, factories  of  this  kind  are  always 
bright  and  cheerful.  Moreover,  since  cot- 
ton is  one  of  the  cleanest  raw  products 
used  in  the  commercial  world  and  no  in- 
jurious colors  are  used  in  dyeing  under- 
wear, cotton  mills  afford  no  dangers 
from  the   standpoint  of  health. 

From  Raw  Statue  to  Yarn 

Raw  cotton  is  received  in  bales  weigh- 
ing approximately  500  pounds  each  and 
composed  of  hundreds  of  layers  of  soft 
yellowish  white  material,  resembling 
what  is  known  commercially  as  cotton 
batting.  (In  fact,  cotton  batting  is  that 
portion  which  has  been  separated  from 
the  best  grades  in  the  process  of  clean- 
ing.) 

The  cotton  is  first  blown  by  an  air- 
blower  to  the  picking  machhies.  These 
work  on  the  tooth  plan,  separating  the 
fibres  so  that  the  particles  of  raw  cotton 
seed  and  loose  dirt  fall  away  from  the 
cotton.  It  takes  three  picking  machines 
to  get  the  cotton  into  its  first  stage  of 
cleanliness.  The  refuse  from  these  ma- 
chines is  quite  dark  in  appearance,  al- 
though to  an  ordinary  observer,  the  cot- 
ton seems  very  clear  on  being  entered. 
The  pickers  have  attachments  which  press 
the  cotton  into  layers  before  it  is  passed 
on  to  the  combing  machines.  Combing  is 
the  final  cleaning  process,  after  which 
the  cotton  comes  out  in  fluffy  irregular 
shapes  which  made  our  representative 
think  of  the  lovely,  white  clouds  one  sees 
on  a  very  fine  day  in  summer. 

Examination  of  these  bunches  of  cot- 
ton will  show  the  fibres  running  irreg- 
ularly as  a  result  of  the  various  cleaning 
processes.  These  have  to  be  made  run 
all  one  way  and  for  this  a  drawing  frame 
is  used. 

Spinning 

It  is  then  necessary  to  reduce  the 
thickness  of  the  fibre  if  it  is  to  have  a 
maximum  of  strength  with  a  minimum  of 
bulk.  So  the  cotton  is  then  put  through  a 
series  of  machines  called  technically  the 
scrubbing,  flubbing,  intermediate,  roving 
and  Jack  machines,  all  of  which  help  to 
reduce  the  fibre  and  prepare  the  cotton 
for  spinning. 

Spinning  is  done  in  much  the  same  way 
as  in  most  spinning  mills  except  that  the 
yarn  is  made  as  fine  as  possible.  This 
is  to  give  that  soft  texture  so  essential 


The  accompanying  article  was 
written  by  a  staff  member  of  Dry 
Goods  Review  after  a  visit  to  two 
of  the  mills  of  J.  R.  Moodie  & 
Sons,  Limited,  of  Hamilton.  Ovt. 
This  firm  have  three  factories  in 
Hamilton  and  one  in  Shawinigan 
Falls,  Quebec. 


in  women's  underwear.  The  yarn  is  first 
spun  in  tops  then  into  cones  and  finally 
on  bobbins,  the  last  being  the  easiest  form 
for  the  knitting  machines  to  work  from. 

Knitting  and  Bleaching 

Underwear  material  is  knitted  on  cir- 
cular machines  into  lengths  of  several 
yards.  It  is  bleached  before  being  made 
into  garments. 

Previous  to  bleaching  the  fabric  is 
boiled  in  a  special  solution  for  five  hours 
so  that  not  a  particle  of  foreign  substance 
can  be  left  in  the  cotton  when  it  goes 
into  the  bleaching  bath.  Bleaching  takes 
4%  hours.  The  chlorine  for  this  is  made 
in  the  factory. 

The  fabric  goes  then  to  a  spreader 
which  straightens  it  out  to  its  full  width 
and  passes  it  on  to  the  dryer.  The  cotton 
passes  along  automatically  the  entire 
length  of  the  drying  room,  coming  out 
perfectly  dry;  the  process  occupies  about 
twenty  minutes.  Two  thousand  pounds 
a  day  are  dried  in  this  manner. 

After  folding,  it  is  pressed  with  a  steam 
lapper  by  a  rolling  process,  not  by  iron- 
ing. This  takes  out  every  fold  and 
wrinkle  and  makes  it  fit  for  cutting  up 
into  garments  which  are  perfectly  tailor- 
ed. 

Making  Into   Garments 

The  fabric  after  being  cut  into  smaller 
lengths,  is  marked  with  the  aid  of  pat- 
terns according  to  the  desired  style  and 
size.  Some  garments  are  cut  by  hand 
and  others  by  automatic  machines  which 
cut  36  at  a  time. 

The  finishing  processes  are  most  in- 
teresting. In  the  factory  which  makes 
light  underwear  more  than  70  girls  are 
kept  busy  putting  on  lace,  crocheting, 
buttonholing,  banding  and  flat,-seaming — 
all  by  power  machines.  One  machine 
even  sews  on  the  tape  for  holding  elas- 
tic and  runs  the  elastic  through  at  the 
same  time.  Another  cuts  the  garment 
evenly  at  the  bottom,  neck  and  cuffs 
while  it  is  crocheting.  Even  the  ribbons 
used  in  shoulder  straps  and  the  label  are 
done  by  machine. 

In  the  finishing  room  probably  as  many 
more  girls  are  kept  busy.  These  do  hand 
work  for  the  most  part.  The  better  gar- 
ments have  their  tapes  run  in  by  hand 
and   all   bows    are   tied   by   hand.      After 


examination  for  flaws  the  garments  are 
hand-folded  and  then  pressed  on  machines 
which  can  take  care  of  8  or  10  at  a  time. 
They  are  placed  in  boxes  of  6  or  12  as 
required,  each  lot  being  branded  with 
the  maker's  name. 

Better  Lines  Made  Here 

This  factory  does  not  devote  all  its 
attention  to  the  cheaper  grades;  some  of 
the  very  best  lines  are  turned  out  as 
well.  Bloomers  in  the  newest  shades  and 
in  silk  jersey  and  vests  with  jersey  silk 
tops  are  made.  It  is  said  the  Canadian 
trade  do.s  not  know  that  many  of  our 
underwear  factories  are  specializing  in 
these  garments  which  they  feel  they  can 
manufacture  at  as  good  prices  as  the 
lines  for  which  they  are  known,  if  buyers 
will  give  them  their  support. 

A   Welfare   Work 

Like  the  majority  of  our  Canadian  fac- 
tories, these  mills  give  attention  to  the 
health  of  their  employees.  The  method 
used  seems  worth  while  telling  our  read- 
ers of,  since  it  is  a  little  different  from 
the  usual.  Instead  of  a  trained  nurse,  a 
doctor  is  kept  in  constant  attendance  in 
the  three  Hamilton  factories.  He  has  an 
office  in  every  mill  and  spends  a  part  of 
the  day  in  each  of  them. 

When  a  man  or  woman  applies  fop 
work,  medical  examination  is  part  of  the 
conditions  required.  Those  which  are 
accepted  are  graded  as  A,  B  and  C,  ac- 
cording to  the  condition  of  their  health 
at  the  time.  They  are  placed  at  work  in 
the  mill  which  the  doctor  considers  is 
best  suited  to  them. 

Regular  treatment  is  given  free  of 
charge.  When  employees  who  nave 
suffered  from  disabilities  are  cured,  they 
are  allowed  to  undertake  other  work. 

This  method  is  said  to  have  produced 
excellent  results  in  the  general  condi- 
tion of  the  employees. 

In  each  factory  there  is  a  cafeteria 
where  the  food  is  carefully  chosen  and 
well  prepared.  Besides  the  regular  noon 
hour,  a  quarter  of  an  hour  is  allowed  in 
the  afternoon  when  those  who  so  desire, 
may  buy  what  they  wish  in  the  cafe- 
terias. This  short  rest  is  looked  on  by 
the  heads  of  the  firm  as  a  very  necessary 
means  of  keeping  the  work  up  to  the 
standard. 


The  death  occurred  in  Long  Beach, 
California,  August  18th,  of  William 
Ewart  Northway,  youngest  son  of  Mr. 
and  Mrs.  John  Northway,  of  Toronto. 
He  was  formerly  manager  of  the  North- 
way  store  on  Yonge  street,  Toronto. 
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Paris  Designs  in  Knitted  Wear 

Sleeveless  Knitted  Dresses  to  Slip  Over  Organdie 

and  Lingerie  Dresses — Beltless  Models  Stressed — 

Mannish   Influence   Still   Strong   in    New    Yiork — 

Scarfs  to  Match  Sweaters 


EUROPEAN  buyers  of  long  experi- 
ence say  they  rarely  make  a  mis- 
take when  they  buy  what  Paris 
women  are  actually  seen  wearing  and 
that  one  could  almost  omit  searching 
the  retail  stores  and  the  factories  for 
new  goods,  provided  one  attends  the 
races,  the  theatres  and  the  restaurants. 
The  same  applies  to  New  York.  Many 
of  our  buyers  for  both  wholesalers  and 
retail  houses  stress  the  things  they  see 
in  the  hands  of  the  manufacturers  too 
strongly.  If  the  femininity  of  Paris 
and  New  York  are  not  wearing  what 
their  factories  are  turning  out,  then 
Canadian  women  will  refuse,  ninety  per 
cent,  of  the  time,  to  accept  what  our 
manufacturers  offer  them. 

One  of  the  most  important  points  to 
remembers  is  the  actual  time  required 
for  a  novelty  to  cross  the  Atlantic  and 
to  reach  from  New  York  to  Buffalo,  De- 
troit and  Seattle  and  from  these  points 
over  to  Canada.  A  year  is  the  usual 
time  to  allow  most  of  the  radical  chang- 
es in  Parisian  styles  to  obtain  a  real 
hold  in  New  York.  Lesser  fads  of  the 
novelty  type  often  find  their  way  in 
six  months.  From  four  to  eight  weeks 
elapse  usually  from  the  time  the  new 
idea  strikes  New  York  until  it  has  any 
prestige  in  our  Canadian  cities.  The 
time  of  year  in  which  France  asd  the 
big  American  centres  accept  a  novelty 
should  also  be  taken  into  consideration. 
A  fad  which  arrrives  late  in  one  sea- 
son, will  as  a  rule,  not  reach  its  next 
point  of  distribution  until  early  in  the 
same  season  of  the  following  year. 

Knitted  Wear  in  Paris 

This  rule  has  particular  application  to 
knitted  wear.  Paris  is  bringing  out  no- 
velties now  which  certainly  will  not  be 
felt  this  Fall  here  and  noticed  only 
slightly  in  New  York.  For  example 
Parisian  designers  are  making  sleeved- 
less  knitted  dresses,  designed  to  slip  on 
over  organdie  and  lingerie  dresses. 
The  beltless  models  are  also  stressed. 

For  sports  wear,  a  new  process  of 
knitting  has  been  found  which  requires 
a  fine  wool  and  a  close  stitch.  The  fa- 
bric is  not  only  very  supple  but  it  does 
not  get  out  of  shape  as  most  materials 
with  loose  stitching  do  and  there  is  a 
smooth  surface  almost  like  a  woven 
fabric. 

Berthas  are  appearing  on  French 
knitted  gowns  and  knitted  capes  are 
very  much  favored  by  smart  Paris- 
iennes. 

None  of  these  things  will  be  noticed 
in  Canada  this  Fall  but  for  buyers  who 
are  looking  ahead  to  next  Spring,  there 
is  valuable  information  to  be  obtained 
by  watching  the  trend  in  Paris  from 
month    to    month. 


Both  in  knit  goods  and  in  other 
sports'  wear,  the  mannish  influence 
still  has  a  strong  hold.  It  is  said  that 
both  lines  and  materials  have  been  bor- 
rowed for  Fall  from  men's  wear  styles. 
So  great  has  been  the  demand  for  man- 
nish suits  that  manufacturers  intend  to 
give  more  attention  to  tnem  next  year. 
Though  earlier  in  the  season  it  looked 
as  though  the  woven  materials  would  be 
a  little  stronger  for  sports'  wear,  there 


is  now  reason  to  think  the  knitted  lines 
will  have  a  little  the  best  of  it. 

Scarfs  to  match  sweaters  will  be  fea- 
tured again  in  the  Fall.  Sweater  buy- 
ers from  Toronto  believe  that  that  there 
will  be  a  big  revival  here  early  in  the 
Fall,  probably  the  second  week  of  Sep- 
tember, because  of  the  use  to  which 
sweaters  can  be  put  even  in  cold  wea- 
ther when  there  are  scarfs  as  well. 

New  York  is  experiencing  a  revival  in 
hand-made  sweaters  just  now.  Other 
American  cities  report  interest  in  yarns 
for  hand-work.  Decreased  yarn  prices 
are  said  to  be  responsible.  Some  stores 
have  even  begun  again  to  give  knitting 
lessons.  This  will,  of  course,  keep  up 
the  prestige  of  the  slip-over  because 
most  women  find  it  easier  to  make. 


TWINKLETONE 

THE  HAWTHORN  MILLS  LIMITED  are  showing  a  line  of  the  above  for 

Spring,  which  from  New  York  reports,  is  quite  in  favor,  and  will  be  featured 
in  dresses  and  sport  costumes.     This  knitted  fabric  is  a  silk  and  wool  com- 
position, and  is  produced  in  quite  a  wide  range  of  colors,  from  which  it  cer- 
tainly derives  its  name. 
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How  Knit  Underwear  Is  Made 

Underwear  Ranks  Second  in  Importance  of  All  Lines  of  Men's 
Furnishings  Carried — Growth  of  Canadian  Knitting  Industry 
Has  Been  Phenomenal— Over  $300,000,000  Invested— Process  of 

Manufacture  Described 


UNDERWEAR  is  a  profitable  line 
of  merchandise  and  instead  of 
standing  at  the  bottom  of  the  list 
of  men's  furnishings  should  rank  at  least 
second  in  importance  of  all  lines  carried 
in  stock. 

Last  year  an  enterprising  American 
manufacturer  discovered  that,  out  of  53 
stores  investigated,  the  total  volume  of 
underwear  sales  ran  anywhere  from  10 
per  cent,  to  as  high  as  33  per  cent,  as 
against  the  store's  volume  of  business. 
According  to  this  manufacturer  shirts, 
neckwear,  hats  and  hosiery  are  sold  in 
higher  proportion  to  underwear  and  are 
in  every  way  given  more  showing  in  the 
average  men's  wear  store,  yet  underwear 
possesses  a  thousand  different  features 
which  are  invaluable  as  selling  points  if 
thoroughly  understood,  besides  which 
the  process  of  manufacture  and  the 
numerous  different  styles  now  on  the 
market  provide  an  almost  inexhaustible 
source  of  interest  to  the  salesclerk  who 
will  take  the  trouble  to  think  of  knitted 
underwear  as  something  more  than  a 
mere  necessity. 

Methods  of  Manufacture 

To  begin  with  some  facts  about  the 
knit  goods  industry,  it  should  be  re- 
membered that  the  majority  of  knit  un- 
derwear garments  made  in  this  country 
are  cut  from  fabric  knit  in  tubular  form 
and  sewed  up.  There  is  little  full-fash- 
ioned goods,  therefore,  the  method  of 
manufacture  is  i  almost  uniformly  done 
in  the  manner  hereafter  described. 

Winding  is  the  first  process,  though 
there  are  large  mills  which  start  with 
the  raw  cotton  and  spin  their  own  yarn. 
Generally  yarn  is  purchased.  The  cir- 
cular underwear  knitting  machine  does 
not  knit  the  garment  but  it  knits  rolls  of 
tubular  fabric,  forming  a  continuous 
piece  of  double  thickness  when  laid  flat. 
Its  width  is  determined  by  the  size  of 
garment  to  be  made.  The  rolls  of  knitted 
fabric  are  washed  after  coming  from  the 
machine.  Usually  they  are  treated  with 
a  chemical  of  alkaline  properties.  In  the 
case  of  balbriggan,  an  oil  is  used  to 
soften  the  fabric.  Bleaching  takes  place 
in  this  part  of  the  process,  then  packed 
in  an  extractor,  the  cloth  is  whirled  at 
high  speed  to  force  out  the  water.  The 
drying  is  accomplished  by  blowing  hpt 
air  through  pipes  over  which  the  fabric 
is  placed,  or  by  hanging  the  fabric  on 
rollers  in  a  heated  drying  chamber.  In 
the  case  of  fleeced  underwear  the  cloth 
is  run  between  sets  of  rollers  which  tear 
up  the  heavy  backing  yarn  knitted  in  for 
this  purpose. 

Whether  fleeced  or  not,  the  cloth  now 
goes  to  the  cutting  room  and  is  cut  in 
lengths  according  to  the  sizes  to  be 
made,   and    is    piled   up   to   the   limit  of 


cutting  thickness  either  by  hand  or  ma- 
chine. Defective  pieces  already  have 
been  cut  out  and  the  cutter,  working 
with  a  long,  extremely  sharp  knife,  or 
with  an  electric  cutting  machine,  follows 
the  pattern,  the  pieces  being  ready  for 
the  actual  construction  of  the  garment. 
They  are  inspected  for  defects,  stamped 
with  the  size  number  and  bundled  in 
dozens. 

Putting  the  Garment  Together 

The  cuff  or  drawer  bottoms  are  looped 
or  seamed  on  the  sleeves  or  legs,  seam- 
ing is  more  general  because  of  the  slow- 
ness of  the  looping  process.  The  fabric  is 
slit  on  a  special  rib-cutting  machine 
though  sometimes  shears  are  used.  The 
garment  is  now  sewed  together  on  a 
machine  which  at  the  same  time  trims 
off  surplus  material.  Only  the  better 
grades  of  underwear  are  cover  seamed. 
Shirts  and  union  suits  then  are  laid  out 
to  outline  the  neck,  after  which  a  ma- 
chine cuts  out  the  marked  portion  and 
stitched  round  the  inside  of  the  back  of 
the  neck.  The  front  is  then  slit  down 
as  far  as  desired  and  the  fronts  are 
faced  to  strengthen  the  buttonholes.  On 
the  button  side,  a  reinforcement  is  also 
added  and  spaces  for  the  buttonholes 
are  marked  out  and  stitched  around  by 
a  machine,  a  "plunger"  knife  automatic- 
ally cutting  the  cloth  inside  the  stitches. 
Buttons  are  also  sewn  on  by  a  machine. 

Final  Processes 

Following  the  processes  outlined, 
come  the  pressing,  folding,  labeling  and 
boxing,  so  that  in  the  making  of  a  knit- 
ted union  suit  the  garment  is  not  a 
work  of  a  few  pairs  of  hands,  but  com- 
prises more  than  30  operations  between 
winding  and  shipping. 

No  branch  of  the  textile  industry  in 
Canada  can  boast  of  such  a  rapid  and 
altogether  abnormal  development  as 
can  the  knitted  goods  branch.  During  the 
past  decade  the  wonderful  progress  of 
the  knit  goods  trade  has  been  a  conspic- 
uous feature  in  Canada,  an  increase  of 
100  per  cent,  in  the  past  ten  years.  The 
equipment  of  these  mills,  not  only  in 
motive  power  and  machinery,  but  in 
dyeing,  bleaching  and  finishing,  is  un- 
surpassed anywhere.  Many  of  the  mills 
are  supplied  with  electric  turbine  power 
from  the  large  rivers  in  Western  On- 
tario, where  most  mills  are  located.  The 
capital  invested  in  Canadian  knitted 
goods  industry  is  approximately  $30,- 
000,000. 

The  Canadian  knit  goods  trade  owes 
its  origin  to  the  town  of  Belleville,  On- 
tario, where  the  first  attempt  to  turn 
out  goods  on  a  commercial  scale  was 
made  in  1857  by  an  Englishman  who 
brought  out  three  handknitting  machines 


and  a  quantity  of  yarns.  Two  years  later 
this  man  became  associated  with  a  part- 
ner and  between  them,  they  developed 
power-made  knit  goods  with  success. 
Thus  commenced  the  knitted  goods  busi- 
ness in  this  country  which  has  become 
such  a  well  known  factor  in  the  trade, 
the  output  of  which  reaches  the  sum  of 
$45,052,000  annually. 

In  an  analysis  of  the  preference  of 
customers  regarding  styles  of  knit  un- 
derwear the  following  list  has  been  com- 
piled, showing  that  medium  weight  wool 
union  suits  and  two-piece  garments  are 
the  biggest  sellers  for  all  year  round 
wear  for  the  country  at  large: 

Union  suit,  knitted  cotton  in  light 
weight,  %  per  cent.;  in  medium  weight 
3  per  cent. 

Union  suit,  wool,  in  light  weight,  xk 
per  cent.;  in  medium  weight  22  per  cent. 

Union  suit,  wool,  in  heavy  weight, 
9  per  cent. 

Two-piece  suit,  cotton  knit,  in  light 
weight,  %  per  cent,  in  medium  weight 
3  per  cent. 

Two-piece  suit,  wool  knit  in  light 
weight,  1  per  cent.;  in  medium  weight 
23  per  cent.;  in  heavy,  7  per  cent. 

Knit    Underwear    for    Summer 

When  customers  ask  about  the  coolest 
type  of  underwear  for  summer  the  sales 
clerk  is  safe  in  recommending  knit  un- 
derwear in  a  light  weight  because  it 
rapidly  absorbs  and  evaporates  the  sur- 
plus moisture  of  the  body  and  prevents 
the  wearer  from  taking  a  chill  from 
damp  clothing  or  overheated  skin  and 
open  pores.  The  open  structure  of 
loosely  spun  yarn  allows  a  freer  circul- 
ation of  air  to  envelop  the  body  and  in 
turn  helps  cool  the  surface  of  the  skin 
by  aiding  evaporation.  At  the  same  time 
it  should  be  remembered  that  this  same 
type  of  underwear,  maybe  of  somewhat 
heavier  weight,  is  an  ideal  warmth  con- 
ductor as  well,  since  it  allows  air  to  cir- 
culate and  keeps  the  bodily  temperature 
equal.  Underwear  of  knitted  cotton  es- 
pecially will  launder  perfectly  and  will 
not  become  lumpy  or  heavy.  The  flat 
knit  garment  of  medium  weight  is  there- 
fore the  ideal  garment  for  all  the  year 
round  use  by  any  man  who  desires  to 
get  the  maximum  of  comfort,  value  and 
use  out  of  his  purchase. 


The  Retail  Clothiers  and  Furnishers 
Association  of  Virginia  in  semi-annual 
convention  passed  a  resolution  con- 
demning the  army  and  navy  stores  as 
misleading  in  their  methods  of  opera- 
tion. 
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Foreign  Influence 

Is  In  Evidence 

Construction    and    Trimming    in   Knitted 

Lines   Give   Prominence   to   Figured 

Sweaters 

One  of  the  leading  knit  goods  houses 
in  the  United  States  that  has  just  shown 
its  fall  lines  gives  a  good  deal  of  prom- 
inence to  the  foreign  influence  in  their 
construction  and  trimmings,  according 
to  Women's  Wear. 

This  house  places  great  faith  in  the 
immediate  future  of  knitted  outerwear, 
and  is  adding  coats,  suits,  scarfs  and 
hats  to  its  line,  which  formerly  includ- 
ed only  sweaters.  Special  English  and 
Swiss  machines  have  been  installed  and 
a  number  of  distinctively  foreign  fancy 
constructions  are  represented  in  the  fab- 
rics. 

Three-quarter  length  coats,  copies  of 
Swiss  models,  are  figured  and  striped, 
and  given  Tuxedo  collars,  cuffs  and 
pocket  borders  of  brushed  wool,  which 
repeat  in  softer  form  the  contrasting 
colors  of  the  rest  of  the  garment.  Brush- 
ed wool  and  brushed  vicuna  are  exten- 
sively used  here,  not  only  for  entire 
garments,  but  also  for  collars,  cuffs  and 
bands,  which  are  simply  intended  as 
trimming. 

Loose    Weave    Resembles    Knitting 

The  English  hand-box  loom  turns  out 
a  fabric  which  has  the  appearance  of 
being  knitted,  but  is  in  reality  woven  in 


lather  a  loose  construction.  Coats  of 
this  in  tan  are  trimmed  with  brushed 
wool  collars  and  cuffs,  and  embroidered 
at  the  border   in   colored   motifs. 

The  greater  part  of  the  line  consists 
of  figured  wool  slip-ons  in  novel  styles. 
One  in  a  vivid  shade  of  orange  red  is 
biushed  all  over,  and  boxed  at  the 
border  in  black.  The  edges  on  this 
model  have  a  more  shaggy  appearance 
than  usual,  a  touch  which  is  distinctly 
attractive  in  this  type  of  sweater.  It 
shows  a  turnover  collar  at  a  V  neck,  an 
effect  which  appears  a  number  of  times 
in  this  line. 

A  favorite  device  is  the  turning  up  of 
the  hem,  which  is  finished  with  a  row  of 
brushed  wool.  This  comes,  of  course,  in 
the  slip-ons,  and  usually  in  the  figured 
numbers,  some  of  which  are  very  bold 
in  their  use  of  bright  contrasting  colors. 

Brushed    Wool    Collars   and   Borders 

High  collars  and  wide  borders  of 
biushed  wooi  contribute  to  the  Russian 
appearance  of  a  model  that  is  youthful 
and  smart.  A  coat  model  in  white  brush- 
ed vicuna  is  bound  with  fiber  silk,  and 
in  some  of  the  brushed  models  drop- 
stitch  stripes  are  discernible. 

Representatives  of  the  more  popular 
priced  end  of  the  line  is  a  neat  little 
siip-on  in  plain  gray  with  a  distinctive 
zig-zag   motif    running    horizontally. 

Scarfs  of  brushed  mohair  or  vicuna 
are  striped,  plaided  or  in  jacquard  pat- 
terns of  varying  elaborateness.  Hats 
are  to  be  had  to  match  some  of  these. 


RETAILERS  HOLD  KEY  TO 
PROSPERITY 

Memphis,  Tenn.,  Aug.  18. — "Proper- 
ty and  high  prices  have  nothing  in  com- 
mon. As  prices  fall  the  purchasing 
power  of  the  dollar  climbs.  This  con- 
stant fluctuation  means  nothing  from 
the  general  public  standpoint,"  Charles 
Henry  Mackintosh,  former  president  of 
the  Associated  Advertising  Clubs  of  the 
World,  told  delegates  to  the  Cotton 
States  Merchants'  convention. 

"Retail  merchants  hold  the  key  to  na- 
tional prosperity,"  Mr.  Mackintosh  con- 
tinued, "if  they  will  take  the  proper  in- 
terest in  the  buying  market. 

"Ninety  per  cent,  of  all  merchandise 
sold  in  America  must  pass  to  the  ulti- 
mate consumer  through  the  hands  of 
the  retail  sales  person  behkd  the  coun- 
ter. Experiments  made  recently  show 
that  this  avenue  is  only  45  per  cent,  ef- 
ficient. It  has  been  shown  that  55 
sales  out  of  100  made  by  advertising  are 
killed  by  the  sales  people." 


TO  MANUFACTURE  SILK  LINGERIE 

Houlding  and  Coleman,  Limited, 
manufacturers  of  knitted  scarves  and 
fabrics,  Toronto,  have  added  a  new  line 
to  their  output.  Their  plant  lends  it- 
self readily  to  the  manufacture  of  cer- 
tain lines  of  lingerie  and  they  have  pro- 
duced a  new  material  called  "lingeriette" 
which  they  are  using  in  making  step-ins, 
knickers,  bloomers,  combinations,  cami- 
soles  and   vests. 


A  window  which  sold  15  dozen  silk  hose  in  one  day.     The  after-results  from  enquiries  lasted  for  two  weeks.     The  best 

part  of  the  display  was  that  it  featured  regular  goods  at  regular   prices.     Nothing   but   this   attractive   window   and 

good  merchandise  was  responsible  for  the  success.  Windoic  of  G.  T.  Smith,  Toronto. 
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Winsome  Maid 

Style  No.  500 

THE    BEST    HOSIERY 
FOR  AUTUMN  SELLING 


When  ordering  new  stock  for  the  coming  season,  it  will  pay 
you  to  give  particular  attention  to  Winsome  Maid  No.  500. 
This  is  a  double  fabric  hose,  admirable  for  cool  weather, 
something  new  and  destined  to  be  very  popular.  It  combines 
comfort,  warmth  and  beauty.     Patented  June  6th,  1922. 

Winsome  Maid  Silk  Hosiery  includes  all  that  is  newest  and 
best  in  hosiery  fashions — all  styles  in  pure  silk  and  silk 
mixtures  in  wide  range  of  colors. 


Allen  Silk  Mills  Limited 


43  DAVIES  AVE. 


TORONTO 


"  The  Finest   Trade  buys  Winsome  Maid  " 


J 
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The  Biggest  Season 

for  Heather  Mixtures 

IS  STILL  AHEAD 

Don't  fail  to  see  the  new  heather  effects  in 

A.  B.  C.  Hosiery 

Our  travellers  are  now  on  the  road  with  complete  lines  of 
A.B.C.  Hosiery  for  the  coming  season.  Don't  order  your 
season's  stock  until  you  have  seen  our  exclusive  styles. 

A.B.C.  Hosiery  comes  in  cashmere,  silk  and  wool  mixtures, 
and  pure  silk,  for  men,  women  and  children. 

All   seamless   weave,   reinforced   heels  and   toes 

Allen  Bros.  Co.  Limited 


883  DUNDAS  ST.,  E. 


TORONTO 
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When  at  The 

Be  Sure  and  See 

THESE  mill  exhibits  will  be  among 
Exhibition  and  will  take  their  places, 
ufacturers'building  among  the  many  products 
ability.  Hie  thousands  of  women  who 
from  your  town,  will  be  potential  purchasers 
Many  actual  customers  will  be  created  for 
but  inquiries  will  be  referred  to  you. 

The  way  will  be  paved  to  the  initial  sale; 
depended  upon  to  do  the  rest. 

We  hope  you  will  come  along 


)u^uhfa%  VENUS 


SILK  GLOVES  "Venus  Pure  Thread  Silk  Hose 

"The  Royalty  of  Silk  Gloves"  Makes  Firm  Friends  Where'er  It  Goes" 

GLOVE  SILK  LINGERIE 

St.  Catharines  Silk  Mills  Venus  Silk  Hosiery  Mills 

w  .      ...  Limited 
Limited 

ST.  CATHARINES         -         ONTARIO  TORONTO 
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Exhibition 

These  Displays 

those  present  at  the  Canadian  National 
each  in  a  booth  of  its  own,  in  the  man- 
that  testify  to  Canada's  manufacturing 
throng  the  building  daily,  many  of  them 
of  these  products  on  their  return  home, 
you  as  no  sales  will  be  made  at  the  booth 

the  quality  of  these  established  lines  can  be 

and  mafe  yourself  known. 


GRIFFIN 


'■Griffin  Gloves  Washable  Suede 
100%  CANADIAN  MADE" 

GRIFFIN  GLOVES 

Limited 

TORONTO 


[ONDONKNIT 

Hose 

"London  Knit  for  Wear  and  Fit" 

Cotton  Lisle,  Silk  Lisle, 
Cashmere,  Fibre  Silk 

For  Women  and  Children 


London  Hosiery  Mills 

LIMITED 

LONDON,  ONTARIO 

London  Lady    London  Lass    London  Lad 
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MARK 


REGISTERED 


O.  V.  BRAND 

PURE  WOOL  PRODUCTS 

UNDERWEAR 

Rib  and  Flat  Knit  Two  Piece  Suits  and  Combinations.    For  Men  and 
Boys.    Warmth,  Comfort  and  Wear  with  every  Garment. 

BLANKETS 

White  and  Grey — Point  Blankets — Nursery  Blankets. 

BED  COVERS 

Fancy  Patterns  in  checks  and  colored  Mixes.    Silk  Bound. 

KNITTING  YARNS 

Fast  Colors  including  Heather  and  Lovat.     Write  for  Shade  Card. 

OUR  GUARANTEE  backs  up  every  sale  of  0.  V.  BRAND 
PRODUCTS.  Ask  your  jobber— and  look  for  the  0.  V. 
Label— it  stands  for  PURE  WOOL. 


H.   J.   Fox, 

152  Bay  St., 
TORONTO 


Agents: 

C.    E.    WINKS, 

44    Aiken    Bide., 

WINNIPEG, 


W.    R.    MILLER, 

807  Mercantile   Bldg., 

VANCOUVER 


General  Sales  Office:  3  St.  Nicholas  St.,  Montreal 


Manufactured  by 


BATES  &  INNES  LIMITED 

Carleton  Place  V  Ontario 
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REGISTERED    TRADE    MARK 

FVonouixced   VELVOKNIT 


FINE    UNDERWEAR 

FOR  MEN  AND  BOYS 

Here  Are  Three  Lines  of  COMBINATIONS 

for  Your  Best  Trade 


No.  400 

Fine  Flat  Knit 


No.  420 

Fine  Rib 


Made  of  Pure  Merino  Wool  -  Natural  Shade 
Unshrinkable  Process 

No.  90 
Fine  White  Rib  -  Merino  Wool  &  Combed  Cotton 

Flatlock  Seams — Inset  Military  Shoulder.    Closed  Crotch.    Perfect  in 
Fit  and  Finish. 

"Finer  -  Softer  -  More  Elastic'' 

Also  made  in  Two  Piece  Suits.    All  lines  attractively  boxed. 

The  bright  snappy  finish  of  Velvoknit  and  its  soft,  inviting  "feel"  make  it 

Fast  Selling  Merchandise 

We  guarantee  every  garment.     And  the  price  is  moderate. 
VELVOKNIT  is  sold  Direct  to  the 

Retail  Trade 

Order  now  through  our  agents  or  direct  from  the  mill. 


Agents: 

S.    B.    KAYE,  C.    &   A.    G.    CLARK.  E.  O.  BARETTE  &  CO., 

5    Carleton    St.,  35     Wellington    Street,    E.,  301     St.     James     Street 

ST.    JOHN,    N.B.  TORONTO.  MONTREAL 


GEO.    G.    SMITH 

403    Canada    Building, 

WINNIPEG 


General  Sales  Office:  3  St.  Nicholas  St.,  Montreal 

Manufactured   by 

BATES  &  INNES  LIMITED 


Carleton  Place 


Ontario 
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KNIT  GOODS 

Sorting 
Orders 

In    the  next  thirty   days,    following  the 

opening  of  the  schools  there  will    be  a 

big  business  done  in 

CHILDREN'S 
SWEATERS 

We  have  a  complete  line  and  can  make 

deliveries    same   day   order   is  received. 

Write  or  wire  us. 

Acme  Glove  Works  Limited 

MONTREAL 
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Announcing 

Monarch-Knit 
Hosiery 

in  a  new  range  of  novelty  styles 
at  popular  prices 

FOR  WOMEN  AND  MEN 

Our  representatives  will  be 
pleased  to  show  you  our  at- 
tractive range  for  Spring 
1923. 

Also  Be  Sure 
to  see  our  new  range  of 

Sweater  Coats 
For  1  923 

and 

Monarch  Yarns 

1  4  Different  Yarns 

((A  Yarn  for  Every 
Purpose" 

The  Monarch  Knitting  Co.,  Limited 

Manufacturers  of  Knitted  Outerwear — Hosiery — Hand-Knitting  Yarns 

Head  Office,  Dunnville,  Ontario 

Factories  :  Dunnville,  St.  Catharines  and  St.  Thomas,  Ontario 


Toronto 

Ogilvie   Bldg. 

Cor.  Bay  &  Wellington  Sts. 


BRANCH  WAREHOUSES: 

Montreal 
Dubrule  Bldg. 
Phillips    Square 


Vancouver 

408-9  Mercantile 

Block 
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Three    Monarch -Knit    Leaders 

The  Eagle  Cap 

THIS   cap   is   so   elastic   that   it   always   keeps   its 
shape.      It  has  a  touch  of  real  style,  at  the  same 
time  meeting  the  actual  requirements  of  the  man 
and  the  boy   who  must  be   out  of   doors  during   the 
Winter  months. 

The  earlaps  and  bands  of  the  Eagle  Cap  button 
back  neatly  at  either  side  for  ordinary  wear,  and 
readily  pull  down  and  button  tightly  under  the  chin, 
forming  a  muffler  when  the  wearer  needs  the  best 
possible  protection  to  the  ears,  neck  and  face. 

The  ArctiCap 

A    HIGHLY  desirable  cap  for  all  kinds  of  Winter 
weather.     Ideal  for  Winter  sports  of  every  kind. 
Here  good  looks  and  comfort  go  hand  in  hand. 
To  wear  it  is  really  a  pleasure.      In  fact  no  man  or 
boy  can  afford  to  be  without  one. 

For  good  weather  it  is  neat  in  appearance,  in  fact 
snappy,  and  for  bad  weather  the  earlaps  turn  down, 
covering  the  ears  and  the  entire  back  of  the  neck, 
affording  splendid  protection  against  cold  and  snow. 


Above:  Eagle  Cap  in  good  weather. 
At  the  Right :  Eagle  cap  in  bad 
weather. 

Patented    in    Canada 
Patent    No.    217269 
We    are    the    sole    Canadian    manu- 
facturers  of   the    Eagle    Cap. 


An  Excellent  Profit 
on  Every  Sale 


WE    are    manufacturing     both    these    caps    on    a 
strictly  quality  basis.     The  material,  workman- 
ship  and    finish    are   of   the   very   best.      They 
have  the   style,   comfort  and   utility   that   will    attract 
buyers  and  give  the  greatest  satisfaction  in  actual  wear. 


Price  $11.50  per  dozen,     Boxed   in  }  2  dozens 
solid  size  and  color. 

Retail  Price  is  $1 .50  everywhere. 

COLORS:  Brown,   Navy,    Maroon,    Oxford. 

SIZES  :  Small  2  to  6  years;  Medium  6  to  12 
years  ;  Large— Youths'  and  Men's. 


Above :    ArctiCap    in    mild    weather. 
To  the  Left :   ArctiCap  in  cool 
weather. 

Patented     in     Canada 
Patent   No.   219161 
We  are  the  sole  Canadian  manufac- 
turers  of   the    ArctiCap. 


Delivery  Sept.  1  5  Assured.  Send  Your  Order  To-day 
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For  Fall  and  Winter  Selling 


The  MONO 

MUFFLER 


HERE  is  something  new  in  mufflers — something  that 
is  not  only  different  but  better.  It  is  a  muffler  that 
combines  comfort  and  serviceability  with  attractive 
style.  The  Mono  Muffler  is  a  patented  design,  the  key 
feature  of  which  is  the  method  of  fastening.  This  feature 
makes  the  muffler  as  easy  to  adjust  as  a  fur  neckpiece, 
yet  presents  nothing  that  is  stiff  or  artificial  in  appearance. 


Patented    in    Canada 
Patent   No.    5341 
We     are    the     sole     Canadian     manufacturers     of    the     Mono 
Muffler. 

Price,  $4.25  per  dozen,   boxed    in    X2  dozens, 

solid  colors. 

Retail  Price  50c  Everywhere 

THE   Mono   Muffler  will   be   a  heavy  seller  this 
Fall  and  Winter,  because  it  gives  the  style  and 
comfort    of    a    fur    at    a    fraction    of    the    price. 
Order  liberally,   for  you  are  sure  to  sell  them. 

For  Girls  and  Women  Only 

COLORS:  Turquoise,  Navy,  Scarlet,  Brown,  Black, 
Rose,  Emerald,  Purple,  Cardinal,  Oriental,  Grey, 
Oxford,  Heather  and  Camel. 

Delivery  September  I  5 


The  Monarch  Knitting  Co.,  Limited 

Manufacturers  of  Knitted  Outerwear — Hosiery — Hand-Knitting  Yarns 

Head  Office,  Dunnville,  Ontario 

Factories  :  Dunnville,  St.  Catharines  and  St.  Thomas,  Ontario 


Toronto 

Ogilvie   Bldg. 

Cor.  Bay  &  Wellington  Sts. 


BRANCH  WAREHOUSES: 

Montreal 
Dubrule  Bldg. 
Phillips   Square 


Vancouver 

408-9  Mercantile 

Block 
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Profitable  Stockings  for  You 
and  for  Mother 

O  ALES  of  Buster  Brown  Stockings  are  double- 
*^  barrelled  in  their  effects.  Their  wonderful 
durability,  comfort  and  neat-fitting  qualities  win 
such  strong  admiration  from  mothers,  that  the 
almost  invariable  result  is  a  "repeat"  order — your 
most  profitable  kind  of  sale. 

Display  Buster  Brown  Stockings  and  Buster 
Brown's  Sister's  Stockings  prominently  on  your 
counters  and  in  your  windows.  Thousands  of 
mothers  know  their  worth  and  need  only  to  be  re- 
minded to  purchase  again.  If  you  haven't  them  in 
stock  or  your  supply  is  low,  order  from  your  whole- 
saler. 

The  Ghipman-Holton  Knitting  Company,  Limited 
Hamilton,  Ontario 

Mills  at  Hamilton  and  Welland,  Ontario 


STOCK1H 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


Buster  Brown's 
Sister's  Stockings 
are  equally  suit- 
able for  girls. 
They  are  knitted 
from  a  fine  two- 
thread  English 
mercerized  lisle, 
in  Black, Leather- 
shade  Tan,  Pink, 
Blue  and  White. 
Moderate  in  price. 


REGISTERED. 
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When  they   ask   for   the 
Underwear   that   Mother 

always    Buys 


We  are  advertising  Dods-Knit  Underwear  this 
season  in  the  newspapers  strong.  The  key-note  is 
contained  in  the  phrase  "The  Underwear  That 
Mother  Always  Buys."  She  buys  underwear  for 
the  whole  family  and  she  always  chooses  some  of 
the  Dods-Knit  lines,  according  to  whether  hus- 
band, son,  daughter  or  the  children  are  to  be  pro- 
vided for. 


Dods-Knit  Underwear  is  a 
staple  line  in  the  Canadian 
trade,  with  a  staunch  repu- 
tation. We  are  not  letting  it  go  at  that  though.  Notice  the 
ads  in  the  daily  papers  this  season.  And  be  prepared  when 
customers  mention  Dods  Underwear  as  "The  Underwear  That 
Mother  Always  Buys." 

The   DODS-KNIT   Line 

Underwear  For  the  Whole  Family 

DODS-KNIT  BEAVER  FLEECE,  including  vests, 
drawers,  combinations  and  bloomers  for  ladies;  and 
sleepers,  waists,  bloomers,  vests,  drawers  and  com- 
binations for  children ;  and  two-piece  suits  and  com- 
binations for  men  and  boys. 

DODS  SCOTCH  KNIT  AND  DODS  ELASTIC  KNIT, 

for  men  and  boys.     Guaranteed  100%  pure  wool. 

DODS  MERINO  AND  NATURAL  WOOL,  a  fine 
medium  weight  for  high-class  trade.  Men's,  Wom- 
en's, boys'  and  girls'. 


Every  garment  carries  the  Dods-Knit  trade-mark. 


Look  for  this  trade- 
mark when  they  ask 
for  Dods-Knit,  "The 
Kind  That  Mother 
Always  Buys." 


Selling  Agents 

Ontario     and     Western 
Canada 

R.  READE  DAVIS 
Manchester  Bldg.. 
33  Melinda  Street 
Toronto,    Ontario 

Quebec     and     Maritime 
Provinces 

WILLIAM  C.   FORSTER 

128     Bleury     Street 

Montreal,     Que. 


Kn  i  1 1  i  n  g 
Company 
L  i  mited 


The  Dods 

Orangeville     -     Ontario 
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Made  for  Women  who  want  the   Best 

The  well-dressed  woman  demands  two  qualities  in  Knit  Undergarments — Proper  Fit — Wear — 

which  demands  the  employment  of  the  best  yams  and  the  greatest  care  in  cutting. 

You  are  assured  of  these  qualities  when  buying  our  lines. 

Vests  with  straps  of  washable  Lingerie  Braid  daintily    finished.      Vests    finished   with   attractive 

lace   closely   resembling   a   hand-crocheted   lace.      Combinations  finished  with  Torchon  lace,  very 

rich  and  durable.     Bloomers  finished  with  lace  and  ribbon  rosettes. 

See  our  Spring  1923  Line 

THE  OXFORD  KNITTING  COMPANY,  LIMITED 

Woodstock,  Ontario 


T.  H.  WARDELL 
24  Aikins  Block,  Winnipeg 


Representatives: 

H.  R.  BLADE  F.  W.  McLEAN 

Carleton  Chambers.  Ottawa  5  Paddock  St.,  St.  John,  N.B. 
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«™  ^      HEAVY    MACKINAW 

iJRA^/Jy1^R'^cv'  Every  yard  guaranteed  perfect.     Our  well  known  products  are 

/(icci^h.y  intended   for   those   who   seek   value.     In   addition   to   our  well 

known  "Trade-Mark"  qualities  you  cannot  afford  to  miss  seeing 
ii  BIRD'S  PURE  YtboC1l(((/ff  our   heavy   38    oz.    Coating   qualities   with   check   backs    in    the 

*  "    "  following  numbers. 

LOOK  FOR  THE  TRADE  MARK 

No.   14 — 14 — 1 GREY,  BLACK  AND 

HEATHER 

No.   14 — 15—2 RED  AND  BLACK 

No.   14 — 24 — 2 DARK  GREY  AND  RED 

No.   14 — 24 — 4 HEATHER  MIXTURE 

Garments  made  from  our  Cloths  can  be  secured  from  the  following  wholesalers: 

Grant-Holden-Graham,  Limited,  McMahon,  Granger  &  Co.,  Tolton  Mfg.  Co., 

Ottawa,  Can.  London,  Ont.  Guelph,   Ont. 

Woods  Mfg.  Co.,  MacNee  &  Minnes,  A.  R.  Clark  &  Co.,  Ltd., 

Ottawa,  Can.  Kingston,  Ont.  Toronto,  Ont. 

Finnie  &   Murray,  Limited,  Coristine  Company,  Great   Western  Garment   Co., 

Winnipeg,  Man.  Montreal,  Que.  Edmonton,  Alta. 

//  you  cannot  get  these  goods  from  your  wholesaler,  write'us, 

The  Bird  Woollen  Mill  Co.,  Ltd. 

Bracebridge,  Ont. 


wwi\wi\m^'&i'igi^}§!!^m'2Si!i}^ 


Experience  has  Taught  Us. 

Before  we  became  manufacturers  of  hosiery,  we 
had  had  many  years  of  experience  as  retail 
hosiery  dealers.  Consequently  we  understand 
the  dealer's  point  of  view,  and  we  know  what 
customers  demand. 

We  have  met  those  demands  in 


CIRCLE-BAR  HOSIERY 

It  is  different  from  other  lines.     It  excels  in  quality,  fit  and  durability. 
We  know  from  experience  that  it  attracts  and  holds  the  best  class  of  custom 
All  styles  in  silk,  wool,  mercerized,  lisle  and  cotton. 
FOR  MEN,  WOMEN  AND  CHILDREN 
You  will  be  interested  in  our  new  lines  this  season. 
Our  representative  will  be  glad  to  call.     If  you  prefer,  write  direct  to 

The  Circle-Bar  Knitting  Co.  Limited 

HEAD  OFFICE:  KINCARDINE,  ONTARIO 

MILLS  AT  KINCARDINE  AND  OWEN  SOUND  HOMEBT 
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J^^^d  There  are  four  definite   reasons  for  the  permanent,  profitable 

business  which  results  for  the  store  that  sells 

KENWOOD  £uoroel  BED  BLANKETS 


Products 


FIRST — the  selected  lustrous,  long- 
fibre  wool  used  in  Kenwood  Bed 
Blankets  creates  beauty  of  fabric  and 
strength  that  resists  lots  of  wear. 

SECOND — this  selected  wool  creates 
a  lofty  body  and  permits  a  high,  fleecy, 
long-wearing  nap  —  a  wonderfully 
warm  and  comfortable  combination. 


THIRD — being  woven  100  inches 
wide  and  pre-shrunk  at  the  mill  to  72 
inches,  the  Kenwood  Blanket  can  be 
washed   without   losing   shape   or   size. 

FOURTH — the  eleven  Kenwood  col- 
orings and  patterns  are  correct  in  style 
and  enable  the  housewife  to  dress  her 
beds  in  harmony  with  room  decorations. 


Kenwood  Pure  Wool  Bed  Blankets  are  a  profitable  item  for  the 
store  that  builds  its  business  on  values. 

Full  particulars  on  request 

KENWOOD  MILLS,   LTD.,  Arnprior,  Ontario 
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The  Value  of 
Dependability 


The  buying  public  expects  value  received 
when  investing  in  knitted  goods.  They  de- 
mand a  certain  standard  of  quality  and  style 
and  service.  They  ask  no  more,  but  to  give 
them  less  invites  displeasure. 


No.  271 

Kiddies'  Pure  Wool 
Knitted  Suits 

2  piece  Bloomer  effect 

A  smart,  serviceable  Knitted   Suit. 

Colors — Sand  and  Sky;  Brown  and  Sand; 
Copen  and  White;  and  new  shades  of  Lovat 
and  Heather. 

2  and  3  years— $27.50  doz. 
4    to    6    years— $29.50  doz. 

Also    Boys'    and    Men's    Jerseys    and    Jersey 
weight  V-Neck  Sweaters. 

Order  now  for  Fall  Delivery 


Drop  in  and  see  our  plant  when  in 
the  city  for  the  Exhibition.  The 
Fall  range  is  good. 


{0M| 


Jersey's  Limited 

455  King  St.  W.,    Toronto 


TRADE* 


ARK 


Hosiery 
Requirements 


MADE  6V 
•mGOOERICH  NUTTING  & 

The      Old     Reliable     Maple     Leaf    Brand 

We  have  a  most  complete  range  to 
choose  from.  Our  lines  are  well  known 
to  the  trade. 

Ladies',   Men's   and    Children's 

Worsted,     Plain    and    Ribbed 

Cashmere 

In  Heather,  Black,  Brown,  White,  Scarlet, 
Cardinal  and  Khaki  Colors.  Silk  and  Wool 
Heather  Mixtures. 

Orders  received  by  mail  shipped  out  the 
same  day 

Send  for  samples 

The  Goderich  Knitting  Co. 

LIMITED 

Goderich,    Ontario 


Brushed  Wool  Caperines 

Something  New  for  Fall  Business 
Combination  Colors: 

SUEDE  AND  WHITE 

BROWN  AND  WHITE 

BLACK  AND  GREY 

Double  Knee 

Sport  Stockings 

Plain  and  Colors 

See  our  range  of 

Hockey  Uniforms 

Write  for  samples  and  prices 

Lavoie  Knitters 

PETERBOROUGH,  ONTARIO 

Selling  Agents:  RICKERT  &  McLAUGHLIN, 
275  Craig  Street  West,  Montreal 

NEWELL  BROS.,  152  Bay  Street,  Toronto 
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OTTAWA 
1 1 1  Sparks  St . 


HAILEYBURY 

ONT. 

Matabanick 


SUDBURY,  Ont. 
Balmoral 


LONDON 
ONT. 

145  Carling   St. 


SHERBROOKE 
QUE. 

50  Wellington  St. 


Specializing   in 
Ready-to- Wear. 


all   Infants'   and   Children's 


E.    A.     DAVIDSON 
Manager    "Dept.   J." 


Are  You  READY-TO-BUY 

Correct  READY-  TO-  WEAR 


JT.  HYACINTH E 
QUEBEC 


THE  "NO  COAL"  SCARE 


1.  The  Possible  Scarcity  of  Coal  has  made  Everybody 

think  Earlier  about  Winter. 

2.  The   Increasing   General   Tendency  towards   Out- 

door Life  is  very  Marked. 

3.  The  adoption  for  Style  of  Knit  Outer-Garments  is 

world-wide. 

3  Times  a  Good  Reason  Why  You  Should  Stock 
Outer-Knits  In  Sufficient  Variety 


DEPT.  "J." — Ladies'  Ready-to- Wear  makes 
its  bow  and  bid  for  your  early  inspection 
of  its  meritorious  showing  of  outer  knit 
goods. 

Ladies'  and  Children's  Sweater  Coats,  Pull- 
overs, Hockey  Caps,  Hoods,  Infantees, 
Bootees,  Polkas,  Toques,  Brush  Wool  Scarf 
and  Hat  Sets,  Teddy  Bear  Suits  in  4  pieces 
and  5  pieces. 

Also    all    other     lines    of     Ready-to-Wear: 

Lingerie,  Corsets,  Waists,  Skirts,  Coats, 
etc.,  etc. 


TORONTO,    Ont. 
72   Bay  Street 


HAMILTON 
ONT. 

418    Lister    Chambers 


SYDNEY.     C.R 

269  Charlotte  St. 


HALIFAX 

N.  S. 
119  Roy  Buildinff. 


THREE  RIVERS 
QUE. 


ST.    PASCAL 
QUE. 


112 


KNITTED    GOODS 


Dry  Goods  Review 


PRISCILLA 

Knit  Goods  for  Kiddies 


Now  obtainable 
in  link -and -link 
purl  stitch  style, 
reproducing  per- 
fectly the  best 
hand  -  knit  gar- 
ments, will  get 
you  the  mothers' 
trade. 

Why  not  a  Chil- 
dren's Section  in 
your  store,  with 
a  complete  line  of 
Priscilla  Woollies 
to  attract  the 
mothers  ? 

Suitably  display- 
ed Priscilla  Wool- 
lies will  make 
sales  for  you 
every  day.  Just 
try  it. 

HenryDavis 

&  Co. 

Limited 

259  Spadina  Avenue 
TORONTO 


CELTIC 


HOSIERY 


The  Celtic  Fall  Range  contains 
Celtic  Pure  Silk  Hosiery  clocked 
in  a  variety  of  new  and  pleas- 
ing designs.  Also  the  newest 
and  most  popular  colorings  in 
Fine  Cashmere  Hose  with  and 
without  clocking. 

Selling  Agents : 

HARVEY    BROS.    &    SBMPLE.    LTD., 

224  Empire  Bldg..  TORONTO  ;  313  Fort  St 
WINNIPEG  -.  325  Howe  St.,  VANCOUVER. 

The  Celtic  Knitting  Co. 

Limited 
14  Turgeon  St.  Montreal 


Underwear  of  Outstanding  Quality 

The  name  of  Peerless  Underwear  has  gone  far  and  wide,  leaving 
a  reputation  among  Canadian  women  for  superb  quality,  ele- 
gance of  texture  and  appearance — at  a  popular  price. 

Its  constant  demand  means  a  steady  source  of  good  profit  to  you. 
Order  to-day. 


in  i 


For  Women — Children — Infants 

1E*S 


^ 

Peerless  Underwear 
Company,  Limited 

Controlled  by 

/j&s}$   J.  R.  Moodie  &  Sons  Limited 

Hamilton,   Ont. 
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If  Price,    Quality  and  Novelty  in  Style  Interest 
You — See  Our  Extensive  Line  of — 


KNITTED  WOOLENS 

IMPORTED  AND  DOMESTIC  BOOTEES, 
POLKAS,  CHILDS'  AND  WOMENS'  SETS, 
MUFFLERS,  CAPS  AND  TOQUES,  HONEY- 
COMB SHAWLS  AND  CLOUDS. 


w 

7m         1 

m}\\  \ 

f\         ^ 

Full  Range  of  Colours  at  Our  Usual  Low  Prices 


1   DEPARTMENTS 


A.C. — Cotton  Staples. 

D. — Dress  Goods  and  Silks. 

F. — Toys,  Sporting  Goods,  etc. 

H. — Hosiery. 

L. — Linens,  Handkerchiefs. 


M. — Laces,  Ribbons,  House  Furnishings. 
R. — Ready-to-Wear. 
S. — Smallwares. 
U. — Underwear. 
W. — Woollens. 


Use  our  Mail  Order  Service.  All  orders  ship- 
ped same  day  as  received.  Telegrams  and 
Long-Distance  Telephone  orders  receive  our 
prompt  and  careful  attention. 


HODGSON,  SUMNER  &  CO.,  LIMITED 


83-91  St.  Paul  St.  W. 


21    St.  Sulpice  St. 

MONTREAL 


84-92  LeRoyer  St. 


SAMPLE  ROOMS: 

7  Charest  St.,  Quebec  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.  W.,  TORONTO 

Can.  Bank  of  Commerce  Bldg.,  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

503  Mercantile  Bldg.,  VANCOUVER  50  Bon  Accord  St.,  MONCTON,  N.  B. 

Empire  Bldg.,  HAMILTON  The  Grigg  House,  LONDON 
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Telegraphic  Address:     "Vicuna"   Bradford 

Codes:     A.B.C.  (5th  Edition) 

Bentley's  and  Marconi. 


K 


Merino,   Crossbred  and   English  Topmaker. 

STANDARD  QUALITIES. 

Cashmere  and  Camel's  Hair 
Tops,  Noils,  and   Cardings. 

Joseph  Dawson 

Cashmere  Works 

BRADFORD 
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The  World's  Best 

This  pre-eminent  Scottish  brand  is 
worthy  of  the  consideration  of 
those  who  have  established  their 
business  on  the  basis  of  quality: 

It  comes  from  the  home  of  Scottish 
Hosiery,  and  reaches  the  highest 
standard  of  excellence  that  this 
famous  industry  observes.  In  wool, 
in  workmanship,  and  in  worth 
there  is  nothing  comparable  with 
it  throughout  the  world. 

The  Canadian  dealer  stocking-  it  will  soon 
convince  himself  of  its  satisfaction-giving 
powers  and  of  its  business-getting  possibil- 
ities, for  Pesco  looks  its  part,  is  as  genuine 
as  it  looks  and  never  fails  to  fulfil  the 
buyer's  expectations. 

We  invite 
your  enquiries 

Peter  Scott  &  Co.,  Limited 

HAWICK,  SCOTLAND 


Canadian  Agents  for  Pesco  Underwear. 

(Pure  Wool,  and  Silk  and  Wool,  for  Ladies,  Gentlemen 
and  Children,  and  in  shapes  for  the  Canadian  Market.) 

Messrs.    Hanley    &   Mackay   Co., 

Hammond     Building,     Winnipeg. 


Messrs.     C.     and     A.     G.     Clark 

35    Wellington    Street    West, 
Toronto,    Ont. 


Mr.    R.    C.    Poyser 

418    King's   Hall    Building,   St. 

Catherine    Street    W. 

Montreal. 


Mr.  J.  J.   Mackay 

804    Bower   Building,   Homer   St. 
Vancouver,    B.    C. 
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The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cost. 

FIRST  IN  THE  FIELD  AND  STILL  LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP,  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS, 
THE    INSTEP   AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF  HOSE 
FOR   HARD  WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


Established  ooer  a  Ctnlury-and-a-halj 

WM.  GIBSON  &  SON 

LIMITED 


Hosiery  and  Underwear  Manufacturer 


Head  Office  and  Warehouse: 
THURLAND  STREET.  NOTTINGHAM,  ENG. 

Telegraphic  Address  :  "Wigibson,  Nottingham" 


To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  Hotiser 
TtMUMtHim mrriiiiiiTMtiiiiiTriTTiiiimmniiiiiTiiiii^ 


Factories: — 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.     Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands  : 
ACTiEON,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 

Allan  &  Macpherson,    31-33  Melinda  St.  Toronto 


JECarnall&G 

Redcross  St.  Leicester, 

England. 

■  (T^c^o  F  ^"=>- 

SEAMLESS   HOSE, 
JHOSE&  %  HOSE 

PLftlN  &  RIBBED, 
FINE  &  COARSE  MAKES. 

MEN'S  SELF,  &.  FANCY 
MLKTURE,HOSE&  HALF  HOSE 

LADIES'  SPORT  HOSE. 


GENTS  EMBROIDERED 
HALF  HOSE. 


West, 

w.j.wattam; 


AGENTS.       East, 

HA.MUMFORD, 


18.  DISMORR  BLOCK, 
327,  PORTAGE  AVE, 
WINNIPEG  . 


! 


W 


ROOM   19, 
34,  VICTORIA  ST 

TORONTO. 


"one  w0ov  , 


THE  BES  T     V  efaw4 
INSURANCE  OF^Hp? 

highclassUNDERWEARtmde 

APPRECIATED  BY  THOSE 
WHO  WEAR  THE  BEST 


MADE    BY 


«#^A^° 


F  GALT,  CANADA 


J.  &  J.  Taylor  Safes  for  sale 


One  J.  &  J.  Taylor  Safe,  inside  dimensions  15  inches 
deep,  2  feet  6  inches  wide,  three  feet  11%  inches 
high  and  fitted  with  a  built  in  compartment.  Price 
$250.00. 


One  J.  &  J.  Taylor  Safe  18  inches  deep,  two  feet  8 
inches  wide,  four  feet  6  inches  high,  fitted  with 
a  steel  compartment.  Both  safes  in  good  condition 
and  can  be  bought  at  a  price  that  will  save  consid- 
erable money  to  the  purchaser.      Price  $200.00. 


Box  105,  Dry  Goods  Review 

153  University  Ave.,   Toronto 
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1171 — Dress  Form,  wide 
shoulders  appropriate  for 
Fall  and  Spring  styles, 
colonial    wood    base. 


1922-1923  STYLES 

These  Illustrations  are  the 

Latest    Creations    in 

Enamel  Forms 

We  stock  a  large  variety  of  Parisian  Wax 
Mannequins,  besides  our  own  make,  and 
our  low  prices  will  surprise  you. 

If  you  are  interested  in  Wax  Figures,  it 
will  be  advantageous  to  ask  for  our  photo- 
graphs and  our  recent  illustrated  circular. 

When  you  visit  our  city,  a  welcome  awaits 
you  at  our  sample  rooms. 

DELFOSSE    &    CO. 

247-249  Craig  St.  West 

MONTREAL 


' 

■ 

I 

I 

J 

1163 — Dress  Farm,  narrnv 
shouklers  for  advance  style 
on    Louis    XVI    Base. 


Make  Your  Show  Windows  Pay  Your  Rent 

A  Chest  Full  of  Interchangeable 

Window  Display  Fixtures 

For  Displaying  All  Kinds  of  Merchandise 
That  Will  Give  10  Years  Service  at  Little  Cost. 
Ask  for  Catalog.  Enough  Good  Oak  Fixtures  to  Fill  Your  Windows. 

Shipped  Thru  Jobber  or  Direct  from  Hamilton,   Patented   and   Made  in   Canada 

The  Oscar  Onken  Co.     3851  4th  St.     Cincinnati, O. 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embrojidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND   EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932-938  Broadway  New  York  Cor.   22nd   St. 

Canadian  Showroom  and  Factory-: 

Bay  and  Wellington  Sts.,        -        Toronto,  Canada 


TEXTILE  SMALLWARES 

JAMES  CARR  &  SONS.  LIMITED 
CLARENCE  MILLS 

rr;         CLARENCE  STREET.  CHESTER  ROAD 

MANCHESTER 

Manufacturers  of  all  classes  of  Webs, 
Cords  and  Bindings,  in  cotton,  wor- 
sted and  linen;  Curtain  Webs,  Edg- 
ings, Layon  Borders,  Blind  Cords, 
Carpet  Binding,  Cotton  Banding,  etc. 

Original  Patentees  of 
CARR'S  WOVEN  LADDER  TAPE. 

WHOLESALE  ONLY. 

Agents  for  Canada 

Scott  Bros. 

275  Craig  St.  West 

MONTREAL 
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The  Art  of  Showcard  Writing 

Roman  Text,  Lower  Case  and  Capitals — Proper  Time  for  Using 

Texts — Further  Suggestions  Regarding  the  Layouts — Something 

About  the  Brush  Strokes — The  Inspiration  Theory 


By  JALEXO 


SOMETIMES  the  theme  of  the  showcard  requires  a 
treatment  differing  from  the  ordinary  variety  of  let- 
tering-— as  in  literary  work  some  subjects  suit  the 
prose  form  and  others  the  verse.  A  windowful  of 
china,  jewelry  or  other  exclusive  merchandise  calls 
for  that  different  card,  and  Roman  Text  fulfills 
the  need  to  excellent  advantage.  Roman  Text  is  refined, 
dignified  and  legible.  It  is  not  difficult  to  do,  excepting 
perhaps  the  elementary  stages.  Once  mastered,  however, 
the  showcard  writer  finds  that  Roman  Text  may  be  letter- 
ed with  fluency  and  comparative  ease. 
The  Brush  Strokes 
The  brush  requires  careful  manipulating  here.  It  should 
be  brought  to  a  clean  chisel  edge  and  maintained  thus  at 
every  point  during  the  actual  lettering  of  the  characters. 
The  order  of  stroke  formation  follows  that  of  previous 
alphabets  outlined  in  these  articles.  The  spurs  are  added 
at  the  completion  of  the  letter.  The  spurs  at  the  foot  of 
upright  strokes,  such  as  in  lower  case  "h,"  "1,"  and  so  on, 
are  done  in  one  short  stroke  from  left  to  right,  holding 
the  brush  at  the  angle  shown  at  the  edge  of  the  spurs. 
This  alphabet,  you  will  notice,  is  in  the  condensed  style. 
It  appears  to  best  advantage  when  lettered  this  way,  at 
the  same  time,  attractive  effects  may  be  obtained  when 
used  in  the  medium  width. 

The  Roman  Text  capitals  ought  to  be  used  with  the 
lower  case.  A  complete  word  or  line  in  Text  Capitals 
would  be  difficult  to  read  and  for  that  reason  such  use 
of  Text  is  not  tolerated  in  showcard  work.  Lettering  in 
Text  should  be  of  restricted  size.  It  appears  to  good 
advantage  in  characters  of  the  size  illustrated  herewith. 
The  showcard  writer  must  study  the  needs  and  limita- 
tions of  Roman  Text.  He  ought  to  recognize  the  fact  that 
just  because  he  wishes  to  do  a  certain  card  for  some 
dainty  display,  it  does  not  follow  that  he  should  invariably 
use  Roman  Text.  The  showcard  must  be  adapted  to  the 
display  and  the  goods. 

More  About  Layouts 

In  arriving  at  a  solution  of  the  layout  problem,  the  ex- 
pert cardwriter  exercises  his  imagination  in  a  way  that 
is  at  once  systematic  and  final.  He  sees  with  his  mind's 
eye,  several  possible  arrangements  for  any  given  message 
and  quickly  decides  upon  the  most  appropriate.  The  be- 
ginner, of  course,  is  hardly  expected  to  work  with  such 
precision.  The  student  is  advised  to  pursue  certain  lines 
of  thought  in  connection  with  the  layout  that  will  pave  the 
way  for  speedy  and  satisfactory  results.  The  layout 
should  be  pondered  over  before  a  pencil  is  laid  to  card. 
The  student  should  first  determine  a  size  for  the  card 
and  with  this  before  him,  he  should  visualize  every  imag- 
inable arrangement  into  which  the  lettering  can  be  put. 
From  this  heterogeneous  mass  there  will  stand  out  several 
layouts  that  seem  preferable.  The  student's  sense  of 
arrangement  is  exercised  in  this  way  with  the  result  that 
final  choice  of  layout  makes  for  the  success  of  the  card. 
The  beginner  is  warned  against  the  too  frequent  use  of 
curved  lines  of  lettering.  Sloping  and  scroll  effects  are 
sometimes  not  easy  to  keep  clear,  and  unless  carefully- 
balanced  and  spaced  they  look  unsightly  to  say  the  least. 

The  straight-line  lettering  is  by  far  the  most  popular. 
It  is  much  easier  to  read  and  is  easier,  in  executing,  to 
keep  clear. 

The  Inspiration  Theory 

There  are  showcard  writers  who  work  slowly.  With 
some  of  them  it's  like  pulling  teeth  for  them  to  get  their 
ideas  down   on  card.       You   may  see  seven     cardwriters 


working  on  the  same  kind  of  showcard.  One  will  exe- 
cute his  premier  coup;  another  will  devote  a  half  hour  to 
his;  and  another  may  take  an  hour;  and  so  on.  They 
may  be  cardwriters  of  equal  ability. 

The  inspiration,  (if  you  wish  to  call  it  that.t  which  di- 
rects one  showcard  writer  to  better  effort   than   another 


Dry  Goods  Review 

is  nothing  but  a  real 
capacity  for  taking 
pains.  Cardwriters  do 
not  sit  around  posing 
and  waiting  for  some 
sort  of  divine  afflatus. 
They  train  their  eye 
and  brain  to  think 
quickly  and  accurately, 
and  by  so  doing,  are 
never  at  a  loss  how  to 
do  a  card  in  the  one 
best  way. 

Let  your  aim  be  to 
execute  well  turned  out 
cards.  Do  not  rest  sat- 
isfied with  primitive 
and  childish  stuff. 
Show  your  employer 
that  you  possess  infin- 
itely more  than  a  back- 
stairs knowledge  of 
showcard  writing  and 
y6ur  efforts  will  not 
fail   of   appreciation. 
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The  T.  Eaton  Com- 
pany's store  in  Winni- 
peg opened  seventeen 
years  ago  on  July 
15th.  It  was  the  late 
Sir  John  Eaton  who 
was  responsible  for 
this  undertaking  and 
through  whose  efforts 
this  branch  became  one 
of  the  greatest  commer- 
cial institutions  of  the 
west. 


ROMAN      CAPITALS 


NEWS  OF  THE  TRADE 

A.  0.  Sawyer  has  disposed  of  his  store 
and  dry  goods  business  in  Havelock,  Ont., 
and  is  leaving  for  Florida  where  he  has 
purchased  an  orange  grove. 

In  honor  of  their  29th  birthday,  Far- 
rah's  of  Newcastle,  N.  B.,  had  a  huge 
birthday  cake  which  they  distributed 
among  their  patrons.  The  cake  contained 
the  proverbial  button  and  five  gold  pieces 
of  five  dollars   each. 

E.  G.  Kitchen,  one  of  the  buyers  of  J. 
H.  Gould,  Ltd.,  of  St.  Thomas,  died  at 
his  home  on  August  10th. 

The  Hamilton  Co.  of  Montreal  are 
closing  all  day  Saturday  during  July  and 
August. 


HIGH  NECK  NIGHTIES 

There  is  a  movement  afoot  among  man- 
ufacturers to  put  the  high-necked  night- 
dress back  in  its  place  in  the  sun.  Some 
declare  that  valuable  opportunities  have 
been  lost  in  the  last  four  years  by  ne- 
glecting it.  The  gown  with  the  high  neck 
has  come  to  be  nothing  but  a  cheap  prac- 
tical garment  for  wear  by  women  who 
think  of  comfort  before  style.  It  has 
ceased  to  be  a  thing  of  interest  for  that 
reason. 

Designers  now  declare  that  there  are 
many  women  who,  while  they  like  pretty 
gowns,  prefer  to  have  high-necked  ones 
for  winter  wear.  They  have  therefore 
made  up  some  very  attractive  garments 
with  lace  or  pleated  yokes  and  ribbon  ties 
under  the  chin,  much  along  the  style  of 
the  necks  in  this  year's  blouses.     Some 


have  nicely  cut  long  sleeves  also. 

This  new  vogue  has  of  course  been 
sponsored  by  both  Paris  and  New  York. 
Someone  has  asked  whether  this  new 
gown  presages  a  return  of  the  demure 
maiden  of  whom  our  grandmothers  used 
to  speak. 


KENT-McCLAIN    AGAIN 

Crowell's  Limited,  Sydney,  N.S. 
Messrs.  Crowell's  Limited,  of  Sydney, 
N.S.,  have  recently  added  to  their 
store  equipment  by  the  installation  of 
"INTER-PLACE-ABLE"  Unit  Wall 
Fixtures  and  silent  salesman  show- 
cases. These  new  Units  take  care  of 
ladies'  wearing  apparel  and  not  only 
provide  space  for  stock  but  also  give 
unequal'ed  display.  The  fixtures  are 
in  rich  %  cut  Oak  and  were  designed 
and  built  by  Kent-McCIain  Limited. 
(Toronto   Show   Case   Company). 
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EQUIPMENT    AND    DISPLAY 

Taste  in  Window  Treatments 

England  Only  Beginning  to  Show  Interest  in  Decorating — Uni- 
formity and  Dignity  Required  in  Selecting  Valances  and  Curtains 

For  Your  Window 


Dry  Goods  Review 


AN  Englishman  does  not  understand 
the  term  "valance"  as  we  do  in  Am- 
erica. A  valance  is  to  him  the  hang- 
ing on  a  four-poster  bed.  "Pelmet"  con- 
veys to  him  the  idea  of  a  border  for  the 
upper  part  of  a  window  much  better. 
Since  England  as  a  who1"  does  not  pay 
as  much  attention  to  window  decoration 
as  we  do,  valances,  or  pelmets  are  natur- 
ally very  rare.  The  war  has,  however, 
opened  the  eyes  of  English  merchants 
to  the  possibilities  of  windows  to  such 
an  extent  that  before  long  it  is  believed 
their  shops  will  rival  those  of  this 
country. 

The  term  pelmet  is,  according  to  an 
authority  on  the  subject,  more  correct 
than  valance.  A  -valance  is  anything 
which  hangs  above,  while  a  pelmet 
(probably  of  French  origin)  means  that 
which  is  used  as  a  window  or  curtain 
decoration  in  a  hanging  effect. 

One  Scheme  Which  Merchants  Imitate 

In  most  small  towns  it  is  found  that 
if  a  certain  form  of  advertising  or,  most 
of  all,  of  decorating  is  used  by  one  firm 
others  try  to  keep  as  far  away  from  that 
form  as  possible. 

This  is  not  true  of  window  valances, 
it  seems.  If  a  traveler  can  sell  a  val- 
ance to  one  store,  he  can  usually  depend 


on  a  large  percentage  of  orders  within 
the  next  few  months  from  neighboring 
merchants.  They  can  see  the  big  im- 
provement that  the  valance  gives. 

What  are  the  advantages  of  valances 
or  pelmets  ?  In  the  first  place  they  hide 
the  bareness  which  is  so  apparent  at  the 
top  of  even  the  most  artistic  window. 
They  make  window  dressing  easier  be- 
cause less  is  required  when  a  valance 
is  used.  They  hide  the  glare  of  over- 
head lighting,  particularly  if  the  light- 
ing is  direct.  Lastly,  they  make  the 
setting  for  a  stage,  since,  after  all,  the 
window  is  the  stage  of  the  merchant — 
the  stage  where  every  piece  of  goods 
"must  play  its  part." 

One  retailer  who  is  known  for  his 
artistic  windows  told  our  representative 
that  a  window  without  a  valance  is  like 
a  picture  without  a  frame.  The  frame, 
he  says,  enhances  the  beauty  of  the  pic- 
ture itself  if  properly  selected. 

Some  Valances  Not  Artistic 

A  window  designer  who  has  had  years 
of  experience  in  Toronto  says  that  a 
badly  made  valance  is  worse  than  none 
at  all.  The  principal  point  to  keep  in 
mind  in  installing  these,  is  that  they  are 
for  the  purpose  of  setting  off  the  mer- 
chandise and   must  for  that  reason  not 


be  too  ornamental.  Conventional  designs 
are  usually  best.  If  the  pattern  is  plain, 
monograms  may  be  used  with  good  ef- 
fect. The  colors  should  always  be  such 
as  will  throw  into  rel'ef  those  of  any 
goods  above  which  the  valance  hangs. 
Neutral  shades  are  best  though  a  few 
others  may  be  added  to  give  contrast. 
White,  sand,  brown,  dark  green,  navy 
and  black  are  always  good. 

Side  curtains  made  of  the  same  ma- 
terial as  the  pelmet  are  best.  When 
floor  mats  are  used  these  should  be 
made  to  match  also,  unless  a  special  dis- 
play is  required,  in  which  case  the  floor- 
ing should  correspond.  The  general 
scheme  in  decorations  of  this  kind,  how- 
ever, lies  in  the  watchwords — uniform- 
ity and  dignity.  Valances  and  curtains 
should  be  remembered  as  the  silent 
partners  of  good  windows. 

The  number  of  merchants  in  this  coun- 
try who  do  not  appreciate  the  value  of 
these  little  items  is  growing  very  small, 
says  a  man  who  has  studied  the  develop- 
ment very  closely.  Even  those  who  will 
not  use  them  will  not  attempt  to  give 
arguments  against  them.  Our  mer- 
chants on  the  whole  are  as  keen  on  the 
question  of  good  windows  as  those  of 
anv  countrv  in  the  world. 


THREE    PELMETS    OR    VALANCES    WHICH    WOULD    BE    APPRO- 
PRIATE ON  ANY  WELL-DRESSED  WINDOW 


Made  of  English   homespun   with    tan   sateen   applique   and   brown   outline. 
The  fringe  is  of  mercerized  silk.     Valance  is  in  ecru. 


Of  rep  cloth  with  applique  of  brown   felt  outlined  in  ecru,, 
and  its  mercerized  fringe  are  also  in  con  shade. 


This  valance 


Valance  of  ecru-colored  motor  sateen  with   brown  or  blue  woven   insertion, 

mercerized,  fringe  and  tassels. 

Shown  by  Clatworthy  &  Son,  Ltd.,  Toronto. 
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Making  the  Store  Attractive 

Marks  Awarded  Departments  for  Arrangement  of  Stock,  Ap- 
pearance of  Merchandise — Appearance  of  Salespeople  and  Par- 
cel Wrappers,  and  Display  of  Goods — Store  That  Follows  This 
Method  is  Well  Satisfied  With  Results— Method  Outlined 

AUGUST  is  one  of  the  best  months  marks  apiece,  making  100  in  all.       The           The  store  which  employs  this  simple 

of  the     year     in     which     to     take  marks  are  adjusted  in  this  way.  method  of  checking  up  its  personal  and 

stock,  so  to  speak,  of  the  appear-  Stock  arrangement:  sales  methods  is  well  satisfied  that  good 

ance  of  each  part  of  the  dry  goods  store,  Boxes  on  shelves,  orderly  and  clean,  results  are   achieved  thereby.       Several 

including  a  survey  of  the   merchandise,  uniform  in  size  and  color,  un-  other   regulations    are    enforced   in   this 

the    salespeople    and    the    methods    em-  broken    15  store   all  the  year  around  and  have  to 

ployed  by  the   last  named   to   keep   the  Ledges  free  from  dust  and  articles  do   with    the   usual    store   routine,   such 

standards  of  the     business  up     to     the  other  than  display.  Reserve  stock  as  a  rule  to  the  effect  that  ctock  must 

highest  degree  of  efficiency.       With  the  neatly  piled  in  groups    5  .  be  marked  in  the  stock  room  in  order  to 

Fall   opening   not  far  distant  and  with  Wrappers'  stand  in  order,  not  piled  avoid    confusion    in    the    store    and    ne- 

new   goods    coming   in    all    the    time,   it  with  loose  ends  of  paper,  etc 5  gleet  of     customers.       Another     recom- 

behooves  the  department  heads  to  make  Show  cases  clean  and  free  from  re-  mend?  that  sales  books  be  kept  out  of 

the    most    of    the    comparatively    slack  serve  stock 5  sight  when  not  in  use,  and  not  left  lying 

month    of   August   and    inaugurate    any  Counters  free  from  unnecessary  mer-  on  the  merchandise. 

changes  necessary  without  delay.  chandise,  dust  or  other  articles  ....   5           The  store  which  finds  the  above  men- 

In  order  that  any     department     may  Ai^les  clean  and  free  from  PaPer         c  tioned    "-P0*    °n,  departmental    teffic- 

achieve    100%    results    it   must   present  boxes-  etc 5  iency  to  be  helpful,  is  notably  the  most 

an  appearance  which  leaves  nothing  to  ~  Progressive  in  the  city,  and  although  its 

be  desired,  either  from  the  appearance  A  40  customers  are  unaware  of  this  period- 
of  the  salespeople,  the  display  of  goods,  Appearance  of  merchandise:  ical  checking  up  they  have  been  over- 
the  appearance  of  the  goods  themselves  Actively  arranged  in  boxes  or  heard  to  remark  that  Blank  &  Corn- 
er  the    stock   arrangement.       In    a   cer-       „  on  counter,  ' ' ; I  Van/  s  store  always  looks  so  attractive 

tain  store  in  the  Maritime  Provinces  an  Boxes  +m  orderly  arrangement         ...   6  and   is    the   best   place    to    shop    at   be- 

ammal  survey  is  taken  of  each  of  these  Frejh  toPs  Plainly  and  neatly  mark~       K  cause  the  atmosphere   is     so     pleasant. 

points  and  points   are  awarded  in  such       nied    ■•"    "l'". j \  Store  atmosphere  is  something  which  is 

a    way   that    the    merchandise    manager       Clean'  not  wrinkled  or  mussed 5  generally  ignored  or  overlooked  as  be- 

is  enabled  to  tell  where  the  various  de-  ~  mS  of  no.  importance  whatever.yet  it  is 

partments    excel    or    fall    down    in    the  .                        ,      .                                      20  f  Powerful  factor     in     attracting     and 

final  analysis  Appearance  of  salespeople     and     wrap-  holding    trade    despite    the   fact   that   it 

pers:  cannot  be     ranked     among     the     more 

The   method    of   awarding   marks    for       Dress 5  tangible   assets   of  any  business.       Let 

efficiency  is  conducted  in  this  manner.       Attitude  and  manner S  August  find  your  store  in  readiness  to 

A   report   is    drawn    up    on   which   four  wjn   new  f riends   in  the   coming   season 

general  headings  are     printed,  as     fol-  20  with  an  atmosphere  which  conveys  the 

lows:  Display  of  goods :  store's  progressive  policy  more  express- 

1  Arrangement  of  stock  Colors  well  chosen,  effective  and  in  ively  than  any  amount   of   printed   words 

2  Appearance  of  merchandise.  LiS  ^0™°"*   \\\\    \\\\    WV.WY.l  "  WideSprGad  publidty- 

3  Appearance  of  salespeople  and  par-  Selling  quality  featured 'to  advantage  5           The  Ninth  Annual  Convention  of  the 
eel  wrappers.  Displays  frequently  changed,  es-  National  Association  of  Retail  Clothiers 

4  Display  of  goods.  pecially  novelty  goods 5  of     the  United  States     will  be  held     at 

The  first  named  heading  is  given  40  Madison    Square      Garden,    New     York, 

marks  and  the  last  three  are  given  20  Total                                   100  September   11th  to   15th. 


Frank    Colwell   of    Halifax   Finds   Profit 

In   Little  Things — Candy  and 

Cigarettes 

That  smallwares,  fancy  goods  and  var- 
ious small  accessories  in  the  way  of 
wearing  apparel  are  decidedly  profitable 
in  themselves  was  amply  proven  during 
the  month  of  July  in  the  city  of  Halifax, 
N.  S.,  when  Frank  Colwell,  proprietor  ol 
a  large  men's  wear  business  opened  a 
new  store  entirely  devoted  to  the  s>ale 
of  these  lines.  This  new  store  occupies 
one  of  the  finest  new  buildings  on  Bar- 
rington  Street  and  is  intended  to  offer  a 
variety  of  merchandise  of  the  more  gen- 
eral sort  at  prices  which  are  under  $1. 
Although  this  would  indicate  limited  cash 
receipts  in  some  ways,  the  sales  staff  are 
finding  it  comparatively  easy  to  promote 
bulk  sales  instead  of  single  articles  an* 
special  efforts  are  made  to  display  and 


feature  merchandise  which  can  be  solo: 
in  quantity  at  a  discount. 

Not  only  have  the  smallwares  and 
fancy  goods  lines  been  successfully  in- 
troduced in  this  store,  but  it  has  also  Leon 
found  advisable  to  include  such  stock  as 
untrimmed  hats  for  women  and  children 
in  addition  to  headwear  for  men.  Like- 
wise such  lines  as  underwear,  shirts,  col- 
lars, etc.,  are  proving  so  successful  that 
they  are  being  given  departments  to 
themselves.  The  sale  of  men's  belts 
alone  has  been  record  breaking  in  the 
new  store  and  over  two  gross  were  sold 
inside  the  first  ten  days. 

Very  careful  plans  were  laid  in  prep- 
aration for  the  opening,  according  to  Mr. 
Colwell.  Much  advertising  and  circular- 
izing was  done  through  the  press  and 
by  means  of  special  posters  and  the  en- 
tire juvenile  population  responded  to  a 
fascinating  "Mystery  Bag  Sale"  with 
which    the    opening    day   was    celebrated. 


This  sale  was  made  up  of  merchandise 
selected  from  all  departments  of  the  new 
store,  wrapped  up  and  sold  at  a  straight 
price  of  ten  cents  a  package.  In  some 
of  the  bundles  a  certificate  entitling  the 
purchaser  to  $1  worth  of  goods  was 
placed,  and  proved  a  popular  prize  with 
those  fortunate  to  win  it  among  the  other 
ten  cent  surprise  packages.  A  clever 
window  display  was  arranged  to  give 
publicity  to  the  idea,  by  hanging  the 
packages  by  strings  from  the  ceiling  of 
the  centre  window. 

In  addition  to  the  goods  enumerated 
above,  the  management  has  installed  a 
candy  and  cigarette  section  together  with 
a  light  refreshment  counter  which  does 
a  rushing  business  in  light  drinks.  Cash 
registers  are  used  throughout  the  entire 
store  which  covers  considerable  area,  be- 
sides including  a  basement  section  which 
is  ultimately  to  be  devoted  to  children's 
wear  alone. 
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Gives  good  service 
and  keeps  expenses  down 


'TpHIS  Lamson  wire  line  carrier  is  designed  particularly  for 


1 


Money  and  charge    slips    are   brought   from 
every  desk   right   to   the  book   keeper's   desk 


A  station  near  every  clerk  prevents 
annoying  waits  and  ensures  quick  service 
on  every  side. 


Lamson  parcel  carriers  take  the  merchandise 
as  well  as  the  cash  to  the  central  desk  for 
checking  and   wrapping. 


stores  and  specialty  shops  of  moderate  size.     Its  low  first 


cost  enables  a  merchant  to  buy  a  complete  system  reaching 
every  clerk  for  less  than  the  cost  of  other  systems  which  do  not 
give  nearly  so  complete  service. 

The  operating  expenses  are  practically  nothing.  No  elec- 
tric power  is  required — the  system  can  be  used  in  towns  where 
current  is  not  available. 

Where  the  size  of  the  store  permits  the  use  of  Lamson  wire 
line  carriers,  they  give  practically  the  same  quick  economical 
service  as  our  cable  and  pneumatic  tube  systems. 

Service  between  clerk  and  cashier  is  virtually  instantaneous. 
The  money  or  charge  slip  on  every  sale  is  in  a  safe  central  place 
before  the  merchandise  is  delivered.  The  charge  or  O.  K.'d 
slip  is  back  in  the  clerk's  hand  before  she  has  the  parcel  wrap- 
ped. And  where  parcel  carriers  are  used,  the  merchandise  too 
is  double  checked  for  quality  and  quantity. 

You  should  find  out  whether  you  can  use  this  economy  service 
to  advantage  in  your  store.  Our  local  representative  will  call 
and  give  you  more  information,  or  if  you  prefer,  we  will  send 
you  our  booklet  describing  fully  this  useful  carrier. 


The  Lamson  Company 

SYRACUSE  N.  Y. 

BRANCHES    IN  PRINCIPAL  CITIES 


Send  for  this  booklet — it 
will  help  you  plan  your 
store  improvements  for 
this  fall. 
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THE    NEW    WAY    SYSTEM 
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The  glass  front  drawer  enables  the  sales 
people  to  locate  stock  instantly.  A 
simple  pull  of  the  drawer  gives  ready 
access    to    five    dozen    pairs    of    hosiery. 


Capacity  for  150  dozen 
pair  of  women's  hosiery 
in  section  four  feet  in 
length.  Normal  capacity 
of    shelving    60    dozen. 


1 


The  above  view  is  a  graphic  illustration  of  the  New  Way  System  of  Store  Fixtures  with  its 
many  features,  such  as  the  economy  of  space,  the  accessibility  of  stock,  the  compelling  display 
and  protection  afforded  all  merchandise. 

The  New  Way  System  can  be  started  in  one  department  and  added  to  from  time  to  time.  All 
leading  Ladies'  Wear,  Dry  Goods  and  Departme  nt   Stores  in  Canada  are  installing  this   system. 

We  are  glad  to  explain,  personally  or  by  catalogue. 

Jones  Bros.  &  Co.,  Limited 

Store  Fitters 


Eastern  Branch 

71   Bleury   Street 
Montreal 


Head  Office 

29-31  Adelaide  St.,  W. 

Toronto 


Western    Branch 

437    Main    Street 
Winnipeg 


In  affiliation  with  and  manufacturing  under  Canadian  Patents  of  the  Grand    Rapids  Show  Case   Co. 
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Filet  Crochet  Laces  for  Curtains 

New  Creations  Adaptable  for  Many  Purposes — May  Be  Obtained 
in  Variety  of  Shades — Heraldic  Design  in  Arab  Shade — Shadow 
Effect  in  Allovers — Pure  Cotton  Filled  Quilts  Shown  at  Attrac- 
tive Prices 


AS  WAS  announced  in  last  month's 
issue  of  Dry  Goods  Review, 
filet-crochet  lace  or  art  lace 
is  an  unusual  vogue  for  decorations 
and  they  have  been  designed  in 
a  bewildering  variety  of  exquisite  de- 
signs among  which  every  type  of  decor- 
ative motif  is  represented,  adaptable  for 
use  in  both  formal  and  informal  rooms. 

Although  primarily  intended  for  the 
creation  of  curtains  of  dado  character 
with  a  panel  insert  running  across  the 
lower  portion,  these  new  laces  are  ad- 
aptable to  any  purpose  to  which  ordin- 
ary laces  can  be  put,  such  as  bed- 
spreads, runners,  scarves,  mats,  hang- 
ings, lampshades,  lunch  sets  and  so  on. 
Not  only  is  the  range  of  designs  exceed- 
ingly varied,  but  also  it  is  possible  to 
obtain  these  laces  in  a  variety  of  shades 
in  addition  to  pure  white,  among  which 
might  be  mentioned  cream,  arab  and 
ecru,  while  there  are  two  predominant 
widths,  12  and  16  inches,  the  first  being 
considered  the  most  generally  useful  for 
all    round    purposes. 

Fringe  Edgings  are  Smart 

The  British  makers  of  these  laces  have 
evolved  a  new  type  of  knotting  which 
doubles  the  strength  of  the  mesh  there- 
by strengthening  the  wearing  ability  of 
the  material.  Very  lovely  plain  nets  in 
the  filet  crochet  weave  can  be  obtained 
to  match  the  laces  and  with  which  the 
fore-mentioned  decorative  accessories 
can  be  made.  Either  of  two  styles  of 
finish  are  provided,  namely,  fringe  and 
a  Van  Dycked  lace  edging.     The  fringe 


FILET  CROCHET 

ART  LACE 

These  were  recently  import- 
ed from  England  by  C.  W. 
Williams  of  Montreal.  This 
type  of  lace  was  especially 
designed  for  creating  dado 
curtains  or  panelled  effects 
and  is  reproduced  in  a  wide 
variety  of  interesting  designs 
of  which  the  illustrations 
shown  herewith  are  fairly 
representative.  Either  fringe 
or  the  Van  Dyke  edge  may 
be  used  to  finish  the  cur- 
tains and  many  charming 
decorative  effects  may  be 
made  of  these  laces  to- 
gether with  plain  filet  nets 
or  marquisettes  in  addition 
to  curtains.  Laces  shown  by 
courtesy  of  T.  I.  Birkin  & 
Company,  of  Nottingham, 
England. 


is  thought  to  be  newer  and  best  adapted 
to  use  as  an  edging  for  smaller  lengths. 
The  heraldic  design  is  very  effective 
developed  in  an  arab  shade  and  would 
be  a  dignified  and  appropriate  finish  for 
the  windows  of  dining  rooms,  libraries 
or  halls.  The  conventional  motif  inset 
with  finer  filet  medallions  is  another 
very  new  design,  especially  lovely  when 


used  for  cushions  or  as  curtains,  etc. 
The  finer  lace,  together  with  its  match- 
ing edging  is  effective  for  bedroom  sets 
and  other  smaller  accessories. 

Plain  marquisette  can  also  be  sold  to 
accompany  these  coarse  laces,  instead  of 
the  regulation  nets,  and  the  entire  piece 

(Continued  on  next  page) 
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British  Trade  Steadily  Improves 

W.  .G.  McJannett  Says  Conditions  Are  Much  Better  and  That 
Firms  Are  Getting  Back  Into  Their  Old  Stride — The  Question  of 
Color  Guarantees  Can  be  Solved  by  Retailer — Trade  Making- 
Mistake  in  Handling  Madras  for  Dresses — Some  Advances 


IN  cotton  materials,  buyers  for  home 
furnishings  houses  report  advances 
of  from  7%  to  10  per  cent,  in  Brit- 
ish manufacturing  centres.  This  holds 
particularly  in  Manchester  and  Scotland 
where  American  cotton  which  was  bought 
for  9s.6d  in  March  has  been  13s.4g  J.i.e 
the  middle  of  June.  Most  buyers  say 
present  prices  will  last  for  nine  months. 
The  present  stocks  in  Toronto  wholesale 
houses  were  bought  and  are  being  de- 
livered at  early  spring  prices.  After 
October,  however,  and  for  delivery  in 
1923,  the  new  prices  will  undoubtedly 
prevail. 

British  Trade  Brisker 
W.  G.  McJannett,  Toronto  representa- 
tive of  the  firm  of  J.  B.  Henderson  & 
Company,  has  just  returned  from  the 
British  Isles  with  the  news  that  Man- 
chester is  busier  than  it  has  been  for 
the  past  three  years.  In  Scotland  busi- 
ness is  also  better  and  prices  are  fairly 
firm.  In  Nottingham,  the  lace  trade  is 
very  slow,  he  said,  except  in  lace  cur- 
tains and  bungalow  nets.  In  these,  orders 
have  been  sufficient  to  keep  several  mills 
working  regularly.  Lower  priced  nets 
are  being  made  than  the  Canadian  trade 
has  seen  for  many  years.  This,  Mr.  Mc- 
Jannett believes,  is  one  of  the  best  in- 
dications that  British  trade  is  improving. 

Guarantees  Not  Needed 

From  the  same  source  comes  the  in- 
formation that  British  manufacturers 
are  charging  Canadian  buyers  who  ask 
for  a  sunfast  guarantee  when  placing 
their  orders.  One  maker  who  had  a  line 
marked  at  4s.  6d.  added  Is.  5d.  to  his 
charges  for  the  same  goods  guaranteed. 
The  British  public  does  not  ask  for  this 
because  it  knows  that  the  standard  dyes 
now  being  used  in  England  are  reliable. 
British  concerns  are  using  the  dyes  that 
came  from  Germany  previous  to  the 
war. 

Years  ago  the  Canadian  consumer  did 
not  ask  for  a  guarantee  and  could  easily 
be  trained  again  not  to  expect  it.  It 
might  even  be  as  well  to  tell  the  public 
that  British  firms  are  making  only  one 
grade  of  curtaining  whether  the  guar- 
antee is  given  or  not.  Mr.  McJannett 
believes  retail  buyers  could  solve  the 
problem  by  stocking  unguaranteed  re- 
liable lines  and  testing  them  in  their  own 
stores.  If  samples  were  exposed  to  the 
sun  for  several  months  and  then  to  cus- 
tomers, no  better  proof  could  be  asked 
for.  In  fact,  many  people  prefer  the 
guarantee  of  a  retailer  whom  they  know 
to  that  of  a  manufacturer,  particularly 
when  they  have  the  difference  in  cost 
explained  to  them. 


This  plan  could  be  tried  out  in  many 
materials.  Colored  madras  is  a  good 
example.  If  two  samples  of  most  of  the 
self-colored  madras  now  on  the  market 
were  placed  before  a  customer  and  it 
could  be  shown  that  the  one  that  had 
been  exposed  was  the  same  as  the  other 
in  appearance,  this  buyer  believes  the 
guarantee  craze  could  be  settled  for  all 
time. 

36"Inch  English  Cretonnes 

For  years  there  have  been  complaints 
that  British  cretonnes  36  inches  wide 
could  not  be  obtained.  Th:y  made  the 
30  inch  and  the  50  inch  widths  for  so 
long  that  they  seemed  unwilling  to  make 
a  change.  For  that  reason,  American 
manufacturers  have  been  getting  a  good 
deal  of  the  business  lately  since  the  Can- 
adian trade  seems  to  prefer  the  36  inch 
width.  Several  Manchester  firms  are  now 
using  looms  of  this  size,  along  with 
others,  for  the  home  trade  still  prefers 
it  as  before. 

Madras  For  Dresses 

One  Toronto  house  expressed  the  opin- 
ion that  the  trade  is  making  a  mistake  in 
calling  the  new  madras  material  shown 
for  gowns  by  the  name  it  is  known  under 
for  curtaining.  The  thick  pile  of  the 
dress  madras  gives  sufficient  reason  for 
another  name.  It  is  clipped  fuller  than 
curtain  madras  to  give  it  the  appearance 
of  brocaded  velvet  and  Egyptian  yarn  is 
used  in  the  making  resulting  in  more 
body  than  in  ordinary  madras.  In  Eng- 
land, the  name  "Moquettine"  is  used  and 
some  Canadian  firms  are  already  adopt- 
ing it. 

English  women  are  wearing  it  exten- 
sively and  buyers  who  have  seen  them 
say  they  are  most  attractive.  In  France, 
it  is  selling  very  well  also.  Toronto  re- 
tailers have  been  showing  it  in  both 
ready  to  wear  and  fabrics  since  early 
spring  and  while  it  is  selling  it  is  not 
moving  in  large  quantities.  The  trouble 
may  be  that  the  best  colors  have  not 
been  shown  the  Canadian  public.  In 
England,  all  the  dress  shades  are  fea- 
tured and  not  the  drapery  colors  which 
some  retailers  here  have  stocked.  Peri- 
winkle blue,  several  of  the  greens,  red, 
yellow  and  white  should  gain  favor  in 
this  material  for  mid-winter  and  early 
Spring  if  both  wholesale  and  retail 
houses   take  it  seriously  in  hand. 

British   Press   Hopeful 

European  travellers  tell  Dry  Goods 
Review  that  the  British  consumer  and 
trade  press  are  talking  good  times. 
These  papers  are  impressing  upon  their 
readers  that  the  corner  has  been  turned. 
Trade  papers  devoted  to  homefurnishings 
are   emphasizing  the   need  for   patience, 


since  drapery  and  upholstering  lines  were 
the  last  to  feel  the  pressure  they  will  be 
slower  to  recover  than  other  lines.  Prices 
are,  however,  firming  up  each  week. 


FILET  CURTAINS 

(Continued  from  previous  page) 

when  finished  can  be  mounted  over  col- 
ored silk  to  provide  extra  strength  as 
well  as  a  less  transparent  effect.  A 
soft  yellow  is  said  to  be  especially  good 
beneath  lace  of  this  type. 

Shadow  Pattern  Allovers 
The  same  importer  commented  upon 
the  new  range  of  allover  nets  which  had 
just  come  to  hand  to  replace  the  ordin- 
ary filet  allovers.  These  showed  a 
shadow  effect  in"  the  finest  of  filet  mesh- 
es, averaging  16  point  in  fineness,  with 
two  and  three  motif  patterns.  The  spe- 
cial feature  of  interest  with  regard  to 
these  new  allovers  was  the  lacy  open- 
work effect  achieved  in  the  midst  of  a 
plain  filet  weave,  an  effect  previously 
never  attained  in  the  process  of  curtain 
manufacture.  Quaint  Gothic  windows, 
tall  and  majestic  storks,  crest-like  coats 
of  arms,  pastoral  scenes  and  figures — 
all  these  have  been  delicately  and  intri- 
cately wrought  out  in  the  finest  and 
sheerest  of  filet  lace  curtain  net  to  be 
sold  at  the  same  cost  of  ordinary  ma- 
terial. 

Quilt    Prices   Offer    Opportunity    to    Buy 

A  Montreal  manufacturer  who  has 
taken  up  the  making  of  bedroom  quilts 
is  now  showing  a  very  attractive  range 
of  pure  cotton  filled  quilts  bearing  an 
unqualified  guarantee  in  the  corner  of 
each  quilt.  Both  plain  and  fancy  cov- 
erings are  shown  in  this  range  but  the 
most  effective  models  are  those  featur- 
ing a  stitched  panel  in  an  artistic  scroll 
design  appropriate  to  the  size  of  the 
covering.  In  most  of  the  quilts,  panell- 
ing is  inset  in  a  solid  color  to  harmonize 
with  the  body  of  the  article,  rose  color 
being  especially  strong  this  season.  It 
was  said  that  size  66  x  72  is  the  most 
wanted  size  in  these  bed  coverings 
which  are  available  from  60  x  72  up- 
wards beginning  at  $2.45  upwards. 

In  real  satin  coverings  and  with  pure 
down  fillings  there  is  an  even  larger 
range  of  beautiful  designs  to  select 
from.  A  new  fluted  or  crinkled  treat- 
ment of  the  satin  adds  to  its  lustre  in 
the  panellings  or  insets  used  to  embellish 
the  plainer  quilts  which  can  be  had  as 
low  as  $18  apiece  up. 
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The  Making  of  Floor  Linoleum 

Had  Its  Origin  in  Film  That  Forms  on  Can  of  Paint  When  Ex- 
posed to  the  Air — Was  First  Produced  in  1863 — Secret  of  Manu- 
facture Closely  Guarded  for  Many  Years — Ingredients  Come 
From  Russia,  South  America,  Mediterranean  Sea,  Scotland,  In- 
dia, Australia,  Africa  and  Other  Countries 


SCARCELY  anyone  would  suspect 
that  linoleum  which  occupies  fo 
prominent  a  place  among  the  finer 
floor  coverings  in  use  to-day,  owes  the 
source  of  its  inspiration  to  the  film  that 
forms  on  an  ordinary  can  of  paint  when 
exposed  to  the  air.  Yet  such  was  the 
origin  of  linoleum,  as  discovered  by  a 
young  Englishman  called  Frederick  Wal- 
ton, in  1861,  and  brought  to  its  finished 
state  by  the  addition  of  certain  gums  as 
well  as  powdered  cork,  and  mounted 
upon  a  burlap  backing. 

The  name  of  the  product  comes  from 
two  Latin  words,  "linum"  meaning  flax, 
and  "oleum"  meaning  oil.  It  takes  its 
name  from  the  principal  ingredient,  lin- 
seed oil,  which  is  treated  by  an  oxidising 
process  until  it  becomes  hard,  tough  and 
rubber-like.  Linoleums  are  classified  as 
textiles  and  require  in  the  manufacture 
exceptionally  heavy  and  massive  mach- 
inery, necessitating  vast  areas  of  factory 
space  and  lengthy  periods  of  time  in 
which  to  turn  out  the  finished  product. 

Ever  since  the  firs+  yard  of  linoleum 
was  produced  in  1863  the  greatest  secrecy 
has  been  maintained  and  the  growth  of 
plants  and  factories  has  been  slow  and  in 
many  cases  incidental  to  the  manufac- 
ture of  oilcloth.  During  th?  past  two 
years,  however,  rapid  strides  and  im- 
provements have  taken  place  in  the 
process  of  manufacture  in  linoleums  and 
the  product  may  now  be  said  to  have 
"arrived"  as  an  artistic  as  well  as  prac- 
tical possibility  for  every  room  in  the 
home. 

Supplies  From  Everywhere 

There  is  much  that  is  fascinating,  even 
romantic,  about  the  making  of  linoleum, 
a  process  that  should  be  car  fully  studied 
in  order  to  become  acquainted  with  the 
possibilities  and  character  of  this  most 
convenient,  artistic  and  sanitary  floor 
covering.  No  other  commercial  product 
draws  upon  such  a  diversity  of  foreign 
sources  for  its  ingredients  as  does  lin- 
oleum, which  derives  its  linseed  oil  from 
flaxseed  grown  in  the  centre  of  Russia 
and  South  America  as  well  as  here  in 
Canada.  The  cork  comes  from  th-  Med- 
iterranean Sea,  the  burlap  foundation  is 
woven  in  Dundee.  Scotland,  from  Indian 
jute,  and  the  cohesive  gums  are  derived 
from  Australia.  Africa  and  other  co-<n- 
tri's  in  the  Antipodes. 

The  various  processes  incidental  to  the 
manufacture  of  linoleum  do  not  vary 
much  in  different  countries,  the  essential 
steps  being  similar  to  a  great  extent. 
In  order  to  outline  the  various  steps 
briefly,  mention  should  first  be  made  of 
the    initial    boiling   of   the    oil    which    re- 


quires hours  of  time,  the  oil  then  being 
allowed  to  drip  upon  quantities  of  thin 
cotton  cloth  until  coat  after  coat  of  the 
oxidised  oil  forms  to  the  depth  of  an 
inch.  This  coating  process  sometimes 
takes  as  long  as  three  months  to  achieve. 
The  dried  oil  sheets  are  taken  down,  cut 
into  pieces,  dusted  with  whiting,  and  then 
ground  to  pulp  and  set  to  boil  in  big- 
cauldrons  holding  as  much  as  three  tons 
of  the  pulp  each.  The  gums  and  resins 
are  added  at  this  stage  to  the  boiling 
mass  which  is  next  pourrd  into  pans  to 
cool,  the  mass  being  later  cut  up  into 
chunks  of  about  a  foot  square.  These 
chunks  are  known  as  "cement"  and  are 
next  cut  into  small  pieces  and  ground 
together  with  a  quantity  of  ground 
cork  until  the  resultant  mass  looks  like 
wet  clay.  It  is  then  reground  several 
times  until  the  cork  and  the  cement  are 
entirely  blended  and  a  derp  brown  color. 
This  mixture  is  fed  into  what  is  called 
a  calendering  machine  from  which  it 
comes  forth  as  linoleum,  the  mixture  be- 
ing rolled  upon  the  burlap  backing,  and 
then  taken  to  be  baked  solid  and  hard 
in  so  called  "stoves"  which  are  really 
rooms  heated  by  big  steam  radiators  in 
which  the  linoleum  is  hung  up  to  dry  in 
great  loops,  for  a  period  averaging  3  or 
4  days. 

Now   Printing  is  Done 

The  next  step  is  the  printing  of  the  de- 
sign on  the  plain  linoleum,  and  lastly  the 
floor  covering  is  returned  to  the  "stov?" 
in  order  to  dry  the  coloring. 

The  creation  of  suitable  designs  to  re- 
produce in  linoleum  is  another  study  by 
itself.  All  patterns  have  to  be  tested 
out  first  by  means  of  reproduction  on 
paper  in  the  actual  colorings  and  wh^n 
accepted  are  then  reproduced  in  blocks 
of  wood  and  metal  in  every  possible  color 
combination  so  that  the  full  possibilities 
of  the  new  design  may  be  judged. 

The  most  suitable  patterns  are  then 
transferred  on  to  blocks  ready  for  print- 
ing on  heavy  machines,  some  of  which 
will  print  as  many  as  ten  colors  at  once. 
The  principle  of  the  nrinting  machine  is 
a  series  of  units,  each  one  of  which  may 
be  operated  separatelv  if  so  wanted  aM 
each  unit  is  made  up  of  a  mount  for  the 
printing  block  and  a  paint  reservoir  or 
trough,  into  which  a  movable  roller  is 
alternately  dipped  and  nassed  across  the 
face  of  the  blocks.  The  linoleum  is  move  1 
on  eighteen  inches  with  each  new  section, 
and  then  a  new  set  is  started,  this  pro- 
cess of  moving  on  and  starting  a  new 
folor  being  repeated  until  all  the  entire 
lpppth  has  been  printed  and  all  the  colors 
used.     Then  the  linoleum  is  led  back  on 


the  roller  to  its  "stove"  to  be  hung  up 
again  to  dry.  The  final  step  is  to  cut  it 
up  into  30  yard  lengths  and  roll  it  in 
preparation  for  crating. 

There  are  several  varieties  of  linoleums 
on  the  market  which  may  be  defined  by 
the  following  classifications: 

(a)  Plain  linoleum  of  solid  color  with- 
out pattern,  the  heavier  grades  of  which 
are  called  "Battleship  linoleum." 

(b)  Jaspe  linoleum,  which  is  like  in- 
laid in  that  colors  run  clear  through  the 
fabric.  It  comes  in  plain  colorings,  with 
a  pleasing  graining  in  two  tones  in  the 
same  color. 

(c)  Inlaid  linoleum  in  which  the  colors 
of  the  pattern  go  through  to  the  back. 

(d)  Printed  linoleum,  which  is  simply 
plain  linoleum  with  a  design  printed  on 
the  surface  with  oil  paint. 

Care  of  Linoleum   Floors 

It  is  of  interest  to  note  that  the  possi- 
bilities in  linoleums  for  decorative  pur- 
poses have  long  been  recognized  by 
European  countries,  where  floors  of  this 
product  are  permanently  laid.  Such 
floors  are  waxed  and  polished  and  grad- 
ually take  on  a  mellow,  rich  tone  like 
fine  old  wood.  Such  floors  furthermore 
are  warmer  under  foot  and  form  more 
artistic  grounds  against  which  to  dis- 
play good  rugs.  It  is  advisable  to  shellac 
or  varnish  printed  linoleum  in  order  to 
preserve  it  better,  while  other  kinds  may 
be  waxed  lightly  and  polished  with  a 
weighted  brush.  The  only  time  when 
water  or  soap  are  required  is  just  after 
the  linoleum  is  laid  on  the  floor.  Waxing 
should  be  sufficient  to  keep  it  in  first* 
class  condition  permanently. 

Purchasers  of  linoleum  should  be  warn- 
ed against  using  alkali  washing  powders 
and  strong  cleansing  soaps  for  the  chem- 
ical action  of  these  cleansers  disintegrates 
the  oxidised  linseed  oil  and  cork  in  the 
linoleum  jurt  as  it  destroys  the  varnish 
on  hardwood. 


BRITISH    MANUFACTURER    HERE 

Alexander  Jamieson,  president  of  the 
firm  of  Alex.  Jamieson  and  Company, 
was  in  Canada  this  month.  In  remarking 
the  improved  conditions  of  trade  in  both 
England  and  Scotland,  Mr.  Jamie  on 
stated  that  manufacturers  in  these  coun- 
tries were  feeling  much  encouraged  and 
were  putting  forth  bigger  efforts  for 
business  in  both  Canada  and  the  United 
States  than   thev  had  for  several  years. 
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"Thirteen"  Is 

Lucky  Number 

Bosion   Firm   Conducts     $1.13   Sale     on 
13th  Day  of  Dullest  Month 

The  13th  day  of  the  dullest  month  of 
the  year — July — is  the  day  chosen  by 
the  Gilchrist  Company  of  Boston  to  run 
a  sale,  a  $1.13  sale.  This  is  the  second 
sale  of  the  kind  conducted  by  this  firm 
and,  according  to  Edward  Barges, 
basement  advertising  manager,  it  is  al- 
ready an  established  event  in  the  pro- 
gram of  the  merchandising  manager. 
Writing  to  Dry  Goods  Review  about 
their  second  sale,  Mr.  Barges  said: 

This  idea — having  a  $1.13  day  on 
the  13th  of  the  month  in  the  dullest 
month  of  the  season — is  probably  not 
used  in  any  other  store  in  the  United 
States.  One  year  ago,  July  13,  when 
we  had  our  first  $1.13  day,  the  result  of 
our  venture  was  problematical.  We  pre- 
pared for  a  business  reasonably  great- 
er than  normal.  However,  the  results 
were  phenomenal.  Thirty  minutes  af- 
ter the  doors  opened  it  was  necessary 
to  secure  extra  salespeople,  police  pro- 
tection and  also  to  put  up  ropes  in 
some  sections  of  the  basement  store  in 
order  to  keep  the  crowds  in  order. 

This  year  we  prepared  for  a  day  big- 
ger than  ever!  And  we  were  not  dis- 
appointed. The  crowds  were  so  great 
that  it  taxed  our  facilities  to  the  ut- 
most. 

In  the  advertisement  you  will  note 
we  tell  the  public  that  our  profit  on  the 
merchandise  is  13c,  which  means  we 
take  less  than  our  legitimate  profit. 
And  that  the  buyers  were  instructed  to 
buy  merchandise  for  $1.00  which  will 
be  sold  to  our  customers  for  $1.13.  this 
price  to  be  much  lower  than  similar 
goods    selling   anywhere    else. 

Here  are  a  few  things  we  have  learn- 
ed in  connection  with  $1.13  day  in  which 
your  readers  will  be  interested.  First, 
because  of  the  vast  number  of  people 
who  respond  to  the  advertisement,  we 
find  it  best  to  omit  as  many  as  2,  3  and  4 
for  $1.13  each  goods;  we  build  up  a  larg- 
er volume  of  sales  than  would  be  pos- 
sible with  2,  3  or  4  for  $1.13   goods. 

In  preparing  for  this  event  our  Ed- 
ucation Department  secured  more  than 
175  extra  people — salespeople,  examin- 
ers, cashiers,  etc.,  and  trained  them  in 
our  system  the  day  before,  the  event. 
We  ir.  stalled  10  additional  cash  regis- 
ters to  handle  the  extra  business.  De- 
partment heads  and  assistants  spent 
most  of  t'-eir  t'me  on  the  floor  to  as- 
sist the  service  wherever  there  was  any 
delay. 

In  connection  with  this,  it  is  interest- 
ing to  note  that  we  operate  on  the  self- 
acting  reduction  plan.  This  means 
that  all  goods  are  dated  when  first 
placed  on  sale.  If  they  do  not  sell 
quickly,  they  are  reduced  25  per  cent, 
after  12  sell'ng  days,  50  per  cent,  after 
18  selling  days,  75  per  cent,  after  24 
selling  days,  given  away  to  charitabl1 
institutions   after  30   days. 


Strongly  Objects 
To  Returned  Goods 

Says    Retailers    Return    Goods    Without 

Any  Excuse — How  it  Can  be 

Stopped 

Montreal,  July  31,  1922. 
Dear  Mr.  Editor: — 
The  question  of  returned  goods  is  one 
which  has  been  vexing  Wholesale 
Houses  for  a  long  time.  When  placing 
business  was  being  done  on  a  large 
scale,  returns  were  expected,  as  few  re- 
tailers keep  efficient  records  of  goods 
purchased,  but  when  goods  are  being- 
bought  from  hand  to  mouth,  as  has 
been  the  case  for  some  time  past,  it  does 
not  seem  reasonable  that  the  percent- 
age of  goods  returned  should  be  so  high. 
Due  allowance  is  made  for  back  orders, 
substitutions,  poor  descriptions  in  mail 
orders,  but  why  should  goods  purchas- 
ed from  samples,  or  purchased  in  a 
warehouse  from  stock,  be  returned? 

Yet  this  is  very  often  the  case,  and 
Wholesalers  are  endeavouring  to  find 
some  means  of  stopping  this  practice. 
It  would  seem  that  the  retailer  feels 
that  it  is  his  privilege  to  return  goods 
whenever  he  sees  fit,  without  stopping 
to  consider  that  the  goods  were  sold  to 
him  in  good  faith,  and  that  there  is  no 
reason  on  earth  why  he  should  send 
them  back  and  expect  the  Wholesaler 
to  stand  the  expense  of  shipping,  and 
the  loss  in.  value  of  the  goods  through 
being  damaged  in  transit  from  his  store. 
In  many  instances,  goods  being  return- 
ed are  badly  packed,  and  in  the  case 
of  package  goods,  boxes  arrive  in  a 
damaged  condition,  lessening-  their 
value  considerably. 

In  the  case  of  lawns,  scrims,  curtain- 
ing or  other  unwrapped  goods,  a  loss 
of  from  20  per  cent,  to  25  per  cent,  is 
often  incurred.  These  losses  are  all 
borne  by  the  Wholesaler,  although  he  is 
in  no  way  to  blame. 

The  point  which  apparently  has  been 
overlooked  entirely  by  the  retailer  is 
this — -that  having  bought  an  article, 
and  that  article  having  been  charg  ■ 
and  packed  exactly  as  ordered,  and  de- 
livered to  a  Transportation  Company  in 
good  order,  the  responsibility  of  the 
wholesaler  ends  there,  and  the  retailer 
has  no  right  to  return  such  an  article 
without  permission  from  the  whole- 
saler. 

If  the  amount  of  returned  goods  is 
not  reduced  considerably  very  soon,  the 
only  thing  the  wholesaler  can  do,  on  re- 
ceipt of  goods  returned  without  permis- 
sion, is  to  place  a  value  on  them,  and 
credit  the  retailer  with  that  amount. 
This  is  a  severe,  but  effectual  method 
of  putting  an  end  to  the  unwarranted 
return  of  "Goods  sent  as  ordered." 
Constant  Reader. 

Hence,  if  after  12  selling  days  we 
still  have  $1.13  goods  on  the  tables, 
they  are  reduced  25  per  cent,  by  this 
self-acting  reduction  plan,  and  so  on, 
till  every  piece  of  merchandise  is  either 
sold  or  given  away  to  charitable  insti- 
tutions. 


Textile  Trade 

In  England 

Brighter    Outlook    in    Cottons — General 
Tone  is  Good  in  Woollen  Trade 

The  following  information  comes 
from  F.  W.  Field,  British  Trade  Com- 
missioner of  Ontario: 

Cotton.— While  the  outlook  with  re- 
gard to  cotton  yarn  and  piece  goods  is 
generally  reported  to  be  brighter,  and 
in  a  number  of  cases  employment  is 
steadily,  if  slowly,  improving,  there 
have  been  no  very  outstanding  features 
during  the  past  month. 

For  piece  goods  some  of  the  Far 
Eastern  markets  have  been  slightly 
more  prominent,  while  the  South  Amer- 
ican trade  has  improved. 

British  Cotton  Growing  Association. 
— The  annual  report  recently  published 
contains  some  interesting  information 
regarding  difficulties  successfully  over- 
come and  of  progress  made.  The  ef- 
forts of  this  association  have  been 
largely  directed  towards  those  districts 
where  insufficient  transport  and  un- 
trained native  labor  present  very  real 
difficulties,  and  the  fact  that,  despite 
these  obstacles,  profits  have  been  made 
is  highly  commendable  and  encourag- 
ing. In  Nigeria,  for  instance,  a  threat- 
ened loss  was  ultimately  converted  into 
a  profit  of  over  £16.700.  The  produc- 
tion of  cotton  in  what  are  known  as 
"new  fields"  in  the  Empire  was  notably 
higher  in  1921,  at  165,000  bales  of  400 
lbs.,  than  in  1920,  and  promises  to  ex- 
ceed that  fig-ure  in  the  current  year. 
Uganda,  Nigeria,  and  the  Sudan  are 
now  established  as  growing  centres 
from  which  large  supplies  may  confi- 
dently be  anticipated  in  the  future. 

Wool. — Business  in  Bradford  cont;n- 
ues  to  be  conducted  on  somewhat  re- 
stricted lines,  but  the  general  tone  is 
good  and  there  are  indications  of  re- 
turning confidence  in  values.  The 
continued  demand  for  fine  combing 
wool,  the  limited  output  from  the 
combs,  and  the  increasing  consumption 
at  home  and  abroad  are  factors  which 
tend  to  encourage  the  belief  that  prices 
will  be  maintained. 

Considerable  sales  of  average  Cape 
tops  have  been  made  at  4s.  6d.,  prices 
which  do  not  suggest  any  lack  of  con- 
fidence in  the  future. 

Top  makers'  quotations  for  merinos 
show  little  change,  but  cross-breds  are 
easier  in  sympathy  With  the  decline  in 
London. 


MacDonald  &  Gay  of  Gait,  have  pur- 
chased the  business  formerly  known  as 
"The   Hub." 
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DRAPERY  MATERIALS 


Fall  1922 


Spring  1923 


Our  customers  know  we  have  the  finest   range  of  quality  Madras  in  Canada,  and 
at  present  our  stock  is  more  complete  than  ever. 


WHITE  AND  ECRU  MADRAS.  36"  to  72". 

AURORA   CASEMENT  CLOTH 

(FLIMSY  GAUZE)  50". 

GRENADINES  36"  and  50". 

FINE  NOTTINGHAM  CURTAINS. 

CRETONNES. 


INVERORAS  36",  U5".  50". 
(SELF  COLOR  MADRAS) 
MUSLINS     (SPOT     AND     FANCY     AS- 
SORTED WIDTHS  AND  PRICES). 
42"  FLAT  EDGE  MADRAS. 
TAPESTRIES. 


MARQUISETTES.      50"     MERC.     REPPS     (PLAIN     AND     FIGURED)       NETS. 
JOHN  KING  &  SON'S  IMPORTED  SCOTCH  HOLLANDS.     STOCKED  IN  WHITE, 

CREAM  AND  IVY.  30"  TO  60". 

J.  B.  Henderson  &  Company,  Ltd. 

Established  40  Years 

80  Bay  Street         /.        Toronto 


Wm.  Strang  &  Son 
Glasgow,  Scotland 


AGENTS  FOR: 

Hood,  Morton  &  Co. 
Newmilns,  Scotland 


Stirling-Auld   &   Co. 
Darvel,  Scotland 


Make  our  office  your  headquarters  during  Exhibition.     Our  location  is  convenient. 


UON  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex. 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 
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The 
Latest 

FOR 

Miladvs  Windows 


No.   10360 


'Tis  impossible  in  a  mere  cut  to  illustrate  the 
beauty  of  these  new  curtain  nets.  They  are 
the  most  advanced  achievement  in  machine 
made  art.  Designs  Nos.  10359,  10360  are 
10-Point  Filet  with  lovely  open  work  combin- 
ation weave.  (Examine  closely.  Have  you 
seen    anything    like    this    in   Filet   before?)     Width,  44  inches. 

Designs  Nos.  10364-66  are  of  heavy  coarse  Filet  (3-8-in.  mesh)  net  with  copy  of  hand 
made  Filet  Crochet  designs  thereon. 


No.  10364 


This,  as  you  know,  is  the  rage  just  now,  not 
only  for  curtains  but  for  bed  spreads,  dresser 
covers,  table  scarves,  etc.  Have  you  seen  our 
handsome  12  and  18-inch  borders  in  the  same 
style  of  weave?  We  have  dozens  of  designs 
equally  as  beautiful  as  these,  which,  by  the  way, 
are  only  fcr  import  as  yet. 


HAVE    YOU  TAKEN  advan- 

tage  of  the  large  stock  of  curtains  and  curtain 
nets  now  carried  in  Canada  by  us  for  your  bene- 
fit and  service?      SAMPLES  ON  REQUEST. 


SEE  THE  NEW  B1RKIN  LINE 


No.  10366 


T.  I.  BIRKIN  (Sb  CO. 

of  Nottingham,  Eng. 

275  CRAIG  ST.  W.,  MONTREAL 

(around  the  corner  from  Victoria  Square) 

C.  W.  WILLIAMS,  Manager  for  Canada 
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"The  Jamieson  Line  of  Canada" 


We     Are     Prepared 

To  render    you 

Service  in  Draperies 

Our  Toronto  stocks  have  been  consider- 
ably increased  during  the  past  two  months 
and  today  we  are  in  the  enviable  position 
of  being  able  to  supply  your  immediate 
demands  for 

Scotch  Drapery  Fabrics 

Our  mills  at  Darvel  have  excelled  themselves 
in  their  latest  productions  of 

Cream  and  Colored  Madras 

Allover  Lace  Nets 

Sectional  Panels 

Lace  Curtains 

Sunfast  Casement  Cloths 

Poplin  Repps 

Our  Prices  have  Been  Revised  for  Fall 
Our   Values   Speak   for   Themselves. 

Discriminating  Buyers  Can  Tell 

Alexander    Jamieson    &    Co. 

55  Bay  Street,  Toronto 
"The  Jamieson  Line  of  Canada" 
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YOU  WANT  THE  BEST  MADRAS 
WE  MANUFACTURE  IT 

This  is  a  very  comprehensive  claim,  but  consider  the  following  points  and 
you  will  see  how  it  is  justified  : — 

MATERIAL—Only  the  finest  cotton  used. 

FINISH — Our  employees  are  experts,  and  therefore  produce  artistic  workmanship. 

COLOR  SCHEMES — Large  variety  of  colors  in  patterns  to  choose  from. 

GUARANTEE — Every  color  guaranteed  against  fading  through  exposure  or  washing. 

Send  for  particulars  and  prices  to  our  Canadian  Representative 

GABRIEL  S.   YOUNG 

303,  Southam  Building— 128  Bleury  Street 

Montreal 

Messrs.  MORTON  BROS.  LTD. 

Madras  Manufacturers 
DARVEL  -  SCOTLAND 


KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WINDOWSHADE  JOBBERS 


Made  by 


JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 
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Advertisements  like  the  aoove  are 
sending  business  your  way — are  you 
reaching  out  for  it? 


Two  Pictures  That 

Tell  Their  Own  Story 

The  days  of  "Real  Sport?" — (most  of  us  recall 
them,  but  not  always  pleasantly) — have  given  way 
to  an  age  of  re-adjusted  housekeeping  in  which 
floor-covering  merchants  play  no  small  part.  Mer- 
chants are,  as  a  matter  of  fact,  big  factors  in  the 
distribution  of  household  appliances  and  aids  that 
women  welcome. 

Linoleum  and  Linoleum  Rugs 

are  a  boon  to  the  housewife,  and  the  housekeeper 
of  to-day,  realizing  this,  is  buying  them  freely. 
Probably  she  buys  from  you,  probably  from  your 
competitor,  but  the  merchant  with  the  assortment 
gets  the  business. 

Our  new  Linoleum  Rugs  are  meeting  with  a  ready  response — 
have  you  seen  our  brochure,  describing  them?  (Sent  free  on 
request).  And  the  advertisements  we  are  continually  run- 
ning in  magazines  and  farm  papers  are  bound  to  make  pros- 
pects for  those  who  show  and  advertise  these  products  at  the 
present  time. 

Let  Us  Setvd  You  Our  Free  Window  Trim- 
ming Helps — Then  Your  Sales  Will  Show  Big 
Increases — Write  To-day. 

The  Dominion  Oilcloth  &  Linoleum  Co.  Limited 

MONTREAL  CANADA 
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Features  Infants'  Wear  Strongly 

Story  of  Keen's  Store  in  Toronto— An  Uptown  Store  That  Be- 
lieves Women  Can  Be  Induced  to  Buy  for  Their  Children  as  Well 
as  Themselves  in  the  Uptown  Store — Attractive  Fixtures  and 
Frequent  Window  Displays 


IT  IS  A  noticeable  fact  that  in  many 
of  the  best  merchandising  centres  in 
this  country,  there  are  very  few 
small  shops  which  feature  infants'  wear 
of  the  better  grades.  Even  in  Toronto 
which  is  fairly  bristling  with  specialty 
shops,  this  line  can  only  be  bought  in 
the  department  stores,  in  one  shop  for 
infants  and  young  children  and  in  a 
small  way,  in  stores  of  the  general  dry 
goods  type.  The  apparent  indifference 
to  the  field  seems  strange  as  every  store 
which  has  a  section  of  this  kind  and 
which  Dry  Goods  Review  has  approach- 
ed on  the  question,  assures  us  that  the 
profit  and  turnover  are  remarkably 
good. 

A  specialty  shop  for  women  which 
opened  a  few  months  ago  in  Toronto  has 
brought  this  matter  to  our  attention 
again.  This  store  carries  women's 
ready-to-wear  lines  (including'  knitted 
wear,  dresses,  suits  and  coats,  lingerie 
and  dress  accessories,)  children's  gar- 
ments and  infants'  wear.  For  the  lat- 
ter department  there  is  a  whole  show- 
case placed  very  prominently  in  the 
front  of  the  shop  and  a  small  window 
as  well.  This  window  is  a  receding  one 
running  from  the  street  to  the  door.  In 
it  are  displayed  children's  and  infants 
lines  alternatively.  The  main  window, 
a  picture  of  which  appears  on  this  page 
is  devoted  to  women's  apparel  alone. 

John  H.  Keen,  manager  of  this  shop, 
says  that  he  is  more  than  satisfied  with 
the  results  obtained  from  his  infants' 
lines.  If  women  prefer  to  buy  their 
own  clothes  uptown  rather  than  in  the 
large  stores  downtown,  they  like  to 
have  the  same  conveniences  for  their 
children.  Moreover,  when  these  things 
are  segregated  in  a  section  of  their  own, 
better  prices  can  be  obtained  for  them. 
The  gift  idea  always  plays  a  promin- 
ent part  and  whenever  a  store  stresses 
gifts,  good  profits  can  be  obtained. 

Certain    Fixtures    Bring    Quick    Results 

The  fixtures  in  the  Keen  store  in- 
clude cases  holding  drawers  for  hosiery 
and  gloves.  Mr.  Keen  believes  that 
these  give  return  for  the  money  ex- 
pended in  a  very  short  time.  They 
mean  a  saving  in  the  actual  number  of 
saleswomen  required,  as  well  as  losses 
through  damage  and  misplacing  of 
goods.  (This  same  statement  was 
made  by  other  stores  very  recently.  One 
manager  declares  that  there  has  been 
a  decrease  in  the  number  of  gloves  and 
hose  stolen  from  his  counters,  since  the 
new  cases  were  installed.  Another  says 
that  women  are  less  inclined  to  run 
their  ringed  fingers  through  hose  which 
they   see  taken   from   drawers   right  be- 


This  is  a  Yovge  Street,  Toronto,  window  which  stands  out  very  promin- 
ently by  night.  The  display  is  changed  every  day  and  people  have  learned 
to  look  for  it  token  out  walking.  At  a  time  when  most  retailers  are  stress- 
ing loiv  windows,  this  one  is  very  noticeable  because  of  its  height.  Window 
of  Keen's  Limited.    Toronto. 


fore  their  eyes.  The  doing  away  with 
size  tickets  since  the  drawers  them- 
selves have  them,  wav  spoken  of  by  a 
third  as   saving  time  and  damage.) 

Another  point  about  fixtures.  Near- 
ly all  good  shops  devoted  to  women's 
apparel,  have  fitting  rooms.  The 
trouble  with  many  of  them  is  they  are 
too  small.  Mr.  Keen  believes  that  fit- 
ting rooms  should  be  of  good  propor- 
tions. Tiny  rooms  make  it  hard  for 
the  saleswoman  and  the  fitter  and  gowns 
cannot  be  shown  in  the  mirrors  to  ad- 
vantage. This  brings  to  mind  a  state- 
ment which  the  manager  of  a  Buffalo 
ready-to-wear  department  made  in  re- 
gard to  fitting-rooms.  He  said  that 
since  the  installation  of  fans  in  every 
compartment,  the  number  of  Summe- 
gowns  which  sold  after  being  fitted,  hal 
increased  nearly  thirty  ~>er  cent.  They 
improved  the  good  nafure  of  both  cus- 
tomer and  saleswoman  to  such  an  ex- 
tent that  sales  were  m^de  much  more 
easily. 

Window    Changes 

For  a  new  shop'  especially,  a  daily 
change  of  windows  is  almost  a  neces- 
sity,   according    to    Mr.    Keen.     People 


soon  learn  to  pick  out  windows  which 
are  different  from  others  in  the  same 
block.  In  this  way  regular  window- 
gazers  can  be  cultivated  by  merchants 
just  as  bulletin  readers  are  by  news- 
papers. 

Another  point  he  stressed  was  that 
in  a  fairly  high-class  section,  it  is  usu- 
ally better  to  show  the  best  lines  in 
the  windows.  Good  things  attract 
trade,  even  though  it  often  takes  cheap- 
er merchandise  to  effect  a  sale.  The 
low-priced  lines  may  be  left  to  the  in- 
genuity of  the  saleswomen  while  the 
expensive  ones  are  a  necessity  for  that 
most  effective  of  Silent  Salesmen — the 
window. 


At  the  annual  picnic  of  the  John  C 
Greene  Co.  of  Toronto,  the  senior  travel- 
ler for  the  firm,  George  B.  Lindsay,  was 
presented  with  a  silver  tea  set. 

The  Art  Silk  Company  who  recently 
gave  un  their  location  at  227  Yonge  St., 
Toronto,  are  opening  up  at  143  Yonge  St. 
This  firm  imports  Japanese  goods  for 
both  the  wholesale   and   the  retail  trade. 
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A  Specialty  Shop  for  Both  Extremes 

Miss  Helene  Brown  of  Montreal  Specializes  on  Stylish  Stouts  for 
Mature  Matrons  and  Simple  Silhouettes  for  Graceful  Girls — Tact- 
ful Salesmanship  is  Required — Believes  That  Popular  Sizes  Are 
Best  Handled  by  Regular  Stores 


ONE  of  the  best  known  authorities 
on  dress  for  large  women  is  Miss 
Helene  Brown  of  Montreal,  whose 
unique  little  specialty  shop  is  located 
in  the  west  end  of  St.  Catherine  Street, 
adjacent  to  the  best  residential  section. 
In  an  interview  with  Miss  Brown  this 
month  a  staff  member  of  Dry  Goods 
Review  learned  many  new  and  interest- 
ing theories  on  the  subject  of  success- 
fully meeting  the  demands  and  needs  of 
the  larger  woman  as  well  as  those  of  her 
young  sister,  the  "flapper." 

"I  have  had  to  adopt  a  new  slogan 
during  the  past  year,"  remarked  Miss 
Brown,  "and  I  now  feature  exclusively 
simple  silhouettes  for  graceful  girls 
and  stylish  stouts  for  mature  matrons 
as  my  leading  lines.  This  means  that 
I  fit  both  extremes  which  are  not  as  a 
rule  as  easily  suited  in  ordinary  stores, 
and  I  leave  the  perfect  36  and  her  sis- 
ter 38  severely  alone." 

This  somewhat  novel  viewpoint  is 
not,  after  all,  so  radical  as  it  seems, 
for  in  the  majority  of  ready-to-wear  de- 
partments it  seems  as  though  almost 
too  much  stress  were  being  laid  upon 
the  sizes  of  36  and  38  and  not  enough 
on  such  sizes  as  14,  16  and  18  years  and 
42  and  46  bust  measures.  The  figure 
of  the  young  girl  is  not  determined  in 
inches  any  longer  by  the  better  manu- 
facturers but  in  terms  of  years,  and 
even  a  mature  woman  may  now  obtain 
a  perfect  fit  in  a  gown  or  suit  by  select- 
ing a  16  year  size.  It  is  all  a  matter  of 
physical  development,  which  varies  in 
every  woman  according  to  her  heignt 
and  build.  This  change  in  the  sizing  of 
ready-to-wear  garments  has  been 
brought  about  partly  on  account  of  the 
change  in  the  feminine  silhouette  due 
to  straight  line  corsetry,  which  has 
smoothed  off  the  curves  formerly 
thought  so  graceful  but  now  completely 
eliminated  with  a  consequent  freedom 
of  natural  movement.  The  woman  who 
wore  a  size  38  a  year  or  so  ago,  now 
adopts  a  size  18  and  looks  infinitely 
younger  and  more  attractive.  In  such 
a  model,  sufficient  fullness  is  obtained 
for  the  hip  line  while  the  chest  measure- 
ment is  modified. 

Tactful   Salesmanship 

In  the  case  of  the  "flapper"  who  is  in- 
clined to  be  large  also,  special  styles 
are  needed  which  cannot  as  a  rule  be 
found  in  the  ordinary  36  size,  in  which 
the  skirt  would  invariably  be  too  long. 
The  solution  to  the  problems  of  both  the 
young  girl  and  the  matron  are  there- 
fore an  easy  matter  to  Miss  Brown  who 
explains  her  methods  of  salesmanship 
as  follows: 


"There  are  certain  tactics  to  be  ob- 
served when  a  really  stout  woman  comes 
into  the  store  to  look  at  clothes.  As 
you  see,  I  keep  no  large  sizes  out  on 
racks  but  only  the  young  girls'  appard, 
and  there  is  a  real  reason  for  this. 
The  stout  customer  naturally  looks  over 
the  first  rack  she  comes  to,  and  soon 
notices  that  all  the  models  are  designed 
for  slim  girls.  She  then  enquires  if 
we  have  not  anything  in  these  styles  in 
a  larger  size.  In  the  meantime  I  have 
taken  a  mental  estimate  of  her  measure- 
ments and  I  immediately  go  to  the  wall 
racks  and  take  down  a  frock  exactly 
like  the  one  which  she  admired  among 
the  girls'  models,  and  I  show  it  to  her. 
If  she  demurs  that  it  looks  too  large  I 
immediately  point  out  to  her  that  fash  on 
now  calls  for  loose  straight  lines  and 
such  a  garment  must  necessarily  look 
larger  than  one  which  is  fitted  and  tak- 
en in  here  and  there.  I  ask  permis- 
sion to  try  it  on,  and  I  impress  upon 
her  the  fact  that  I  do  not  stress  sizes 
but  rather  effects  and  becomingness, 
and  if  I  consider  that  a  woman  requires 
a  smaller  or  larger  size  I  do  not  hesi- 
tate to  bring  it  out  and  recommend  it. 
My  hardest  problem  is  the  stout  woman 
who  cannot  learn  that  the  only  real 
beauty  in  the  human  body  is  in  its  own 
natural  lines.  She  is  usually  so  bady  cor- 
seted and  so  constricted  at  the  waist 
line  that  nothing  I  can  try  on  her  will 
do  her  justice.  Once  she  has  learnt 
the  comfort  and  charm  of  a  low  cut, 
loose  corset  she  at  once  adopts  the  new 
silhouette  thankfully,  but  unfortunately 
the  majority  of  stout  woman  are  too 
old  to  be   receptive  to  such  new  ideas." 

Advises    White   for    Summer 

Miss  Brown  maintains  that  for  Sum- 
mer wear  especially,  large  woman 
should  be  encouraged  to  wear  light 
colors  instead  of  always  adopting  black, 
navy  blue  or  nigger  brown  as  they  so 
often  do.  She  thinks  the  constant 
wearing  of  dark  colors  has  a  depressing 
effect  upon  any  woman,  and  the  fashion 
followed  by  Americans  of  wearing 
white  almost  universally  in  Summer  has 
much  to  commend  it.  She  also  gives 
much  attention  to  the  selection  of  the 
wrap  or  coat  selected  by  her  over-size 
customers  and  emphasizes  the  need  for 
long,  loose  lines  to  conceal  the  less 
graceful  features. 

Maternity  Garments  Supply  Wide 
Demand 

Miss  Brown  has  g;ven  many  years' 
study  and  attention  to  the  subject  of 
selling  maternity  gowns  and  wraps  and 
points    out   that    in    this    conection    also 


there  is  a  vital  lack  of  attention  given 
by  stores  in  general.  Miss  Brown  feels 
sure  that  in  every  community  there  ex- 
ists the  same  demand  for  maternity 
clothing  for  the  different  seasons  as 
there  does  in  Montreal,  and  she  em- 
phasized the  fact  that  such  models  are 
equally  suited  to  the  large  size  woman. 
"A  very  important  and  profitable  group 
of  customers  is  being  entirely  neglect- 
ed by  many  apparel  shops  in  this  re- 
gard," was  Miss  Brown's  comment, 
"partly  because  they  will  not  recognize 
that  inexpensiveness  is  the  main  con- 
sideration in  most  of  .  this  type  of 
clothing,  as  well  as  the  need  of  an  ex- 
perienced) and  sympathetic  woman  as 
salesclerk.  If  the  economy  and  person- 
al benefit  of  becoming  and  comfortable 
apparel  were  more  freely  emphasized, 
a  surprisingly  large  channel  of  business 
would  be  opened  up  to  Canadian  stores." 

Miss  Brown  finds  that  her  clientele  in 
general  are  partial  to  imported  gowns 
of  the  better  qualities  and  she  finds 
a  demand  for  all  types  of  gowns  up  to 
about  $85  retail.  Should  a  customer 
be  especially  difficult  to  fit,  or  require 
something  unusual  in  the  way  of  de- 
sign, Miss  Brown  is  willing  to  accept 
orders  for  made-to-measure  apparel  as 
well.  Of  course,  alterations  are  charg- 
ed for  according  to  a  fixed  scale  of 
prices,  a  policy  which  Miss  Brown  con- 
siders only  fair  when  the  initial  price 
is  based  upon  a  very  low  profit.  Mak- 
ing at  least  eight  trips  to  leading  style 
centres  each  year,  Miss  Brown  keeps  in 
touch  with  the  latest  style  variations 
and  is  enabled  to  show  a  wide  variety 
of  models  at  every  new  season.  The 
shop  itself  is  comparatively  small  and 
as  befits  its  character  is  unobtrusively 
decorated,  even  conservative  in  char- 
acter,  being  uniformly  of  dull   grey. 

Considering  the  response  which  has 
met  Miss  Brown's  efforts  to  be  of  ser- 
vice to  those  who  cannot  be  satisfac- 
torily suited  in  regular  stores,  it  seems 
as  though  a  wide-felt  need  existed  for 
service  of  a  type  similar  to  this.  Miss 
Brown  herself  discovered  and  studied 
the  situation  as  it  exists  in  Montreal 
and  numbers  many  hundred  grateful 
customers  among  her  clientele,  justly 
deserving  her  reputation  as  a  "special- 
ist in  oversizes." 


KENT-McCLAIN  AGAIN 
Madam  Tennant,  Toronto 
New  display  fixtures  in  French  grey 
finish  have  recently  been  supplied  to 
Madam  Tennant,  of  Roncesvalles  Av- 
enue, Toronto.  These  fixtures  wil! 
provide  excellent  display  for  the  child- 
ren's wear  which  is  a  specialty  with 
this  shop.  They  were  supplied  by  Kent- 
McClain,  Limited.  (Toronto  Show  Case 
Company). 
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Has  Unusual  Success  With  Blouses 

How  the  Manager  of  Mahon's,  of  Halifax,  Has  Promoted  Sales 

During  the  Summer — Artistic  Display  is  Big  Feature — Novel  Tag 

Whose  Color  Tells  Type  of  Garment — Does  Away  With  Much 

Friction  With  Some  Customers — Space  for  Fitting 


CLIMATIC  conditions  obtaining  in 
the  maritime  provinces  have  much 
to  do  with  the  type  of  ready-to- 
wear  which  is  in  demand  in  the  cities 
of  St.  John  and  Halifax.  In  each  of 
these  cities  in  particular,  there  are  cer- 
tain peculiarities  in  regard  to  merchan- 
dising this  range  of  goods  which  are 
not  duplicated  in  other  sections  of  the 
Dominion,  due  to  the  fact  that  the  win- 
ters are  mild  and  much  broken  by  rain 
storms,  while  the  summers  are  invari- 
ably cool  and  tempered  by  foggy  days. 
Thus  in  summer,  where  upper  Canadian 
ready-to-wear  departments  are  featur- 
ing quantities  of  dotted  Swiss  and  crisp 
organdy  frocks  for  midsummer  days, 
the  maritime  stores  are  showing  smart 
flannel  skirts  and  gay  sweaters  as 
more  appropriate  to  withstand  salt 
winds  impregnated  with  dampness  from 
the   Atlantic. 

Thus,  a  visit  paid  to  the  leading 
ready-to-wear  departments  of  Halifax 
brought  to  light  some  interesting  points 
as  well  as  providing  ample  proof  that 
in  point  of  up-to-date  equipment,  effi- 
cient salesmanship  and  artistic  display 
methods  the  ready-to-wear  departments 
of  the  larger  maritime  cities  are  second 
to  none. 

Successful   Method   With    Blouses 

In  Mahon's,  Limited,  on  Barrington 
street,  Halifax,  the  ready-to-wear  sec- 
tion has  attained  distinct  success 
through  several  mediums.  The  entire 
section,  together  with  others  including 
underwear,  corsets  and  knit  goods,  is 
managed  by  Miss  Walker,  to  whom  Dry 


Goods  Review  is  indebted  for  much  in- 
teresting information.  According  to 
Miss  Walker,  her  department  has  regis- 
tered exceptional  success  with  blouses 
this  summer,  despite  the  fact  that  de- 
mand anywhere  has  not  been  as  brisk 
as  in  former  years.  If  any  reason  at 
all  can  be  put  forth  for  this  state  of 
affairs,  Miss  Walker  is  inclined  to  at- 
tribute it  to  the  fact  that  it  is  the  way 
in  which  the  blouses  are  displayed  which 
sells  them  so  quickly.  All  garments 
are  shown  under  glass  and  in  special 
cases  with  sliding,  rimless  glass  doors. 
The  blouses  are  all  carefully  pressed 
out  when  received  and  hung  upon  dainty 
enamelled  hangers  supported  by  a  long 
rod.  The  sleeves  and  bottom  of  each 
blouse  are  pinned  up  carefully  so  that  a 
row  of  blouses  presents  an  absolutely 
even  and  symmetrical  line  with  no  hang- 
ing ends  to  mar  the  neatness.  Not  even 
a  tag  is  allowed  to  protrude  itself  upon 
the  view  of  a  customer,  but  all  are 
tucked  away  between  the  models,  easily 
accessible  when  a  customer  is  shown  the 
blouses  and  all  are  plainly  marked  with 
the  price. 

These  tags,  moreover,  are  deserving 
of  a  special  paragraph  to  themselves, 
for  they  are  an  invention  of  Miss 
Walker's  and  add  not  a  little  to  the  ef- 
ficient service  given  by  this  depart- 
ment. All  the  tags  used  upon  ready-to- 
wear  garments  are  of  different  colors, 
such  as  white,  blue,  rose,  orange,  green, 
etc.  Each  color  stands  for  a  type  of 
garment,  orange  for  example  signifying 
blouses,  and  tags  are  uniformly  round 
in    size   and   attached   by   neat  loops   to 


the  garment.  On  garments  which  are 
sold  by  bust  measurement  the  tags  are 
marked  alphabetically  instead  of  bear- 
ing the  usual  36,  38  or  40  and  so  on, 
for  the  reason  that  so  many  sizes  vjtry 
and  cause  dissatisfaction  to  customers 
that  it  has  been  found  by  far  the  best 
to  mark  them  A.  B.  C  D.  and  so  on,  cor- 
responding with  the  sizes  32,  34,  etc. 
The  particular  advantage  incidental  to 
this  system  of  marking  occurs  when 
a  customer  demands  a  36  garment,  but 
plainly  should  wear  a  size  larger.  It 
is  then  possible  to  fit  her  properly 
without  causing  any  friction  or  argu- 
ment as  often  arises  when  sizes  are 
marked  in  the  old  style. 

High   Priced   Gowns  Not  Displayed 

All  garments  are  ranged  in  individual 
sections  and  everything  is  under  glass 
with  the  exception  of  a  group  of  ex- 
ceptionally exclusive  gowns  for  after- 
noon and  evening  wear  which  are  kept 
out  of  sight  behind  heavy  drapes  and 
only  shown  to  customers  who  desire  a 
gown  of  the  more  expensive  and  unusual 
type.  As  Miss  Walker  pointed  out,  it 
does  not  do  to  display  all  ready-to- 
wear  openly,  as  many  women  refuse 
to  buy  a  garment  which  might  be 
recognized  as  having  been  shown  in  a 
store   window. 

Entire   Floor   Space  Kept  Free 

Revolving   racks    respond    to    a    slight 

touch    and    spring    outwards    to    display 

several   dozen   garments   at   once,  while 

at  the  same  time  an  unobstructed  view 

(Continued   on    next   page) 


Thp  Bonnie  Briar  Bush   was  recently  shown  at  the  WalkerviHe    Theatre.     Bartlett,  Macdonald  and  Goto.  Limited, 

of  Windsor  too!:  the  occasion  to  make  a  fine  displnn  of  plaids  in  one  of  their  windows.     Linking  up  with  a  theatre 

performance  is.  occasionally,  good  advertising  because  of  the    pronounced    interest    taken    by    most  people    in    the 

theatre.   This  window   was  arranged  bis  Reginald  Hallett. 


Dry  Goods  Review 


READY-TO-WEAR 


137 


Educating  the  Woman  Shopper 

Women  Spend  85  Per  Cent,  of  the  Money  With  Only  30  Per  Cent. 

Efficiency — Wm.  Filene's  Sons  Company  of  Boston  Prove  That 

Scientific  Advice  on  Buying  is  Good  Business — Outlining  the 

Clothes  Budget — Proportions  Set  Out — Pamphlet  Available 


EDUCATING  the  woman  shopper  in 
the  fundamentals  of  retail  buying 
is  the  latest  scheme  to  occupy  the 
attention  of  leading  dry  goods  and  ready 
to  wear  stores  in  the  United  States.  Such 
prominent  stores  as  Wm.  Filene's  Sons 
Co.  of  Boston,  Marshall  Field  &  Co.,  of 
Chicago,  and  John  Wanamaker  of  Phila- 
delphia have  all  manifested  a  desire  to 
co-operate  in  the  promotion  of  this  new 
propaganda  which  is  one  of  the  most 
essential  factors  in  the  campaign  to 
stabilize  market  conditions. 

That  a  vital  need  for  such  educative 
measures  does  exist  is  well  known  for  it 
is  estimated  that  fully  85%  of  the  money 
of  the  country  passes  through  the  hands 
of  women,  yet  only  about  30%  efficiency 
in  spending  is  secured.  The  purpose  be- 
hind the  movement  is  not  only  to  awaken 
the  woman  shopper  herself  to  better 
methods  of  purchasing,  but  also  to  en- 
list the  aid  of  the  merchant  himself, 
since  it  is  to  his  ultimate  benefit.  The 
average  woman  in  America  is  a  victim 
of  whims  and  is  really  no  judge  of  qual- 
ity at  all,  whereas  the  average  woman 
living  in  a  European  country  understands 
far  better  the  art  of  buying  wisely  and 
considers  the  qualities  of  durability  and 
quality  more  than  that  of  style  alone. 

Abroad  the  habit  of  charging  mer- 
chandise is  not  nearly  so  rampant  as  it 
is  in  this  country,  and  one  of  the  first 
things  that  the  merchants  of  Canada 
need  to  teach  their  patrons  is  that  they 
should  buy  only  what  they  need  and  can 
pay  for.  The  immediate  result  of  such 
propaganda  will  be  to  reduce  the  num- 
ber of  bad  accounts  and  to  increase 
the  number  of  satisfied  customers,  which 
will  in  turn  provide  more  income  and  im- 
proved social  status.  That  this  educative 
campaign  is  both  practical  and  profitable 
has  been  ably  demonstrated  by  the  re- 
sults attained  by  the  Wm.  Filene's  Sons 
Co.  of  Boston,  to  which  Dry  Goods  Re- 
view is  indebted  for  data  upon  this  in- 
teresting subject.  This  store  has  for 
some  time  been  conducting  what  is 
termed  a  "clothing  bureau"  under  the 
direction  of  Miss  Ainsworth,  who  not 
only  offers  free  advice  to  groups  of 
women  located  anywhere  in  New  Eng- 
land but  she  also  gives  helpful  sugges- 
tions to  anyone  on  the  subject  of  making 
over  clothes,  and  even  sends  out  style 
shows  to  illustrate  her  suggestions  to 
any  group  of  women  who  may  desire  to 
study  the  subject  seriously. 

Sales  Mount  Quickly  As  Result 
The  immediate  result  of  this  splendid 
service  on  the  part  of  the  Filene  store 
has  been  to  produce  record  business  in 
trimmings,  yardage  and  accessories,  since 
it  has  inspired  women  with  confidence  to 


create  and  plan  clothes  for  themselves 
and  brought  them  there  to  shop  for  other 
needs. 

Free    Lecture    Service    is    Offered 

In  connection  with  Miss  Ainsworth's 
services  to  American  women  shoppers, 
she  has  prepared  talks  on  the  subject  of 
clothes  buying  which  are  grouped  under 
five  heads  as  follows: 

1.  Planning  the  wardrobe-clothing  bud- 
get. 

2.  Style  materials. 

3.  Fundamentals   of  textiles. 

4.  Style  tendencies. 

5.  Suitability  of  dress. 

Each  of  these  talks  is  informal  in  char- 
acter and  Miss  Ainsworth  gives  her 
frank  opinion  of  the  clothing  worn  by 
members  of  the  classes,  showing  models 
to  illustrate  correct  types  at  the  same 
time.  It  should  be  noted  that  prices  are 
never  quoted  in  connection  with  any  of 
these  talks,  neither  is  the  store  name 
mentioned, in  any  way,  but  an  extremely 
helpful  pamphlet  has  been  prepared  for 
free  distribution  by  this  department, 
called  "Clothing  Budgets  and  How  to  Use 
Them,"  which  bears  the  imprint  of  the 
firm's  name  and  nothing  more. 

This  budget  is  intended  to  instruct 
both  the  business  woman  and  the  home 
woman  in  the  relative  amounts  which 
should  be  expended  annually  upon  wear- 
ing apparel,  covering  the  entire  ward- 
robe, together  with  hints  upon  the  care 
of  clothes  which  will  lengthen  the  life 
of  outer  garments  and  accessories. 
Budgets  Cover  3  Year  Period 

The  budgets  contained  in  this  helpful 
booklet  are  worked  out  to  cover  a  period 
of  three  years  and  are  given  in  amounts 
to  cover  varying  incomes.  In  the  intro- 
duction to  this  budget-plan  the  author 
points  out  that  "A  complete  wardrobe 
is  by  no  means  a  matter  of  unlimited 
spending."  No  matter  how  large  a 
woman's  income  is,  she  will  still  have 
gaps  in  her  wardrobe  unless  she  chooses 
her  clothes  intelligently.  A  woman  with 
a  small  income  may  be  well  dressed  al- 
ways, if  she  will: 

1.  Plan  according  to  her  own  indiv- 
idual needs. 

2.  Buy  with  an  intelligent  knowledge 
of  fabrics,  line  and  color,  and  of  her  own 
personality. 

3.  Care  for  her  clothes  systematically 
and  intelligently. 

How  To  Divide  Dress  Allowance 
The  writer  goes  on  to  say  that  the 
"logical  way  to  plan  is  to  use  a  budget 
which  divides  your  income  into  the  prop- 
er proportions  for  your  entire  wardrobe, 
so  that  you  can  have  enough  for  every- 
thing."  Taking    the   entire   wardrobe   as 


100%    the    various   items   are   given   ap- 
proximate value  thus: 
Group  1.  Suits     9% 

Coats  12% 
Dresses  22% 


Group    2. 


Group  3. 


43% 

Hats  10% 

Shoes  11% 

Gloves     3% 

24% 

Blouses     3% 

Sweaters     2% 

Skirts     3% 


8% 


Group  4.  Underwear  20% 
Group  5.    Accessories  5% 


Grand   Total   100% 
Available  To  Canadian  Trade 

Detailed  clothing  budgets  are  given  on 
subsequent  pages  varying  from  $150  a 
year  for  a  period  of  three  years  up  to 
$600  or  $1,800  for  a  three  year  period. 

Dry  Goods  Review  has  received  a  lim- 
ited supply  of  these  pamphlets  which 
will  be  distributed  to  any  stores  interest- 
ed in  the  question  of  educating  their  cus- 
tomers in  the  matter  of  efficient  buying. 
The  pamphlets  will  be  mailed  free  on  re- 
ceipt of  a  stamped  addressed  envelope. 


HAS   UNUSUAL   SUCCESS 

(Continued  from   previous   page) 

of  the  entire  floor  from  one  end  to  an- 
other is  obtainable  at  any  point,  owing 
to  the  skillful  placing  of  these  fixtures. 
The  desirability  of  keeping  the  entire 
floor  under  supervision  all  the  time  is 
easily  understood  by  all  managers  of 
similar    departments. 

Separate  sections  are  maintained  for 
infants',  junior  and  misses'  garments  in 
addition  to  adults'  in  Mahon's,  Limited, 
and  a  wide  range  ofTiurses'  wear  is  also 
stocked,  including  uniforms,  aprons, 
caps,  etc.,  which  are  specially  adapted 
for  the   nurses   at  local   hospitals. 

Underwear  Section  is  at  Hand 
Throughout  £he  ready-to-wear  de- 
partment the  same  rich  mahogany  fix- 
tures are  employed  with  adequate  fit- 
ting rooms  and  mirrors  aplenty.  Just 
off  the  main  floor  is  found  the  corset 
and  underwear  section  which  is  found  to 
be  well  located  on  account  of  its  con- 
venience to  customers  who  contemplate 
buying  an  entire  outfit.  A  sign  above 
the  corset  section  reads,  "Kindly  remove 
gloves  before  handling  goods,"  and  has 
had  a  beneficial  effect  in  lessening  the 
amount  of  soilage  arising  from  hand- 
ling. 
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V  i 


Haugh 
Garments 


Every  merchant  has  had  impressed 
upon  him,  within  the  past  year,  as 
never  before,  the  relation  of  low 
inventories  and  rapid  stock  turning 
to  profits. 

But  every  merchant  has  twio  mas- 
ters to  serve — on  the  one  hand  prof- 
its, on  the  other  hand  the  public. 
It  is  quite  certain  that  neglect  of 
the  latter  soon  reveals  its  very  dir- 
ect bearing  upon  earnings. 


The  Haugh  Line 

of 

Kiddies  Goods 

including  the  popular 

'Peggy  Black" 


«i 


garments  for  girls,  the  BIG  88  OVER- 
ALLS, SHOP  COATS,  WORK  SHIRTS  and 
TROUSERS,  are  made  right  and  your  put- 
ting on  the  right  selling  price  is  the  surest 
way  of  developing  business.  You  don't  miss 
sales  if  you  show  the  HAUGH  line. 


Vou  are  cordially  invited  to  visit  our  plant 
when   in  the   city   for  the   Exhibition. 

"See  the  Line  that  Sells" 


The 

J.  A.  Haugh  Mfg.  Co.,  Limited 

Manufacturers  and  Originators 
of  Utility  Suits  for  Kiddies 

Cor.Bathurst&  College  Sts. 

Toronto 


jgpnDMHODHr 

^"""^  and 

for 
Appearance  and  Service 


Cut  and  made  by  experts  our  produc- 
tions stand  for  all  that  is  best  in  style, 
quality  and  durability.  The  man  who 
demands  the  best  should  lose  no  time  in 
getting  acquainted  with  us. 


MAKERS  OF    J  I   GOOD  CLOTHES 


51. CONDUIT  STREET.BOND  STREET. 

LONDON,  W.,  ENGLAND 

CANADIAN    AGENTS : 
Port  Arthur  to  St.  Johns  and  Halifax — 

J.  F.  Snarr,  64  Wellington   Street  West,  Toronto. 

Vancouver  to  Winnipeg — 

E.   W.   Dean   &  Son,  325   Howe  Street,  Vancouver. 
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Write  for  our  new  Fall  Catalogue 


PULLAN  MANUFACTURING  CO.,  LIMITED 


AT  OUR  NEW  ADDRESS 

491  KING  ST.  WEST,  TORONTO 
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Dominion  Board  in  Convention  at  Halifax: 

Ask  for  a  Re-Drafting  of  the  Sales  Tax 

Resolution  Condemns  Receipt  Tax  as  Unnecessary  and  Annoy- 
ing Legislation— Board  Instructed  to  Take  up  Matter  of  Educa- 
tional Courses  for  Salesmen — Political  and  Financial  Situations 
Grave,  Says  Dalhousie  Professor 

THE  SEVENTEENTH  annual  con- 
vention of  the  Dominion  Board, 
Ret.nl  Merchants'  Association  of 
Canada,  was  held  from  Tuesday  to  Sat- 
urday, August  8  to  12,  in  Halifax,  Nova 
Scotia.  The  president,  J.  A.  Banfield, 
of  Winnipeg,  presided  over  the  gather- 
ing-, which  was  officially  welcomed  to  the 
City  of  Halifax^by  Mayor  Murphy  who 
expressed  the  hearty  pleasure  the  visit 
of  the  delegates  afforded  the  citizens  of 
the  old  garrison  city. 

The  mayoral  address  was  ably  sec- 
onded by  Gavin  Stairs  of  the  Halifax 
Board  of  Trade.  Mr.  Stairs  stated  in,  a 
felicitous  manner  that  he  was  especially 
interested  and  gratified  to  note  the 
presence  of  men  from  widely  distant 
parts  of  Canada.  "I  think  the  chief 
good  from  such  conferences  as  this," 
he  said,  "comes  from  just  this  fact. 
They  enable  us  to  get  together  and  be- 
come acquainted."  Mr.  Stairs  remind- 
ed the  delegates  that  the  city  of  Hali- 
fax was  holding  a  carnival  week  and 
hoped  the  visitors  would  find  much  to 
enjoy  during  their  stay. 

Mr.  Banfield,  the  president  of  the  as- 
sociation, responded  heartily  to  the 
addresses   of  welcome. 

"We  realize,"  said  he,  "that  Halifax 
is  one  of  the  oldest,  and  most  substan- 
tial cities  in  the  Dominion.  We  regard 
it  with  genuine  pride.  It  has  produced 
many  great  men,  and  I  recall  having 
said  on   a  former  occasion  what  I   will 

venture  to  repeat  to-day — if  eating  fish 

produces  brains,  then  I  should  say  that 

distinguished    men,    statesmen,      college 
presidents,  etc.,  whom  Nova  Scotia  has 
produced,  must  have   eaten  whales." 
Mr.  Banfield  referred  to  the  fact  that 

the  convention  was  held  in  the  interest 

of  the  Retail  Merchants,  whom  he  char- 
acterized   as    the    great    distributors    of 

the  land.     After  all,  when  all  was  said 

about   the    infinite   wealth,   the   tremen- 
dous  resources,  of  the  Dominion,  it  all 

came  down,  at  the  end,  to  a  question  of 

distribution.  All  had  to  simmer  through 

the  retail  merchants.       The  latter     are 

subjects  of  scathing  criticism,  but  they 

do  not  deserve  it.       Their  work  is  open 

to  the  full   light   of  day — "we  are     the 

greatest  tax-payers  in  the  country,  and 

I  repeat,  the  greatest  distributors,"  said 

he,    amid    applause.        "Take    away    the 

retail    stores    from    Halifax,       and 

would  have  a  deserted  village." 
He    expressed    appreciation      of 

hearty   welcome   of   the   mayor  and   the 

president  of   the   Board   of  Trade,     and 

emphasized    strongly    what      Mr.    Stairs 

had  observed  as     to     the  importance  of 

getting   to    really    know      one     another. 


Group  of  officials  of  the  Dominion  Board,  Retail  Merchants  Association  attending 
the  annual  convention  at  Halifax,  N.  S.  E.  M.  Trowern,  secretary,  is  on  the  left: 
J.  A.  Banfield,  re-elected  president,  is  in  the  centre;  Henry  Watters,  treasurer,  is 
second  from  the  right  in  the  front  row,  and  Jack  Wood,  Swift  Current,  second  vice- 
president,  is  on  the  extreme  right;  W.  C.  Miller,  Ontario  secretary,  W.  J.  McCully 
and  J.  H.  Curie,  Winnipeg,  are  also  seen  in  the  group. 


you 


the 


That  is  the  great  trouble,  said  he — we 
do  not  understand  each  other.  "I  went 
into  a  store  in  this  city,"  said  he,  "and 
T  heard  some  one  in  the  store  observe 
pointing  to  the  Canadian  flag,  'I  don't 
like  that  flag.'  Well,  we  ought  to  like 
that  flag.  It's  our  flag.  We  are  all 
Canadians— let    us    remember    that." 

Important    Resolutions    Passed 

The  reg-u:ar  business  was  then  pro- 
ceeded with,  which  included  the  passing 
of  a  considerable  number  of  the  46  reso- 
lutions drawn  up  for  the  attention  of 
the   members. 

In  a  resolution  pertaining  to  the 
present  Sales  Tax  Act,  the  association 
placed  themselves  on  record  as  being 
of  the  opinion  that  the  present  act  has 
been  drafted  in  such  a  muddled  and  con- 
fused manner  that  it  can  never  be  made 
operative  and  satisfactory  to  the  retail 
trade  in  its  present  form,  and  requested 
that  the  incoming  Dominion  Executive 
Council  ask  the  government  to  have  the 
act.  redrafted  and  placed  in  such  lan- 
guage that  it  could  be  understood  by 
the    merchants    and    their    customers. 

Regarding    the    placing    of   stamps    on 


all  receipts  of  $10  and  over,  a  resolution 
was  passed,  terming  it  as  an  unneces- 
sary and  annoying  taxation  arrangement, 
and  one  that  would  not  materially  re- 
sult in  accomplishing  the  object  propos- 
ed. It  was,  therefore,  recommt 
that  the  stamp  tax  on  receipts  and  bank- 
cheques  be  abolished,  and,  if  necessary, 
to  produce  the  amount  required  by  the 
government,  that  the  sales  tax  be  in- 
creased to  cover  this  amount.  The  in- 
coming council  will  be  requested  to 
study  this  question  and  take  the  matter 
up  with  the  government. 

Executive  officers  of  the  various  pro- 
vincial boards  of  the  association  will  be 
requested,  as  a  result  of  a  resolution,  to 
oppose  any  proposal  to  introduce  legis- 
lation through  their  provincial  govern- 
ments, to  establish  an  eight  hour  day 
for  all  manufacturing,  producing  and 
distr'buting  classes,  as  far  at  it  affects 
the  retail  trade  of  their  province.  Also, 
they  will  be  requested,  should  any  at- 
tempt be  made  to  include  retail  merch- 
ants in  any  workmen's  compensation 
acts,  to  take  such  active  steps  as  to 
see  that  the  retail   trade  is  not  brought 
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under  their  operations,   as  they  ate   not 
considered  hazardous  risks. 

In  view  of  the  fact  that  there  are 
many  articles  in  common  use,  for  which 
there  is  an  insistent  demand  by  Cana- 
dians, and  that  are  not  at  present  be- 
ing manufactured  in  Canada,  it  was  re- 
solved that  the  association  again  peti- 
tion the  Dominion  government  that  the 
Department  of  Trade  and  Commerce  be 
requested  to  further  the  interests  of 
Canadian  industry.  It  was  pointed  out 
that  if  such  goods  were  manufactured 
in  Canada,  employment  would  be  pro- 
vided for  many  of  our  own  citizens  and 
our  money  kept  at  home. 

A  vote  of  thanks  was  passed  to  the 
officers  of  the  Dominion  Executive 
Council  for  having  secured  through  the 
present  government,  an  act  abolishing 
all  lottery  and  guessing  contests. 

A  resolution,  similar  to  one  passed  by 
the  British  Columbia  provincial  board, 
recommending  the  appointment  of  a 
trade  section  secretary  or  secretaries, 
whose  sole  function  shall  be  to  have  the 
entire  responsibility  for  the  handling 
of  trade  section  matters  and  build  up 
the  trade  section  movement  within  the 
association,  was  presented  for  the  con- 
sideration of  the  convention. 

As  a  result  of  complaints  which  have 
been  received  from  the  various  provin- 
cial boards,  that  with  the  increase  of 
sales  tax,  it  has  reduced  the  margin  of 
profit  on  goods  sold  by  manufacturers, 
who  have  not  altered  their  fixed  retail 
prices,  and  inasmuch  as  the  sales  tax 
has  increased  the  cost  of  the  goods,  it 
was  decided  to  request  the  manufactur- 
ers to  adjust  their  prices  on  a  fixed  ba- 
sis of  trade-marked  goods  so  as  to  make 
provision  for  the  sales  tax,  or  any  other 
increased  overhead  expenses,  that  did 
not  exist  in  the  retail  trade  some  years 
ago  when  the  retail  prices  were  placed 
on   the    goods    by   the    manufacturers. 

Whereas  the  United  States  govern- 
ment will  not  allow  any  printed  or  lith- 
ographed matter  to  go  into  the  States 
unless  it  has  been  marked  or  printed 
with  the  words  "Printed  in  Canada"  and 
even  carries  this  ruling  into  effect  re- 
garding time-tables  of  our  railways,  the 
members  of  the  pr'nters  and  publishers 
section  of  the  association  requested  that 
the  United  States  printing  and  litho- 
graphing coming  into  Canada  be  treat- 
ed in  the  same  manner. 

Instruction  from  the  convention  was 
given  to  the  Dominion  Executive  Coun- 
cil to  take  up  the  matter  of  providing 
for  those  who  desire  to  become  retail 
salesmen  an  opportunity  of  extending 
their  education  and  receiving  such 
knowledge  from  those  who  are  skilled 
in  retail  merchandising,  and  to  devise  a 
plan  whereby  the  desired  results  could 
be  secured.  The  council  was  also  in- 
structed to  study  the  question  of  high 
charges  for  the  registering  of  watches 
and  jewellery  and  report  back  to  the 
board. 

Resolutions  dealing  with,  income  tax, 
manufacturers  price  lists,  freight  rates, 
oil  discounts,  shoe  styles,  business  set- 
tlements, legal  fund,  Dominion  bank  act, 


association  emblem,  pattern  contracts, 
code  oi  ethics  for  retail  merchants, 
manuiacturers  refusing  to  sell  to  whole- 
salers, trade-marked  goods,  and  statis- 
tics regarding  retail  merchants,  were 
dealt  with. 

At  the  close  of  the  session  the  dele- 
gates gathered  at  a  banquet  held  at  the 
Green  Lantern  Tea  Rooms  at  which 
some  seventy  members  and  a  number 
oi   lady  guests   were  present. 

President  Reid's  Address 

The  program  following  the  repast 
was  opened  by  A.  J.  Reid,  President  of 
tne  Nova  Scotia  Provincial  Board,  act- 
ing as  chairman.  Mr.  Reid  referred  to 
the  object  of  the  gathering  and  the  suc- 
cess of  the  convention,  which  has  just 
been  completed.  He  spoke  of  the  old 
days,  when  the  country  merchants  were 
referred  to  as  store  keepers,  and  con- 
ventions were  unthought  of,  and  of  the 
development  which  had  taken  place 
since  t.iat  time.  Conditions  had  chang- 
ed to  such  an  extent,  he  said,  that  the 
merchants  of  the  country  had  come  to 
a  point  where  co-operation  was  of  vital 
importance.  Within  the  past  eight 
years,  the  speaker  said,  the  merchants 
of  Canada  had  been  faced  with  great 
difficulties,  and  had  it  not  been  for  the 
efforts  of  the  Dominion  Executive  of 
the  association,  many  of  them  wouid 
have  sustained  serious  losses.  Not  only 
had  the  assistance  of  the  association 
proved  valuable  in  tbe  past,  he  continu- 
ed, but  it  would  also  be  an  indispensable 
asset  in  shaping  the  future  course  of 
Canada's    merchants. 

In  proposing  the  toast  to  Canada,  Mr. 
Reid  touched  on  the  fact  that  it  was  the 
anniversary  of  the  battle  of  Amiens,  the 
conflict  which  directly  brought  about 
the  conclusion  of  the  Great  War,  and 
the  glorious  record  of  the  Canadian 
troops  in  that  battle. 

Responding,  Henry  Watters,  Secre- 
tary of  the  Dominion  Board,  dealt  with 
the  outstanding  features  of  the  various 
provinces  of  the  Dominion.  In  speaking 
of  Quebec,  be  regretted,  what  he  term- 
ed, the  lack  of  understanding,  which  ex- 
ists between  that  province  and  the 
others  of  Canada.  He  spoke  of  the 
glorious  deeds  of  the  Quebec  regiments 
in  France.  A  matter  of  pressing  mo- 
ment in  British  Columbia,  in  fact  to  all 
provinces  of  the  Dominion,  the  speaker 
said,  was  the  Oriental  Problem.  It 
was  the  duty  of  the  country,  he  said, 
to  be  particular  with  regard  to  the  type 
of  immigrants  admitted,  but  once  they 
are  induced  to  come  to  this  country, 
they  should  be  given  the  privilege  of 
citizenship  and  a  just  form  of  govern- 
ment. 

William  Tapp,  President  of  the  Pro- 
gressive Club,  J.  T.  Wilson,  President  oi 
the  Commercial  Club  and  Gavin  Stairs, 
President  of  the  local  Board  of  Trade, 
responded  to  the  toast  to  Nova  Scotia, 
in  the  absence  of  Premier  Murray.  All 
three  speakers  touched  on  the  contribu- 
tion which  has  been  made  to  Canadian 
public  life  by  Nova  Scotia. 

Speaking  of  the  political  situation 
Professor    Munroe    of    Dalhousie    Uni- 


versity, stated  that  it  was  just  as  grave 
as  the  financial,  and  because  the  Treaty 
of  Versailles  had  not  realized  its  proper 
work.  It  was  the  only  kind  of  treaty 
which  could  be  introduced  at  that  time, 
the  speaker  said,  but  it  was  not  suffic- 
ient for  present  circumstances.  There 
had  been  a  lot  of  talk  during  the  Great 
War,  the  speaker  said,  regarding  it  be- 
ing the  final  war,  but  this,  he  held,  with 
things  as  they  are  at  present,  could  not 
be.  He  emphasized  the  antagonism 
which  exists  between  France  and  Ger- 
many, centuries  old,  which  as  long  as  it 
continues  will  mean  danger  of  invasion 
of  France,  and  hence  France  must  have 
a  standing  army,  and  allies,  and  hence 
militarism  cannot  be  wiped  out.  The 
League  of  Nations,  the  speaker  said, 
properly  functioning,  was  the  only  ma- 
chinery which  would  prevent  future 
wars. 

On  the  question  of  war  debts,  the 
speaker  stated  that  he  believed  the 
debts  would  be  wiped  out,  that  an  agree- 
ment would  be  reached  by  the  various 
countries  whereby  the  debts  would  be 
struck  off  the  books  and  a  fresh  start 
made. 

At  present,  he  said,  Great  Britain 
was  bearing  the  financial  burden  of  the 
war,.  Her  taxes  amounted  to  the 
amount  paid  by  Germany  and  Canada 
combined. 

The  United  States  at  present  held 
aloof  from  the  international  conferenc- 
es, but  it  was  just  as  necessary  for  the 
United  States  to  enter  the  international 
arena,  the  speaker  said,  as  it  was  for 
them  to  enter  the  war  and  undoubtedly 
it   would   come. 

Until  such  time  as  the  debts  were 
paid  off,  or  struck  off,  the  speaker  stat- 
ed  that  there  was  not  a  possibility  of 
business  picking  up.  When  that  was 
done  a  moratorium  would  have  to  be 
granted  to  Germany  for  a  few  years  to 
enable  her  to  get  on  her  feet  and  ar- 
rangements made  for  an  international 
loan  to  meet  reparations. 

A  toast  to  the  City  of  Halifax  was 
responded  to  by  Mayor  Murphy,  who 
expressed  the  hope  that  the  delegates 
had  enjoyed  themselves  while  in  the  city 
and  that  at  some  future  date  they  might 
gather  here  again. 

During  the  evening  a  delightful  mu- 
sical program  was  rendered. 

Election  of  Officers 

The  election  of  officers  for  the  ensu- 
ing year  resulted  in  a  return  to  office 
of  the  present  executive  as  follows: 

President,  J.  A.  Banfield,  Winnipeg, 
Manitoba;  1st  vice-president,  J.  G. 
Watson,  Montreal,  Quebec;  2nd  vice- 
president,  Jack  Wood,  Swift  Current, 
Saskatchewan;  3rd  vice-president,  W.  G. 
DeWolfe,  St.  Stephen,  New  Brunswick; 
4th  vice-president,  N.  I.  MeDermid,  Cal- 
gary, Alberta;  5th  vice-president,  W.  J. 
Hopgood,  Halifax,  Nova  Scotia,  and 
Prince  Edward  Island;  6th  vice-presi- 
dent, G.  H.  McRobbie,  Vancouver,  Brit- 
ish Columbia:  treasurer,  Henry  Watters, 
Ottawa,  Ontario;  secretary,  E.  M. 
Trowern,  Ottawa,  Ontario. 
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Dry  Goods  Reoieiv 


Giving  a  Push  to  Dollar  Day 

Haw  the  Whole  Event  is  Planned  and  Carried  Out  by  the  W.  W. 

Cooper  Co.,  of  Swift  Current,  Saskatchewan — Employ  Only  the 

Medium  of  the  Press  and  Circulars — The  People  Know  When  a 

Bargain  is  a  Bargain — Give  the  Public  Value 


THE  "DOLLAR  Day"  sale  idea 
needs  no  introduction  to  any  mer- 
chant, but  the  secret  of  the  success 
which  The  W.  W.  Cooper  Company  of 
Swift  Current,  Saskatchewan,  experiences 
each  time  this  particular  sale  is  held  is 
possibly  worth  mentioning.  Right 
away  we  are  going  to  let  out  the  secret: 
give  the  public  undeniable  value  for 
their  dollars.  There's  the  secret;  no- 
thing more  or  less.  Whan  you  adver- 
tise "Dollars  Doing  Double  Duty  on  Dol- 
lar Day,"  make  sure  that  they  do  and 
that  the  public  knows  about  it,  both  by 
reading  and  by  seeing.  Another  .point 
which  has  made  our  "Dollar  Day"  sales 
a  success,  we  believe,  is  their  systematic 
frequency.  These  sales  occur  once  every 
three  months.  And  they  have  become 
so  popular  throughout  Swift  Current  and 
district  that  a  small  announcement  of 
the  day  and  date  of  the  sale  is  sufficient 
to  fill  the  store  the  whole  day  with  eag- 
er buyers. 

Quite  naturally  we  advertise  these 
sales  considerably  (we  are  enclosing  a 
sample  advertisement  of  our  recent 
event)  but  we  only  advertise  the  "Dol- 
lar Day"  merchandise  every  third  sale; 
the  remaining  two  sales  we  simply  an- 
nounce the  day  and  date. 

First   Advertising 

Three  weeks  before  the  sale  we  com- 
mence to  produce  small  stuffers  bear- 
ing the  day  and  date  of  sale.  They  are 
placed  in  every  department  for  the 
salespeople   to  hand   to  customers;    also 


There  is  a  certain  breeziness  about 
the  way  things  are  done  in  the 
West.  And  their  manner  of  telling 
it  is  equally  breezy  and  attractive. 
Jack  M.  Bedford,  Advertising 
Manager  of  the  W.  W.  Cooper- 
Company,  Limited,  of  Swift  Cur- 
rent, Saskatchewan,  in  the  accom- 
panying article  written  for  us  tells 
how  they  conduct  their  Dollar  Day 
and  the  success  with  which  their 
effort  is  met  each  time. 


the  shipper  places  one  in  every  parcel 
which  leaves  the  store.  The  steno- 
grapher receives  a  share  of  these  stuff- 
ers and  they  go  in  every  letter  and  par- 
cel by  mail.  Good  sized  posters  are 
used  on  the  windows  and  in  the  store 
announcing  the  sale  which  may  be  two 
or  three  weeks  away.  The  procedure  is 
necessary  because  the  farmers  like  to 
know  what's  going  to  happen  in  lots  of 
time  so  that  they  may  arrange  their 
work  to  allow  themi  to  get  to  the  store 
for  the  sale.  This  is,  we  believe,  a  good 
thought  for  merchants  in  the  farming 
districts.  In  every  advertisement  we 
produce,  the  announcement  of  "Dollar 
Day"  appears  prominently.  Therefore 
you  will  see  that  we  make  positively 
sure  that  the  people  know  when  the  sale 
is  going  to  take  place.  One  week  be- 
fore the  sale  three  to  four  thousand 
people  either  receive  a  copy  of  our  ad- 
vertisement or  an  announcement  of  the 


sale.  Three  country  papers  carry  the  ad- 
vertisement and  two  local  papers.  These 
advertisements  appear  a  few  days  prev- 
ious to  the  sale;  and  our  windows  are 
packed  with  "dollar  bargains"  usually 
three  or  four  days  ahead.  Nothing  'is 
placed  in  them  which  is  not  a  genuine 
"dollar  bargain!"  We  may  state  that 
these  windows  have  never  yet  failed  to 
draw  attention.  By  this  time  hundreds 
of  cards  and  price  tickets  have  been 
prepared  in  distinctive  colors  and  distri- 
buted to  each  department.  The  day 
before  the  sale  all  counters  and  display 
spaces  are  arranged  with  "Dollar  Day" 
sale  goods;  and  extra  help  for  every 
department  is  employed. 

Day  of  the  Sale 

Now  we  have  arrived  at  the  critical 
time — the  day  of  the  sale:  every  person 
is  down  earlier  than  usual;  all  the  v-in- 
dows  a--c  taken  out  and  redressed  with 
other  merchandise  at  special  prices. 
The  "dollar  day"  merchandise  is  placed 
on  display  in  the  store;  all  extra  help 
are  assigned  their  duties;  all  merchan- 
dise on  display  bears  a  price  ticket  and 
all  other  details  are  attended  to.  By 
this  time  (and  it  never  fails)  remark- 
ably large  crowds  have  gathered  around 
both  our  entrances  and  sidewalks;  every 
salesperson  is  enthused  and  all  keyed 
up  for  the  possibilities  of  beating  last 
Dollar   Dav's   sales   record. 


Above  is  the  reproduction  of  a  window  display  arranged  by  Jack  M.  Bedford  for  the   W.   W.  Cooper  Company  of 
Swift  Current,  Saskatchewan.     The  background  is  in  buff  and  apple  green  with  the  floor  in  a  tiled  effect  in  the 
same  colors  as  the  background.     Furniture  used  to  display  these  pink  corsets  is  ivory.     A  corset  window  is  a  dif- 
ficult one  to  make  attractive  but  this  one  seems  to  fill  the  bill  vera  well. 
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Your  Market  and 
Your  Factory 


Your  factory  is  insured — how  about  your  market?  The  last  six 
months  have  shown  you  can  rebuild  a  lactory  to  specification  in  a 
given  time,  but  once  a  market  slips  away,  it's  a  monster  problem 
to  get  it  back. 

And  the  last  six  months  have  been  a  time  of  checking  up.  Mer- 
chants are  in  a  process  of  adjustment;  they  are  picking  out  lines 
to  concentrate  on — picking  out  live  lines  on  which  to  build  pro- 
fitable business. 

It  is  natural  they  should  choose  lines  that  have  paid  them  well 
where  it  was  easy  to  co-operate  and  work  with  the  manufacturer 
or  wholesaler  and  it  is  natural  that  they  should  work  on  the  lines 
they  know  best. 


To  most  of  us  our  market  means 
the  retail  store — where  the  mer- 
chant because  of  his  intimate 
knowledge  of  his  customer's  needs 
recommends  and  sells  what  he 
knows  best. 

What  does  he  know  about  yours 
— you  invest  in  plant,  why  not  in- 
vest in  your  market? 


Is  he  sold  on  yours?  Through 
MacLean  business  newspapers, 
wholesalers  and  manufacturers 
are  building  markets  and  making 
salesmen  out  of  merchants  and 
clerks  by  teaching  their  selling 
points — by  building  confidence 
in  the  turnover  possibilities  of 
their  goods. 


Invest  in  your  market  through  Dry  Goods  Review,  read  closely  by  up- 
to-date  merchants  for  reliable  market  and  merchandising  news. 


DRY  GOODS  REVIEW 


TORONTO  MONTREAL 

143-153  University  Ave.         128  Bleury  St. 


LONDON,  ENG. 

88  Fleet  St. 


The  circulation  of  Dry  Goods  Review  is  audited  by  the  Audit  Bureau  of  Circulations.     Copy  on  request. 
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The  McElroy  Mfg.  Co.,  Ltd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(RES.) 

•DRESS  FABRICS" 

F.  A.  RODDEN  &  CO. 

Dry  Goods 

Commissioners  and  Importers 

52  Victoria  Square  MONTREAL 


The  "AVECTA"  ARMBAND 

British  Made  by  British  Labor 

Joined  by  patent  invisible  clip,  not  sol- 
dered.     Pitted  with    inner   tape   to   stop 
overstretch.       Boxed     in     pairs.       Each 
dozen  in  outer.  Order  a  sample  to-day. 
Buy  from  your  jobber  or  from  us  direct 
but   insist   on  getting   the    "AVECTA." 
DISTRIBUTORS  FOR  CANADA 
THE  RIDEAU  SPECIALTY  COMPANY 
SMITHS  FALLS  ONTARIO 


At  the  National  Merchandise 
Fair  held  at  the  Grand  Central 
Palace,  New  York,  from  Aug.  7 
to  Aug.  25,  the  mural  decorations 
attracted  a  great  deal  of  atten- 
tion. 

In  choosing  the  theme  for  the 
setting,  an  Arab  motive  was  se- 
lected, not  only  in  view  of  the 
Arabians'  reputation  as  traders 
but  because  of  the  poster  featur- 
ing the  fair.  The  dominating  col- 
ors were  orange  and  blue.  Every 
pillar  and  post  as  well  as  the 
walls  received  decorative  treat- 
ment. The  palace  authorities 
state  that  this  is  the  first  time 
that  decorations  have  been  car- 
ried) down  to  this  detail. 

A  great  canopy  of  orange  and 
blue  was  hung  from  the  ceiling 
of  the  mezzanine  floor  covering 
the  well  in  the  center  of  the  build- 
ing. 

Illumination  was  supplied  from 
ten  large  chandeliers  decorated  in 
the    prevailing   colors. 

Series  of  Paintings 

A  series  of  allegorical  paint- 
ings was  the  artistic  achievement 
of  the  fair.  These  pictures,  ten 
and  twelve  feet  square,  were  rep- 
resentations of  commerce  in  its 
historical  and  symbolic  aspects. 
Four  series  of  paintings  treated 
these  subjects  in  an  individual 
manner.  The  paintings  were 
conceived   by   Mr.    Asch. 

The  first  series  depicted  the 
five  basic  industries  of  the  United 
States:  Cotton,  Iron,  Lumber, 
Wool  and  Milling. 

The  second  series  depicted  his- 
torical methods  of  commercial 
trading:  Barter  Among  the  In- 
dians; Syrian  Caravan  in  All  Its 
Glory;  Trading  Along  the  Jordan 
River;  An  Arabian  Trading  Post 
in  the  Desert;  and  Savages  in 
Africa    Trading. 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It    makes     them     more     attractive- 
Economical.    Fast,    Practical,    Neat. 

E.  W.  McMARTIN 

45   St.   Alexander  St.  MONTREAL 


The  industrial  development  of 
the  United  States  was  shown  in 
the  next  series:  Trading  Along 
the  Hudson  River,  1784;  Trading 
Along  the  Chesapeake  Canal; 
Pioneers  of  Commerce  in  the 
West;  Development  of  Commerce 
in  the  Northwest  and  Modern  In- 
dustry. 

The  final  series  called  "Baby's 
Wardrobe"  was  devoted  to  mod- 
ern retail  methods.  They  were 
called:  Business  Street  in  a  Mod- 
ern City;  Making  the  Purchase; 
Delivery  of  the  Purchase;  Baby's 
New  Wardrobe  and  Out  for  a 
Stroll. 

These  four  series  were  hung  at 
the  ceiling  of  the  main  floor  be- 
tween the  big  pillars  that  are  at 
the  north  and  south  sides  of  the 
center  well. 

On  the  main  floor,  one  to  the 
right  and  the  other  to  the  left  of 
the  grand  staircase,  were  two 
pointings.  These  depicted  Peace 
and  Prosperity.  Another  feature 
of  the  main  floor  decorations  was 
a  huge  allegorical  painting  con- 
cealing the  freight  elevator  call- 
ed, "A  Caravan  Trader's  Post." 
It  was  a  desert  scene  with 
Arabians,   camels,  etc. 


Further  information 
for  the  asking.  All 
kinds  of  wire  cash 
and  parcel  carriers 
and    pneumatic    tubes. 

Gipe-Hazard    Store    Service 
Co.,  Limited 

113    Sumach    St.,    Toronto, 
Ont. 
Also  318  Homer  St.,  Van- 
couver, B.  C. 


Errors  are  expensive — better  avoid  them.  Our  Cash  Carriers  will  enable  you 
to  do  so,  and  will  rapidly  convey  all  sales  cheques  and  money  from  salesmen 
to  the  office,  where  both  would  be  in  the  hands  of  one  person,  thereby 
enabling  you  constantly  to  check  up  your  entire  selling  staff,  there  being  two 
in  every  transaction,  each  checking  the  other  (the  salesmen  and  the  cashier), 
and  the  former  would  wrap  the  parcels  while  the  change  was  being  made, 
thus   saving    time    and    labor. 

Our  wire  carrier  is  more  rapid  than  any  other  of  its  type,  and  more  compact 
and  sightly,  and  a  marvel  of  simplicity.  Now  is  the  time  to  have  it  installed 
in    readiness    for   the   Autumn   trade. 
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COMFORTERS 

COTTON-DOWN-WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 

2154-56-58  Dundas  St.  W .,  Toronto 

TAPES 

ALL  WIDTHS  AND  QUALITIES 
CARRIED  IN  STOCK 

Walter  Williams  &  Co. 

808  READ  BLDG.,  MONTREAL 
2(  WELLINGTON  ST.  W„  TORONTO 

WILL  P.  WHITE,  LIMITED 


Head  Office: 
Toronto 

65  Simcoe  St. 


Montreal 
137  McGill  Street 


Manufacturers'   Agents    and    Distributors 
and  Smnllwares  Specialities. 
Wholesale  and  Manufacturers  Only  Supplied. 


"HOOSIER" 

The  best  36-inch  brown 
domestic  in  America 

Buy  it  by  the  balm; 
tell  it  by  the  bolt 

Indiana   Cotton    Mill 

Ca  nnel  ton,  I  nd..U.S.  K . 


T.  H.  Birmingham  &  Co. 

LIMITED 
533  College  St.,  TORONTO 

Makers  of 

Women '•  High  Grade 
Neckwear 
Exclusive    Neckwear    How 


9 


Th* 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free  for  the  asking. 

The  Botanical  Decorating  Company 

(Incorporated) 

208  W.  Adams  St..  Chicago,  111. 


Fred  Jones  &  Company 

Mamijtuturai  ami  Importer* 

Babies'  Hand  Crochet  Goods  Nadoaa 

Babies'  Head  Knit  Goods  Hmifrtsa 

Art   Needlework  Materials 

Room  712  Empire  Building 

64  WELLINGTON  ST.   WEST,  TORONTO 


R$cnie>i 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 
Made  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 

SHERBROOKE,     QUEBEC 
Sfftie   ^anabittn  "JCit&g  Press  fi£o., 

Kitchener,  Ont. 

Manufacturers  of 

"The  Canadian  Lady    Dress" 

Ginghams,  Crepes,  Chambrays,  Prints 
Write  us  for  catalogue    and  Prices 

VEILINGS  and 
SILK  NETS 

HODGES  &  LETTAU 

232  McGill  St.  Montreal 


For  the  upper  floors  there  was 
a  series  of  murals  symbolizing 
American  Genius,  Foreign  Com- 
merce, another  conception  of 
Peace  and  Prosperity.  Trade — ■ 
The  Universal  Language,  in  two 
views,   and  Finance. 

The  lobby  received  the  atten- 
tion of  the  decorators.  The  color 
scheme  here  was  old  rose  and 
blue  in  velour.  There  were  paint- 
ings on  each  side  of  the  staircase. 
These  were  entitled  Production 
and  Transportation,  and  Shipping 
and    Distribution. 

Merchants  of  the  Upper  Nicollet 
Avenue  Association,  Minneapolis, 
Minn.,  have  just  made  awards  in 
the  "most  beautiful  girl"  contest 
and  so  successful  was  it  that  they 
are  now  planning  a  "handsomest 
man"    event. 


WANTED  —  CLERK  FOR  GENERAL 
store.  Must  be  a  good  worker,  well 
recommended.  In  answering  mention  any 
lines  you  have  had  special  training  in. 
Box  18,  Dry  Goods  Review.  153  Univer- 
sity   Ave.,    Toronto,   Ont. 


J7STABLISHED  MANUFACTURERS' 

agent  wishes  to  take  on  a  good  line  of 
men's  and  women's  hosiery.  Box  24,  Dry 
Goods  Review,  153  University  Ave..  Tor- 
onto. 


pOR  SALE— STOCK  OF  NEW  PICTOR- 
ial  Patterns  right  up  to  date,  selling 
value  400  dollars.  Will  take  first  offer 
if  $125.00  cash.  A.  Webb,  Hillhurst,  Cal- 
gary,  Alta. 


Artist 

Supply 

Co., 

Ltd. 

Room 

50,77  York  St.,  Toronto 

Complete 

■    Show    Card 

Material 

Dealers 

Write    for    Price    List. 

CLIMAX  PAPER 
BALERS 

ALL  STEEL-FIREPROOF 
"Turn*     Watte 

into  Profit" 
12  SIZES 
Send  for  Catalog 

CLIMAX  BALER  CO 
Hamilton,     Ont. 


BUCKLES 

Pertaining  to 

Millinery,  Dresses  &  Gloves 

Designs  of    many  Shapes  and  Sizes 

Colors— Black,   Green   and   White 

THE  SCHULER  BUTTON  CO. 

LIMITED 
Brantford         -         Ontario 

HABERDASHERY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking, 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 
8&9  Hamsell  Street,  London,  E.C  I. 

Established  1871 


D  B.  Fisk&Co. 

Afn>  Chicago 

Hl-RCHANDIJB 

New  York  Salesroom: 
Open  Throughout  the  Year 
411  Fifth  Avenue 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Fe§£y  Cloth-Blankets 


SiMiifeG 


/1 15  Worth  St., NY 
f  775ummer  St..  Boston 
[226  West  Mm  St  Oiic^o 


RIBBONS    OF    DISTINCTION 

"J-C"  Ribbons  have  peculiar 
charm.  Wldelv  advertised  to 
the  consumer  under  their 
trade-mark  names  for  the 
protection  of  the  dealer. 

"SATIN     DB     L.UXE" 

"TROUSSEAU" 

"LADY    FAIR" 

•SANKANAO"    "VIOLBT" 

"DEMOCRACY" 

JOHNSON,    COW1DIN   &   CO.,     40   K.   «0th    St.. 

New    York.    N.Y.  Made   in    U.fl.A. 


Made  on  "Ye  Banks  and  Braes  o'  Bonnie  Doon 

Skeldon   Blankets   now  in    stock   in   Montreal   and 
Vancouver.      All    pure    wool,    in    six,    seven,    eight 
and   nine   pounds   weight. 
JOHN  E.  RITCHIE,  Dry  Goods  Commission  Agent 

591  St.  Catherine  Street  West,  Montreal. 
Rrnnrhi><i    ■      64  Wellington  St.  W.,  '29     Minshull     Street,         615     Pender    St.,    W., 

UIU1KIILA    .  Toronto.  Manchester.    Eng.  Vancouver,     B.C. 


»» 


146 


DRY    GOODS    REVIEW 


The  McCaskey 


A  combination  which,  while 
giving  complete  Adding 
Machine     Service,     constitutes 

A  CASH  REGISTER 

Equal  to  any  four  or  eight 
drawer  Cash  Register. 

ADDING 
MACHINE 

By  use  of  duplicate  tape 
on  adding  machine,  a 
cash  receipt  can  be  given 
to  customer,  the  duplicate 
remaining  on  rewind  pin 
as  record. 


Sold  complete 
or  separately  at 
very  low  prices 


ADDING  MACHINE 
CASH  DRAWER 
CASH  REGISTER 

Choice  of  three  keyboard 
arrangements. 

One  or  two  rows  of  9 
symbol  keys  will  give 
complete  Department  and 
Clerk  control. 

CASH 
DRAWER 

A  Cash  System  for  all 
lines  of  business — without 
equal  in  price  and  service. 

Sold  on  liberal  monthly  pay- 
ment terms. 

A  Two  Years'  Guarantee  with 
each    Machine. 

Another  addition  to  the  already 
famous  "McCaskey"  line  of 
specialties  in  Account  Systems. 

Account  &  Cash  Systems 

Adding  Machines,  Sales 

Gait,  Ontario  Pads,  Countercheck  Books 

Several  good  territories  open  ]or  live  and  able  Salesmen. 


Counter  Check  Books— Duplicate 
and  Triplicate  Styles  of  all  Kinds. 


McCaskey  Systems  Limited 


SKIRTS 

and  nothing 
but 

SKIRTS 


Wie  can  offer  you 
the  last  word  in 
skirts  as  far  as 
PRICE,  STYLE  and 
WORKMANSHIP 
are  concerned,  be- 
cause we  concentrate 
our  efforts  on  this 
particular  line.  The 
largest  output  in 
Canada. 


Each  man  is  an  expert  in  his 
department  and  can  there- 
fore give  you  the  maximum 
in  satisfaction.  If  our  sales- 
man has  not  called  write  us 
direct,  we  guarantee  imme- 
diate service. 


Wegler  Skirt  Company 

425  Phillips  Square 
Montreal 


It's  the  Sales  you  lose  that  cut  down  your  profits 

Look,  well  to  the  lines 
that    sell    every    day 

Dresses  and  House  Dresses 

Children's  Dresses 

Rompers  and  Creepers 

You  are  cordially  invited  to  see  our  com- 
plete Fall  range  when  in  the  city  during 
Exhibition. 

"A  better  made  Garment  for  less  money" 

CANADIAN   PERFECT   GARMENT  CO. 

513-515  College  St.,  Toronto 


Why  Don't  You  Write? 

HARDLY  a  week  passes  that  Dry  Goods  Review 
does  not  receive  copies  of  this  paper  returned  by  the 
postal  authorities  because  of  the  change  in  firm  names 
or  the  address  of  some  whose  names  are  on  the  mailing 
list.  Sometimes  complaints  reach  us  of  the  non-delivery 
of  mail  matter.  It  is  not  till  the  receipt  of  such  com- 
plaints or  the  return  of  the  x>aper,  as  the  case  may  be, 
that  we  obtain  any  knowledge  of  the  changes  or  re- 
movals of  persons  or  firms.  The  adoption  of  the  co- 
operative spirit  on  your  part  by  notifying  changes 
would  make  things  a  good  deal  more  pleasant  for  both 
parties.  The  MacLean  Publishing  Co.  want  their  mail- 
ing list  to  be  in  such  shape  that  they  will  be  able  to 
render  the  perfect  service  to  their  subscribers.  There 
is  a  lot  of  valuable  trade  matter  mailed  by  this  com- 
pany and  if  you  don't  receive  it — well,  the  fault  is  en- 
tirely  yours. 
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General  Section 

Why  Leave  Stunts  to  Big  Stores?   .  25 
Rational  Exhibition   August  26  to 

Sept.  9th    26 

The  New  Wood  Store  in  Halifax  .  .27-28 

Editorial 29 

Markets  at  a  Glance 30 

Business  Ethics  That  Build  Business  31 

Turned  Stock  Over  Six  Times 32 

Men's  Wear  Section  33-35 

Dress  Fabrics 

Educational    Window    Displays    in 

Macy's 36-37 

The  Outlook  of  the  Cotton  Crop.  .  38 

Fashionable  Fabrics  Seen  in  Paris.  39 

Furs 

The  New  York  Fur  Trade  Forecast  46 

Toronto  Furriers  Enthusiastic  ....  47 

Value  of  Definite  Objective   48 

Selling     Below     Cost     an     Unfair 

Method    49 

Millinery 

Decidedly  New  Trend  in  Millinery  52 

Gage  Hats 53 

Confidence  Builds  Millinery  Trade  54 

Models  Seen  in  Montreal  Houses.  .  55 

Accessories 

Secrets  That  Make  Neckwear  Pay  60 

Are  Stressing  Sales  of  Accessories  61 
Retailers    Openly    Oppose    Receipt 

Tax 63 

Corsets  and  Lingerie 

Practical  Underthings  Being  Shown  66 
Good      Advertising      and      Varied 

Stocks 67 


Fancy  Goods 

The  Story  of  the  Ostrich 


70-71 


Notions 

Specializes  in  Native  Products  ...  80 
Czecho-Slovakia  Has  Place  in  the 

Sun 81 

Knitted  Goods 

Need  of  Knitted  Outerwear  Dept.  85 

Silk  and  Wool  Hose  for  Fall 86 

Coal  Shortage  Helps  Wool  Lines.  .  87 

Knit  Goods  Industry  in  Canada..  88 

The  Making  of  Cotton  Underwear  89 

Paris  Designs  in  Knitted  Wear   .  .  90 

How  Knit  Underwear  is  Made  ...  91 

Equipment  and  Display 

The  Art  of  Showcard  Writing  .  .  118-119 

Taste  in  Window  Display 120 

Making  the  Store  Attractive.  .  .  121 

Homefurnishings 

Filet  Crochet  Laces  for  Curtains  124 

British  Trade  Steadily  Improves  125 

The  Making  of  Floor  Linoleum.  126 

Ready-to-Wear 

Feature  Infants'  Wear  Strongly  134 

A  Specialty  Shop  for  Both  Ex- 
tremes    135 

Has      Unusual      Success      With 

Blouses 136 

Educating  the  Women  Shoppers  137 

Western  and  General 

Dominion    Board    in    Convention 

at  Halifax   140-141 

Giving  a  Push  to  Dollar  Day  .  .  .  142 


THE  INQUIRER'S  CORNER 

You  may  want  to  know  where  a 
certain  line  of  merchandise  in  the 
Dry  Goods  Trade  can  be  procur- 
ed; you  may  have  on  your  hands  a 
problem  in  connection  with  your 
business  that  is  difficult  to  solve. 
Dry  Goods  Review  can  render  you 
a  service  and  will  cheerfully  do  so 
if  you  will  fill  in  this  blank. 


INFORMATION  WANTED 

Dry  Goods  Reinew, 

153  University  Ave.,  Date 1922 

Toronto,  Ontario. 

Please   tell  me    

Name    

Address    
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Push  Congoleum  Rugs 
For   Summer   Use — 

To  Boost 
Your   Winter    Sales 


Congoleum  Art-Rugs  couldn't  be  better 
suited  for  warm  weather  sales  even  if  they 
were  made  exclusively  for  the  summer 
trade. 

They  are  cool,  and  cheerful;  fadeless, 
waterproof,  non-ruffling,  and  easy  to  clean. 
Neither  sun  nor  rain  can  harm  them,  and 
no  matter  how  much  dust  and  dirt  are 
tracked  over  them,  it's  no  trouble  at  all  to 
keep  them  spotlessly  clean. 

They  are  not  only  ideal  for  summer  cot- 
tage, bungalow,  and  mountain  camp,  but 
they're  just  the  thing  to  use  indoors  when 
heavy  woven  rugs  are  taken  up  for  the 
summer. 


Gold  Seal 

(ONGOLEUM 

^     ^4rt-Rugs 

Made  in  Canada 
by  Canadians for  Canadians 


And  don't  forget  this:  Pushing  Congoleum 
Rugs  in  summer  time  helps  winter  busi- 
ness too.  For  when  a  woman  once  uses 
Congoleum,  she  always  uses  Congoleum. 
When  she  finds  out,  in  summer,  how  at- 
tractive they  look  on  the  floor — how  econ- 
omical, durable,  and  easy  to  clean  they 
really  are — she  is  sure  to  use  them  all  the 
year  round. 

Keep  your  Gold  Seal  Congoleum  Art-Rugs 
out  where  people  can  see  them.  Tell  your 
customers  how  inexpensive  they  are,  and 
how  much  time  and  labor  they  save.  That's 
a  sure  way  to  stimulate  summer  business 
and  increase  summer  profits.  It's  not  too 
late  to  begin. 


Congoleum  Company 
of  Canada,  Limited 

1270  St.  Patrick  St.,  Montreal,  Quebec 
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Makers    of    Beldings    uml    Corticelli    snoot    silks.    Beldings 
Ribbons,  Corticelli  Crochet  Cottons,  etc. 

Montreal  Ti  ronto  Winnipeg  Vancouver 
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Judging    by    Appearances 


What  Rating 
Do  You  think 
Your  Store 

Really  Deserves? 


Every  day  your  store  is  being  judged  by  its 
appearance  and  you  are  losing  or  gaining  profit- 
able sales  as  a  consequence  of  the  decisions 
made. 

Study  your  store  with  the  object  of  making  it 
as  attractive  and  as  sales-compelling  as  pos- 
sible. Give  every  corner  of  it  an  unbiased 
analysis  from  the  standpoint  of  the  customer, 
and  decide  whether,  "judging  by  appearances," 
it  is  all  that  it  should  be. 

Years  of  experience  in  the  planning  and  re- 
planning  of  really  successful  stores  qualifies 
Kent-McClain  to  offer  you  valuable,  expert  ad- 
vice and  suggestions,  upon  all  matters  relating 
to  more  successful  merchandising,  through  the 
medium  of  modern,  sales-producing  store  equip- 
ment. 

"Inter-place-able  Units"  permit  an  infinite 
variety  of  arrangement  and  provide  the  means 
for  the  gradual  upbuilding  of  a  truly  modevn 
store.  May  we  send  you  the  catalogue  show- 
ing the  standardized  designs  in  "Inter-place- 
able  Units,"  showcases  and  general  equipment, 
best  suited  to  the  specific  requirements  of  Dry 
Goods    and    Men's    Furnishings    Stores?      It    is 


yours  for  the  asking. 


'  inter-  place  -able"   Units 


ffeti-fQah 

(7bfiONPoSf/owCAS£Co)    IfflMPQ, 

Canada's  Outstanding  Designers  and  Builders  of 
Modern-Merchandising  Store  Equipment 
183  Carlaw  Avenue,  Toronto 
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The  MERCHANT  who  is  making 
the  most  profit  to-day  is  the  Mer- 
chant who  is  keeping  his  invested 
capital  hard  at  work. 

To  do  this  he  must  have  rapid  turn 
over  and  carry  a  minimum  reserve 
stock. 

True,  he  must  buy  before  he  can 
sell,  but  with  the  tremendous  organ- 
ization of  GREENSHIELDS  LIMITED  at  his 
back  to  carry  surplus  stocks  his 
problem  is  comparatively  simple. 

Our  Eighteen^  departments  filled 
with  up-to-date  merchandise  will 
carry  your  reserve  Stocks. 

If  you  are  not  already  a  customer 
link  up  with  Greenshields  Limited 
and  make  your  invested  capital 
work  harder. 

GREENSHIELDS    LIMITED 

"  The  Hub  of  the  Dry  Goods  Trade  in  Canada ' ' 

Victoria  Square  Montreal 

Sales  Rooms  from  the  Atlantic  to  the  Pacific 
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A   Chinese  Opinion 


Literal  Translation 

'This  Company  in  China  andjafyan  have 
wonderful  buying.  Everybody  in  the  world 
knows  them.  Their  prices  are  very  cheafa 
and  Silks  very  good — which  makes  their 
customers  very  habfcy  and  they  always 
come  back  again.  They  are  all  very  welcome. 


Wet  Wt other  in  Jafran 


Silks  for  Fall 

Satin  Canton       Canton  Crepe       Crepe  Back  Satin       Crepe  Morocain 

Crepe  Meteor  Crepe  de  Chine  Georgette  Crepe 

Crepe  Charmeuse  Lingerie  Silks  Lining  Silks 

Duchesse  Paillette  Taffetas 

Brocades  Habutai 

All  New  Colors  in  Stock 

&  &  Hmg  g>tlfe  Company 

limited 

"ftfce  g>Ufe  ^otufe  of  Canaba" 


59-61  Wtllinfton  St.  Wist,  Tortnto 


Zurich,  Switzerland 
Lyons,  France 


Foreign   Offices: 


Yokohama,  Jafan 
Chefoo,  China 
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Lace  and  Insertion 


We  have  just  put  into  stock  the  newest  pat- 
terns in  French  and  Nottingham  Val  Edgings, 
Insertions  and  Beadings.  Also  the  latest  ideas 
in  Torchon,  Filet,  Cluny,  Warp,  Camisole  Top, 
Ribbon  and  Novelty  Laces  and  Insertions. 

Very  special  values  in  box  lots  of  assorted 
patterns  and  widths. 


Ribb 


ons 


Taffeta  and  Satins  in  the  newest  colors  as 
well  as  all  the  staple  shades.  Fancy  Ribbons  in 
Dresden,  Plaids,  Checks,  Roman  Stripes,  etc. 

Most  attractive  Cartons  of  Assorted  Fancy 
Ribbons  put  up  in  Bow  Lengths  and  a  splendid 
range  of  Narrow  Fancy  Trimming  Ribbons. 


D 


r   I  1     •  • 

ress   1  rimmings 

This  Fall  will  see  used  a  great  quantity  of 
Dress  Trimmings.  We  have  a  complete  range 
of  colors  in  Soutache,  Pigtail  and  Military 
Braid,  Radium  Braid  in  the  beautiful  Ukranian 
Colors,  as  well  as  Fan  Pattern  Braid  in  Scallop 
Effect. 


John  M.  Garland,  Son  &  Co. 

LIMITED 
Ottawa  -  Canada 

Wholesale  Dry  Goods 
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WAYAGAMACK 


:fi«3 


PURE 


KRAFT 


as  a  wrapping  paper  is  acknowledged  to  be  the 

Acme  of  Perfection 


Its  attractive  appearance,  great  strength,  toughness,  pliability  and 
high  quality  generally  stamp  it  as  the  best  value  that  can  be  ob- 
tained and  consequently  the  cheapest  wrapping  paper  on  the 
market.  It  is  also  largely  used  in  the  manufacture  of  Bags  and 
Commercial  and  Notion  Envelopes,  which  give  the  maximum  of 
service  at  a  minimum  cost. 


Ask  any  paper  wholesaler  to  demonstrate  this  and  explain  why 


Wayagamack  Pure  Kraft 

means 

Strength  and  Security 


>^r^^  i  !MiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiBiiii>iiiiiiiiiinMiiiiiniiinin'ii"i*"»i*"»"'i""'^ii'"'i"""""«*«"""'^'  ■ 
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¥®n=m 


A  Dazzling  New  Knitted  Silk  Fabric 

MADE  IN  CANADA 

Destined  to  Delight  Your  Finest  Trade 


Exquisitely  fine  is  this  new  foundation  fabric;  un- 
crushable,  lustrous,  with  a  pile  that  shimmers  like 
gleaming  gold  or  shining  silver. 

With  all  its  fineness,  V©fl=IEM@  is  wonderfully  practic- 
able— made  in  full  color  range  and  ready  for  entering 
madame's  wardrobe  in  a  dozen  different  capacities — 
for  afternoon  and  evening  gowns,  scarfs,  blouses,  mil- 
linery and  dress  trimmings — a  genuine  inspiration. 

Merchants  who  are  on  the  alert  for  the  newest  will 
seize  upon  'FieMEGft©  as  a  magnet  for  attracting  new 
patrons  and  gaining  a  new  hold  upon  the  old. 


Ask  your  jobber  for  "¥©B=EfHte 


Ontario  Silknit  Limited 

665  King  St.,  West,       Toronto 
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PURE  THREAD 

SILK  HOSIERY 


MADE  IN  CANADA 


Order 

Winsome  Maid 
Styles  No.  500 
and  No.  250 

for  Fall  and 
Winter  Selling, 


No.  500—  "Bi-tex" 

Your  customers  will  appreciate 
this  double  fabric  hosiery  for  cool 
Autumn  weather.  It  sells  on  sight. 
Nothing'  like  it  on  the  market. 
Patented  June  6th,  1922. 

No.  250 

The  most  popular  heavy  weight 
pure  thread  silk  hose  on  the  mar- 
ket— 25  colors. 


Allen  Silk  Mills,  Ltd. 


43  D 


Ave 


avies  /\  venue 


Toronto 


-J 
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Once  A^ain 
A. B.C.  Hosiery 
Leads  the  Way 

See  Our  New  Lines 
for    Autumn   Selling 

A.  B.  C.  Hosiery  — In  the  new  heather 
mixtures  strikes  the  last  note  in  smart 
style  in  cashmere  and  in  silk  and  wool 
mixtures  for  men,  women  and  child- 
ren. 

We  also  specialize  in  pure  silk  1  and 
1  rib. 

See  A. B.C.    styles    before 
ordering,  your  -winter  stock 

Seamless  weave — Reinforced  heels     and  toes. 


|  Allen  Bros.  Co.,  Ltd.  | 

I  883  Dundas  Street  E.    -   Toronto  I 
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HANDKERCHIEFS 

Destined  to  delight  the  children 


For  immediate  and  Christmas  trade  we  have  some  splendid  lines,  attractively  boxed. 

at  $  1 .80  Dozen  up 

Plain  white  Swiss  lawn  also  in  colors  and  white  and  colored  Linen. 

Hemstitched  and  novelty  embroidery  effects  in  corner. 

Lace  edged  Handkerchiefs  boxed. 

Our  Handkerchief  department  is  famous 

See  the  line  with  our  salesman  on  the  road. 

H.  P.  RITCHIE  y  COMPANY 


/Manufacturers  J^Ietallic  Laces,  Silk  Lingerie,  Embroideries, 
Handkerchiefs,   Merri-?*daid  Dresses  for  Juniors. 


38-42  CLIFFORD  STREET 


TORONTO 
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COTTON    DRESS    FABRICS 


SPRING    1923 


RATINES,   SPONGE    CLOTHS,   CREPES 


Our  range  of  wash  goods  for  next  season  will  be  in  the  hands 
of  our  travellers  1st  October — comprising  all  the  latest  nov- 
elties from  European  and  American  markets.  You  owe  it 
to  yourself  to  see  our  range  before  placing  your  spring  re- 
quirements. 

IF  IT'S  NEW— WE  HAVE  IT 
IF  WE  HAVE  IT— IT'S  NEW 

Do  you  know  that  yellow  is  going  to  be  the  color  par  excel- 
lence for  the  coming  season?  From  the  palest  lemon  to  the 
deepest  gold — even  ginghams  have  caught  the  "yellow 
fever"  and  our  new  range  of  import  zephyrs  contains  many 
dainty  combinations  of  colors  with  yellow  effects. 

Department  'kD" 

HODGSON,  SUMNER  &  CO.,  LIMITED 

83-91  St.  Paul  St.  W.  21  St.  Sulpice  St.  84-92  LeRoyer  St. 

MONTREAL 

SAMPLE  ROOMS  . 

7  Charest  St.,  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.  W.,  TORONTO 

Can.  Bank  of  Commerce  Bldg.,  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

503  Mercantile  Bldg.,  VANCOUVER  50  Bon  Accord  St.,  MONCTON,  N.B. 

Empire  Bldg..  HAMILTON  The  Grigg  House,  LONDON 
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METAL    LACES 

in   Stock 

2,000  pes.,  Metal  Laces  as  No.  906  and  6420;   and  similar,  in  widths  1  in.  to  18  i  i 
Colors  :    Gold — Steel — Antique — Silver 

METAL    CLOTH 

Radium — Silk  and  Wool — Allovers — Banding  and  Flouncings;     Various  Prices, 

Widths  and  Colors 

NOVELTY    VEILS    AND    VEILING 

Sam  files  : 


We  handle  only  the  Best 
Always  did  Always  will 

CANADA  VEILING  CO.,  LIMITED 

84-86    ^Vellington  Street  West,  Toronto 
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Made 

in 
Four 
Sizes 

00  0 

00 

0 


COLONIAL  MAID 


DRESS  FASTENER 

MADE    TO     CANADA. 


Its    all    in 
the    Spring 


Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 

Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


fc^HIS      IS     NOT     A 

"^  FRICTION  FASTENER. 

VJ  D      *     *        MADE 

DUt     IS     WITH 

HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS  WHEN  TO  HOLD 
AND  WHEN  TO  LET  GO 


BRASS 

will  not 

rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE  AND    BLACK.     .'.     .\    SIZES  00-0-1 

To  be  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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STOFFEL  &  CO.,  ST.  GALL 


The  Largest  Manufacturers  of  Cotton  Fabrics  in 

SWITZERLAND 

TRANSPARENT  ORGANDIES  IN  100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

Batistes  Nainsooks  Jaconas  Fancies 

Fine  Muslins  Voiles  Crepes  Calicots 

"IT  IS  STOFFEL'S" 

---the  finest  praise  that  can  be  bestowed  upon  an  Organdie 
STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON  &  TAYLOR 

Sole  Agents  for  Canada 


235  Coristine  Bldg., 

77    York   Street, 

Western  Representatives: 

20   St.  Nicholas   Street, 

Toronto 

McRae  &   Walker, 
105  Hammond  Block, 

Montreal,   Que. 

Albert    Street,    Winnipeg,    Man 

Tel.  Main  6248 

Tel.  Adel.  2253 

Tel.  A.  7265 

Correctly  Interpreting 

The  Mode  in   Furs 

The  styles  for  the  coming  season — you  will  find  embodied  in 

HERMAN'S    FURS 

the  newest  as  to  different  variations  that  fashion  decrees  correct. 

Fur  Coats  Muskrat 

Hudson  Seal  Raccoon 

Persian   Lamb  Electric  Seal,  etc. 

Immediate  Delivery 

E.  HERMAN   &  COMPANY 

Manufacturers 

61  Gerrard   Street  West 
Toronto 


bwr/stii^r/wr/M^ft^rrwrrstfr^^ftMr^iTStfrrwr^ 
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SUDBURY,  Ont. 
Balmoral 


LONDON 

ONT. 

145  Carling   St. 


TOO  NUMEROUS  TO  MENTION 


DEPT.  "K"— SMALL  WARES 
ONE  OF  THE  BUSY  DEPTS. 

of 

THE   HOUSE  OF  RACINE 


DEPT.  "K"  Carries,  in  Great  Variety,  Lines  of  Every- 
Day  Needs  for  Every  Dry  Goods  Store. — Smallwares, 
Notions   and  Toilet   Goods. 

DEPT.  "K"  Always  has  Some  Interesting  Ginger  Lines 
to  Offer  at  Prices  that  enable  you  to  Attract  Buy- 
ers to  your  Store. 


DEPT.  "K"  Displays  Every  Article  for 
Easy  Inspection,  in  Well-Lighted 
Show    Rooms. 

DEPT.  "K"  Ribbons,  Laces,  Embroid- 
eries, Wools,  Dress  Accessories, 
Threads,  Handkerchiefs,  Combs, 
Leather  Goods,  Stationery,  Toilet 
Articles,    etc.  Xmas    Novelties. — 


SHERBROOKE 
QUE. 

50  Wellington  St. 


Z.     BOLDUC, 
Manager    Dept.    K. 


Come  and  selectJChristmas  Gift  goods  early 


TORONTO,   Ont. 
72   Bay  Street 


HAMILTON 
ONT. 

214   Lister    Chambers 


SYDNEY.     C.B. 
269  Charlotte  St. 


HALIFAX 

N.  S. 
119  Roy  Building. 


THREE  RIVERS 
QUE. 


ST.    PASCAL 
QUE. 


ST.   JOHN,   N.    B. 

S5    Germain    St. 
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Hundreds  of  retail  merchants  who  attended  the 
Canadian  National  Exhibition  in  Toronto,  will  recog- 
nise tliis  photograph  of  ttie  Perrin-Ka-yser  Company  s 
booth.     It    occupied    a    space   30   feet    long    and    eight 


feet  wide.  Because  of  the  originality  of  the  display 
and  the  quality  of  the  merchandise  shown,  this  exhibit 
was  one  of  the  outstanding  features  of  the  Manu- 
facturers'  Building. 


Perrin  Gloves  Draw  Crowds 


The  interest  which  centred  around  the  French  kid 
gloves  of  the  Perrin-Kayser  Company  proves  that  the 
Canadian  public  know  that  they  arc  the  best  in  the 
world,  stum1  were  hand-embroidered  in  designs  con- 
ceived   by  artists  famous  in   the  French  glove-making 


trade.  Motifs  such  as  blue  birds,  swallows,  butter- 
flies, the  rose,  the  lily  and  sheafs  of  wheat  were  used 
in  contrasting  colors.  Ml  of  this  work  tins  dune  in 
Grenoble,  Franee.  Enquiries  showed  ibat  Canadian 
women  will  require  these  with  the  elaborate  umrns, 
designed   for   this    winter. 


Perrin-Kayser  Co.,  Limited 


Montreal,  Que. 
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Cape  and  Suede  Gloves  of  Which 
Canada  is  Proud 

Every  cape  and  suede  glove  shown  was  made  in,  Mon- 
treal. The  skins  were  specially  selected  by  experts. 
All  of  the  designs  were  original.  There  were  cuffs  in 
colors  to  contrast  with  the  gloves,  silk  embroidered 
pal  terns,  stitching   and  straps  clasped  at  either  front 


or  back.  All  bore  the  "Club  Mark" — that  mark  which 
means  the  best  teherever  it  goes. 

Glove  Silk  Hose  That  is  Kayser 

"This  is  not  the  ordinary  glove  silk,"  said  one  visitor. 
She  was  right.  Kayser  Italian  silk  is  the  most  beau- 
tiful fabric   of   its   kind.     It   is   made   in    a    Canadian 

fat  lory  at  Shcrbrookc,  Que.,  bt/  experts  in  style  and 
fit. 


The  Marvel  Hose  With  the 
Pyramid   Heel 

The  making  of  circular  hose  with  a  pointed  heel 
is  one  of  the  biggest  things  accomplished  in  hosiery 
in  some  time.  The  famous  "pyramid"  heel,  'is  not 
applied  to  the  hose  after  making,  hut  knitted  along 
with  the  hose  itself,  resulting  in  a  narrower  ankle. 
These  are   made  in    Woodstock,   Ont. 

Two  other  Marvel  lines  which  drew  thousand* 
were  those  with  the  clock  surmounted  by  a  silk  tassel 
and  the  Rolette — guaranteed  to  stay  rolled  because  of 


a    shirred   garter    which    is    part    of   the   stocking   and 
holds    the    hose    in    position. 

The  Perfect  Full-Fashioned  Hose 

People  who  passed  tin  booth  were  heard  to  remark 
that  Kayser  full  fashioned  hose  meets  all  require- 
ments. It  is  made  to  fit  in  the  four  essential  places: 
top,  ankle,  heel  and  toe.  Moreover,  it  is  knitted  of 
the  very  finest  mesh  and  there  is  a  line  '«  suit  every 
taste,  including  that  of  the  unman  who  likes  tin 
beaded  front  or  the  lace  insert  and  the  one  who 
prefers  the  Rolette — which   is  a  Kayser  origination. 


Perrin-Kayser  Co.,  Limited 


Montreal,  Que. 
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Italian  Silk  Underwear  Fits 

Exhibition   crouds    knew   the  distinction   between 
Italian    and    ordinary    glove    silk    underwear.         'Die 
following   numbers   attracted   thousands: 
Vests    in    plain    and   drop   stitch    and    in    pink,    white, 
beige   and   orchid. 

Knickers   in    all   the   new   high   shades   as    well   as   the 
pastels   and    black. 


In  Marcel  Fit  Bloomers  tlie  scat  has  been  made  very 
full,  the  crotch  fashioned  to  stretch  with  every  step 
and  the  leg  made  fuller  and  shorter — points  which 
every   retailer  can    appreciate. 

Pantalettes  in  very  attractive  designs  and  all  shades. 
Union  Suits — that  do  not  gape  or  wrinkle.  The  shoul- 
der  straps  cannot  slit>  and  the  armholes  are  wide 
and    roomy. 


Kayser  Silk  Gloves  Known  the 
World  Over 

These  are  exported  to  every  point  in  the  civilized 
world.  They  were  shown  in  four  weights,  all  of 
which  are  guaranteed  for  wear  and  in  every  style 
and  shade   which   popular  demand  calls  for. 


Silk  and  Wool  are  Fashion's 
Certain  Whim 

It  might  be  said  without  exaggeration  that  thous- 
ands of  women  were  interested  in  silk  and  wool  mix- 
tures where  only  hundreds  liked  them  last  year.  The 
Perrin-Kayser  lines  attracted  particular  women  be- 
cause their  silk  and  irool  is  knitted  on  the  same- 
machines  as  the  all-silk,  the  shades  are  guaranteed' 
fast  ami  the  fit  is  perfect. 


Perrin-Kayser  Co.,  Limited 


Montreal,  Que. 
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Keep  Ld^Mode 
Hair  Nets 

in  your  Window 

No  better  Way 
to  increase 
Sales 


Women  will  more  quickly  ask  for  La  Mode  Nets  when  they  know 
where  they  can  be  purchased. 

The  best  way  to  tell  them  is  through  your  window. 

Give  your  customers  the  Hair  Net 
that  is  well  established  and  giving  uni- 
versal satisfaction. 

Our  business  is  daily  increasing — Why?  It  is  the  confidence 
your  customers  have  in  the  brand — As  it  was  yesterday,  so  it  is  to- 
day and  will  be  to-morrow. 

Send  for  the  new  cabinet  with  a  five-gross  assortment. 


Manufacturers 

and 

Distributors 

of 
High  Class 
Ladies' 
Wear 


Ladies'  Wear  Limited 

563   College  Street,   Toronto 
W.  F.  Goforth,    President 


Permanent   show 
rooms  at 

500    Drummond    Bid!? 
MONTREAL 

102    Booth    Bids:. 
OTTAWA 

205    Curry    Bldg. 
WINNIPEG 

217    Laneitstor    Bids 
CAIGAKY 

Bower    Bld>r.. 
VANCOUVER 
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%?  O/ovW  and  IHoshty  Hou&e  &/  Qanada 


;love  sun 


VENUS 


SILK  LINGERIE 


With  the  approach  of  the  formal 
dress  season  Queen  Quality  Glove 
Silk  Lingerie  will  be  much  in  de- 
mand. It  is  ideal  for  wear  with  the 
evening  gown  either  in  the  special 
"Evening"  vest  design  or  in  the 
regular  models,  in  which  the  silk 
draw  tape  permits  the  shoulder  straps 
to  be  dropped  out  of  the  way. 

St.  Catharines  Silk    Mills 

Limited 
ST.  CATHARINES      -       ONTARIO 


PURE  SILK 

HOSIERY 


The  wide  range  of  shades  in  Venus 
Pure  Silk  Hosiery  meets  the  de- 
mand of  women  for  the  finishing 
touch  of  colour  to  the  formal  cos- 
tume. Increase  your  sales  by  stock- 
ing a  full  assortment  and  featuring 
this  point. 


Venus  Silk  Hosiery  Mills 

Limited 
TORONTO  -  ONTARIO 


Sole  Selling  Aqents 

WS(  Richard  L.Baker kCo.jSm 

84  Wellington  StWest 
Toronto 
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%?  O/ovW  and  J/osibzy  °Hou$e  <g/  Ganada 


GRIFFIN 


sv-~> :-  ■ 


^£7^Jl 


TRADE 
MARK 


Washable 

(hamo  Suede 


100*/.  CANADIAN   MADE 


£S^37^ 


Our  representatives  will  soon 
call  on  you,  with  a  new  and 
distinctive  range  for  Spring 
1 923.  Be  sure  and  see  them 
when  they  call. 


[ONDONKN1T 

Hose 

"London  Knit 

For  Wear  and  Fit" 


One  of  the  radical  departures  in 
the  younger  women's  dress  that 
promises  to  become  an  established 
custom  is  wool  hosiery.  The 
younger  woman,  in  the  aggregate, 
is  your  best  customer  and  every 
demand  of  hers  you  meet  satisfac- 
torily is  a  further  link  in  the  chain 
of  service  that  will  hold  her  as  a 
customer.  The  new  rib  combina- 
tions in  beautiful  soft  wool  and 
luxurious  silk  in  "LONDON 
KNIT"  are  hosiery  production 
that  will  grace  the  most  exclusive 
store  and  bring  business  to  all. 


Griffin  Gloves 

Limited 
TORONTO  -  ONTARIO 


London    Hosiery   Mills 

Limited 
LONDON  -  ONTARIO 
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Carpets    and  House  Furnishings 

uitiiiiHiiiiiiiitiiiiiitiiiiitiiiiiiiiiiiiiiiiiiiiiiiiiiitiHiiiMHiiiiiiiHiiiiiiiiiitiiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiiitiiiiiiiiiiuiiininiiiiiiiiiii'iiinnriiniiiiririiii 
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We  are  pleased  to  announce  that  our  Salesmen  are  com- 
mencing their  Spring  Carpet  and  House  Furnishing  placing 
trip.  On  account  of  the  renewed  activities  in  the  building 
trade,  there  is  bound  to  be  an  increased  demand  for  Floor 
Coverings  and  House  Furnishings,  and  we  advise  our  cus- 
tomers to  prepare  for  this  increased  demand. 

English  Carpet  Manufacturers  have  issued  a  price  list  which 
will  be  effective  until  July,  1923. 

The  Canadian  Carpet  Manufacturers  will  issue  a  new  price 
list  on  December  1st,  the  prices  of  which  will  be  operative  on 
all  orders  placed  for  Spring  delivery,  whether  the  orders  are 
placed  before  or  after  that  date. 

When  this  list  is  issued,  the  prices  will  be  effective  for  the 
entire  Spring  season. 

In  view  of  these  facts,  we  advise  all  Carpet  and  House  Fur- 
nishing dealers  to  place  their  orders  early  for  Spring  re- 
quirements. 

Why  not  make  your  selection  from  the  largest  and  most  up- 
to-date  assortment  available?  We  solicit,  for  our  Salesman, 
your  kind  indulgence  in  looking  over  his  range,  when  he 
calls  on  you.  Or  if  he  should  overlook  the  fact  of  making 
you  a  call,  kindly  advise  us,  and  we  will  instruct  him  to 
call. 

The  W.R.  Brock  Co.,  Ltd. 


MONTREAL 


Ottawa  Sample  Room:  -  415   Booth  Building 
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KEI1MCI1ENTS 


SMALL    Profits,     Rapid    Turnover, 
Strictly  Cash  Business — 

RELIGIOUS  adherence  to  this 
motto  is  responsible  for  the  suc- 
cess of  Kirkish  Bros.,  of  Houghton, 
Michigan. 

THEIR  start  in  business  in  1911  was 
a  modest  one  and  made  under  ser- 
ious difficulties,  but  by  careful  study 
of  their  trade,  buying  merchandise 
suitable  to  the  needs  of  their  custom- 
ers, the  volume  steadily  increased  and 
to-day  they  enjoy  about  the  best  busi- 
ness in  their  line  in  that  section  of  the 
copper  country. 

THEY  are  thoroughly  convinced 
that  a  merchant  cannot  expect  a 
big  success  in  business  unless  he  is 
sold  on  his  store,  stock  and  territory. 
They  say  that  the  way  for  a  merchant 
to  be  sold  on  his  store  is  to  keep  it 
well  lighted,  the  windows  nicely 
dressed — then  naturally  he  will  have 
pride  in  his  establishment. 

AND  by  keeping  his  stock  turning, 
free  from  odds  and  ends,  he  will 
have  the  enthusiasm  to  sell  it,  which 
will,  of  course,  create  confidence  in 
his  trade  and  territory. 


KIRKISH  Bros,  are  strong  believers 
in  a  trade  expansion  campaign 
two  or  three  times  yearly — nothing  of 
the  bombastic  type  but  a  real  selling 
event  which  helps  to  give  their  stock 
the  "high  turn." 

HpHEIR  latest  selling  drive  was  operated  by 
Kelly  Service  with  results  similar  to  those 
of  our  thousands  of  clients  throughout  the 
country — a  clean  stock,  the  merchandise  sold 
they  wanted  disposed  of  at  good  prices  and 
everything  ready  for  them  to  enjoy  a  bigger 
business  this   fall  and  winter. 

V/'OU  can  enjoy  the  same  experience  this  fall 
by   getting   ready   now.     Full   information 
will  be  sent  you  on  your  giving  us  the   size 
and  nature  of  vour  stock. 
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DRESS  GOODS 


FALL  &  WINTER 
SEASON 


Take  a  look  through  our  complete  range  of  dress  fabrics  when  our  traveller  is  in 
your  town.  The  range  has  a  smart  and  snappy  appeal  for  the  dress  goods  buyer 
and  comprises   a  collection   of  dependable   lines   bought  to   sell   at  popular   prices. 

The  outlook  is  good  for  dress  goods  selling  this  season,  because  there  is  a  wider 
variety  of  novelties  in  the  market,  a  steady  demand  for  goods,  a  greater  ambition 
to  feature  individual  style  on  the  part  of  the  public. 

Some  of  our  leading  numbers  are  comprised  in  the  makes  we  specify  in  the  follow- 
ing list.     Samples  and  particulars  furnished  to  the  trade  on  application. 


SILK  AND  WOOL  PRINCESS  TWILL 
SILK  AND  WOOL  GABARDINE 
FRENCH  POIRET  TWILL 
BURBERRY  COATINGS 
SATIN  CHARMEUSE 
SATIN  THERESA 
SPORT  SATIN 
HOMESPUN  SUITINGS 

SAN  TOY 

CASHMERES 

SILK  DUVETYN 
SPORT  FLANNELS 
BROADCLOTHS 
TRICOTINES 

BOTANY  SERGE 
CROSSBRED  SERGE 

Letter  Order  Department  always  at  your  Service 

Cor.  Bay  &  Wellington  Streets  -  Toronto 
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STOCKINGS    AND    SOCKS    OF 

PURE  WOOL 

Pure  Silk  and  Artificial  Silk  as  well  as  Soft  Cotton  (Cashmere 
or  Llama  Finish),  Mercerised  Cotton  (Silk  Finish)  and  Lisle 
Thread  are  now  being  dyed  "Hawley's  Hygienic  Black." 


Attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 
Offices  of 

The 

Dry  Goods 

Review, 

143-153 

University 

Avenue, 

Toronto, 

and 

128 

Bleury  Street, 

Montreal. 


<4  Jhub/lz&na6{<L 


To  meet 

the 

Great  Public 

Demand  for 

"Hawley's 

Hygienic 

Dye"  upon 

Hose  and 

Socks  in  all 

makes  and 

Materials 

Retailers 

should  at 

once  place 

orders 

for  a  full 

range  of 

these  goods 

with  their 

wholesale 

houses. 


hosecXocks 

Every  pair  bearing  the  name"HAWLEY'S"  is  warrantee  J 

Fast&Stamless  to  Wishing ,Vf£ar  and  Perspiration 


Every  pair  is  clearly  stamped  with  the  name  "  Hawley's " 

and   is  a  guarantee    to    the    purchaser    of   the    Fast    and 

Stainless  qualities  of  the  Dye. 


3  Should  any  difficulty  arise  in  respect  to  supplies  of  any  particular  line  of  goods  dyed  "  Hawley  s 
Hygienic  Black,"  names  of  Wholesalers  who  are  in  a  position  to  supply  will  be  gladly  given  in 
answer  to  an  inquiry  addressed  to  the  Publicity  Dept.,  Sketchley  Dye  Works,  Hinckley,  England. 
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What  About  the  Voices  of  Your  Sales  Force? 

Do  They  Represent  an  Asset  or  a  Liability? 

Facts  Gleaned  From  Observation  of  Important  Factor  in  Com- 
mercial World  to  Which  Scant  Consideration  is  Given  by  Average 
Merchant — Largest  Part  of  Intercourse  of  the  World  Carried  on 
by  the  Spoken  Word — First  Article  of  Series  by  Miss  Rae  Victor 


"The  personality  of  your  sales  force  is  the  most  important  factor  in  the  building  of  your  business  and  per- 
sonality is  largely  a  matter  of  vocal  expression.  We  never  speak  of  the  personality  of  a  person  being  pleasant 
or  otherwise   until  we   have   had   conversation   with   that  person  or  have   heard  him  or  her  address  an  audience 

from,  the  platform There  is  not  so  much  difference   in   the  mentality   of   salespeople   as   there  is   in 

their  voices  and  their  ability  to  use  their  voices.  In  other  words,  it  is  not  so  much  what  the  salesman  says 
about  articles  in  question  as  how  he  says  it.  The  most  commonplace  things  of  life  take  on  a  new  interest  when 
spoken  of  in  pleasing  tones." — Miss  Rae  Victor. 


THE  SPOKEN  word  is  the  instru- 
ment or  medium  through  which 
the  largest  part  of  the  intercourse 
of  the  world  is  carried  on  and  fully  75% 
of  this  intercourse  includes  the  conduct 
of  wholesale  and  retail  business.  In 
retail  business  it  is  mors  important  than 
in  wholesale  trading  because  in  the 
former  instance  the  relationship  between 
salesman  and  customer  (and  I  use  the 
word  salesman  in  the  sense  of  both  men 
and  women  clerks)  is  more  personal.  In 
retail  trading  you  are  satisfying  the 
customer's  individual  needs  and,  partic- 
ularly with  women,  this  induces  an  inti- 
mate, personal  relationship  for  the  time 
being.  The  personality  of  your  sales 
force  is  the  most  important  factor  in 
the  building  of  yo"r  business,  and  per 
sonality  is  largely  a  matter  of  vocal 
expression.  We  never  speak  of  the 
personality  of  a  person  being  pleasant 
or  otherwise  until  we  have  had  conversa- 
tion with  that  person  or  have  heard  him 
or  her  address  an  audience  from  the  plat- 
form. Merchants  spend  vast  sums  of 
money  in  advertising  their  wares  and  if 
the  description  of  the  goods  advertised 
and  the  prices  quoted  are  attraccive, 
the  prospective  customer  wil  come  to 
the  store  to  see  them.  Here  is  where 
many  merchants  fail  to  "cash  in"  on 
their  advertising  investment.  The  ar- 
ticles advertised  must  be  again  explained, 
their  good  points  enumerated,  their  val- 


THE  HUMAN  VOICE 

IN  SALESMANSHIP 

This  is  the  first  of  a  series  of 
articles  to  appear  in  Dry  Goods 
Review  on  the  voice  as  a  factor  in 
salesmanship.  In  the  concert  hall, 
the  church,  from  the  platform,  in 
casual  conversation,  around  the 
dinner  table,  there  is  a  charm 
about  a  well-modulated,  scientific- 
ally trained  voice  that  is  irresist- 
ible. Cannot,  the  same  be  said  of  the 
voice  of  the  man  or  woman  who 
stands  behind  the  counter  selling 
mercliandise?  The  human  voice  can 
certainly  become  an.  important  fac- 
tor in  the  every-day  life  of  the 
salesman  or  saleswoman.  This  ser- 
ies of  articles  will  tell  how. 


ue  to  that  particular  customer  enlarged 
upon,  and  after  all  this  is  done  the  cus- 
tomer must  be  coaxed  to  a  decision  to 
part  with  the  amount  of  money  neces- 
sary to  mak?  the  purchase.  When  the 
salesman  falls  down  here  the  store 
loses. 

There  is  not  so  much  difference  in  the 
mentality  of  sales  people  as  there  is  in 
their  voices  and  their  ability  to  use  their 
voices.  Even  an  indifferent  speech  can 
be  made   interesting  if  voiced     in     low, 


well  modulated  tones.  In  other  words 
it  is  not  so  much  what  the  salesman 
says  about  the  articles  in  question  as 
HOW  he  says  it.  The  most  common- 
place things  of  life  take  on  a  new  inter- 
est when  spoken  of  in  pleasing  tones. 

Let  us  suppose  that  Mrs.  Jones  has 
for  some  time  been  considering  the  pur- 
chase of  a  new  dinner  gown.  In  the 
morning  paper  she  sees  an  advertise- 
ment to  the  effect  that  "Blank  and 
Blank"  are  offering  some  exceptional 
values  in  dinner  gowns  and  among  the 
styles  and  colors  described  are  some  that 
appeal  to  Mrs.  Jones.  She  starts  to 
Blank  and  Blank's  store  enthused  over 
the  possibility  of  getting  an  article  she 
has  been  wanting  for  some  time  at  a 
price  that  is  decidedly  attractive  to  her. 
There  is  nothing  like  the  prospect  of 
getting  a  bargain  to  put  a  woman  in  a 
pleasant  frame  of  mind  and  Mrs.  Jones 
is  two-thirds  sold  before  she  enters  the 
store.  But  when  the  saleswoman  ap- 
proaches her  and  asks  in  a  harsh, 
strident,  raucous  voice,  what  she  wish- 
es, Mrs.  Jones  is  unconsciously  brought 
to  earth  with  a  thud  and  her  attitude  is 
instantly  changed  from  one  of  eager  re- 
ceptiveness  to  alert  defensiveness;  when 
she  examines  the  gowns  shown  her  she 
is  hyper-critical  and  negative.  As  the 
strident,  raucous  voice  is  frequently  an 
indication  of  an  impatient  and  un- 
pleasant   disposition    the    negative    and 
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critical  attitude  irritates  the  naturally 
disagreeable  saleswoman  and  instantly  a 
mutual  antagonism  springs  into  being 
which  sounds  a  death  knell  to  the  sale. 
The  customer's  entire  attitude  toward 
the  store  and  the  goods  undergoes  a 
change  and  the  store  not  only  loses  that 
particular  sale  but,  because  Mrs.  Jones 
leaves  the  store  in  an  unpleasant  frame 
of  mind,  her  feeling  toward  the  firm  will 
not  be  conducive  to  near-future  business. 
And  when  again  she  reads  the  daily 
paper  she  will  give  the  advertisements 
of  Blank  and  Blank  scant  attention  and 
be  sceptical  of  the  statements  they 
make. 

Selling  to  Those  Who  Come  to  Look 
Around 

Every  merchant  knows  that  many  peo- 
ple come  into  his  store  daily  with  no 
thought  or  intention  of  buying.  This  is 
particularly  true  of  women.  They  come 
in  to  rest;  to  keep  an  appointment;  to 
kill  time  before  the  matinee  or  ju^t  to 
"look  around."  Here  is  where  a  sales- 
man's personality — which  as  I  have  said 
before,  is  expressed  through  his  voice — 
is  put  to  the  test.  On  going  through 
the  store  to  the  rest  room  a  woman  will 
frequently  pause  to  admire  an  article 
with  no  idea  of  buying  it,  but  will  find 
resistance  impossible  because  of  the 
charm  of  a  sweet  voiced  salesman  who 
has  come  forward  and  who,  in  a  charm- 
ing manner  free  from  any  suggestion 
of  insistence  on  making  a  sale,  explains 
the  exceptional  value  or  unusual  beauty 
of  the  article.  Under  such  conditions 
the  visitor  will  frequently  make  a  pur- 
chase knowing  that  the  n:ed  for  the 
article  is  not  imperative  but  because  she 
is  wooed  to  the  buying  point  by  the  win- 
some voice  of  the  salesman.  And  what 
is  of  far  more  importance  than  the  mak- 
ing of  that  particular  sale  is  the  fact 
that  the  customer  will  never  regret  the 
purchase  made  under  these  conditions 
unless  the  article  proves  valueless  be- 
cause of  inferiority  in  quality.  There 
is  left  an  agreeable  impression  of  the 
store  and  the  memory  of  the  purchase 
which  will  be  like  the  words  of  Pope: 

"He  ceased;  but  left  so  pleasing  on 
theirear 

His  voice,  that  listening  still  they 
seemed  to  hear." 

It  has  been  said  that  the  French  are 
natural  born  salesmen.  One  cannot 
visit  the  stores  in  any  part  of  France 
without  being  impressed  with  this  fact; 
they  are  expert  in  selling  regardless  of 
what  the  article  may  be.  The  answer  is 
in  their  voices  which  are  well  modu- 
lated, musical  and  winsome — as  is  also 
their  manner.  They  radiate  a  charm  of 
voice  and  manner  in  greeting  and  leav- 
ing a  customer  which  gives  the  impres- 
sion that  that  particular  customer  is  the 
one  person  in  the  world  whom  they  de- 
sire most  to  serve  and  that  the  store  has 
been  honored  by  his  presence  as  well  as 
by  his  patronage.  It  is  a  subtle  form 
of  flattery  that  is  irresistible.  The  brus- 
que, gruff,  hurried,  discourteous  manner 
of  the  American  is  finding  expression 
through  the  voice  more  noticeably  every 


day  and  while  an  employer  may  adopt 
this  sort  of  tone  and  maner  with  his  em- 
ployees and  "get  away  with  it,"  a  cus- 
tomer  with    any   degree   of    culture    and 

refinement  is  insulated  by  it  and  nurses 

an  antagonistic  feeling  towards  the  store 
in  which  she  has  received  this  kind  of 
treatment.        I   have    often  wished   that 

"the  heads  of  large  stores  in  various 
cities  throughout  the  country  could  hear 
a   few   of   the   remarks   and    discussions 

concerning  this  situation  which  the  writer 
overhears  on  trains  and  steamships. 
Certainly  it  is  food  for  serious  and  cor- 
rective thought. 

What   is   the   Remedy? 

Interior  equipment,  decorations,  con- 
veniences, window  displays  and  adver- 
tising do  not  make  sales.  They  create 
interest  and  draw  people  to  the  store, 
but  the  salesman — and  the  salesman  only 
— makes  the  sale.  You  are  at  the  mercy 
of  your  salesforce.  This  being  true — 
and  merchants  know  it  is  true — the  rem- 
edy is  plain.  TRAIN  THE  VOICES  OF 
YOUR  SALESFORCE.  Many  stores  of 
all  sizes  employ,  either  regularly  or  in- 
termittently, efficiency  experts  whose 
business  it  is  to  eliminate  waste  of  ma- 
terial and  time  and  tj  find  means  to  in- 
crease the  business-getting  capacity  of 
every  department.  Salespeople  are  in- 
structed in  arranging  stock,  in  showing 
goods  to  the  best  advantage,  in  making 
out  sales  checks,  but  the  personality  oi" 
the  salesman — which  is  an  accessory  be- 
fore the  fact  of  selling — is  entirely  ne- 
glected. The  price  of  the  services  of  a 
voice  expert — not  an  elocutionary  bom- 
bast but  one  who  understands  how  to 
bring  out  the  latent  possibilities  of  the 
spaking  voice  for  conversational  pur- 
poses and  who  is  sufficiently  human  to 
make    his    instructions    interesting    and 


entertaining — would  repay  a  thousand- 
fold in  prestige  and  increased  business, 
the  house  employing  him.  A  spirit  of 
friendly  competition  could  be  aroused 
among  the  salesforce  by  offering  prizes 
and  arranging  entertainments  for  a  dis- 
play of  the  talent  being  developed.  Those 
cases  demanding  it  could  have  individual 
attention.  It  would  not  be  a  difficult 
matter  to  awaken  the  interest  of  the 
salespeople  themselves  to  hearty  co-oper- 
ation if  it  were  pointed  out  to  them  the 
personal  advantage,  in  their  social  as 
well  as  business  life,  of  having  voices 
that  are  trained  to  express  all  the  var- 
ious and  varying  thoughts  and  emotions 
to  which  humanity  is  heir.  A  resonant 
but  well  modulated  voice  combined  with 
correct  pronunciation,  clean  cut  articula- 
tion and  clear  enunciation  makes  the  own- 
er of  such  a  voice  stand  out  in  all  walks 
of  life.  If,  instead  of  telling  a  customer 
in  an  obnoxious  nasal  voice  or  with  a 
harsh  guttural  tone,  or  in  a  high  pitch- 
ed, irritant  head  tone  that  an  article  is 
"twen-five  dais  and  fifsens,"  a  sweet 
voiced  saleswoman  or  mellow  toned 
salesman  in  clear,  perfect  English  quotes 
the  price  "twenty-five  dollars  and  fifty 
cents,"  the  quoting  of  the  price — -which 
is  the  delicate  point  in  the  process  of 
making  a  sale — is  lost  sight  of  or  the 
shock  is  neutralized  by  the  pleasure  af- 
forded through  the  charm  of  the  voice 
that  quotes  it.  The  salesman's  voice  has 
many  latent  possibilities  as  an  instru- 
ment in  promoting  your  business  and  es- 
tablishing prestige:  develop  it. 


Market  information  will  be 

found  on  page  128  of 

this  issue 
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A  THANKSGIVING  SUGGESTION 
Above  is  a  window  arranged  by  E.  C.  Stuart  for  Nation  &  Shewan,  of 
Brandon.  As  will  be  seen  it  contains  evidences  of  an  abundant  harvest 
and  carries  a  well-executed  message  of  thanksgiving.  The  figure  used 
was  draped  in  all  white  ooile  with  a  girdle  of  gold  cord,  a  gold  band 
across  the  front  of  the  figure  with  black  lettering.  A  platform  was  used 
in  stair  fashion.  Sacks  of  flour  were  used  on  either  end  and  the  floor 
was  filled  with  various  vegetables  and  apples.  A  large  Union  Jack,  ar- 
tificial foliage  and  some  wheat  made  up  the  background. 


Dry  Goods  Review 


GENERAL    SECTION 


25 


New  C.O.D.  Service  on  Parcel  Post  Matter 

Can  be  Used  to  Advantage  by  Every  Merchant 

A  Mail  Order  House  is  Not  Necessarily  One  That  Has  a  Separate 

Department  for  Handling  Catalogue  Orders — Making  Use  of  a 

New  Service  to  the  People — Anything  That  Makes  Shopping 

Easier  for  the  Customer  Helps  You  to  Give  Better  Service 


THERE  is  a  possibility  that  a 
number  of  merchants  may,  at  first 
glance,  regard  the  recent  regula- 
tions governing  Cash  On  Delivery  ser- 
vice on  parcel  post  matter  as  a  conces- 
sion entirely  for  the  benefit  of  what  has 
become  known  as  the  mail  order  house. 
Tve  popular  conception  of  a  mail  order 
house  is  a  house  that  has  a  separate  de- 
partment for  attending  to  orders  that 
come  through  the  mail  as  a  result  of 
catalogue  or  other  advertising.  There 
is  nothing  faulty  in  that  conception;  on 
the  other  hand,  there  is  no  reason  why 
many  merchants  should  not  do  more 
business  by  mail,  and  take  advantage  of 


this  new  regulation  which  is  an  unques- 
tionable service  to  the  people  of  this 
country.  Objections  have  been  raised  to 
the  parcel  post  system  on  the  ground 
that  too  little  is  charged  and  a  deficit 
is  being  created  which  has  to  be  paid 
by  the  people  of  this  country  in  order 
that  what  we  call  mail  order  houses  may 
do  a  big  business.  To  our  mind  that  is 
not  the  issue  to  be  debated  in  this  new 
regulation  regarding  C.O.D.  for  parcel 
post.  It  is  a  service  to  the  people — to 
your  customers — and  if  you  can  turn  it 
to  advantage  in  your  business  do  so. 
The  other  matter  regarding  deficit  is  an- 


other  matter   and   should   be   dealt   with 
as  separate  matter  altogether. 

Chance  for  Better   Service 

If  the  government  passes  a  regulation 
which  the  merchant  can  use  toward 
improving  the  services  which  he  has  to 
offer  his  customers,  the  merchant  who 
does  not  make  use  of  it  is  unwise.  He 
is,  we  think,  not  well  advised  simply  to 
sit  down  and  take  the  view  that  it  is  a 
sop  for  the  big  mail  order  houses.  As 
a  matter  of  fact,  there  are  hundreds  of 
stores  throughout  this  country  that  are 
doing  a  mail  order  business  and  do  not 
have  to  be  told  the  advantage  there  is  in 


Regulations  Governing  C.  O.  D. 

Service  on  Parcel  Post  Matter 


T 


HE  OFFICIAL  wording  of  the  notice  concerning 
the  application  of  C.O.D.  service  to  the  Parcel  Post, 
as  appearing  in  the  Canada  Gazette,  is  as  follows: 

Post  Office  Department,  Canada, 

Ottawa,  25th  August,  1922. 


PUBLIC  notice  is  hereby  given  that  a  C.O.D.  service  in 
connection  with  mail  matter  will  come  into  effect  on 
the  first  day  of  October,  1922,  under  the  following  regu- 
lations: 

C.O.D.  SERVICE  WITHIN  CANADA 

C.O.D.  Fees 

On  and  after  1st  October,  1922,  a  C.O.D.  service  in 
connection  with  mail  matter  will  be  established  within 
Canada  whereby  charges  due  the  sender  up  to  $100  may 
be  collected  from  the  addressee  and  remitted  to  the  sen- 
der by  post  office  money  order.  This  service  will  apply 
only  in  the  case  of  mail  matter  posted  at  a  money  order 
post  office  for  delivery  at  another  money  order  post 
office  within  Canada.  Rural  routes  starting  from  money 
order  post  offices  are  for  this  purpose  considered  as 
money  order  post  offices  and  may  be  granted  a  C.O.D. 
service. 

The  scale  of  C.O.D.  fees  will  be  as  follows:  15  cents 
if  the  amount  to  be  collected  is  not  more  than  $50;  30 
cents  if  the  amount  to  be  collected  is  more  than  $50; 
limit  of  collection.  $100.  The  fee  must  be  paid  by  means 
of  postage  stamps  affixed  to  the  article  by  the  sender, 
and  is  additional  to  the  ordinary  postage. 

The  C.O.D.  fee  also  covers  insurance  and  registra- 
tion. 

(a)  The  C.O.D.  fee  covers  insurance,  in  the  case  of 
parcels  prepaid  at  parcel  post  rates,  to  t  a  ext  nt  of  the 
value,  against  loss,  abstraction  or  damage,  while  in  the 
custody  of  the  postal  service,  not  to  exceed  $50  when  a 
15-cent  fee  is  oaid,  and  not  to  exceed  $100  when  a  30 
,  cent  fee  is  paid. 


(6)  The  C.O.D.  fee  covers  registration  in  the  case 
o'f  articles  prepaid  at  other  than  parcel  post  rates.  This 
carries  with  if  indemnity  for  loss  only,  which  in  no  case 
shall  exceed  $25  or  the  actual  value  of  the  lost  article 
when  the  same  is  less  than  $25. 

Claims 

(a)  In  case  of  C.O.D.  parcels  prepaid  at  parcel  post 
rates  the  same  general  procedure  is  to  be  followed  in  re- 
gard to  claims  as  in  the  case  of  insured  parcels;  the 
same  restrictions  as  to  the  indemnity,  etc.,  will   apply. 

(6)  In  the  case  of  C.O.D.  articles  prepaid  at  other 
than  parcel  post  rates  the  same  procedure  is  to  be  fol- 
lowed in  regard  to  claims  as  in  the  case  of  other  regis- 
tered articles;  the  same  restrictions  as  to  indemnity  will 
apply. 

General  Regulations 

In  specifying  charges  to  be  collected,  the  sender  may 
include  postage  and  the  C.O.D.  fee  paid- 

It  is  forbidden  to  send  articles  C.O.D.  which  have  not 
been  ordered  or  requested  by  the  addressees. 

No  article  is  to  be  accepted  for  C.O.D.  which  bears 
any  wording  to  the  effect  that  the  article  may  be  ex- 
amined before  acceptance  as  the  C.O.D.  service  does 
not  carry  with  it  any  examination  privilege. 

In  the  event  of  the  addressee  having  paid  the  charges 
du3  on  a  CO.D.  article,  and  after  examination  of  the 
same  desiring  to  hand  the  article  back  and  have  the 
money  refunded,  such  request  is  under  no  circumstances 
to  be  complied  with.  It  is  the  duty  of  the  delivering  of- 
fice to  collect  the  amount  due  and  remit  it  to  the  sender 
of  the  article,  and  it  may  be  explained  in  the  circumstan- 
ces above  indicated,  that  any  objection  to  the  goods  re- 
ceived or  desire  for  return  of  the  money,  is  entirely  a 
matter  for  settlement  direct  between  the  addressee  and 
the  .sender.  The  Post  Office  is  not  concerned  in  any  way 
in  this  phase  of  the  matter,  and  postmasters  are  not  to 
exercise  any  discretion  in  regard  thereto. 


26 


GENERAL    SECTION 


Dry  Goods  Review 


this  new  regulation.  Every  merchant 
can,  if  he  so  wills,  turn  his  store  into  a 
mail  order  house.  For  instance,  a  little 
tailor,  formerly  in  Bowmanville,  recently 
moved  to  the  city  of  Toronto.  About  the 
first  thing  he  did  was  to  turn  his  little 
institution  into  a  mail  order  house  by  the 
insertion  of  a  little  advertisement  in  the 
Bowmanville  paper.  He  told  the  people 
of  his  former  town  that  he  had  moved 
to  Toronto  but  that  he  would  still  attend 
to  their  business  from  his  Toronto  store. 
This  new  regulation  enables  him  to  give 
his  former  customers  a  better  service 
than  he  otherwise  could  have  done  if  the 
regulations  did  not  exist. 

How  to  Make  Use  of  It 

There  are  ways  in  which  this  new 
regulation  can  be  used  by  every  mer- 
chant. In  the  first  place  he  should  make 
use  of  it  in  his  daily  advertising.  There 
are  very  few  merchants  advertising 
whose  advertisements  are  not  read  by 
people  in  the  surrounding  community 
who  are  served  by  rural  mail.  Perhaps 
the  average  town  is  surrounded  by  two 
or  three  or  more  villages  and  a  fairly 
large  sized  rural  population.  This  give's 
the  average  merchant  a  chance  to  an- 
nounce this  service  for  his  customers, 
telling  them  that  either  a  telephone  or  a 
mail  order  from  them  will  receive  their 
prompt  attention  and  that  the  parcel  can 
reach  them,  probably  the  same  day,  but 
the  next  one  for  certainty.  The  point 
might  well  be  emphasized  that  quicker 
service  can  be  given  by  you  than  the 
farther  distant  houses  that  have  become 
known  as  the  big  mail  order  houses. 
Even  if  it  is  a  matter  of  samples— pro- 
viding a  practice  is  made  of  sending 
samples— this  can  be  carried  out  and 
there  are  few  places  where  either  mer- 
chandise or  samples  could  not  reach 
their  destination  within  twenty-four 
hours  after  the  receipt  of  the  order,  that 
is,  in  the  more  thickly  populated  parts  of 
the  country.  At  all  events,  every  mer- 
chant is  in  a  better  position  for  quick 
service  in  his  own  community  than  any 
of  the  larger  mail  order  houses  that  have 
been  getting  a  good  deal  of  this  business. 

Another  Use 

There  is  another  use  to  which  this 
new  regulation  can  be  put  with  good  re- 
sults. Suppose  a  customer  comes  into 
your  store  for  some  merchandise  that 
you  do  not  happen  to  have— you  may 
either  be  out  of  it  or  it  may  be  a  line 
you  do  not  carry  regularly.  You  know 
exactly  what  is  wanted  and  know  exactly 
where  the  merchandise  can  be  procured. 
It  gives  you  a  chance  to  give  quick  ser- 
vice to  your  customer  and  the  very  na- 
ture of  this  regulation  will  enable  you 
to  save  time.  It  is  an  easy  matter  for 
you  to  tell  your  customer  that  you  can 
have  this  merchandise  in  his  hands  to 
morrow,  even  without  the  necessity  of 
coming  into  your  store  again.  You  can 
get  in  touch  with  your  wholesale  house 
or  your  manufacturer  and  tell  them  to 
send  the  merchandise  to  the  proper  ad- 
dress, instructing  them  to  make  certain 
charge    for   the    same.      There    are,    un- 


Postmaster-General  Expresses 

Views  Regarding  C.O.D.  System 

Claims  Department  Stores  Will  Not  Benefit,  But 

That  New  System  Will  Work  Out  to  Advantage 

of  Smaller  Retailers 


THE  Postmaster  General  does  not 
think  it  advisable  to  hold  up  the 
new  C.  0.  D.  system,  details  of 
which  have  appeared  in  previous  issues 
of  Dry  Goods  Review.  A  request  was 
made  that  the  matter  be  held  up  for  6 
months  in  order  to  give  retail  and  other 
associations  an  opportunity  of  making 
any  suggestion  which  they  might  think 
advisable  in  connection  with  the  work- 
ing out  of  the  new  plan.  The  new  C.  0. 
D.  was  sprung  suddenly,  and  becomes 
effective  Oct.  1.  If  the  matter  is  handled 
as  the  Postmaster  General's  letter  sug- 
gests, and  it  can  be  shown  that  the  new 
system  will  pay  its  own  way,  there  will 
probably  be  no  great  objection  from  re- 
tailers. The  retailers  feel  however  that 
a  close  watch  should  be  kept  on  the 
cost  of  operating  innovations  of 
this  kind,  and  strongly  object  to  deficits 
being  charged  up  against  other  depart- 
ments. The  letter  from  the  Postmaster 
General    follows: 

Ottawa,  8th  September,  1922. 
W.    F.   Macpherson,   Secretary,   The   On- 
tario Retail  Hardware  Association,  Pres- 
cott,  Ont. 
Dear  Sir: — 

I  have  your  communication  of  the  6th 
inst.,  quoting  a  resolution  passed  at  a 
meeting  of  the  executive  of  your  asso- 
ciation held  in  Toronto,  Monday,  2nd 
instant,  to  the  effect  that  the  introduc- 
tion of  the  C.O.D.  service  in  connection 
with  mail  matter  should  be  deferred  for 
six  months  for  the  reason  that  the  ex- 
tension of  this  service  will  be  an  ad- 
vantage to  city  departmental  stores  and 
mail  order  houses,  and  will  work  to  the 
detriment  of  the  retail  stores,  and  will 
impose    an    additional    burden      on      the 


postal  service,  while  at  the  same  time 
competing  with  the  National  Railway 
Express  Service,  and  I  am  inclined  to  the 
opinion  that  the  resolution  was  passed 
on  a  misunderstanding  of  the  whole  sit- 
uation, and  that  the  fears  of  your  asso- 
ciation are  groundless. 

As  a  matter  of  fact  no  request  for  C. 
0.  D.  service  was  made  by  any  depart- 
mental store  or  mail  order  house  in  Can- 
ada. As  I  understand  it  they  make  very 
little  use  of  the  C.  0.  D.  service  which 
the  express  companies  have  provided  ror 
many  years,  for  the  reason  that  it  is  be- 
coming a  general  practice  to  pay  the 
cost  of  transmission  of  goods  and  as  the 
goods  are  ordered  from  catalogues  in  the 
hands  of  the  customers  and  the  prices  are 
correctly  stated,  all  difficulty  is  removed 
in  regard  to  enclosing  the  proper  remit- 
tance, that  this  has  become  the  estab- 
lished method  of  conducting  mail  oraer 
business.  It  is  not  expected  that  their 
method  of  doing  business  will  be  changed 
nor  that  the  C.  O.  D.  system  in  connec- 
tion with  mail  matter  will  have  any  ma- 
terial effect  in  so  far  as  these  houses  are 
concerned. 

To  tell  the  truth  it  is  expected  that  the 
retail  stores  will  be  the  ones  that  will 
benefit  most  as  they  do  not  as  a  rule 
issue  catalogues,  and  a  C.O.D.  system 
would  therefore  be  a  distinct  advantage 
to  them  as  rural  customers  would  be 
able  to  order  goods  by  mail  even  though 
they  have  no  knowledge  as  to  prices,  the 
C.  0.  D.  filling  the  deficiency  in  this  re- 
spect. In  fact  it  has  been  local  business 
firms,  particularly  those  engaged  in  re- 
pair business,  such  as  jewellers,  automo- 
bile accessory  manufacturers,  etc.,  who 
have  been  pressing  the  Derpartment  ftor 
the  establishment  of  the  C.O.D.  service 
in  connection  with  mail  matter. 


doubtedly,  many  instances  of  this  creep- 
ing up  every  day  and  the  merchant  has 
the  chance  to  tell  his  customer  that  the 
service  wanted  can  be  given  within  a 
few  hours  of  the  receipt  of  an  order  for 
merchandise  that  does  not  happen  to  be 
in  stock. 

Study   the   Regulations 

On  the  whole  it  appears  that  every 
merchant  in  the  country  can  turn  to  dis- 
tinct advantage  these  new  postal  regu- 
lations. These  should  be  carefully  stud- 
ied by  every  merchant  to  see  just  what 
use  he  can  make  of  them  in  his  own  com- 
munity. Anything  in  the  nature  of  a 
government  regulation  that  is  a  service 
to  the  people  is  a  service  to  the  mer- 
chant because  it  enables  him  to  wield  it 
for  the  betterment  of  his  store  service — 
and  that  is  the  very  best  method  known 
to  us  to  build  up  a  permanent,  aggres- 
sive business. 


GOES  TO   HUDSON'S   BAY  CO. 

H.  G.  Munro,  formerly  merchandising 
manager  of  Almy's  Limited,  of  Mon- 
treal, has  severed  his  connection  with 
that  firm  to  become  general  manager 
of  the  Hudson's  Bay  Company  store  at 
Edmonton,  Alta.  Shortly  before  leaving 
Montreal  this  month,  Mr.  Munro  was 
made  the  recipient  of  a  valuable  gold 
watch  by  the  buyers  and  managers  of 
the  firm  of  Almy's  Limited,  who  united 
in  extending  the  best  wishes  of  the 
store  to  Mr.  Munro  in  his  new  field  of 
endeavor. 

No  appointment  has  as  yet  been  made 
to  fill  the  position  vacated  by  Mr.  Mun- 
ro's  resignation. 


Carswell  Bros.  &  Adams  have^taken 
over  the  business  formerly  conducted  by 
J.  J.  Reith  of  Grand  Valley,  Ont.  It  will 
be  known  as  "Grand  Valley's  Cut  Rate 
Cash  Sale  Store." 
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A  Romance  in  Business 

As  we  have  remarked  before,  there  is  romance 
in  business  as  thrilling  and  as  interesting  as  in  the 
events  that  go  to  make  up  the  history  of  one's 
country.  A  great  task  awaits  some  literary  genius 
and  an  entrancing  book  awaits  the  reading  public 
when  the  lives  and  struggles  of  some  of  the  cap- 
tains of  retail  business  are  recounted  in  print. 

Take,  for  instance,  the  case  of  Ernest  Cognacq 
who  is  reputed  to  be  the  richest  Frenchman  living. 
"La  Samaritaine"  is  the  name  of  his  department 
store,  a  name  well  known  to  travelers  the  world 
over.  He  has  made  600,000,000  francs  out  of  it. 
Fifty  years  ago  he  and  his  wife  started  selling  small 
household  articles,  putting  aside  a  part  of  their 
profits  day  by  day  to  add  to  the  little  business. 
And  like  all  the  big  businesses  of  today  that  had 
their  small  beginnings,  it  grew  month  by  month 
until  it  is  now  one  of  the  most  popular  depart- 
ment stores  in  Paris. 

Mme.  Cognacq  from  the  very  first  was  a  partner 
in  the  business,  taking  a  lively  interest  in  it  and 
participating  in  the  toils  that  built  it  up.  From 
the  first,  she  kept  the  accounts  until  they  grew  too 
large  for  her,  but  even  yet  she  continues  to  super- 
vise the  bookkeepers.  Both  M.  and  Mme.  Cognacq 
are  about  eighty  years  of  age ;  despite  that  fact 
they  are  both  at  their  store  at  eight  o'clock  each 
morning,  driving  there  in  a  coupe,  never  having 
mustered  up  enough  courage  to  buy  an  automobile. 

Like  all  other  successful  retail  enterprises,  this 
is  the  story  of  a  man  and  a  woman  who  started 
out  to  build  up  a  business  by  industry,  application 
and  aggressive  methods.  Such  characteristics 
when  applied  to  business  usually  bring  success 
with  them. 

Ideas  on  Salesmanship 

Anything  that  Gordon  Selfridge  has  to  say  with 
regard  to  salesmanship  is  worth  listening  to,  not 
because  it  is  Gordon  Selfridge  but  because  there 
is  behind  it  the  experience  of  a  great  and  success- 
ful selling  organization  and  a  wide  knowledge  of 


business  methods.  He  began  his  business  career 
as  a  driver  in  Marshall  Field's  of  Chicago;  he  is 
now  the  head  of  the  biggest  retail  business  in  Lon- 
don, England,  a  store  known  the  world  over  and 
its  methods  studied  by  the  keenest  merchandising 
men  in  the  world. 

We  are  accustomed  to  thinking  of  the  American 
type  of  salesmanship  as  the  most  aggressive  in  the 
world.  In  a  sense  that  is  true,  but  it  is  possible 
to  carry  aggressive  salesmanship  to  the  point  of 
giving  offense.  In  the  final  analysis,  salesman- 
ship of  whatever  character  it  may  be  is  justified 
by  results,  that  is,  permanent  results.  If  a  sales- 
man merely  sells  merchandise  and  does  not  sell 
satisfaction  and  store  service  with  it,  it  is  not  per- 
manent salesmanship  and,  therefore,  is  not  good 
salesmanship. 

Without  any  desire  to  offer  carping  criticism  of 
American  methods,  Mr.  Selfridge  expresses  the 
view,  or  draws  the  inference,  that  the  American 
type  may  be  characterized  as  "intensive  per- 
suasion"; while  the  French  or  the  English  type  is 
to  find  out  really  what  the  customers  want  and 
then  to  get  that  thing  for  them.  He  states  that 
salesmen  in  the  Paris  stores,  for  instance,  make  a 
very  close  study  of  the  wants  of  their  customers 
and  that  their  buyers  are  very  expert.  It  is  im- 
possible to  get  away  with  trashy  merchandise  in 
Paris  because  the  people  know  values,  both  qual- 
ity and  price.  On  the  other  hand,  he  intimates 
that  in  America  the  salesman  too  often  persuades 
the  customer  to  buy  against  her  will  with  the  re- 
sult that  dissatisfaction  arises. 

If  this  were  mere  theorizing,  one  might  pass  it 
up  as  one  man's  view  of  salesmanship.  But,  for- 
tunately, Mr.  Selfridge  is  able  to  support  his  views 
with  very  eloquent  figures.  In  the  city  of  Paris, 
for  instance,  he  says  there  are  five  large  depart- 
ment stores,  each  one  of  which  did  $100,000,000 
worth  of  business  last  year  with  the  value  of  the 
franc  taken  at  par.  He  says  this  is  more  for  each 
store  than  any  department  store  in  the  United 
States  does.  And  the  fact  remains  that  the  pop- 
ulation of  Paris  is  not  as  large  as  New  York.  It 
would  seem  that  there  is  a  good  deal  of  justifica- 
tion for  the  methods  of  salesmanship  employed  in 
England  and  on  the  continent. 

Often  to  Market 

During  a  recent  trip  to  some  of  the  cities  in 
New  York  State,  Ohio  and  Pennsylvania,  Dry 
Goods  Review  was  impressed  with  the  fact  that 
merchants  in  these  cities  made  very  frequent  trips 
to  the  large  style  centres.  Though  they  were  a 
distance  of  four  or  five  hundred  miles  from  New 
York  it  was  not  uncommon  for  them  to  say  that 
they  went  there  once  a  month  to  see  what  was  to 
be  seen,  the  latest  and  the  newest.  "When  I 
started  in  business  here  nineteen  years  ago,"  one 
merchant  said  to  Dry  Goods  Review,  "I  used  to 
hear  from  my  customers  all  the  time  about  New 
York  and  what  they  saw  there.  I  made  up  my 
mind  to  go  to  New  York  once  a  month  just  to  see 
what  was  the  latest  and  to  pick  up  some  novelties 
to  brighten  my  stock.  We  do  not  hear  New  York 
quoted  any  more  because  we  show  new  things  here 
just  as  soon  as  they  are  seen  in  New  York." 

Going  to  market  frequently  pays. 
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Turnover— What  it  is,  What  it  Does 

Deliberations  of  the  University  of  Nebraska  on  Subject  Vital  to 

Every  Retailer — Rate  of  Turnover  is  the  Measure  of  a  Manager's 

Ability — Capital   Turnover   Takes   Three   Forms — Six   Reasons 

Given  for  Importance  of  Turnover 


UNIVERSITY  of  Nebraska  has  re- 
cently embarked  upon  a  research 
dealing  with  business  and  business 
n.ethods.  It  is  one  other  evidence  oj. 
the  growing  interest  and  importance 
attached  to  the  science  of  retailing  and 
the  economy  of  distribution.  In  a  bul- 
etin  they  have  just  issued  on  the  ques- 
tion of  turnover,  they  deal  with  some 
of  the  fundamentals  of  business  success 
and  administration  which  it  is  well  to 
keep  ever  fresh  in  the  mind.  This  year, 
more  than  many  that  have  passed,  is 
one  in  which  great  attention  is  being 
given  to  the  question  of  turnover  and 
its  importance  to  the  well-conducted 
business.  The  term,  turnover  or  stock- 
turn,  is  a  familiar  one  and  the  rapidity 
with  which  a  stock  of  merchandise  or 
commodities  moves  in  trade  may  he 
taken  as  a  measure  of  a  manager's  abil- 
ity. 

What  is  Stock  Turnover? 

In  defining  the  term,  turnover,  the 
bulletin  of  the  Nebraska  University 
says: 

To  the  manufacturer  who  makes  over 
the  form  of  the  materials  which  he  buys 
before  he  resells  them  at  an  increased 
value,  the  rate  of  turning  his  entire  in 
vestment  in  working  capital  may  be 
more  significant  than  the  rate  of  turn- 
ing that  portion  invested  in  stock  of 
materials  or  commodities.  For  him  the 
cost  of  goods  sold  consists  not  alone 
of  purchases  of  materials,  but  also  of 
labor  in  the  form  of  wages  paid,  fuel, 
supplies  and  other  elements  of  manu- 
facturing-, and  turnover  is  consequently 
a  more  complex  matter.  He  usually 
conceives  of  turnover  as  meaning  the 
turning  of  his  working  capital  as  a 
whole  rather  than  of  only  that  portion 
which  is  immediately  invested  in  mer- 
chandise   materials. 

Capital  turnover  may,  therefore,  be 
considered   as  taking  three  forms: 

In  the  first  place  it  is  the  turning  of 
the  amount  of  capital  invested  by  the 
merchant  in  merchandise.  This  rate 
may  be  found  by  dividing  the  cost  of 
goods  sold  by  the  average  amount  of 
working  capital  invested  in  merchandise 
during  a  given  period. 

In  the  other  two  forms  turnover,  as 
viewed  by  the  manufacturer,  may  refer 
either  (1)  to  the  annual  rate  of  move- 
ment of  the  entire  working  capital  in- 
vested in  his  business  or  (2)  to  the  rate 
of  turning  his  total  investment  of  cap- 
ital, fixed  and  working,  which  may  be 
employed  in  the  business.  These  two 
forms  of  turnover  may  be  found  by  di- 
vid;r>g  in  the  first  instance,  the  cost  of 
goods '  sold  by  the  average  amount  of 
the  entire  working  capital,  and  in  the 
second   instance     by     dividing     by     the 


amount  of  the  total  investment.  The 
former  method  gives  the  turnover  of 
the  entire  work.ng  capital  of  the  man- 
ufacturer, anu  this  corresponds  roughly 
to  the  merchant's  stock  turnover  within 
a  given  period.  The  latter  method 
shows  the  turnover  of  the  total  invested 
capital.  Each  one  of  these  rates  is 
important  and  must  not  be  overlooked 
but  the  turnover  of  working  capital  is 
given  particular  attention  because  of 
the  fact  that  it  can  be  speeded  up  and 
managed  more  advantageously  than  can 
that   of  the    total   investment. 

Importance   of   Turnover 

Six  reasons  are  assigned  for  the  im- 
portance of  turnover  to  the  successfully 
operated  business. 

1.  Increasing  the  rate  of  stock  turn- 
over is  one  means  by  which  a  manufac- 
turer or  a  merchant  may  increase  his 
sales  of  goods  without  a  corresponding 
increase  in  expenses.  It  must  be  borne 
in  mind  that  operating  expenses  include 
both  indirect,  or  fixed,  and  direct  ex- 
penses. The  former  include  such  items 
as  insurance,  rent,  interest  on  borrowed 
money,  and  taxes,  while  direct  expenses 
consist  of  wages  of  the  sales  force,  ad- 
vertising and  the  like.  A  high  turn- 
over distributes  the  fixed  expenses  over 
a  larger  number  of  units,  and  thereby 
reduces  the  cost  of  handling  each  unit 
sold.  So  long  as  the  fixed  expenses  and 
the  profits  on  each  unit  sold  remain  the 
same,  increasing  the  number  of  annual 
turnovers  will  make  possible  a  greater 
net  profit  on  the  same  capital  invested 
in  the  business. 

Even  though  the  percentage  of  profit 
on  an  article  is  only  15  per  cent.,  if  it 
is  earned  often  enough,  in  a  year  the 
turnover  on  money,  or  rate  of  profit 
on  investment  may  be  many  times  15 
per  cent.  It  has  been  found  that  an 
article  like  Uneeda  Biscuit  may  turn 
over  as  many  as  52  times  a  year,  and  a 
dollar  invested  in  such  goods  might, 
therefore,  earn  the  margin  of  profit  52 
times. 

A  dealer  might  earn  satisfactory 
profits  on  a  five  per  cent,  margin  of 
profit  on  an  article,  if  he  sold  it  often 
enough;  and  he  might  easily  lose  mon- 
ey on  an  article  offered  at  a  100  per 
cent,  profit  margin,  if  he  carried  a  large 
stock   and  rarely  made   a  sale. 

2.  It  is  necessary  to  know  what  the 
annual  turnover  is,  in  order  to  know 
just  what  margins  to  add  to  the  cost 
price  of  the  different  commodities  hand- 
led. And  the  average  net  profit  desired 
can  be  best  determined  in  this  way.  The 
business  man  or  merchant,  must  know, 
and  not  guess,  how  many  times  he  sells 
out  completely  the  value  of  his  stock  in 


trade  in  a  given  period,  and  relate  that 
number  to  the  percentages  of  gross  pro- 
fits on  each  line  handled  in  order  to 
gain  the  general  average  of  net  profit 
desired.  For  example,  if  a  stock  ol 
goods  turns  five  times  a  year,  and,  as- 
suming that  each  article  in  the  stock 
turns  with  equal  rapidity  and  with  its 
proper  percentage  of  total  expenses 
added  to  its  cost  price,  a  net  profit  of 
5  per  cent,  could  be  earned  by  setting 
the  selling  price  only  a  little  over  1  per 
cent,  above  the  cost  price. 

If  the  annual  cost  of  doing  business  is 
25  per  cent,  of  the  total  sales,  the  mar- 
gin of  gross  profit,  or  the  mark-up  on 
the  cost  of  individual  articles,  must  be 
sufficient  for  all  articles  sold  to  aver- 
age 25  per  cent,  on  their  cost.  Obvious- 
ly, this  does  not  mean  that  each  com- 
modity must  bear  a  25  per  cent,  margin 
or  spread.  The  vital  question  for  the 
business  man  is  always  how  much  profit 
the  dollar  invested  can  be  made  to  earn 
in   selling  the  article. 

3.  In  these  days  of  public  outcry 
against  current  prices  a  rapid  turnover 
is  an  advantageous  way  to  meet  the 
high  cost  of  operating  a  business.  When 
costs  rise  with  selling  prices  fixed,  or 
when  selling  prices  fall  with  costs  re- 
maining the  same,  dealers  must  buy  and 
sell  on  narrower  margins  of  profit.  Un- 
der such  conditions  the  margin  of  gross 
profit  is  reduced,  yet  small  profits  on  a 
larger  number  of  units,  totaled  for  a 
year,  may  equal  or  exceed,  the  net  gain 
derived  from  stock  carrying  greater 
gross   profits  but  turning  less  rapidly. 

4.  Dividing  or  scattering  the  costs  of 
doing  business  over  many  turns  enables 
the  merchant  and  business  man  to  meet 
competition,  whether  of  new  or  of  old 
firms. 

The  experience  of  two  Indiana  stores 
may  be  cited:  "Rapid  turnovers,  for  ex- 
ample, are  to-day  securing  the  trade  of 
a  new  five-story  department  store  in  a 
small  Indiana  city  for  a  less  pretentious 
shop  diagonally  across  the  street.  Its 
quick  returns  allow  the  smaller  store 
to  make  money  on  margins  so  narrow 
that  it  repeatedly  cuts  under  the  prices 
set  by  the   big  rival's   slow  turnovers." 

5.  Rapid  movement  and  replacement 
of  stocks  eliminate  shelf-worn  and  out- 
of-date  goods.  Clean  and  up-to-date 
lines  tend  to  make  a  favorable  impres- 
sion upon  prospective  customers.  The 
proprietor  of  the  business  might  also 
be  expected  to  take  a  keener  interest 
in  offering  and  advertising  a  clean 
stock  of  recently-produced  goods. 

6.  Manufacturers  and  merchants  with 
relatively  high  turnovers  as  comDaved 
with   thc'r  competitors   derive  the  bene- 

( Continued    on   page   32) 
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Conveying  News  in  Your  Advertisement  Lifts 

Merchandise  Out  of  Ordinary  Rut  of  Goods 


Opening  up  New  Lines  of  Thought  in  Advertising — How  "News" 

Might  be  Injected  Into  an   Overcoat  Advertisement — Retailer 

Should  be  Style  Authority — Using  Local  Events  in  Advertising — 

Ad.  Man  Should  be  an  Editor 

Written  Specially  for  Dry  Goods  Review  by  E.  V.  M.  GILBERT,  Advertising  Manager 
of  J.  H.  Blumenthal's  Sons,  Limited,  Montreal 
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my    advertising    different?" 
'How  can   I  lift  it  from  the 


OW    CAN    I    make 
asks  the  retailer. 

rut  of  everyday  sales  and  price  reductions: 
What  can  I  do  to  make  it  talked  about,  to  make  tne 
reader  want  to  read  it?"  It's  no  easy  problem  to  solve— 
it  is  one  that  thousands  of  men  have  thought  about  for 
many  years.  And  it  would  be  futile  for  anyone  to  offer 
any  suggestion  to  accomplish  that  end.  New  lines  of 
thought,  however,  may  be  opened.     Let  us  try. 

Let  us  say  that  we  have  received  from  England  a  ship- 
ment o'f  mufflers.     They  were  purchased  at  a  low  price— 
they  are  good  value.      We  advertise  them. 
Imported   English 
M  U  F  F  L  E  R  S 
Reg.  Value  $18 
$12.50 

We  have  told  the  story — we  may  stick  in  a  cut  of  a 
muffler  to  embellish  the  item.  Is  there  any  better  way 
of  handling  that  same  advertisement?  Suppose  instead  of 
merely  saying  that  we  have  mufflers  to  sell  at  such  a 
price  let  us  tell  the  public  that  this  shipment  is  the  first 
to  arrive  in  the  city — let's  tell  them  that  they  are  new, 
that  they  have  just  come  in.  Let  us  thereby  stress  the 
NEWS  feature  of  the  advertisement. 

(Use) 

(cut  of) 

(boat) 

(here) 

Via  S.  S.  Metagama 

The  first  Sporttown  Shipment  of 

FINE     ENGLISH     MUFFLERS 

in  the  new  Piccadilly  patterns 

$12.50 

The  cut  of  the  boat,  the  name  of  the  boat,  the  first 
arrival  in  your  city — all  emphasize  the  news  feature  of 
the  merchandise.  The  additional  copy  is  to  lend  tone  to 
the  merchandise.  It  does.  And  you  have  told  the  reader 
news.  Of  course  the  example  selected  is  a  difficult  one 
in  that  there  is  no  outstanding  news  feature  to  emphasize. 
But  it  is  sufficient  to  show  how  the  news  feature  when 
stressed  will  lift  not  only  the  advertisement  but  the 
merchandise  advertised  out  of  the  rut  of  ordinary  goods. 

Sole  Function  is  News 

Let  us  never  forget  that  the  sole  function  of  the  daily 
paper  is  to  supply  news.  When  the  paper  prints  a  history 
of  anything,  it  goes  in  the  magazine  section.  And  we  buy 
our  space  in  newspapers  which  men  read  for  their  news 
value.  Let's  then  enhance  the  value  of  our  advertising 
by  making  each  advertisement  convey  some  news  to  the 
reader. 

Overcoat)  Advertisement 

The  situation  in  the  clothing  field  to-day  is  one  fraught 
with  interesting  news  for  the  consumer.  The  consumer 
doesn't  know  that  there  is  apt  to  be  a  scarcity  of  good 
overcoatings.  What  splendid  copy  there  is  for  our  open- 
ing overcoat  advertisement's  in  the  relation  between  the 
Irish  situation  and  the  situation  in  Irish  overcoatings. 
Suppose  we  ran  an  advertisement  showing  a  cable  from 
the  other  side  to  the  effect  that  the  mills  are  sorry  they 
can't  deliver  the  cloths  ordered  until  late  in  October — un- 
der the  reproduced  cablegram  a  headline  of  exultation  be- 
cause we  have  had  delivery  of  some  very  fine  overcoat- 
ings— would  not  that  news  advertisement  make  a  splendid 
selling  force  for  the  opening  of  the  season  rather  than 
the  prosaic  announcements  of  the  formal  opening  of  the 


overcoat  season,  probably  embellished  with  a  stock  border 
cut' dug  up  from  our  campaign  of  three  years  ago? 

Be  Style  Authority 

That  is  an  example  of  news  advertising,  of  cashing  up 
oil  the  sales  value  of  business  news.  We  read  our  trade 
journals  for  the  news  of  the  business.  In  every  issue  of 
this  or  any  other  good  journal  there  is  any  amount  of  news 
which  will  help  us  make  our  advertising  more  interesting. 
There  is  &tyle  news — a  feature  which  is  sadly  lacking  in, 
most  local  advertising.  Be  the  style  authority  of  your  city 
if  you  run  a  better  grade  shop.  Make  sure  of  it  by  using 
your  advertising  space  to  tell  the  news  of  the  introduction 
and  development  of  new  styles.  New  York  has  adopted 
tne  white  waistcoat  for  dinner  jackets — London  has  given 
up  the  straw  hat  for  light  weight  felts — Scotsmen  are 
wearing  breeches  and  golf  stockings  to  work  instead  of 
long  trousers.  Here  is  style  news  which  is  interesting  to 
the  man  who  likes  to  be  smartly  attired.  Lime  it  up  with 
your  store  and  your  stock  through  your  advertising. 

Sick  of  Bargain  Sales 

The  dear  old  public  is  sick  and  tired  of  bargain  sales. 
Let's  feed  them  something  new.  Your  little  baby  kicks 
when  she  gets  the  same  diet  all  the  time.  Your  little 
public  will  raise  the  merry  devil  with  your  advertising 
expenditure  unless  you  change  their  diet.  They  want  nov- 
elty in  apparel — they  want  novelty  in  advertising.  The 
man  who  gives  either  will  get  a  fair  share  of  business, 
the  man  who  gives  both  will  get  considerably  more  than 
that. 

City  News  an  Inspiration 

Then  there  is  the  news  of  the  city.  At  the  time  of  the 
opening  of  a  social  season,  of  the  holding  of  some  great 
affair  in  which  a  large  number  of  people  are  interested, 
your  advertising  should  link  up  with  the  news  of  the  event! 
I  have  seen  advertisements  of  dealers  in  certain  cities 
where  they  used  paid  advertising  space  to  announce  func- 
tions of  various  clubs  and  organizations.  These  ads  con- 
ta;  i  a  box  "What's  On  To-night?"  They  report  the  dif- 
ferent social  events  in  that  box.  The  result  is  the  people 
of  that  community  look  at  that  retailer's  ads  not  only  to 
read  about  what  he  has  to  offer  but  m?inly  for  the  news 
of  social  activities.  So  they  see  the  announcement  of  a 
formal  affair  and  note  that  the  dealer  has  a  complete 
assortment  of  dress  accessories  "and,  by  George,  I'll  need 
a  new  stiff  shirt  for  the  Social  Club's  affair,"  he  remem- 
bers as  he  reads — what  more  natural  than  to  go  to  the 
advertiser  for  the  necessaries? 

Be  An  Editor 

Newspapers  edit  their  news  carefully.  It  must  be 
timely.  It  must  be  interesting.  It  mu;t  interest  a  large 
number  of  people  and  not  a  handful.  It  must  be  general. 
If  it  is  important  it  gets  the  first  page,  if  it  is  filled  with 
human  interest,  it  gets  the  first  page.  If  it  affects  a  few 
it  gets  a  stick  somewhere  inside.  If  it  is  a  puff  sent  in 
by  an  advertiser  it  gets  as  little  as  possible.  And  so  even 
though  you  must  appreciate  the  value  of  news  in  adver- 
tising there  comes  the  occasion  for  you  to  edit  this  news, 
to  stress  those  items  which  are  of  widest  general  interest. 
Be  an  editor  of  advertising,  don't  be  a  writer.  You  have 
a  hundred  different  things  to  advertise,  pick  out  and  em- 
phasize those  of  the  widest  interest,  of  the  most  import- 
ance and  which  are  interesting.  Give  them  the  most  prom- 
inent parts  of  the  ad.  Let  the  less  important  items  be 
relegated  to  minor  positions  as  "fill-in"  stuff.  The  more 
we  inject  interesting  news  into  our  advertising  the  more 
effect  will  our  advertising  have. 


50 


MEN'S    WEAR    SECTION 


Dry  Goods  Review 


Simple  Device  Brings  3,000  People  a  Day 

In  Front  of  This  Man's  Store  in  Erie,  Pa, 

F.  S.  Bond  Put  a  Weigh  Scale  in  Front  of  His  Store  Five  Weeks 
Ago  and  Records  Show  That  More  Than  100,000  People  Have 
Used  it  Since  Then — The  Psychology  of  the  Plan — Drawing  the 

People  Closer  to  the  Store 


WHAT  would  you  give,  Mr.  Mer- 
chant, to  have  an  actual  record 
showing  that  3,000  people  stop- 
ped in  front  of  your  store  every  day  for 
a  period  of  five  weeks,  and  to  know  that 
the  thing  that  caused  them  to  stop  would, 
of  necessity,  draw  their  attention  to 
your  windows?  If  an  advertising  soli- 
citor came  to  you  and  outlined  a  propo- 
sition, guaranteeing  that  this  number 
of  people  would  stop  in  front  of  your 
store  every  day  for  the  space  of  five 
weeks  what  would  you  be  prepared  to 
pay  for  the  contract?  What  would  it 
mean  to  you  to  have  this  number  of 
people  attracted  to  your  store  daily. 
What  extra  attention  would  you  give 
your  windows?  What  added  energy 
would  you  put  into  your  merchandising 
plans  for  five  weeks? 

He  Has  the  Record 
F  S  Bond,  men's  wear  dealer  in 
Erie  Pa.,  said  to  Dry  Goods  Review 
during  a  recent  visit  to  that  town  that 
he  would  give  $500  a  month  for  such  a 
guarantee  and  think  he  was  getting  a 
bargain  at  that.  He  doubted  very  much 
if  anyone  would  give  him  such  a  guaran- 
tee; but  if  they  did  he  figured  out  that 
it  would  be  worth  hundreds  of  dollars  to 

him. 

Yet,  the  fact  remains  that  he  has  the 
actual'  record  that  this  number  of  people 
have  stopped  in  front  of  his  store  every 
day  during  the  past  five  weeks.  He  has 
a  record,  which  is  undeniable,  that 
more  than  the  entire  population  of  the 
town  of  Erie— 102,000— have  stopped  for 
a  space  of  time,  varying  from  one-half 
minute  to  two  or  three  or  perhaps  five 
minutes  in  five  weeks.  It  is  a  record 
worth  having  and  it  has  meant  marn 
dollars  to  his  business.  Moreover,  it 
has  not  cost  him  $500— not  nearly  that 
much.  It  has  cost  him  somewhere 
around  $400  and  there  is  no  indication 
as  yet  that  the  record  is  likely  to  d 
cline.  It  is  still  going  strong  and  the 
longer  it  goes,  the  more  it  becomes  a 
fixture  in  the  minds  of  the  people  of 
Erie.  The  record  shows  this  inasmuch 
as  it  shows  that  more  than  the  entire 
population  of  the  town  have  stopped  in 
front  of  his  store.  That  shows  that 
many  people  have  come  back  twice,  per- 
haps oftener.  That  is  clear  evidence 
that  people  are  thinking  of  Bond's,  and 
that  is  what  Mr.  Bond  naturally  wants. 

A   Weigh   Scale 

It  is  a  weigh  scale  that  is  bringing 
the  people  in  the  front  of  Mr.  BomTs 
store — a  simple  weigh  scale.  He  put  it 
out  there  five  weeks  ago  and  since  then 


the  people  of  Erie  have  made  the  moot 
liberal  use  of  it.  The  record  on  the  day 
Dry  Goods  Review  saw  the  scale, 
showed  that  more  than  105,000  people 
had  been  weighed  on  it  because  it  will 
only  weigh  over  a  certain  weight  and 
many  children  under  that  weight  have 
stood  on  the  scale.  It  is,  of  course,  a 
free  weigh  scale.  There  have  been 
many  children  on  it,  many  of  them  more 
than  once,  no  doubt,  but  they  are  poten- 
tial customers  and  Bond's  sells  boys' 
clothes.  He  figures  out  that  displays  in 
his  windows  that  interest  the  boys  are 
money-makers  and  the  weigh-scale  acts 
as  a  good  drawing  card  to  these  win- 
dows. A  boy  who  sees  something  in 
a  window  that  attracts  him  is  not  slow 


The  Aquascutum  Sportsman 
Coat  with  the  cleverly  conceived 
sleeves  combining  the  ease  of 
the  raglan  with  the  square 
shoulder  effect  of  the  Chester. 
It  is  shown  in  pure  wool  and 
weatherproof  Aquascutum 
cloths,  also  in  fleece,  chex^iots, 
etc.  Shown  by  Wreyford  &  Co., 
Toronto. 


to  make  known  the  fact  to  his  parents. 
Mr.  Bond  knows  that  his  store  comes 
in  for  discussions  at  not  a  few  dinner 
tables  in  Erie.  He  has  heard  them  and 
he  has  heard  of  them  from  men  who 
come  into  his  store  and  casually  tell  of 
a  "friendly  squabble"  between  himself 
and  wife  over  the  weight  of  the  head 
of  the  household — the  wife,  of  course. 
A  little  bet  had  been  registered,  perhaps, 
about  the  weight  of  mother  and  mother 
promptly  settled  it  by  being  weighed  at 
Bond's.  That  is  good  advertising  for 
Bond's;  anything  is  good  advertising 
that  brings  his  name  up  for  discussion 
any  place.  It  fixes  the  attention  of  a 
number  of  people  on  one  store  for  a  cer- 
tain length  of  time  and  that  is  the  first 
intent  of  any  kind  of  advertising. 

Psychological  Value 

A  motorist  who  gets  free  air  at  a  cer- 
tain garage  week  in  and  week  out  and 
who  gets  other  little  services  free  of 
charge  does  not  forget  that  garage 
when  he  wants  some  accessories.  There 
is  a  psychological  effect  in  getting  this 
kind  of  a  service  free  of  charge.  Grad- 
ually a  sense  of  obligation  is  borne  in 
upon  the  mind  and  the  body,  in  time,  re- 
sponds to  the  dictates  of  the  mind. 

Mr.  Bond  figures  out  that  it  will  be 
the  same  with  the  weigh  scales.  Three 
thousand  people  a  day  are  using  his 
weigh  scales;  many  of  them  have  not 
been  or  are  not  regular  customers  of 
his.  But  they  keep  on  using  his  scales 
week  after  week  and  a  sense  of  obliga- 
tion creeps  in  upon  them  and  the  time 
comes  when  they  feel  they  owe  some- 
thing to  Bond's  because  they  have  been 
using  something  of  his  for  weeks  with- 
out it  having  cost  them  a  penny.  The 
decision  is  reached  that  the  next  time 
they  want  something  in  men's  wear 
they  will,  at  least,  give  Bond  a  chance. 
And  that  is  all  Mr.  Bond  wants;  given 
the  chance,  he  will  "take  a  chance"  on 
making  a  sale  and  a  customer. 

It  is  proving  a  good  bit  of  advertising 
for  Bond's  and  it  is  costing  very  little. 
He  had  an  arcade  entrance  and  this 
scale  is  in  the  very  centre  of  it.  Mr. 
Bond  is  gradually  drawing  the  users  of 
th's  scale  nearer  his  main  entrance.  At 
first,  the  scales  were  put  out  to  the  very 
edge  of  the  sidewalk.  Little  by  little  he 
is  drawing  the  scales  nearer  his  windows 
which  means  that,  little  by  little,  the 
people  are  coming  nearer  the  merchan- 
dise he  displays  in  his  windows.  Pretty 
soon,  it  will  be  but  a  step  from  the 
scales  to  the  inside  of  the  store.  Pretty 
good  tactics,  we  would  say. 
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College  Students'  Trade  is  Profitable: 

Suggested  Methods  of  Getting  After  it 

The  Records  Show  That  Students  Are  Good  Spenders  During 

Their  College  Term — Presentation  of  Card  Entitles  Holder  to 

Ten  Per  Cent.  Discount — Sending  Samples  of  Furnishings  to 

Students — The  Matter  of  Advertising 


ALONG  about  the  end  of  September 
the  majority  of  Canadian  colleges 
will  recommence  their  lecture 
courses  and  the  annual  influx  of  young 
men  will  again  swell  the  population  of 
certain  of  our  cities.  Many  retailers  who 
have  been  in  the  game  long  enough  to 
know  the  ways  and  habits  of  freshmen, 
juniors,  seniors  and  sopho  lores  are  en- 
abled to  capture  no  little  business  from 
this  same  small  army  of  students,  prin- 
cipally for  the  reason  that  each  college 
and  each  fraternity  demands  certain  in- 
dividual fashions  and  clothing  require- 
ments which  must  be  met  at  local  stores 
or  the  student  is  marked  as  lacking  in 
class  "esprit  de  corps."  During  the  first 
month  of  college  activities,  therefore, 
there  is  much  profitable  selling  to  be 
done  by  the  clothier  and  haberdasher  who 
is  awake  to  the  possibilities  in  university 
trade.  Not  all  students  are  possessed  of 
unlimited  means,  it  is  true,  but  all  of 
them  are  required  to  own  certain  out- 
fits for  their  recreation  hours,  including 
the  requisite  clothing  for  hockey,  foot- 
ball, tennis,  or  even  gymnasium  work,  to- 
gether with  such  attire  as  is  correct  for 
informal  and  formal  evening  events 
which  are  numerous  during  the  nine 
months  of  the  university  term.  Thus  it 
can  be  understood  that  each  college  stu- 
dent is  "good  for"  no  inconsiderable 
amount  of  salesmanship  during  the  course 
of  a  year  and  once  a  freshman  becomes 
a  regular  customer  it  is  safe  to  take  it 
for  granted  that  he  will  continue  to  pat- 
ronize tha  same  store  for  the  four  years 
of  his  college  career. 

College  Boys  are  Good  Patrons 

According  to  several  clothiers  inter- 
view; !  receniy  by  Dry  Goods  Review 
with  regard  to  the  question  of  catering 
to  college  men,  the  latter  "dress  well  and 
spend  well,"  and  this  is  true  in  the 
smallest  of  college  towns  as  well  as  in 
such  a  city  as  Montreal.  Just  how  the 
retailers  of  these  centres  of  education 
go  after  business  forms  an  interesting 
matter  for  investigation. 

The  first  requisite  for  the  retailer  to 
heed  in-  his  campaign  to  capture  this  col- 
lege trade,  is  to  aim  his  publicity  mat- 
ter at  the  individual  student.  As  soon 
as  the  list  of  applicants  at  the  local  uni- 
yersity  is  complete  the  retailer  will  find 
it  advisable  to  keep  in  touch  with  the  sec- 
retary or  bursar  and  obtain  from  him 
a  copy  of  the  list,  giving  the  names  and 
addresses  of  all  incoming  students.  A 
carefully  prepared  and  attractively 
worded  personal  letter  to  each     student 


should  be  written  by  the  retailer  and 
mailed  to  the  boarding  house  or  dorm- 
itory, at  the  outset  of  the  college  ses- 
sion, in  which  the  name  of  the  store,  its 
address,  and  the  type  of  service  which  it 
endeavours  to  give,  are  all  duly  noted. 
If  such  a  personal  letter  as  this  is  really 
well  done  and  is  not  merely  a  form  cir- 
cular, the  response  will  be  well  worth  the 
little  exertion  of  preparing  such  a  list 
of  names,  particularly  if  some  extra  fea- 
ture is  introduced,  such  as  the  plan  tried 
out  by  a  prominent  Montreal  firm  for 
many  years  back  in  connection  with  their 
dealings  with  McGill  students.  This  plan 
has  been  mentioned  before  in  this  publi- 
cation but  is  well  worth  repetition,  being 
easily  carried  out  and  brings  practically 
100%  results. 

Offers  10%   Discount 

A  small  card  of  about  vest  pocket  size, 
is  prepared,  bearing  the  name  of  the  store 
and  a  blank  space  for  the  name  of  the 
recipient  to  be  filled  in  by  hand.  The 
accompanying  letter  should  explain  that 
a  discount  of  10%  will  be  given  on  the 
purchase  of  any  suit  or  overcoat  bought 
at  the  store  during  the  next  30  days,  on 
presentation  of  the  card  in  question. 

This  scheme  never  fails  to  bring  in 
satisfactory  returns  according  to  the 
store  which  originated  the  plan,  and  it  is 
claimed  that  the  personal  appeal,  to- 
gether with  the  idea  of  a  discount  to  col- 
lege students  only,  is  the  reason  for  the 
unfailing  success  of  this  idea. 

Advertise    in    College    Paper 

Another  way  to  get  college  men's  busi- 
ness is  to  advertise  in  the  university  mag- 
azine or  newspaper,  such  as  is  always 
conducted  during  the  college  term  by 
the  students  themselves.  Such  copy 
should  be  newsy,  snappy,  and  addressed 
to  the  men  themselves,  inviting  them  to 
call  at  the  store  for  anything  they  may 
need  and  emphasizing  the  fact  that  cor- 
rect clothes  and  furnishings  are  in  stock 
at  all  times. 

Another  idea  which  won  instant  fav- 
our in  the  city  in  which  it  was  tried  out 
last  year  was  the  erection  of  a  score 
board  on  wh'ch  football  match  scores 
were  posted  by  means  of  telegraphic 
information  to  the  store  from  the  field  of 
action  in  whatever  locality  a  match  was 
in  progress.  In  the  case  of  intercollegiate 
matches  in  which  the  local  team  was  en- 
tered, such  a  stunt  as  this  is  certain  to 
prove  a  winning  idea,  for  the  only  other 
means  available  to  the  public  of  learn- 
ing    the     score     and  particulars  of  the 


game  at  the  earliest  moment  is  by  watch- 
ing the  bulletin  boards  of  the  local 
press  which  are.  however,  merely  sum- 
maries of  the  finished  match,  while  the 
telegranhic  bulletin  board  can  be  mark- 
ed up  while  the  game  is  actually  in  pro- 
gress, thus  attracting  a  crowd  of  fans 
who  are  likely  to  become  fast  friends  of 
the  store  in  consequence  of  this  novel 
idea.  The  store  which  tried  out  this 
idea  estimated  the  crowd  gathered  in 
front  of  its  building  at  many  thousands, 
while  in  addition,  the  telephones  were 
kept  humming  by  people  who  were  un- 
able to  get  to  the  store  yet  had  a  keen 
interest  in  the  outcome  of  the  match. 
Sends   Goods  On  Approval 

Another  progressive  store  in  Montreal 
which  caters  to  the  most  discriminating 
type  of  college  student  makes  it  a  prac- 
tice to  send  an  assortment  of  high  grade 
furnishings  including  hosiery,  neckwear, 
scarves,  handkerchiefs,  suspenders  or 
belts  and  shirts  to  any  student  who  has 
been  a  customer  of  the  store  for  a  year. 
This  assortment  is  compactly  fitted  into 
a  moderately  sized  box  and  sent  on  ap- 
proval with  a  memorandum  of  the  cost 
of  the  various  items.  The  idea  behind 
this  scheme  is  of  course  to  demonstrate 
what  is  new  and  smartest  in  haberdash- 
ery and  is  an  unfailing  sales  aid  where 
young  men's  trade  is  concerned.  This 
store  keeps  a  record  of  customers'  sizes 
in  ordeT  that  the  merchandise  may  be  ex- 
actly right  when  tried  on  at  home.  On 
an  average  it  is  said  that  fully  half  of 
the  goods  sent  are  retained.  Each  pack- 
age should  contain  goods  the  total  cost 
of  which  is  not  extravagant,  as  the  sight 
of  a  costly  price  will  frighten  off  the 
purchaser  rather  than  induce  him  to  buy. 
The  first  package  should  be  small  and 
represent  exceptional  value.  The  college 
man  will  appreciate  this  form  of  service 
if  the  goods  are  sent  to  his  "frat"  house 
so  that  he  can  show  the  merchandise  to 
his  chums  and  get  their  approval.  Other 
sales  will  naturally  follow  on  this  ac- 
count. 

Demand  for  Evening  Clothes 

Do  not  forget  to  keep  your  store  at- 
tractively arranged  with  due  regard  to 
the  window  displays  which  must  win 
business  from  college  men.  Show  plenty 
of  sweaters  in  college  or  club  colors,  and 
the  right  kind  of  caps  and  neckwear,  etc., 
for  young  men  between  17  and  22  years 
of  age.  Keep  in  mind  the  fact  that  most 
of  them  will  need  their  first  tuxedo  coats 
during  college  term  and  a  special  cir- 
cular will  be  found  to  secure  this  busi- 
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An  Active  Yardage  Department 

How  Mahons,  of  Halifax,  Have  Promoted  Sales  of  Silks  and 
Woollens — Materials  Marked  for  Convenience  of  the  Customers 
— Find  it  Advisable  to  Make  Exchanges  in  Patterns — The  Keep- 
ing of  the  Stock — Little  Courtesies 


IN  THE  good  old  days  when  dry 
goods  stores  were  in  their  infancy, 
the  most  important  department  was 
that  in  which  yard  goods  were  stocked. 
One  of  the  reasons  for  this  was  that  the 
original  founders  of  many  of  our  lead- 
ing Canadian  stores  were  Scotchmen  or 
Englishmen  who  upheld  the  belief  that 
"drapery  goods"  were  the  backbone  of 
every  dry  goods  business.  For  this 
reason  probably,  yardage  goods  received 
more  active  pushing  than  any  other 
section  in  the  average  store,,  an  en- 
thusiasm which  slackened  only  when 
new  merchandise  managers  began  to 
recognize  the  possibilities  in  the  ready- 
to-wear  section.  It  seemed  ridiculous 
to  compare  the  sale  of  five  yards  of 
material  with  the  sale  of  a  frock  at  $40 
or  more,  and  hence  the  yardage  goods 
sections  gradually  suffered  from  a  gen- 
eral lack  of  interest  all  round. 

With  the  advent  of  simple  straight 
line  styles  women  began  to  realize  that 
there  was  a  real  chance  to  economize 
and  lower  the  cost  of  living  by  making 
their  clothes  at  home.  And  merchan- 
dise managers  and  buyers  also  came  to 
the  realization  that  when  a  woman 
bought  five  yards  of  material  her  needs 
were  by  no  means  all  met.  On  the  con- 
trary they  found  that  she  required  a 
pattern,  smallwares,  linings  and  pos- 
sibly suitable  accessories  to  give  the 
garment  the  smart  touch.  When  all 
was  said  and  done,  there  was  not  such 
a  great  difference  between  the  sale  of 
a  model  dress  and  the  yardage  mater- 
ials. 

Some  practical  suggestions  as  to  how 
silks  and  woollens  can  be  given  addi- 
tional impetus  this  Fall  were .  gathered 
by  a  staff  member  of  Dry  Goods  Reviev 
during  a  visit  to  the  f  inely-equippe ' 
store  of  Mahon's  Limited,  of  Halifax. 
Practically  an  entire  floor  is  given  over 
to  the  sale  and  display  of  yard  goods  in 
this  store,  the  separate  departments 
managed  under  the  direction  of  Messrs. 
Kline  ar.d  Meahan,  to  whom  Dry  Goods 
Review  is  indebted  for  interesting  data 
:egarding  woollen  and  silk  merchandis- 
ing. 

Self-Service    in   Woollens 

In  the  former  section  all  the  goods 
are  shown  right  out  on  the  counters  in 
the  original  bolts,  each  group  by  itself, 
usually  one  shade  of  ea"h  type  of  ma- 
terial shown.  The  price  tag  is  left  on 
the  end  of  the  bolt  and  a  display  card 
giving  name  and  width  of  each  material 
in  good,  plain  lettering  is  placed  with 
each  group  of  materials.  Customers 
are  encouraged  in  this  store  to  look 
around,   to   feel   qualities   and     consider 


the  values  offered.  Owing  to  the  fact 
that  the  department  is  lit  by  large  win- 
dows nearly  all  the  way  round,  all  col- 
ors can  be  seen  as  they  actually  appear, 
even  when  days  are  short  and  twilight 
falls  quickly,  for  then  the  excellent  sys- 
tem of  overhead  lighting  blends  perfect- 
ly with  the  daylight. 

Patterns  May  Be  Exchanged 

Many  special  services  are  rendered  in 
this  department  also,  which  undoubtedly 
have  contributed  to  its  steady  growth 
year  by  year.  In  the  rare  cases  of  dis- 
satisfaction with  goods  which  crop  up 
from  time  to  time,  the  store  makes  it  an 
invariable  practice  to  exchange  the 
goods  in  question,  even  though  cut  in  a 
length  usless  for  future  disposal.  A  re- 
cord is  also  kept  of  the  paper  patterns 
purchased  with  yardage  goods  and  in 
the  event  that  a  pattern  is  not  satis- 
factory, the  store  will  also  exchange  it 
for  another,  although  this  custom  is 
generally  discouraged  in  most  stores. 
According  to  Mr.  Klir.e  the  loss  on  a  35 
or  50-cent  pattern  is  negligible  in  com- 
parison with  the  convenience  of  the  cus- 
tomer and  such  a  small  courtesy  does 
much  to  attract  and  please  customers. 

Every  Friday  is  bargain  day  in  both 
the  wool  and  silk  goods  sections,  while 
periodically  a  remnant  sale  is  held  dur- 
ing- which  all  the  accumulated  lengths 
of  woollens  are  quickly  sold  at  tempting 
prices.  In  the  case  of  the  silks,  they 
are  tagged  with  the  name,  price  and 
width  of  the  goods  and  arranged  at  one 
end  of  the  counter.  Shrinking  of 
goods  is  always  undertaken  at  a  nomin- 
al cost  and  samples  of  any  materials 
are  cheerfully  given  on  request.  When 
a  sale  of  a  dress  leng"th,  for  example,  is 
made,  the  salesman  makes  it  a  practice 
to  advise  the  customer  regarding  the 
notions  and  smallwares  which  will  be 
needed,  recommending  the  correct  shade 
or  weight  of  lining,  etc.,  and  even  ac- 
companying the  customer  across  the 
store  to  the  notion  section,  where  h? 
explains  her  needs  to  the  clerk  in  charge, 
personally  introducing  the  customer  as 
though  to  ensure  the  maximum  of  care- 
ful salesmanship.  This  courtesy  is  ac- 
counted of  extreme  importance  in  the 
store,  where  courtesy  in  every  phase  of 
store  life  is  insisted  on  and  kept  con- 
stantly uppermost. 

Scrupulous  Care     in   Stock  Keeping 

The  watchword  in  the  silks  depart- 
ment, according  to  Mr.  Meahan,  is 
scrupulous  care  in  keeping  the  stock 
fresh  and  free  from  soilage.  To  this 
endi  the  staff  are  careful  to  keep  all 
light  and  dark  silks  folded  on  thin 
boards  and     covered  with     heavy  paper 


and  these  are  laid  away  in  specially  de- 
signed shelving  measuring  five  inches 
deep  by  1  yard,  10  inches  in  length,  just 
the  exact  proportion  to  hold  some  five 
rolls  of  material.  The  extra  long  goods 
are  kept  beneath  in  deep  drawers,  while 
the  remainder  of  the  silks  are  kept  un- 
der glass  which  lifts  up  on  the  flap 
principle  preventing  any  dust  gathering 
on  the  goods.  The  silks  thus  displayed 
are  kept  on  trays  instead  of  fixed  shelv- 
ing, so  that  an  entire  range  can  be 
withdrawn  without  effort  and  placed 
right  on  the  counter. 

On  the  high  shelving  back  of  the 
counters  a  striking  display  of  draped 
silks  in  particularly  bright  and  fashion- 
able shades  is  shown,  the  display  being 
changed  very  frequently  in  order  that 
no  dust  may  gather  on  the  goods.  Not 
a  single  yard  is  ever  sold  at  a  discount 
because  of  fading  or  soilage,  due  to  the 
care  with  which  all  the  silks  are  unwrap- 
ped and  then  folded  upon  the  boards  as 
above  mentioned.  Many  of  the  wider 
satin-finished  silks  are  doubled  before 
folding  in  order  to  economize  space,  the 
taffetas  being  left  in  their  original 
folds. 

According  to  the  experience  of  the 
buyers  of  these  two  progressive  sec- 
tions, there  are  untold  possibilities  in 
the  yard  goods  department,  and  there 
is  no  danger  that  the  selling  of  fabrics 
by  the  yard  will  hurt  the  sales  of  ready- 
to-wear.  Each  is  a  separate  unit  and 
supplies  a  distinct  need  and  now  that 
the  public  is  voluntarily  showing  an  in- 
creased interest  in  goods  by  the  yard, 
there  is  a  real  opportunity  that  no  mer- 
chant   should    overlook. 


TURNOVER— WHAT  IT  IS,  WHAT  IT 
DOES 

(Continued  from  page  28) 
fit  of  better  relations  with  creditors. 
They  are  also  in  a  better  position  tc 
take  advantage  of  all  discounts  and  to 
make  their  purchases  more  deliberate- 
ly and  independently  than  they  other- 
wise would  be. 

Some  further  points  dealt  with  in  this 
bulletin  with  regard  to  methods  of  cal- 
culating turnover  and  increasing  it  will 
be  dealt  with  in  the  next  issue. 


The  merchants  of  Peterborough,  Ont., 
declared  a  general  holiday  after  their 
last  Dollar  Day.  The  "morning  after" 
was  devoted  to  cleaning  up  and  rearrang- 
ing and  th  ^  afternoon  was  given  the 
strffp  to  celebrate  the  success  of  Dollar 
Day. 
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The  Edgecombe  Store  of  Fredericton 

Have  Had  Phenomenal  Success  With  Their  Fabric  Department 
Because  They  Have  Catered  to  Individual  Tastes  and  Given 
Exclusiveness — Head  of  Firm  Acts  as  Ticket  Agent  and  This 
Helps  Sales  of  Traveling  Necessities 


A  SI  ORE  that  operates  on  the 
principle  that  "only  the  best  is 
worth  while"  is  that  of  the 
i-  rederick  B.  Edgecombe  Company,  Ltdv 
of  Fredericton,  New  Brunswick,  which 
has  eas.ly  wen  its  position  in  that  town 
by  the  adherence  of  its  management  to 
this  policy.  It  is  a  unique  store  in 
many  respects.  Fredericton  itself  only 
boasts  some  8,000  inhabitants  but  the 
farming  community  of  surrounding 
countryside,  the  annual  influx  of  gov- 
ernment members,,  and  the  presence  of 
a  large  number  of  university  students, 
all  contribute  to  build  up  a  clientele  of 
unusually  discriminating  taste  as  com- 
pared with  the  demand  generally  felt  in 
the  average  town  of  this  size. 

"Edgecombe's  for  fine  dress  goods," 
might  well  be  a  slogan  u^ed  by  the 
store,  for  this  department  among  all 
others  has  won  wide  recognition.  Ac- 
cording to  W.  P.  Keer.an,  buyer  an. I 
manager  of  this  section,  it  is  found  nec- 
essary to  buy  large  stocks  of  fresh 
goods  every  three  months  in  orde  ■ 
keep  in  tie  forefront  with  the  latest 
novelties  such  as  are  demanded  by  col- 
lecre  girls  and  the  wives  and  daughters 
of  members  of  parliament.  The 
European  and  New  York  markets  are 
therefore  combed  regularly  for  the  new- 
est shades  and  designs,  which  are  select- 
ed for  their  exclusiver.ess.  Only  a  piece 
or  two  is  chosen  of  each  type  of  goods, 
so  that  it  is  possible  for  Fredericton 
women  to  achieve  that  much  desired  in- 
dividuality in  dress,  the  cherished  am- 
bition of  every  well-dressed  woman. 
Clever  dressmakers  and  tailors  flourish 
in  the  town,  as  a  result  of  specialization, 
and  pains  are  taken  to  keep  track  of 
customers'  tastes  in  the  matter  of  dress 
so  that  the  sales  staff  can  advise  them 
either  by  telephone  or  in  person  regard- 
ing   any    particularly    suitable    material. 

Marked  Success  With  Yardage  Goods 

Very  little  cheap  or  even  medium- 
grade  yardage  goods  are  stocked,  so 
great  is  the  demand  for  the  best  ob- 
tainable, and  it  would  appear  from  a 
study  of  the  order  books  for  the  past 
few  years,  that  Edgecombe's  have  suc- 
ceeded in  educating  their  customers 
gradually  tc  prefer  only  the  finest  qual- 
ities whether  in  silks,  woollens  or  cot- 
tons. This  is  achieved,  according  to 
Mr.  Keenan,  by  the  careful  training  of 
the  salesforce  in  introducing  new  goods, 
in  explaining  the  reason  for  any  addi- 
tional cost,  and  bv  the  simnle  method, 
explained  above,  of  keeping  in  mind  the 
individual  tastes  of  regular  customers. 
By  this  means,  not  a  single  yard  of 
even  the  most  exclusive  fabrics  ever  re- 


FREDERICK  B.   EDGECOMBE 

Piesident    of   the   firm    of    F.    B.    Edge- 
combe  &   Co.,   Ltd.,   Fredericton,   N.   B. 

mains  over  after  its  regular  season. 

Of  the  entire  fourteen  departments 
which  comprise  the  Edgecombe  store, 
there  is  not  one,  moreover,  which  is  not 
in  some  way  linked  with  another  so 
that  a  customer  is  invariably  led  to 
think  of  something  allied  with  ker  pur- 
chase in  one  department  which  may  be 
got  near  at  hand.  Even  if  nothing  ap- 
pears possible  to  suggest  as  a  reeded 
purchase,  the  staff  make  it  a  practice 
to  call  the  attention  of  the  customer  to 
some  other  department  in  the  store 
that  merits  a  visit,  even  if  it  is  only  the 
]  e.nnant  table  which  makes  an  appear- 
ance only  once  in  three  months  and  is 
eagerly    awaited   by   thrifty    shoppers. 

The  ready-to-wear  department  up- 
stairs caters  to  all  types  of  women, 
despite  the  success  of  the  yardage  goods 
in  this  store,  and  handles  alterations  at 
the  shortest  notice.  In  most  other  de- 
partments the  system  of  displaying 
goods  in  bins  is  adhered  to,  on  the  prin- 
ciple that  goods  freely  displayed  are 
half  sold.  Even  the  finest  evening  silks 
or  laces  are  shown  out  on  the  counters 
that  customers  may  touch  and  examine 
them  the  better.  "Let  a  woman  feel 
t'-.e  merchandise  in  her  own  hands  and 
it  is  usually  sold,"  pointed  out  Mr. 
Keenan. 

All    Goods    Can    Be    Handled 

All  underwear,  corsets.  etc..  are 
shown  out  on  long  tables,  a  sample  of 
every  range  in  stock,  clearly  priced  and 
sized.     This    method    which    is      carried 


out  with  no  lack  in  care  of  arrangement 
ha3  resulted  in  nearly  100  per  cent,  in- 
crease  in  sales. 

Railway  Tickets     Help  Men's  Wear 

The  men's  wear  department  occupies 
a  very  large  section  to  itself  towards 
the  rear  of  the  main  floor,  while  at  the 
ether  side,  considerable  space  is  given 
to  the  ticket  office  of  the  Canadian 
Pacific  Railway,  whose  representative 
Mr.  Edgecombe  is.  The  presence  in  the 
store  of  this  ticket  office  naturally 
brings  in  many  men  who  find  it  con- 
venient to  purchase  luggage  or  wear- 
ables at  the  same  time.  When  the  va- 
cation season  approaches  the  needs  of 
tiavelers  are  kept  in  mind  in  all  depart- 
ments of  the  store  and  the  purchaser  of 
a  ticket  rarely  fails  to  supplement  his 
or  her  needs. 

The  window  frontage  of  the  Edge- 
combe store  comprises  three  very  large 
windows  of  heavy  plate  glass,  designed 
in  a  way  to  permit  a  clear  view  through 
from  every  point.  The  front  sections 
on  either  side  are  shaped  in  such  a  way 
as  to  invite  the  spectator  inwards,  fol- 
lowing a  slant  to  the  two  entrances. 

F.  B.  Edgecombe  has  carried  on  the 
business    for    upwards    of   thirty     years. 

With  the  tragic  death  of  his  elder  son 
during  the  war,  Mr.  Edgecombe  has 
been  called  upon  to  shoulder  the  entire 
responsibility  of  the  business  of  late, 
but  has  maintained  the  prestige  and 
growth  of  the  store  with  the  co-opei-a- 
tion  of  a  sales  force  imbued  with  un- 
uual  devotion  and  interest. 


IT'S  AN  ILL  WIND 

Flo  Ziegfeld  and  Lee  Shubert,  who 
years  ago  were  threatened  often  w  th 
arrest  in  the  era  when  the  Floradora 
Sextette  costumes  were  considered  a 
bit  daring,  but  who  have  since  gained 
fame  for  reducing  the  American  show 
girl's  attire  to  the  minimum,  are  ex 
pressing  great  satisfaction  at  the  re- 
turn of  long  skirts  for  street  wear. 

"It  is  great  news  to  me,"  sad  Mr. 
Zeigfeld.  "I  could  not  have  held  out 
against  the  opposition  much  longer. 
People  who  used  to  attend  my  shows 
have  been  standing  on  the  street  cor- 
ners for  some  years  past.  I  have  tried 
each  year  to  show  my  show-girls  in  more 
daring  lack  of  attire  than  was  shown  by 
the  American  woman,  but  it  has  been  a 
losing  game.  Every  time  I'd  think  I  had 
devised  a  costume  that  would  cause  a 
sensation  I'd  step  outs:'de  and  see  the 
street  full  of  housewives  in  attire  twice 
as  shocking.  I  was  about  to  retire  when 
the  new  style  edict  was  announced." 
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Merchandise  Fair  a  Big  Success 

Over  600  Exhibitors  Were  Present  at  the  Big  New  York  Fair 

Last  Month — Attendance  Showed  That  Small  Retailer  as  Well 

as  Big  One  Took  Advantage  of  Opportunity  to  See  Exhibits  of 

Country's  Best  Merchandise — Annual  Affair 


UNQUALIFIED  success  has  met 
the  efforts  of  the  National  Retail 
Dry  Goods  Association  and  the  Na- 
tional Garment  Retailers'  Association  of 
America  at  the  National  Merchandise 
Fair  held  last  month  in  New  York  for 
three  weeks.  Through  the  widespread 
publicity  accorded  to  this  gigantic  mer- 
cantile event  in  the  daily  press  as  well 
as  the  leading  trade  journals,  the  dry 
goods  trade  of  this  country  is  now  more 
or  less  familiar  with  the  nature  of  the 
event,  which  was  the  first  of  its  kind  to 
be  held  in  America,  although  the  idea 
has  been  successfully  tried"  out  for  many 
years  past  in  the  various  European 
countries.  Such  merchandise  fairs  have 
for  centuries  been  features  of  the  life 
of  Germany,  Russia,  France,  Spain, 
Switzerland,  as  well  as  England,  where 
British  merchandise  fairs  have  been  not- 
able events. 

First   Event  of  its  Kind  in   America 

The  idea  underlying  the  holding  of 
such  an  enterprise  as  this  fair  was 
simply  the  desire  to  bring  together  the 
products  of  manufacturers,  whose  out- 
put is  sold  wholly  or  largely  in  dry  goods 
stores,  for  the  inspection  of  merchant' 
and  buyers.  For  the  first  time  in  the 
history  of  American  commercial  life 
there  was  brought  together  a  broad, 
comprehensive  and  representative  show- 
ing of  such  merchandise  as  distributors 
in  the  dry  goods  and  department  store 
field  were  ready  to  purchase  for  the  com 
ing  season.  The  time — August — was 
seiected  as  being  the  period  of  the  year 
when  most  buyers  are  in  the  New  York 
market  for  new  goods,  and  in  every  de- 
tail the  huge  undertaking  was  planned 
for  the  retailers'  benefit.  Not  only  did 
those  who  had  in  charge  the  planning 
and  undertaking  of  the  enterprise  have 
a  thorough  understanding  of  the  view- 
point of  the  retailer,  but  they  organized 
the  entire  fair,  its  programme,  its  dis- 
plays, its  location — in  fact,  every  detail 
— for  the  greater  convenience  and  pleas 
ure  of  retailers  first  and  foremost.  It 
was  felt  that  such  a  scheme  as  this  would 
inevitably  bring  together  on  a  new  and 
broader  basis  both  manufacturers  and 
retailers,  who  would  both  derive  there- 
from a  clearer  understanding  of  their 
respective  problems  and  at  the  same 
time  a  keener  realization  of  their  major 
interests. 

Mutually    Beneficial    to    Buyers    and 
Sellers 

Six  of  America's  foremost  men  in  the 
textile  or  ready-to-wear  fields  stood 
sponsor  for  the  event  which  has  been 
described   as   a   "logical   econom'c   devel- 


opment with  mutual  benefits  alike  to 
manufacturers  who  participated  in  it 
and  retailers  who  attended  it."  The  idea 
kept  uppermost  in  planning  the  scope  oa 
the  fair  was  to  save  time,  money  and 
energy,  to  create  conditions  for  advan- 
tageous buying  and  also  to  make  pos- 
sible unusual  selling  opportunities. 

The  question  naturally  arises  after  a 
fair  of  this  kind  has  been  brought  to  a 
close,  as  to  whether  or  not  its  results 
really  justified  the  expenditure  of  so 
much  effort  and  expense.  The  commit- 
tee in  charge  took  the  trouble  to  send 
out  a  questionnaire  to  the  exhibitors  in 
order  to  ascertain  their  feeling  in  the 
matter  to  determine  the  advisability  of 
making  the  fair  an  annual  event  in  fu- 
ture. The  answer  was  emphatically  in 
the  affirmative,  the  results  from  the  man- 
ufacturers' standpoint  more  than  com- 
pensating for  any  outlay  of  time,  money 
and  effort. 

Value  of  Such  an  Event  to  Retailer 

The  value  of  such  an  enterprise  from 
the  standpoint  of  the  retailer  is  no't  so 
easily  summarized  yet  there  was  not  the 
least  shadow  of  doubt  that  the  fair  was 
of  unusual  educational  as  well  as  eco- 
nomic benefit.  According  to  an  inter- 
ested spectator  one  of  the  most  impres- 
sive aspects  of  the  Fair  was  the  number 
of  men  and  women  visitors  representing 
small  retail  establishments  from  all  over 
the  United  States,  proving  that  the  Fair 
was  as  much  a  "little  man's"  event  as  it 
was  a  "big  man's,"  and  of  the  two  it  is 
likely  that  the  small  store  representative 
got  the  most  good  out  of  it. 

It  is  a  well  known  fact  that  salesmen 
are  prone  to  direct  their  selling  efforts 
at  the  big  stores  where  there  is  a  pros- 
pect of  doing  larger  business  at  less  ex- 
pense, thus  enabling  the  big  buyer  to 
see  all  the  best  merchandise  on  the  mar- 
ket which  the  small  town  buyer,  by 
reason  of  his  limited  scope,  often  misses. 
The  Merchandise  Fair  has  this  valuable 
advantage  for  the  smaller  retailer,  there- 
fore, in  that  it  permits  him  to  make  in- 
numerable comparisons  of  merchandise 
side  by  side,  presented  by  sellers  whom 
he  might  never  see  or  who  might  never 
have  called  upon  him.  And  when  he 
buys  from  them  he  is  reasonably  sure 
that  he  has  bought  to  the  best  advantage 
after  a  careful  inspection  of  compet- 
itive lines.  It  is  distinctly  satisfactory 
to  feel  certain  that,  after  having  bought, 
some  other  rival  firm  is  not  going  to 
come  round  on  the  day  following  and 
offer  something  much  more  attractive 
at  a  better  price.  Having  viewed  the 
leading  lines  on  the  current  market,  the 
small  retailer  is  relieved  of  any  further 


anxiety   as    to   whether   or   not   to   pur- 
chase. 

Then  again,  the  retailer  from  a  com- 
paratively small  store  enjoys  the  added 
advantage  at  a  Fair  of  this  kind  of  meet- 
ing the  most  successful  and  influential 
men  in  the  business  both  on  the  floor  of 
the  Fair,  at  the  hotels,  on  the  train,  etc. 
He  is  enabled  to  absorb  much  valuable 
information  and  new  ideas  in  the  course 
of  friendly  conversation  such  as  is  im- 
possible in  the  ordinary  course  of  busi- 
ness routine. 

600  Exhibitors  at  Fair 

From  the  educational  standpoint  the 
broadening  influence  of  an  exhibition  of 
this  kind  is  readily  understood.  When 
it  is  recalled  that  altogether  some  600  ex- 
hibitors took  part  in  the  showings  at  the 
Grand  Central  Palace  where  the  dry 
goods  display  was  held,  while  an  ad- 
ditional exhibition  of  ready-to-wear  for 
women  and  ohildren  was  held  at  the  71st 
Regiment  Armory,  as  weHl  as  a  conven- 
tion of  retailers  with  daily  meetings, 
there  is  small  room  for  doubt  as  to  the 
informative  value  of  the  entire  event  to 
the  individual. 

These  retailers  on  their  return  home 
will  not  onlly  have  the  comfortable  as- 
surance of  having  bought  under  the  most 
auspicious  circumstances  merchandise 
which  they  might  not  ordinarily  have  se- 
cured, but  they  must  also  have  received 
an  insp'ration  from  the  sight  of  such  a 
gigantic  assemblage  of  goods,  which  will 
stand  them  in  good  stead  in  planning 
the  Autumn  selling  campaign.  Ideas  in 
connection  with  the  display  of  goods, 
methods  whereby  the  value  or  style  of 
the  merchandise  can  be  enhanced,  selling 
points  hitherto  unrecogn'zed,  informa- 
tion regarding  design  and  processes  of 
manufacture  of  textiles  and  so  on — these 
are  only  a  few  of  the  educational  ad- 
vantages to  be  derived  from  a  visit  to 
a  Merchandise  Fair. 

Departmentalized  Wholesale  Buying 

The  New  York  Fair  signifies  an  ad- 
vance in  the  commercial  importance  of 
the  country  and  it  is  now  settled  that  it 
shall  become  an  annual  event,  providing 
a  meeting  place  for  merchants  and  buy- 
ers from  all  parts  of  this  continent  ani 
abroad,  and  where  all  that  is  woven 
into  textiles  or  fashioned  for  use  and 
adornment,  and  all  that  is  sold  in  the 
modern  department  store  can  be  dis- 
played. The  bringing  of  many  manu- 
facturers' l'nes  together  under  a  common 
roof  for  the  convenience  of  buyers  is,  as 
someone  has  said,  the  logical  extension 
of  the  department  store  idea  to  the  field 
of  wholesale  buying. 
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New  Materials  Used  for  Raincoats 

New  Process  Makes  it  Possible  to  Use  Crepe  de 
Chine  Into  Garment  Weighing  Only  a  Few 
Ounces — Another  Process  Applied  to  Rubber- 
ized Garments — Some  of  the  New  Mannish  Top- 
coats for  Women — Methods  of  Display  Suggested 


CREPE  DE  CHINE  makes  its  bow 
this  month  as  a  raincoat  fabric 
sponsored  by  Paris  and  London 
and  just  received  by  a  Montreal  import- 
er in  the  form  of  several  unusually 
smart  models  designed  to  appeal  to  wo- 
men of  discriminating  taste.  The  idea 
of  utilizing  crepe  de  chine  for  this  pur- 
pose was  inspired  by  the  continuous  de- 
mand for  a  lightweight  garment  for 
warm  weather  rainy  day  wear,  and  so 
admirably  does  this  silk  adapt  itself  for 
the  purpose  that  the  new  garments 
possess  extraordinary  chic,  developed 
with  raglan  sleeves  and  straight  lines, 
unbelted  except  for  a  short  tab  effect  at 
the  side  front  which  is  caused  by  a 
smoked  pearl  buckle. 

New  British  Rain  Proof 

It  is  safe  to  predict  that  crepe  de 
chine  coats,  proofed  by  this  process, 
which  differ  from  the  type  known  so 
long  as  cravenette  finish,  will  lind  fav- 
our, for  the  reason  that  such  garments 
may  be  used  as  evening  wraps  during 
warm  weather,  since  they  possess  all 
the  original  silky  sheen  and  lustre  of 
the  original  silk  fabric.  Besides  all 
black  coats,  it  is  possible  to  have  navy 
blue,  several  shades  of  greys  and  the 
same  in  browns  and  tans. 

Other  Process  Implies  Rubberizing 

Another  new  finish  which  has  just 
been  introduced  to  the  Canadian  trade 
by  this  Montreal  importer  is  applied  to 
all  rubberized  garments.  The  new  style 
of  rubberizing,  however,  is  absolutely 
featherweight  in  character  and  posses- 
ses no  disagreeable  odor  nor  sticky  sen- 
sation in  warm  weather.  A  paramatta 
cloth  in  a  smart  nut  brown  shade,  piped 
with  poinsettia  red  kid,  was  thus  finish- 
ed, styled  in  an  altogether  new  fashion 
with  mandarin  sleeves  which  can  be 
worn  snapped  together  at  the  wrist  to 
keep  out  the  wind  and  damp,  if  desired. 

A  navy  blue  taffeta  silk  raincoat  was 
relieved  from  severity  by  the  addition  of 
white  soutache  braid  loops  on  the  collar 
and  cuffs,  while  heavier  silk  in  King's 
blue  was  effectively  strapped  by  bands 
of  pearl   grey  cloth,   stitched  flat. 

According  to  this  importer,  the  de- 
mand for  the  staple  black  rubber  coa' 
for  women  has  never  really  diminished 
where  a  practical  and  durable  garment 
is  concerned,  and  it  is  thought  that 
every  business  girl  must  possess  one  in 
her  wardrobe,  the  demand  has  kept  up 
so  steadily.  Now  however,  this  utilitar- 
ian garment  reappears  with  a  novel 
touch  added,  namely,  a  white  pin  strirr 
on  the  rubber,  which  gives  a  realistic 
effect  of  hairline  stitching  or  weaving, 
yet  is  only  printed  on  the  rubber.   Such 


coats    as    these    are    strictly    tailored    in 
style  and  are  usually  belted  all  round. 

Mannish    Top    Coats    in   English   Tweeds 

Extremely  swagger  mannish  top- 
coats for  women,  developed  in  "West  of 
England"  tweeds  and  tailored  on  the 
severest  lines  are  water  proofed  and 
may  be  worn  as  utility  coats  in  all  wea- 
thers. The  materials  thus  featured 
favour  a  wide  range  of  smart  mixtures, 
faint  overchecks,  and  soft  neutral  col- 
ors all  of  which  are  indescribably  smart. 
These  models  are  half  lined  with  shot 
silk  and  are  usually  unbelted,  in  accord- 
ance  with  Fashion's   latest  dictate. 

Covert  cloth  reappears  in  a  new  style 
of  utility  coat  with  three  box  pleats  in 
the  back  and  is  shown  in  a  variety  of 
smart  tan  shades. 

In  connection  with  all  these  models  it 
was  pointed  out  by  the  importer  that 
prices  are  now  so  moderate  that  it  is 
possible  to  give  the  customer  a  garment 
at  a  really  attractive  price,  thus  en- 
couraging volume  of  sales  as  formerly 
used  to  be  the  case. 

New  Styles  are  Uncrushable 
Where  men's  raincoats  are  concerned, 
the  staple  box  effect  is  in  demand,  with 
or  without  a  belt.  Such  a  model  as 
this  can  be  had  in  almost  any  desired 
fabric,  either  rubberized  or  treated  with 
the  new  finish.  Where  a  Fall  weight 
top  coat  with  a  rubberized  finish  is  de- 
sired, there  are  some  stunning  effects 
shown  developed  in  West  of  England 
tweeds  in  lovely  soft  blues,  greens  and 
browns,  which  would  never  be  suspected 
of  concealing  a  rubberized  finish.  These 
garments  are  as  far  removed  from  the 
old  style  of  rubberized  garment  as  it  is 
posible  to  imagine,  and  all  the  new  mo- 
dels can  be  folded  in  a  roll  only  a  few 
inches  in  size  and  packed  away  for 
traveling,  later  unfolding  without  a 
single  crease  to  be  seen.  Such  a  utility 
coat  can  be  had  for  as  little  as  $10.50 
retail,  in  a  useful  fawn  or  other  colors 
and  weighs  only  a  few  ounces. 

With  the  newest  models  it  will  be  pos- 
sible to  arrange  displays  as  creditab!- 
as  though  the  finest  garments  for  form- 
al wear  were  being  shown.  It  is  hoped 
lhat  more  attention  will  be  given  this 
Fall  to  the  manner  in  which  these  rainy 
day  coats  either  for  men  or  women  are 
displayed.  There  seems  to  a  decided 
lack  of  effort  made  to  give  rainy  wea- 
ther apparel  a  type  of  publicity  in  keep- 
ing with  its  character.  Rarely  if  ever 
is  the  raincoat  or  gabardine  shown  on  a 
wax  figure  or  arranged  in  such  a  man- 
ner as  to  accentuate  its  style  possibili- 
ties. The  typical  rainy  day  apparel 
window  is  one  in  which  some  half  dozen 
or      more    garments      are    draped      over 


stands,  with  possibly  a  few  umbrellas 
and  hats  used  as  accessories,  and  such" 
displays  as  these,  lacking  any  sugges- 
tive appeal,  serve  only  to  remind  pedes- 
trians that  raincoats  are  on  sale  inside, 
a  fact  with  which  everyone  is  probably 
familiar. 

Emphasize  Style  in  Raincoats 

From  the  customer's  view  point  rain- 
coats are  considered  as  a  luxury  where 
the  rubberized  garment  is  concerned,  for 
the  reason  that  it  is  typically  and  solely 
a  rainy  day  article.  The  pendulum 
fashion  has  swung  to  the  utility  coat  in- 
stead but  neither  type  is  ever  regarded 
in  the  light  of  a  style  proposition.  It 
would  be  interesting  to  find  out  just 
how  much  the  average  window  display 
has  to  do  with  the  education  of  the  pub- 
lic in  this  respect.  A  very  important 
point  to  emphasize  in  any  display  how- 
ever, is  the  fact  that  any  sort  of  rain- 
coat is  an  economy  in  the  end.  The  two 
aspects,  style  and  economy,  should  be 
given  as  much  prominence  as  the  mere 
quality  of  necessity,  in  presenting  the 
subject  of  raincoats  to  future  purchas- 
ers. 


Mrs.  E  Benton  is  in  the  dry  goods 
business  at  1412  Gerrard  St.,  East,  Tor 
onto. 

Joseph  Garden  of  the  Garden  Cloth- 
ing Co.,  Calgary,  was  a  visitor  in  Ontario 
last   month. 

The  Hudson  Fur  Company  have  open- 
ed an  exclusive  upstairs  shop  at  209 
Yonge   St.,  Toronto. 

On  August  25  a  new  ladies  shop  known 
as  the  MacNeill's  Cash  and  Credit  store, 
opened  in  St.  John,  N.  B. 

The  Orillia  Glove  Manufacturing  Com- 
pany, Limited,  is  a  new  industry  for 
Orillia,  which  has  'located  in  the  Chris. 
Moore    Block. 

Joseph  Simon,  for  several  years  mana- 
ger of  the  fur  department  of  the  A.  J. 
Freiman  Company  Limited  store,  Otta- 
wa, has  recently  resigned  in  order  to  en- 
gage in  business  for  himself  this  month. 

The  death  occurred  on  August  30  of 
Donald  McColl  of  R.  H.  Williams  de- 
partment store,  Regina,  Sask.  The  re- 
presentation of  business  men,  depart- 
ment heads  and  employees  of  the  firm 
at  Mr.  McColl's  funeral,  was  a  splendid 
testimony  of  the  high  esteem  in  whi  ' 
he  was  held. 

A  case  of  swindling  has  aroused  much 
interest  in  Ottawa,  Montreal  and  other 
cities  due  to  the  advertising  of  a  firm 
caJled  the  Sole  Silk  Company  in  local 
papers,  offering  to  send  three  yards  of 
silk  for  $1  by  mail  to  any  address.  It 
is  understood  that  hundreds  sent  money 
receiving  in  return  three  yards  of  silk 
sewing  thread  in  place  of  the  expected 
yardage.  The  police  are  investigating 
the  case  at  Ottawa,  where  the  head- 
quarters of  the  swindler  were  located. 
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With  our  entire  product 

to  the  end  of  1922  already  sold,  we  an* 
nounce  the  opening  of  the  new  patterns  in 


% 


ormandy  ~uones 

n 

for  deliveries  January,  February , March,  1923 


Voil 


1  He  nigh  faVOr  accorded  Normandies  is  a 
direct  tribute  to  the  perfection  of  their  manufacture. 
It  proves  the  satisfaction  that  merchants  ar\d  their 
customers  have  had  with  the  genuine  product. 

It  demonstrates  that  trade  fluctuations  have  np  influ- 
ence  upon  honestly  made  merchandise  tha|  meets 
the  popular  demand.  fW/  mhiimhh' 

The  charming  new  patterns — for  delivery  during  the 
first  three  months  of  1923— are  ready  for  display  at 
our  New  York  showrooms,  at  our  branch  offices,  and 
by  our  road  salesmen.  A 


•   •  ••••  *  .* 

•»  »  ♦. 


tt,'  ; 


«»    i'\   V*.  • 


7**\'C.'i'V;*'.-  is  plainly    marked   on 

the  selvage  of  every  yard,  and  the  distinctive  patterns 
are  fully  protected  h< 


tes Patents 


FRED  [BUTTERFIELD  &  CO.,  INC. 

361-363  Broadway,  Corner  Franklin '  Street,  New  York,  N.  Y. 


established  1838 


'Sell  and  Repent 

Reg.  U.  S.  Pat.  Off. 
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A  Year  of  Progress 


in 


A  New  Industry 


Guaranty  Silk  Dyeing  &  Finishing  Co. 

Limited 

St.  Catharines         -         Ontario 


Frank  W.  Krueger 

General     Superintendent 


Benjamin  S.  Griffin 

President  and  (Jeneral  Manager 


Under  sunny  skies,  on  the  banks  of  the 

A  little  over  twelve  months  ago  a  group  of  silk  men,  business  men  and 
ists,  met  in  St.  Catharines  and  decided  to  found  a  new,  basic  industry  for 
It  concerned  the  degumming,  dyeing,  weighting  and   finishing  of  raw  sil 
the  re-dyeing  of  silks  to  different  shades. 

The  fact  that  silk  importers  and  manulacturers  in  Canada  were  handica 
having  to  import  their  goods  ready  dyed  and  finished,  taking  a  gamble 
shades  and  quantity,  indicated  that  there  was   a   decided   opening  for  C 
Silk  Dyeing  &  Finishing  Co.  services. 

That  these  predictions  and  hopes  were  well   founded,  is  indicated  by 
some  volume  of  business  which  has  shown  steady  growth  right  from  tl 
and  co-incident  with  that  has  followed  a  steady  growth  in  floor  area  an. 
ment. 


Import  your  silks  in  the  greige,  in  any 
market  is  most  favorable.     Entrust  us   wi 
sive  parcels  as  you  need  them.     That  is 
silk  business  in  Canada. 

We  are  members  of  the  Textile  Color   C 
to  standard  American  shade  card  or  as  p<  5 
ducing  the  newest  and  most  delicate  shad 

Send  us  a  shipment.     Prices  and  full    p 

GUARANTY  SILK 
FINISHING    ( 

LIMIT! 

Head  Office  and  Works: 


VV.  Gordon  McGhie 

Secretary  Treasurer 
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Id  IVelland  Canal,  stands  a  flourishing  new  Industry 


)ital- 
nada. 
—also 

id  by 

both 
ranty 

land- 

start, 
quip- 


The  clear,  sunny  "southern"  air  of  St.  Catharines,  coupled  with  the  satisfac- 
tory humidity  of  the  peninsula,  and  excellent  water  supply — backed  up  by  technical 
experts  of  international  raputation,  using  only  the  highest  grade  dyes  and  mater- 
ials, and  transportation  facilities  of  exceptional  flexibility — have  lent  their  aid  in 
making  the  industry  a  success  from  its  inception. 

Guaranty  Silk  Dyeing  &  Finishing  Company  service  includes  the  degumming, 
dyeing,  weighting  and  finishing  of  silk  piece  goods. 

We  dye,  re-dye  and  finish  piece  goods,  Jersey  cloth,  organdies,  georgettes,  habutais,  tricolette, 
crepe  knit,  charmeuse,  pongees,  wash  satins,  poplins,  cotton-back  satins,  crepe-de-chines,  crepe 
satins,  Canton  crepes,  etc.  Also,  hosiery — in  silk,  or  silk  and  cotton;  artificial  silk  in  the  skein; 
pure  dyes  in  the  skein;   etc. 


intity  you  wish,  at  the  time  the 
;he  dyeing  and  finishing  in  succes- 
way  to  make  sure  money  in  the 

.  Association  of  America,  and  dye 
ample.     We  are  successful  in  pro- 

culars  on  request. 

DYEING  AND 
OMPANY 

St.  Catharines,  Ontario 


\ 


/ 


Silk  piece   goods  as    imported  in   the  gum   before  beh 
and  finished 
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T1/  fr*      \ZITJ    \/,ITT'irt7  \TQ    <hat    give    real    pleasure    and    complete    satisfaction    in    wear   are    those    dyed    by 
I  li.IL        V  ILLt  V  &  I  JUlLlViJ     J.    &  J.    M.    Worrall,    Ltd..    the    Premier    Velveteen    Dyers  of   the   World.    What 

ever   the   make — or  the  color— you   should   always  ask   for  a   guarantee    that     the    cloths    are    in    Worrell's    Fast-to  Rubbing 

Dyes. 

J.     &     J.     M.    WORRALL,     LIMITED,     MANCHESTER, 


are    no*    mere 


hants.      All   inquiries    for   velveteens   in    their  dyes    should   be    sent    through    the    usual    wholesale   channels. 
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The  Best  Guarantee 

of  Dye  and  Finish 

in  Dress  Goods 


is  the  B.D.A.  Trademark.  It  is  the  seal  of  surety  and 
security — the  hallmark  of  the  most  famous  organiza- 
tion of  Dyers,  Cloth  Finishers  and  Textile  Experts  in 
the  world.  The  Merchant  of  to-day  who  buys  Cottons 
and  Woollens  for  Dresses,  Suits,  Costumes,  Skirts, 
Capes,  Blouses  and  Lingerie,  which  bear  the  B.D.A. 
Trademark,  is  sure  of  obtaining  fabrics  with  the  best 
dyes  and  finishes,  and  fabrics  of  greater  beauty,  finer 
texture  and  superior  quality. 

If  your  regular  jobber  cannot  show  you  the  new  B.D. 
A.  Finishes  in  Cottons  and  Woollens,  write  direct  to 
Bradford,  England,  for  samples,  and  the  name  of  the 
wholesale  houses  in  Canada  carrying  the  B.D.A.  lines. 


^ 


THE 


Bradford  Dyers'  Association,  0£ 

MANCHESTER  BBADFORD  LO]vfocW 


6  OXrORD  ST 
ST  PETERS  5<? 


128  (y  129 
CI1[AP$IDE.E:C2 


(COPYRIGHT* 
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An    Opportunity   is    the   right   moment  for   the   right   action 
here's  your  opportunity;  are  you  ready  with  the  action? 


Joseph 


MONTREAL: 

Mr.  Archer  Robertson, 
327  Board  oj  Trade 
Buildings. 

VANCOUVER,  B.C. 

Mr.  C.  S.  McConnell, 
1754  Barclay  Street. 


Wires:  Hoyle,  Longwood,  Yorfa. 

Codes:      Marconi,      Bentley's 
ABC.  and  A.I.  5th  Edition 


PROSPECT 
MILLS 

Longwood 

Yorkshire 

ENGLAND 


DOYLE 

J[     ^O  SON  LIMITED 

High-grade   Woollen  Fabrics 
at  moderate  marketing  prices 


IN    THE    FOLLOWING    LINES: 


GENTLEMEN'S  SUITINGS,     OVERCOATINGS,    COVERT 
COATINGS,      SPORTS     TWEEDS     and     CAP      CLOTHS 

LADIES'   MANTLE    and    DRESS   FABRICS 

"PURWOL"  (Reg.),       ART   SERGES,      TABLE   CLOTHS, 
CURTAINS,  UPHOLSTERY    CLOTHS  for  Motor  Cars 
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IT'S  NOT  worth  while 
paying  good  money  for 
good  cloth  unless  you  en- 
sure that  it  is  properly 
shrunk.  Weave  and  weight 
are  readily  tested  and  the 
maker's  name  may  not  mat- 
ter. It's  the  shrinker  who 
handles  it  last,  and  you  need 
his  guarantee. 

The  best  of  all  guarantees 
of  perfect  shrinking  is  the 
stamp  of 

JENNENS  WELCH  &  CO.,  Ltd. 

London.     Huddersfield,       Bradford 

— the  world's  premier  firm  c{  cloth 
workers,  shrinkers,  finishers,  etc., 
who  are  also  the  proorietors  of  the 
renowned  JENNWEL  Waterproof 
Rubberlcss  Finish.  applied  to 
Tweeds,  Serges,  Coverts,  Fancy 
Worsteds,    Costume    Cloths,    etc. 


JENNENS  WELCH  &  CO.,  LTD. 

Springwood  Works,  Huddersfield 


September  brings 
Big  Business 


for 


V  Cottons 


Mothers  are  busy  buying  Horrockses'  India 
Long  Cloths,  Cambrics,  Nainsooks  and  Flan- 
nelettes and  making  up  these  superior  fabrics 
m^o  Children's  Dresses,  Nighties  and  Under- 
wear. 

September  always  means  heavy  buying  in  the 
department  handling  Horrockses'  Cottons. 
Are  you  ready  to  fill  the  demands?     We  are 
ready  to  serve  you. 

JOHN  E.  RITCHIE 

Canadian  Agent 

591    St.    Catherine    St.    West,    Montreal. 

Branches :    Toronto    and    Vancouver. 

Made  by 

Horrockses,  Crewdson  &  Co.,  Limited 

Cotton     Spinners    and    Manufacturers 
MANCHESTER,     ENGLAND. 


InH^Bcf  (NIGHT 

\\Wear 


The  Mark_of  Fine  Merchandise 


Reputable  goods  form  the  only 
solid  foundation  for  a  paying  and 
permanent  business.  The  dealer 
who  stocks 


"Viyella" 

(Reg'd) 

"A  z  a" 

(Reg'd) 

"Clyde  11a" 

(Reg'd) 

Unshrinkable    Flannels 


gains  the  confidence  of  his  cus- 
tomers because  of  the  prestige 
carried  by  these  names. 


Now  is  the  time  to  prepare  for  the 
brisker  trend  of  trade  which  Autumn 
brings. 


STOCK  IN  TORONTO 

WM.  HOLLINS  &  CO.,  LTD. 

(Of  England) 
62  Front  St.  West,  Toronto 

WM.  HOLLINS  &  CO.,  Inc. 

45   E.  17th   Street,  New  York 
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Cfmtillon,  Jffloulp, 
Kous&el  &  Cte 

Silk  Manufacturers 

at;  LYONS,  TARARE,  VEYRINS,  CORBELINS, 
(France) 

CREPES 
paris  MUSLINS 

LONDON  S  A  TINS 

NEW  YORK  DAMASKS 

BROCADES 
FANCIES 

A  if  the  Newest  Creations 


M.  AUBIN 

Canadian  Representative 

275  Craig  St.  West       -        -        Montreal 
34  Silvester-Willson  Bldg.     -    Winnipeg 


LYONS 

NICE 

MILAN 


PASS  IT  ON 


Do  you  pass  your  copy  of  Dry 
Goods  Review  on  to  your  clerks  and 
to  your  new  friends  in  the  trade? 

Dry  Goods  Review  will  take  them 
through  the  stores  of  dozens  of 
successful    merchants   every    week. 

Markets,  sales,  advertising  win- 
dows, the  successful  methods  of 
hundreds  of  merchants  reported 
for  them. 

Can  you  think  of  a  more  broaden- 
ing influence  and  a  more  educa- 
tive medium  in  which  to  get  them 
interested? 


The  more  your  clerks  know  about 
the  dry  goods  business  the  more 
value  they  will  be  to  you. 
Pass  Dry  Goods  Review  on  and  if 
they  want  to  subscribe,  the  price 
is   $2.00  a  year.     Address 


Dry  Goods  Review 

153  University  Avenue 

TORONTO  ONT. 


Canton  Crepe, 
Crepes  Georgette, 
Crepes  de  Chine, 
Liberty  Satins, 
Ninons, 
Foulards, 
Chiffons  and 

Printed    Novelti 
on      Georgette     and 
Ninons,    Silk    D 
Nets 


When  you 
buy 

A  G  B  Silks 

you  buy 
Real  Silk  Value 


real  shades  that 
are  in  demand, 
and  most  import- 
ant of  all  gen- 
uine value  for 
what  you  pay. 


es 


'ress 


We  carry  in  our  Toronto  stock  a  complete 
assortment  of  the  latest  shades  in  all  fancy 
materials  which  are  now  in  favor  in  all  the 
great  centres  of  the  world. 


Look 

for  this 

Trade 

Mark 


On 

Yellow 

Boards 

Only 


Lcs  Successcurs  de 


ALBERT  GODDE,  BEDIN  &  CIE 


PARIS 
LONDON 


TARARE 


LYONS 
NEW  YORK 


EMPIRE  BUILDING  :  64  WELLINGTON  STREET  WEST 

Telephone  :  Adelaide  3062 

TORONTO 

E.  Desnoux,  Rep. 

Eastern  Canada  Agent:  G.  B.  Wynness,  113  Metcalfe 

Montreal 

Western  Canada  Agent:  Edwin  J.  Kirlctright,  205  Bower 

Building.  Vancouver,   B.C. 
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The  Irresistible  Silks: 

Season  after  season,  each  with  its  new  outstanding  weaves 
and  colors — silks  reign  supreme.  Truly  they  are  "The 
Queen  of  Fabrics." 

For  Fall  we  are  splendidly  equipped  to  supply  your  im- 
mediate requirements  in  all  the  wanted  silks,  and  if  in  a  hurry 
we  will  mail  samples  same  day  as  request  is  received. 


Vel-Ette 
Kord-Roy  Knit 

Full  range  Gold  and  Silver  Tinsels 
All  colors  Plain  and  Satin  Canton 
Crepe 


Japanese  Crepe  de  Chine 

(all   colors) 
Georgette  Crepe   (all  colors) 
Hahutais  (all  colors) 
Pongees 


Silks   Limited 

Montreal  TORONTO  Winnipeg 


Interesting  New  Fabrics 

BE  THE  STORE  AHEAD— Arrange  for  a  window  of  the  new 
fabrics  for  Fall.  We  can  give  immediate  delivery  in  some 
splendid  line  of: 


Homespuns — Plain  and  Fancy 

Poiret  Twills 

Tricotines 

Serges 


Burberry   Coatings 
Chinchillas  and  Velours 
Chiffon  Velvets  and  Velveteens 
Fancy  Linings 


Hold  the  home  trade 


iy 


Dress  Fabrics  Limited 


Montreal 


"Specialists  in  Fabrics" 

TORONTO 


Winnipeg 
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Demand  Lively,  Average  Prices  Up 

Buyers  From  Many  Countries  Attend  September  Fur  Auction  at 

Montreal — Ninety  Per  Cent,  of  All  the  Furs  Offered  Were  Sold — 

Total  Receipts  Reach  $1,500,000— Formal  Notice  of  Proposal 

of  Tariff  on  Silver  and  Blue  Fox  Given 


BUYERS  from  many  foreign  coun- 
tries, including  England,  France, 
Sweden,  Germany,  Russia  and  the 
United  S*ates,  flocked  to  Montreal  *o  the 
number  of  over  300  to  attend  the  Sep- 
tember sale  of  the  Canadian  Fur  Auc- 
tion Sales  Company  which  was  held  at 
the  Windsor  Hotel  and  lasted  throe  days. 
Seventy-five  per  cent,  of  the  American 
buyers  were  from  New  York  and  there 
were  also  many  representatives  of  well 
known  Canadian  firms  from  Toronto, 
Quebec,  Winnipeg  and  Montreal. 

The  pelts  offered  for  sale  proved  of 
exceptional  interest  to  the  large  gath- 
ering of  buyers  who  kept  the  bidding 
up  at  a  lively  pace  every  second  of  the 
event.  Strong  market  conditions  were 
evident  and  prices  on  the  average  were 
higher  than  were  recorded  during  the 
May  event,  this  being  due  to  the  fact 
that  the  offerings  were  small  and  there 
was  an  immediate  demand  for  all  the 
various  pelts. 

The  furs  offered  came  from  all  parts 
of  the  world,  a  considerable  quantity 
from  the  central  and  eastern  States, 
others  from  Canada  trapped  in  Labra- 
dor, Ungava  and  "the  Chesterfield  Inlet, 
yet  others  came  from  Siberia,  Spain  and 
Kamchatka,  the  latter  being  a  beautiful 
lot  of  Russian  sables  which  brought  as 
much  as  $174  a  skin. 

The  following  is  a  list  of  high  and  low 
prices  recorded  during  the  opening  day 
of  the  sale. 

Raccoo-n,  $7.80,  .65;  skunk  $5.  .55;  Am. 
oppossum,  $1.30,  .11;  lynx,  $34,  $4;  lynx 
cat  and  wild  ca.t,  $7.10,  .60;  bear,  black 
and  brown,  $18,  .10;  electric  seal  and 
sealine,  $2.60,  $1.50;  red  fox,  $20.50,  $4; 
Russian  sable,  $174,  $50;  cross  fox,  $99, 
$6;  stone  marten,  $18,  $1.80,  and  baum 
sold  at  $16;  marten  $67,  $5. 

Miscellaneous  raw  civet  cats  sold  at 
15  cents,  and  ringtail  cats  sold  at  90 
cents. 

Miscellaneous  dressed  ermine  sold  at 
46  cents  and  white  fox  went  at  $20.50. 

The  Second  Day 

Japanese  and  French  buyers  were  in 
evidence  during  the  second  day  of  the 
sale,  the  former  showing  especial  in- 
terest during  the  sale  of  otter  skins, 
while  the  French  made  their  presence 
felt  when  ermine  was  offered.  The  in- 
terest of  the  Japanese  is  due  to  ths  fact 
that  officers  of  superior  rank  wear  fur 
collars  on  their  uniforms  and  for  that 
purpose  otter  is  largely  used.  Officers 
of  higher  rank  wear  sable,  so  that  there 
is  a  considerable  demand  for  costly  furs 
the  year  round  from  Japan. 

Conditions  for  the  second  day's  sale 
were    similar    to    those    of    the    opening 


day.  Prices  ivere  firm  and  in  some  in- 
stances advances  were  shown  above  the 
May  market.  Wolf  and  mink  were  the 
leading  offerings,  the  former  numbering 
1,219  skins  from  Northwestern  Canada 
and  United  States.  The  advance  bid  on 
each  skin  being  ten  cents.  The  first 
batch  put  up — 36  skins,  extra  large — 
sold  at  $23,  a  price  which  equals  th^ , 
prevailing  before  the  1920  break.  In 
1919  prices  ranged  to  $23  and  after  the 
market  broke  the  price  dropped  to  $ 
It  is  said  that  the  present  price  will  not 
stand  because  of  the  new  skins  which 
will  come  in  about  December.  The 
high  and  low  prices  bid  were  $23.75  and 
10  cents. 

Timber  wolf  went  well,  bringing  $25 
high  and  $2.50  low.  Mink  sales  open 
low,  the  collection  not  being  extra  go 
quality,  the  skins  being  mostly  from 
Northern  Quebec,  Labrador,  the  States 
and  Western  Canada.  Prices  on  the 
whole  were  good,  choice  skins  selling  at 
$20.  Ermine  skins  to  the  number  of 
47,482  mostly  from  Canada  and  Alaska 
sold  at  current  market  rates  up  to  $2 
and  were  bought  by  Parisian  buyers. 
Some  48,161  moleskins  from  Scotland 
and  Holland  sold  around  40  cents  a  skin. 
Australian  oppossum  brought  high  pri- 
ces, realizing  $7  a  skin.  Fisher  skin 
fetched  as  high  as  $150,  this  figure  being 
fully  25  per  cent,  above  current  market 
prices.  Otters  numbered  568  skins  and 
sold  up  to  $45  a  skin,  which  is  considered 
a  good  price. 

Beaver  skins  were  the  feature  of  the 
afternoon  sale,  good  prices  being  re- 
corded and  bidding  brisk.  Over  $50,000 
worth  of  beaver  skins  were  bought  by 
one  New  York  house.  The  high  and  low 
prices  were  $33  and  $6.25.  A  few  musk 
ox  sold  at  $11  and  $9.  Wolverines 
fetched  $20.25  and  $12. 

Formal  notice  of  the  proposal  of  the 
50  per  cent,  tariff  on  silver  and  blue  fox 
furs  entering  the  United  States  was 
read  to  the  gathering  of  buyers  with  the 
intimation  that  the  current  sale  might 
be  the  last  chance  to  get  furs  of  that 
kind  into  the  United  States  free. 

The  Third  Day 

The  third  day's  selling  opened  with 
some  choice  fox  pelts.  The  better  part 
of  the  morning  was  spent  in  bidding  for 
the  silver  foxes,  which  were  sold  singly 
or  in  lots  of  two  or  three.  Two  dollars 
was  the  lowest  price  obtained,  while  es- 
pecially good  pelts  brought  $260  and 
$265.  The  silver  foxes  were  mostly 
bought  in  by  New  York  buyers  and  in- 
terest in  the  sales  was  confined  to  com- 
paratively few.  Two  blue  fox  skins 
brought  $74  and  $140. 


White  fox  brought  $87  high  and  $16.- 
50  low,  but  the  bulk  of  the  skins  went 
between  $40  and  $50  each.  Russian 
squirrel  was  by  far  the  most  hotly  dis- 
puted lot  put  up  for  auction  during  the 
day  and  the  hall  was  thronged  with 
eager  buyers  for  this  event.  Buyers 
complained  that  prices  were  beyond  their 
reach,  prices  ranging  beween  $1.12  and 
$1.76,  fully  20  per  cent,  hgher  than 
rent  prices.  Fitch  commenced  at  $3.10, 
the  lowest  price  being  ten  cents.  The 
high  price  is  10  per  cent,  higher  than 
last  May's  figure. 

Russian  furs  made  a  strong  bid  for 
recognition  in  the  market,  and  succeed- 
ed very  well  in  the  volume  of  business 
accomplished,  and  in  prices. 

Kolinsky,  a  small  Russian  fox-like 
animal,  was  offered  to  the  extent  of  1,- 
174  skins,  and  the  high  price  was  $2.60 
per  skin. 

Persian  lamb  skins  remained  unchang- 
ed at  $5  a  skin,  all  of  Russian  variety. 
The  offering  was  14,273  skins. 

It  was  in  the  muskrat  line,  both  Can- 
adian and  American,  that  quantities 
were  offered.  In  the  Canadian  variety 
there  was  an  offering  of  207,382  skins, 
and  the  prices  at  which  the  different 
lots  were  sold  showed  a  10  per  cent,  in- 
crease. In  the  best  lots  Eastern  Can- 
ada muskrat  brought  as  high  as  $2.85 
a  skin;  Manitoba  brought  as  high  as 
$2.80  a  skin,  and  Alberta  skins  went  to 
$2.36. 

The  American  muskrat  soared  higher 
in  pric?  proportionately  than  any  other 
skin  offered  at  this  auction.  They  went 
50  per  cent,  higher  than  in  May,  when 
the  best  lots  sold  at  $1.10  a  skin.  The 
offering  was  55,356  skins.  The  reason 
for  this  large  increase  in  price  is  the 
fact  that  manufacturers  have  commit- 
ments calling  for  this  skin. 

American  and  Canadian  buyers  were 
almost  equally  strong  in  the  muskrat 
market. 

At  the  conclusion  of  the  sale  it  was 
announced  that  CO  per  cent,  of  all  the 
furs  offered  had  been  sold,  and  total 
receipts  realized  amounted  to>  $1,500,000. 
On  the  whole  the  shippers  and  officials 
of  the  Canadian  Fur  Auction  are  satis- 
fied with  the  prices  fetched  and  state 
that  they  are  considerably  higher  than 
those   reached   at   the   last  Auction. 

Summary    of   Skins    Offered   at    Septem- 
ber Fur  Auction 

The  full  list  of  skins  offered  is  as 
follows: 

9,000  beaver,  600  otter,  6,725  marten, 
485  stone  marten,  22  baum  marten,  430 
fisher,  23.800  Russian  squirrel,  1  230 
(Continued   on   next   page) 
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The  Making  of  a  Fur  Garment 

Workmanship  Becomes  Very  Expert  and  Accounts  for  a  Good 

Deal  of  the  Cost  of  the  GarmemV— -Average  Coat  of  Hudson  Seal 

Rsquiies  About  60  Skins — Skins  Weakened  by  Over-stretching — 

Various  Processes  Described 


A  VISIT  to  the  workrooms  of  a 
manufacturing  furrier  brings  to 
light  an  unusual  amount  of  inter- 
esting and  instructive  information  which 
should  be  valuable  to  retail  sales  clerks. 
It  cannot  be  expected  that  the  retail 
sales  staff  should  be  familiar  with  every 
detail  of  the  fur  manufacturing  indus- 
try for  the  reason  that  there  are  prac- 
tically as  many  variations  as  there  are 
garments  and  each  garment  is  a  study 
in  itself,  much  depending  upon  the  size 
of  skins,  the  condition  and  health  of 
the  animal,  the  purpose  for  which  it  is  to 
be  used,  the  quality  of  the  garment  to 
be  made,  and  of  course,  the  type  of  ani- 
mal, as  well  as  various  other  reasons. 
To  take  a  concrete  example,  however,  of 
a  representative  garment,  the  making 
of  a  Hudson  seal  coat  is  without  doubt 
the  most  useful  and  typical  process  for 
the  reason  that  this  pelt  is  the  most  pop- 
ular skin  used  during  the  present  time, 
and  its  sales  far  exceed  that  of  any  other. 

Nearly    60   Skins   Required 

To  make  the  average  coat  of  Hud- 
son seal,  which  is  dyed  muskrat,  some 
50  to  60  skins  are  required.  The  first 
step  in  the  making  of  the  garment 
lies  in  the  dressing,  plucking  and  dye- 
ing of  the  pelts.  Dressing  means 
'fleshing'  or  taking  off  the  fatty  top 
skin,  leaving  the  pelt.  This  has  then 
to  be  cured,  which  is  in  reality,  a  dry- 
ing and  greasing  process  in  order  to 
make  the  pelt  soft  and  pliable.  This 
process  not  only  makes  the  skins  easier 
to  work  on  but  also  imparts  a  supple- 
ness to  the  skin  so  that  when  finished, 
it  will  drape  and  hang  more  grace- 
fully without  any   stiffness. 

After  this  dressing  process  has  been 
completed,  the  fur  has  to  be  plucked, 
which  means  that  all  the  long  hairs  are 
pulled  out,  leaving  only  the  even  growth 
of  the  soft  underfur.  The  skins  are 
now  ready  for  dyeing,  which  may  have 
to  be  done  more  than  once  in  order  to 
attain  a  perfectly  even  shade,  and  the 
skins  are  next  returned  to  the  manu- 
facturer who  may  find  it  necessary  to 
shave  the  fur  still  more  in  order  to 
have  it  smooth  and  regular  all  over. 
So  limited  are  the  number  of  fur  dy- 
ers that  each  plant  specializes  in  cer- 
tain classes  of  pelts,  which  in  itself  is 
a  guarantee   of  quality. 

Stretching    Process    is    Economical 

After  these  preparatory  steps  arc 
completed,  the  skins  must  next  be 
stretched  by  hand.  Muskrat  pelts  are 
easily  stretched  and  for  this  reason 
must  be  carefully  handled  by  the  work- 
er     because      over-stretching      tends    to 


weaken  the  skin  and  make  it  unfit  for 
wear.  The  principle  reason  for  this 
stretching  process  is  economy,  for  if 
carefully  done,  as  many  as  ten  skins 
can  be  saved  in  the  making  of  a  coat. 
However,  in  the  more  expensive  coats 
little  stretching  is  done  in  order  that 
the  thick,  close  quality  of  the  fur  may 
be  retained.  Naturally,  this  stretch- 
ing process  makes  the  pelt  much  thinner 
because  the  pelts  are  made  to  cover  a 
greater  surface.  During  all  this  pro- 
cess, the  skins  have  to  be  kept  wet  in 
order  to  give  greater  elasticity. 

Cutting 

After  stretching  comes  the  cutting, 
which  is  perhaps  the  most  delicate  part 
of  the  various  operations,  requiring  the 
highest  skill.  Muskrat  pelts  require 
a  different  method  of  workmanship 
than  do  the  larger  furs  and  are  cut 
straight  on  the  sides,  the  top  and  bot- 
tom being  cut  in  jagged  points  which 
are  later  dove-tailed  and  sewed  to- 
gether. When  all  the  required  pieces 
are  sewed  together  the  fur  is  then  given 
to  a  "nailer"  who  as  his  name  implies 
nails  it  to  a  board,  giving  it  an  extra 
stretch  as  he  fastens  it  down  all  round. 
The  pattern  is  chalked  on  this  board  and 
as  the  fur  is  still  wet  during  this  pro- 
cess it  is  easily  stretched  to  correspond 
with  the  outline  of  the  pattern.  It  re- 
mains on  the  board  until  perfectly  dry 
when  it  is  taken  off  and  sent  to  the 
cutter  to  be  trimmed  at  the  edges. 

All  the  parts  of  the  fur  garment  are 
thus  treated  and  then  the  fur  is  once 
more  wet  so  that  the  hair  can  be 
smoothed  and  glazed.  This  process  us- 
ually takes  over  night  to  accomplish 
and  then  the  pelts  are  ready  to  be  turned 
over  to  the  operator  to  be  put  together 
into  a  finished  garment,  all  except  the 
collar,  cuffs,  buttons,  pockets  and  belt, 
which  are  added  by  a  finisher  who  also 
puts  in  the  lining.  The  finished  coat  is 
then  glazed  once  again  and  ironed  to  im- 
part smoothness  and  is  then  ready  for 
delivery. 

Difficult   to   Match   Skins 

When  the  raw  furs  are  received  by 
the  manufacturer  he  is  obliged  to  sort 
them  into  various  grades,  for  no  two 
skins  are  exactly  alike.  This  fact  also 
makes  it  necessary  to  cut  the  skins  up 
considerably  in  order  to  match  them 
properly  and  it  sometimes  happens  that 
a  mink  skin,  small  as  it  is,  has  to  be 
cut  up  into  as  many  as  25  pieces  in  or- 
der to  match  other  pelts  and  give  the 
finished  coat  a  perfectly  uniform  appear- 
ance. Such  cutting  necessitates  divid- 
ing the  skins  into  pieces  no  bigger  than 


a  quarter  of  an  inch  wide,  so  that  the 
strips  may  be  sewed  together  to  pro- 
duce a  blended  effect.  This  is  done  only 
in  the  case  of  natural  skins. 

It  is  not  generally  known  that  furs 
that  are  required  to  make  collars  are 
treated  differently  than  are  ordinary 
skins.  Where  the  ordinary  or  popular 
priced  trade  is  concerned  there  is  a  de- 
mand for  skins  which  have  been  cut  to 
produce  the  greatest  surface.  Wolf,  for 
instance,  can  be  made  to  produce  two 
large  collars,  a  half  of  a  skin  being  en- 
larged by  inset  portions  of  thin  leather 
which  practically  doubles  the  size  of  the 
original  pelt. 

The  reason  that  prices  vary  so  on  a 
finished  Hudson  seal  garment  is  due  to 
the  fact  that  different  skins  require 
more  work  than  others  to  prepare,  and 
consequently  it  is  practically  impossible 
to  figure  the  finished  cost  of  a  garment 
in  advance,  even  by  the  most  expert 
judge.  In  the  final  analysis  it  is  not  the 
actual  cost  of  the  fur  and  materials  in 
the  garment  which  constitutes  its  value 
but  rather  the  amount  of  workmanship 
and  labor  which  is  required  to  bring  out 
the  latent  beauty  of  the  fur. 


DEMAND   LIVELY;    AVERAGE 
PRICES    UP 

(Continued  from  previous  page) 

fitch,  2,710  Australian  opossum,  2,400 
marmots,  550  bear,  70  wolverine,  250 
silver  fox,  400  cross  fox,  460  white  fox, 
400  grey  fox,  4,200  red  fox,  50,100  er- 
mine, 205,000  muskrats,  55,750  muskrats 
— southern,  2,200  muskrats — seal  dyed. 
1,500  muskrats — dressed,  4,050  raccoon, 
5,400  American  opossum,  14,000  skunk, 
24,460  mink,  1,460  wolf,  1,470  lynx, 
1,300  wild  and  lynx  cats,  450  badger,  170 
hair  seals,  570  ponies,  1,860  lamb  skins, 
5,500  kid  skins,  1,440  dozen  near  seals 
and  sealines,  13,770  Persians,  48,100 
moles. 


J.  E.  Simon  has  a  new  fur  store  in  the 
Union   Bank   Building,  Ottawa,  Ont. 

The  Famous  Cloak  and  Suit  Co.,  of 
Vancouver,  B.  C,  are  installing  a  Junior 
Department  in  the  basement  of  their 
store.  Arrangements  are  being  made 
for  an  opening  on  a  very  large  and 
unique  scale. 

M.  Wolf  of  the  Artistic  Ladies'  Ready 
to  Wear  Company  has  purchased  a  store 
in  London,  Ont.  Mr.  Wolf  is  planning 
a  high-class  woman's  store,  which  will 
include  ready  to  wear  goods  and  a  very 
fine  shoe  department. 
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New  Models  in  Fur  Garments 

Some  of  the  Latest  Seen  in  Montreal — Furriers  State  That  August 
Sales  Were  Not  Lively — Business  Picking  Up — Parts  of  Canada 
Demanding  Persian  Lamb — Garments  Are  Longer — Linings  Are 

Very  Elaborate 


REPORTS  from  the  wholesale  fur 
houses  located  in  the  St.  Paul 
Street  district  of  Montreal  indicate 
a  somewhat  disappointing  response  in- 
sofar as  sales  during  the  month  of  Au- 
gust were  concerned  What  business: 
that  was  done,  which  could  really 
termed  satisfactory,  was  chiefly  effect- 
ed during  the  latter  weeks  of  the  month. 
"Business  is  picking  up."  commented 
one  manufacturing  furrier  to  Dry  Goods 
Review,  "because  people  are  gradually 
becoming  aware  that  prices  are  tending 
to  go  higher  on  raw  skins,  particularly 
in  the  case  of  Hudson  seal.  I  attribute 
the  comparative  slackness  in  demand 
during  August  to  the  fact  that  money 
has  been  unusually  tight  in  those  c 
tres  which  are  most  generally  in  a  pros- 
perous condition,  such  as  railway  dis- 
tricts or  western  crop  localities.  Until 
more  money  goes  into  circulation  wher 
these  branches  of  Canadian  industry  are 
concerned  we  cannot  expect  people  to  b- 
in  a  position  to  buy  fur  coats." 

Both  wholesale  and  retail  furriers  re- 
port plenty  of  interest  shown  by  pros- 
pective customers,  however,  in  response 
to  special  advertising  during  the  past 
month  when  many  really  attractive  of- 
ferings were  featured  in  such  furs  as 
Hudson  seal,  Persian  lamb  and  the  vari- 
ous types  of  French  seals.  One  promin- 
ent uptown  retailer  stated  to  Dry  Goods 
Review  that  he  felt  convinced  of  the 
futility  of  endeavouring  to  put  across  a 
big  August  sale  in  furs  because  women 
in  the  majority  of  cases  will  not  buy  a  fur 
garment  so  early  in  the  season  until  they 
are  assured  of  the  trend  of  style.  The 
bulk  of  garments  disposed  of  during 
August  by  this  man  were  sold  on  the 
partial  payment  plan  to  women  to  whom 
this  economical  arrangement  offered  the 
only  solution  in  the  way  of  buying,  open 
to  them. 

Persian    Lamb   the   Coming   Favorite? 

From  present  indications  it  would  ap- 
pear as  though  Persian  lamb  is  assured 
of  a  definite  position  among  the  leading 
pelts.  There  is  a  heavy  demand  for  this 
skin  from  the  western  provinces,  north- 
ern Ontario  and  the  Maritime  provinces, 
while  the  remainder  of  the  country  con- 
tinues to  call  for  Hudson  and  the  vari- 
ous kinds  of  muskrat  in  natural  state 
Staple  coats  still  form  the  bulk  of  h- 
ness  done  by  the  manufacturers,  capes 
being  considered  as  unsuitable  for  this 
climate,  except  in  some  modified  form 
permitting  the  use  of  sleeve  effects.  No1 
so  many  elaborate  contrasts  in  the  mat- 
ter of  trimming  are  in  demand  either 
according  to  several  manufacturers,  wh 
state  that  all  seal,  all  muskrat  and  even 
all   Persian     lamb  coats   are  having     a 


ready  sale  in  preference  to  the  type  of 
garments  trimmed  with  another  pelt  o.. 
collar  and  cuffs.  Alaska  sable,  howev 
retains  its  usual  prestige  as  a  trimming 
on  both  seal  and  lamb  coats,  its  general 
becomingness,  moderate  cost  and  goo 
wearing  qualities  having  assured  it  of 
continued  popularity. 

Squirrel    Capes   are   Luxuries 

Squirrel  and  mole  are  shown  in  a  con- 
siderable number  of  smart  wraps  de- 
signed for  formal  wear,  one  particularly 
magnificent,  specimen,  entirely  of  grey 
squirrel  has  a  voluminous  sweep  of  3 
yards  and  is  over  42  inches  in  depth, 
with  a  border  of  eight  stripes.  Persian 
lamb  in  those  qualities  which  resemble 
broadtail  most  closely  are  being  made 
up  into  mandarin  wraps  of  really  sump- 
tuous appearance.  A  new  idea  in  trim 
ming  has  been  just  brought  out  by  an- 
other firm  which  is  specializing  in  Per- 
sian lamb  this  season,  namely,  a  French 
collar  and  cuffs  of  Russian  silver  rat  in 
dropped  effect,  showing  vertical  stripes 
of  silver  grey  witn  a  horizontal  border 
below  of  the  same.  Although  rather 
costly  this  Russian  rat  is  an  important 
discovery  insofar  as  supplying  the  need 
for  a  durable  and  beautiful  fur  to  re- 
place chinchilla,  so  long  the  established 
favorite  of  fashionable  women.  This 
vogue  for  the  flatter  Persian  curls  has 
encouraged  manufacturers  to  go  ahead 
on  making  up  coats  for  young  girls  in 
this  type  of  fur,  the  feeling  being  that 
it  is  quite  youthful  and  graceful  enough 
for  even  misses'  wear.  The  tight,  wool 
ly  curls  are  preferred  by  older  women. 

Two  items  in  connection  with  the  f 


garments   shown   for   1923   which   stamp 
them  definitely  as  of  this  year's  vintr 
are    the   linings     and    the   girdles.     The 
former  were  never  more  lavishly  carried 
out  both   in   point   of  fabric  and  work 
manship,  the  plainest  coats  even,  being 
set  off  by  a  superb  satin  or  brocade  lin- 
ing bordered     by  metallic  or     embossed 
velvet  ribbon  bandings  with  vanity  bag 
pockets  or  smoked  effects  upon  regula- 
tion patch     styles.     Cord  ties     are   the 
newest  fad  insofar  as  girdles  for   g 
ments  are  concerned  and  are  made   out 
of  heavy  mercerized   or  silk  cable   cord 
twisted  into  fancy  festoons  to  be  caugr 
to   the      garment    under   the      arms    and 
knotted  loosely  in  front. 

Longer    Lengths  Decreed 

Other  important  style  points  which 
are  definitely  settled  for  the  season  are 
the  crushed  chin  collar  and  the  wide 
mandarin  sleeve,  while  lengths  are  de 
cidedly  tending  downwards  in  company 
with  the  dictum  regarding  skirts,  and  be- 
tween 40  to  45  inches  is  to  be  found  the 
average  coat  length  for  the  coming  Win- 
ter, depending  upon  the  style  of  gar- 
ment and  the  height  of  the  wearer. 

An  interesting  point  raised  by  one 
manufacturer  is  in  regard  to  the  posi- 
tion of  the  firm's  label  in  the  finished 
garment.  It  has  been  found  that  when 
the  label  is  placed  on  the  collar  r 
garment  in  the  usual  way,  it  quickly  be- 
comes soiled  and  disfigured  whereas  if 
placed  between  the  shoulder  blades  it 
stands  out  and  is  in  a  better  position 
from  a  point  of  publicity.  Rectangular 
shaped  labels  are  now  preferred  over  the 
square  or  long  narrow  shapes. 


Fur  Bearing  Industry  in  Canada 


HOW  insignificant  the  contribution 
of  the  fur  farming  industry  is  to 
the  total  of  demand  for  furs  is 
shown  by  two  bulletins  recently  issued 
by  the  Dominion  Bureau  of  Statistics  in 
which  it  is  noted  that  Canada  has  made- 
rapid  progress  in  the  establishment  ■ 
fur  farms,  there  being  794  in  1921  situ- 
ated throughout  the  country  from  Nova 
Scotia  to  the  Yukon.  This  is  an  in- 
crease of  206  over  the  previous  year. 
The  total  number  of  animals  on  the 
farms  was  22,455  valued  at  approxi- 
mately five  and  three  quarter  million 
dollars.  There  were  758  farms  for 
mink,  9  for  raccoon,  3  for  marten,  2  for 


skunk  and  for  caracul  sheep,  3  for  bea- 
ver and  3  for  muskrat.  The  investment 
in  these  farms  for  land  and  buildings 
alone  was  $1,560,500  or  a  total  value  for 
animals  and  plants  of  $7,355,595. 

The  figures  for  the  total  marketing  of 
some  species  of  pelts  and  those  of  farm 
bred  animals  raised  in  captivity  are: 

Cross    fox,   3,089    of   which   402    wen 
farm  bred. 

Red  fox,  18,097  of  which  336  were 
farm  bred. 

White  fox,  21,416  of  which  none  were 
farm   bred. 

'Continued   on  next  page) 
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Coats  and  Wraps  Longer  Than  Skirts 

Garments  as  Long  as  50  Inches  Are  Not  Uncommon  in  New  York 
— Brown  and  Cinnamon  Favored  in  Foxes — Marked  Scarcity  of 
Seal — Collar  and  Sleeve  Treatments — Demand  for  Capes  Causes 
a  Surprise  Amongst  Furriers 


TORONTO  fur  designers  say  New 
York  is  favoring  very  long  coats 
and  wraps  this  year.  Those  which 
are  not  quite  short  are  at  least  45"  in 
length  and  47,  48  and  50"  garments 
are  by  no  means  unusual.  They  say 
that  well-dressed  New  Yorkers  will  have 
their  fur  coats  and  wraps  a  trifle  long- 
er than  their  skirts;  in  fact,  to  have  the 
skirt  peep  out  below  the  fur  garment 
is  not  now  considered   smart. 

This  has  already  had  its  effect  in  Can- 
adian manufacturing  circles.  There  are 
a  great  many  more  garments  with  a 
length  of  45"  or  more  than  were  shown 
last  year.  The  short  coats  of  the  Eton 
and  trotteur  type  are  the  second  choice 
for  this  winter,  these  being  favored  in 
the  light  and  expensive  furs  rather  than 
in  seal  and  lamb. 

Fox  Best  In  Small  Furs 

Foxes  are  going  very  well  this  month 
the  preference  being  for  brown  and  cin- 
namon instead  of  platinum  and  taupe 
which  were  so  good  in  the  spring.  The 
short-haired  furs  have  also  shown  signs 
of  a  revival.  One  furrier  says  that  if 
the  military  collar  becomes  very  strong 
on  cloth  suits  and  coats,  these  furs  will 
even  eclipse  the  fox.  They  are  being 
made  up  as  in  other  years  in  squirrel, 
marten  and  kolinsky  in  small  chokers 
which  fit  closely  to  the  throat.  This 
demand  comes  as  a  very  welcome  addi- 
tion to  the  fur  trade  especially  as  it 
was  not  looked  forward  to  after  the  dis- 
appointment of  last  spring. 

Seal   Very   Scarce 

It  is  not  now  so  much  a  question  of 
the  increasing  price  of  seal  as  of  the 
difficulty  furriers  have  in  obtaining  it. 
Toronto  furriers  say  they  cannot  get 
muskrat  at  all.  A  few  are  using  seal 
dyed  rabbit  but  this  will  never  become 
popular  with  the  Canadian  public  as  it 
has  in  the  United  States,  because  of  its 
poor  wearing  quality.  It  is  a  remark- 
able fact  that  women  here  prefer  cloth 
garments  to  imitations  while  American 
women  will  buy  cheap  furs  because  they 
wear  a  little  longer  and  look  better  than 
cloth. 

Coon  is  not  wanted  for  older  women 
even  as  much  as  it  was  last  year  though 
there  is  enough  trade  among  girls  in 
their  teens  to  keep  business  brisk. 

Lamb  is  selling  and  so  is  muskrat,  in 
quantities  which  both  manufacturers 
and  merchants  are  satisfied  with  but  it 
is  generally  acknowledged  now  that  seal 
will  remain  the  dressy  fur.  Those  re- 
tailers who  tried  to  urge  other  furs  on 


their  best  customers  are  now  convinced 
that  they  cannot  get  the  lines  in  these 
that  they  can  in  seal. 

The  best  collar  for  this  winter  with 
the  exception  of  the  shawl  one,  is  the 
crushed  bolster.  Some  of  these  hava 
the  double  chin  effect  which  is  very 
cozy.  One  of  the  features  of  all  collars 
is  the  high  neckline  to  which  the  collar 
is  attached.  This  tends  to  make  the 
collar  stand  above  the  chin  and  gives  a 
graceful  frame  to  the  face.  Some  fur- 
riers are  favoring  sleeves  which  are  set 
high  to  give  a  tailored  line.  In  these 
cases  the  sleeves  are  quite  tight  but 
they  flare  at  the  wnst  and  turn  back 
into  a  cuff. 

The  side  closing  is  a  feature  of  some 
of  the  more  extreme  garments.  One- 
piece,  straight-line  coats  with  low  waist- 
lines are  very  good  in  Toronto,  some 
models  having  a  decided  flare  at  the 
bottom  of  the  skirt. 


Capes  are  selling  much  better  than  was 
expected  and  show  promise  of  being  a 
real  factor  in  the  fur  trade  this  fall. 
The  brown  furs  with  mink  in  the  lead 
are  probably  the  best  canes. 

Caracul  is  a  fur  which  several  buyers 
are  giving  particular  attention  to.  Most 
of  this  business  will  be  done  in  black 
although  the  light  shades  will  get  some 
attention     as  well. 

Furriers  are  receiving  a  fair  number 
of  orders  all  the  timo  for  fur  trimmings 
for  coats  and  even  for  dresses.  Paris 
women  are  wearing  a  great  many  fur- 
trimmed  costumes  and  it  is  thought 
that  this  fad  will  be  felt  here  sooner  than 
most,  since  the  women  of  this  country 
are  always  glad  of  an  excuse  for  furs. 
The  Parisienne  favors  the  costume  which 
has  a  skirt  of  one  color  and  a  coat  of 
another,  high  choker  collar  cuffs  and  low- 
er edge  of  the  coat  being  trimmed  with 
fur. 


(Continued  from  previous  page) 
FUR  BEARING  INDUSTRY 

Blue  fox,  121  of  which  none  were  brsJ 
in  captivity. 

Of  the  other  fur  bearing  animals  fig- 
uring in  the  list  there  were  117,296 
mink  of  which  91  were  farm  bred  and 
the  balance  were  all  wild,  consisting  of 
beaver,  164,351;  marten,  47,140;  musk- 
rat,  2,005.395;  otter,  10,871;  skunk, 
74,956;    ermine,  385,254. 

The  2,924  500  pelts  that  reached  the 
market  in  1920-21  were  valued  at  $10,- 
122,571,  establishing  the  fact  that  the 
fur  trade  of  Canada,  the  first  natural 
resource  to  be  exploited,  is  yet  a  long- 
way  from  being  dependent  upon  fur 
farming.  The  fur  farming  industry 
owes  its  rapid  development — not  to  the 
production  of  pelts  of  animals  that  a-:.? 
commonly  trapped  in  large  numbers  - 
but  rather  to  the  production  of  certain 
h'gh  class  furs,  notably  silver  fox,  of 
which  there  is  an  inadequate  supply 
fiom  wild  fur  bearing  species. 

Latest  reports  from  The  Pas,  Manito- 
ba, state  that  fur  trappers  are  already 
outfitting  and  preparing  for  their  journ- 
ies  to  the  north  although  actual  trap- 
ping cannot  commence  for  some  week- 
yet.  It  is  anticipated  that  this  winter 
will  see  a  great  many  trappers  out  in 
Northern  Manitoba  and  numerous  ap- 
plications for  trappers'  and  traders' 
licenses  have  been  received,  while  many 
are  still  to  be  issued.  Many  of  the 
prospectors  in  the  district  spent  their 
winter  on  the  trapping  line,  so  securing 
a  grub  stake  for  the  next  season's  pros- 


pecting.  While  many  of  the  men  wait 
rnMl  winter  and  proceed  out  \o  the 
fields  by  dog  teams,  others  who  inter  " 
to  visit  spots  far  removed  from  civiliza- 
tion make  a  start  in  the  Fall  in  order  to 
allow  plenty  of  time  to  build  a  shack 
and  prepare  for  the  long  Winter.  A 
large  fur  catch  is  anticipated  next  Win- 
ter and  indications  point  to  fur  being 
plentiful  and  prices  good. 


The  Rex  Millinery  of  Vancouver,  B. 
C,  has  retired  from  business. 

H.  C.  Wallace  is  moving  to  larger 
premises  at  319  Roncesvalles  Ave.,  Tor- 
onto. 

W.  Huddlestone  has  opened  a  dry 
goods  store  at  746  Dundas  St.,  London, 
Ont. 

The  Trudel  Fur  Manufacturing  Co. 
have  opened  a  new  store  in  the  Oliver 
Block,  Edmonton,  Alta. 


C.    F.    BIRKS    DIES 

C.  Frederick  Birks,  formerly  vice-pres- 
ident of  the  Belding  Paul  Co.,  brother 
of  Henry  and  Arthur  Birks,  died  in  Mon- 
treal recently  at  the  age  of  77. 

He  was  well-known  in  Montreal  busi- 
ness circles  as  an  official  of  the  Belding 
Paul  Company,  and  later  engaged  in  the 
dry  goods  business. 

The  Dominion  Travellers'  Asso- 
ciation also  numbered  him  among  its 
leading  numbers. 
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Soft  Shades  for  Fall  Millinery 

Toronto  Houses  Say  There  Has  Been  Big  Demand  for  Felts — 
Suede  and  Leather  on  Imported  Models — Preference  for  Brim 
That  Droops  in  the  Large  Winter  Hats — Demand  for  -Wide  Var- 
iety of  Colors  is  Heard 


TORONTO  millinery  houses  report 
a  tremendous  business  in  felts — 
in  fact  the  month  of  September 
has  been  a  little  behind  other  years  in 
regular  Fall  lines  because  of  the  felts. 
Those  who  looked  on  them  as  end-of- 
the-Summer  hats  are  a  little  disappointed 
that  the  public  still  wants  them.  The 
scratched  felts  are  selling  probably  best 
of  all  these  days  and  these  are  asked 
for  in  the  soft  shapes. 

For  that  matter,  the  whole  Fall  sea- 
son will  be  another  one  of  soft  shapes. 
Milliners  who  are  haunting  the  wholesale 
houses  these  days  say  that  their  custom- 
ers want  hats  which  are  turned  off  the 
face  and  have  a  soft  edge.  For  this  rea- 
son nearly  all  the  small  velours  shapes 
have  their  brims  draped  with  the  ma- 
terial. 

Sailors  are  selling  very  well  in  both 
velvet  and  plush.  Those  with  the  large 
rolled  brim  are  better  than  the  straight 
mannish  hat  of  last  Fall.  In  colors, 
black  and  brown  are  most  prominent  and 
of  these,  two  black  hats  are  selling  in  To- 
ronto to  one  of  brown. 

Velvet  and  plush,  both  hatters'  and 
zybelline,  are  being  very  effectively  com- 
bined this  year.  Felt  and  velvet  are  also 
good,  the  felt  being  used  in  the  crown 
and  the  velvet  in  the  brim. 

Suede  and  leather  are  shown  on  some 
of  the  imported  tailored  models  and  one 
or  two  houses  in  Toronto  favor  these 
as  trimming.  Brown  and  tan  leather  are 
good.  Suede  is  seen  on  some  of  the  vel- 
vet hats  as  well. 

Large  Hats  Have  Droop 

While  recent  Paris  despatches  an- 
nounce that  the  moderate  size  hat  is  seen 
again,  this  should  not  be  taken  too  ser- 
iously here.  When  Paris  speaks  of  hats 
of  moderate  size,  she  means  hats  which 
we  consider  large.  The  large  hat  will 
be  very  good  this  Winter  here,  the  pref- 
erence being  for  the  brim  that  droops. 
Moreover,  because  of  the  fur  coats  which 
must  always  be  considered  in  America  in 
relation  to  hats,  even  the  very  largest 
chapeaux  will  be  narrower  at  the  back, 
to  give  a  reasonable  amount  of  comfort. 

Velvet  will  be  the  leading  fabric  for 
dress  hats  according  to  designers.  Panne 
velvet  and  pile  are  both  favored.  For 
small  dress  hats,  chiffon  velvet  is  being 
used. 

Metal  Cloth  Is  Late 

While  all  the  metal  cloths  will,  without 
doubt,  be  as  good  as  was  predicted  a 
month  ago,  they  will  not  sell  in  any  quan- 
tities  before   another  five   or   six  weeks. 


From  the  Milliner's  Viewpoint 

Here   are   a   few   suggestions   on   Fall    hats   which    Dry    Goods    Review 
received  from  importing  houses  in  Toronto: 
SHAPES — Large   hats    are    prominent    for    formal    and    dress    wear.      The 

tricorne  has  a  rival  in  the  bicorne,  which  has  its  two  points  on  the 

sides  and   is  particularly   youthful. 

Turbans,  pokes,  sailors  which  are  rolled  and  small  hats  with  off- 

the-face  brims  are  selling. 
TRIMMINGS — Ostrich    (curled,   uncurled   and    glycerined)    is   first   among 

feathers  with  coque  coming  second  and  peacock  third. 

Ribbons   are   used    frequently    in  the   models    with   double    brims. 

Taffeta  ribbon  is  very  good. 

Lace  from  six  to  eight  inches  wide  is  being  bought  by   the  most 

exclusive  milliners  to  use  as  insets  in  brims  and  as  drapes.     Radium, 

Spanish  and  Shetland  laces  are  all  selling. 

Flowers    are   receiving    more   attention    than   was   expected.     The 

very  large  flower  is  best.     Metal  and  poppy  are  two  striking  sellers. 
COLORS — All  of  the  bright  shades  mentioned  in  the  Fall  color  range  are 

made  up  into  hats.     Of  the  dark  tones,  green  is  very  prominent  and 

brown   is   having   the   same   notoriety   that   is   given    it   this   season   in 

gloves  and  hosiery.     Black  has  lost  none  of  its  prestige. 


This  lateness  in  millinery  styles  is  being 
felt  generally,  so  there  is  no  reason  to 
take  seriously  the  effect  it  is  having  on 
any  one  line.  Silver  is  probably  the 
best  metal  cloth  at  the  moment  and  this 
is  selling  in  combination  with  black  vel- 
vet for  the  most  part. 

Metal  ornaments  on  the  other  hand 
are  moving.  Ornamental  pins,  flowers, 
fruits  and  buckles  in  metal  are  very 
strong. 

The    Color    Trend 

Bright  hats  are  still  a  big  factor  in  the 
trade  even  though  black  and  the  wood 
tones  are  prevailing  just  now.  Red  is 
promised  again,  pontiff  (the  newest 
member  of  the  petunia  family)  is  good, 
spruce  green  is  mentioned.  Smoke  grey, 
pansy,  purple  and  the  inevitable  henna 
are  spoken  of.  Tangerine,  biscuit,  cy- 
clamen, citron  and  capucine  are  also 
good.  Silver  and  gold  will  appear  in 
great  quantities  as  soon  as  the  promised 
fur  hats  arrive.  All  of  these  metallic 
hues  are  made  of  soft  lustrous  threads 
and  are  not  of  the  hard  aluminum  type 
shown  last  year. 

"The  demand  is  just  as  varied  when  it 
comes  to  color  as  it  was  last  year,"  says 
a  prominent  designer.  "Customers  seem 
to  be  suiting  their  individual  types.  The 
same  applies  to  shapes.  French  milliners 
are  showing  both  large  and  small  types 
for  they  realize  that  women  are  no  longer 
to  be  forced  into  buying  styles  just  be- 
cause they  are  the  mode.  I  do  think, 
however,  that  if  the  long  skirt  is  receiv- 
ed with  any  great  enthusiasm,  there  will 
be  more  large  hats  worn  than  we  have 
seen  for  the  last  five  or  six  years." 


DEATH  OF  W.  F.  MACBEAN 

En  route  to  his  Summer  home  at  For- 
est, Lake  of  Bays,  S.  A.  Sylvester,  Tor- 
onto, of  Sylvester  &  Gilpin,  insurance 
brokers,  and  W.  F.  MacBean,  Moose 
Jaw,  were  instantly  killed  on  August  25, 
in  a  motor  accident  in  the  northern  sub- 
urbs of  Orillia. 

W.  F.  MacBean  was  president  and 
managing  director  of  the  Robinson-Mac- 
Bean,  Limited,  the  largest  departmental 
store  in  Moose  Jaw,  Sask.  He  was  b" 
in  Forest,  Ont.,  45  years  ago  and  went 
to  Moose  Jaw  in  1898.  He  joined  the 
company,  then  known  as  the  Robinson- 
Hamilton  company.  On  the  death  of 
Mr.  Ham'lton,  Mr.  MacBean  became 
secretary  and  manager  and  about  twelve 
years  ago  the  company  was  re-organized 
and  Mr.  MacBean  became  the  president 
and  managing  director. 


The  Elizabeth  Hat  Shop  has  opened 
up  on  Oullette  Ave.,  Windsor,  Ont.,  with 
an  exclusive  line  of  imported  and  orig- 
inal millinery. 

The  Dominion  Textile  Company  are 
now  occupying  the  first  three  floors  and 
part  of  the  fourth  floor  of  the  Dominion 
Textile  building  in  Montreal. 

Campbell's  Women's  Wear  Limited,  of 
Toronto,  although  only  in  business  about 
one  year,  have  found  it  necessary  to 
make  an  addition  to  their  store. 

The  staff  and  friends  of  the  Marks- 
Clavet-Dobie  Co.  of  Port  Arthur,  Ont., 
held  their  first  annual  picnic  at  Birch 
Beach,  during  the  month  of  August. 


Dry  Goods  Review 


MILLINERY 


51 


Present  Demand  is  for  Large  Shapes 

Medium  Sized  Hat  Will  Likely  be  Featured  With  Advent  of 

Wintry  Days — Unusual  and  Interesting  Colors  in  French  Models 

Seen  in  Montreal — Browns  and  Their  Blendings  Seen  in  Many 

Models — Some  New  York  Suggestions 


IARGER  shapes  are  the  choice  of 
the  moment  with  millinery  buyers, 
-At  was  said  this  month  at  several 
Montreal  wholesale  show  rooms,  but 
the  medium-sized  hat  is  certain  to  come 
into  its  own  with  the  advent  of  wintry 
days  for  the  reason  that  the  prevailing- 
fashion  in  furs  demands  a  high  stand- 
ing collar  which  would  not  be  practical 
with  the  wide-brimmed  models  now 
shown.  According  to  one  milliner  there 
is  a.  definte  reaction  setting  in  with  re- 
gard to  the  vogue  for  "flapper  hats" 
and  the  preference  is  most  marked  for 
models  which  possess  a  certain  distinc- 
tive line  and  which  are  not  easily  dupli- 
cated in  cheaper  styles.  Even  though 
the  "flapper  hat"  is  essentially  youth- 
ful and  universally  becoming,  neverthe- 
less the  trend  of  fashion  points  definite- 
ly to  a  silhouette  which  might  be  char- 
acterized as  more  formal  and  graceful 
than  the  sportslike  effects  which  have 
so  long  reigned  in  favor. 

French  Models  Iteach  Montreal 

Many  lovely  French  importations 
have  reached  Montreal  this  month  and 
are  already  appearing  in  the  windows 
and  millinery  salons  of  the  leading 
stores. 

The  striking  features  about  th3se  im- 
ported models  which  were  particularly 
emphasized  by  buyers  were  the  unusual 
and  interesting  colors,  some  of  which 
are  totally  new.  There  is  a  reddish 
chocolate  tone,  for  example,  which  was 
used  to  devleop  a  large  shape  trimmed 
with  made  rcses  of  the  same  material, 
laid  round  the  crown.  Almond  green  is 
another  new  color  seen  in  several  of  the 
imported  models  sent  out  from  Paris, 
but  it  is  considered  rather  too  trying 
for  the  average  woman  over  here  and  a 
substitute  is  being  employed  in  the  cop- 
ies which  are  being  made  in  Montreal 
workrooms,  known  as  "Petroleum 
green"— a  dull,  grayish-green  tone  that 
can  be  worn  with  various  colored  cos- 
tumes quite  successfully.  Browns  and 
their  various  blendings  are  probably  the 
most  numerous  among  all  the  colors 
represented  in  the  fall  showings  seen 
by  Dry  Goods  Review,  although  much 
black  is  also  being  featured.  The  com- 
bination of  silver  fabric  and  silver 
feather  fancies  is  both  new  and  smart, 
especially  in  one  such  model,  a  toque 
shape  draped  in  silver  cloth  with  a 
large  pompom  of  grey  burnt  peacock  on 
the    side. 

Black  felt  is  expected  to  register 
very  strongly  later  on,  and  some  large 
shapes  are  shown  trimmed  with  white 
monkey   about   the   crown   or   else      with 


wide  black  satin  and  moire  ribbons, 
made  up  into  bows  and  cocardes.  Black 
satin  also  is  shown  faced  with  colored 
felts  in  neutral  shades  such  as  squirrel 
grey  and  coffee,  and  trimmed  with 
black  satin  ribbons,  and  forms  the  basis 
of  many  charming  hats.  Felt  and  vel- 
vet are  smartly  combined,  the  former 
composing  the  crown  while  the  velvet 
forms  the  wide  drooping  brim. 

Monkey  Trims  Many   Smart  Hats 

Hatter's  plush  is  assured  of  a  wide 
vogue  for  late  fall,  especially  when 
trimmed  with  fur  in  some  form  or  an- 
other. Fur  tails  are  a  novelty,  particu- 
larly when  arranged  in  clusters.  Mon- 
key fur  is  seen  so  frequently  as  to  in- 
dicate its  position  as  a  leading  trim- 
ming, and  is  not  derived,  as  its  name 
would  indicate,  from  monkeys  at  all, 
but  is  in  reality  goat  skin  that  is  dyed 
in  all  the  fashionable  colors  from 
orange  to  black.  Malines  is  used  in 
certain  picture  shapes  to  create  the 
crown  portion,  while  panne  or  plush  is 
employed  to  make  the  drooping  brim. 
Burnt  peacock  is  said  to  owe  its  wide 
popularity  as  a  trimming  on  these  new 
shapes  because  it  replaces  the  aigrette 
so  effectively  and  lends  the  necessary 
note  of  dignity  and  smartness  to  the 
prevailing  mode. 

For  sports  wear  hand-made  felts  and 
velours  will  be  by  all  odds  the  smart- 
est styles  for  women  this  winter.  One 
millinery  firm  is  showing  a  new  fabric 
called  silk  alpaca  which  will  provide  a 
new  and  essentially  sports-like  charac- 
ter to  the  crush  hat.  Suede  leather  is 
also  used  to  make  entire  hats,  some  of 
which  have  quaint  little  straps  fasten- 
ing under  the  chin,  called  "brides." 
Scratch  camel's  hair,  trimmed  in  bright 
colors  of  leather  bandings  or  applique 
effects  is  said  to  be  exceedingly  popular 
already  for  sports  models. 

New   York    Sponsors    Velvet 

Last  minute  reports  from  New  York 
indicate  that  retail  buying  of  fall  head- 
wear  was  well  under  way  by  the  last 
week  in  August  and  at  the  present  time 
velvet  is  reported  as  the  big  item  of  the 
seasonl,  both  black  and  colors.  All 
shades  varying  from  light  red  brown 
down  to  the  deep  henna  tones  are  in  de- 
mand in  both  velvets  and  felts  and  are 
trimmed  usually  with  metal-edged  rib- 
bons made  into  flowers  or  bows. 

The  black  hat  is  the  favorite  in  all  re- 
tail millinery  departments,  it  is  report- 
ed, but  is  usually  relieved  by  the  use  of 
some  brilliant  touch  of  color.  Large 
picture    shapes,    widened      at    one    side, 


are  made  of  black  panne  or  velvet  and 
trimmed  with  twists  of  three  colors  of 
velvet  about  the  crown.  The  purple 
tones,  almond  green,  and  henna  are  the 
preferred  contrasts  selected  for  these 
velvet  twists.  For  tailored  hats,  no- 
thing is  selling  better  than  velours  in 
both  sailor  and  fancy  shape  and  al- 
though the  trimming  in  the  majority  of 
cases  is  nothing  but  a  ribbon  band,  yet 
some  unusual  effects  are  attained  by 
the  use  of  an  odd  contrast.  One  such 
model  was  of  black  velours  in  a  rolling 
shape  faced  in  bright  blue  kid  with  a 
small  decoration  of  the  kid  along  the 
brim  edge.  Brown  velvet  sailors  of 
large  size  are  trimmed  in  green  moire 
ribbon  laid  into  several  loops,  but  on  the 
whole  most  of  the  brown  models  are 
trimmed  with  ribbons  of  the  same 
shade. 

Small  Hats  of  Almond  Green 

New  York  is  showing  many  models 
developed  in  the  new  almond  green  col- 
or, but  the  majority  of  models  are  small 
and  snug  fitting  rather  than  of  the 
drooping  brim  variety.  Whether  or  not 
this  shade  will  become  a  real  fashion  is 
still    conjectural. 

Tiny  bead  flowers  in  applique  effect 
are  being  used  on  some  dressy  models 
while  padded  fruits  of  wool  supply  a 
lovely  color  blending  upon  severe  felts. 
Padded  velvet  is  another  fabric  novelty 
to  appear  lately  and  is  used  in  conjunc- 
tion with  Angora  wool  to  create  some 
novel   sports    effects. 


COSTLY  PYJAMAS 

Four  hundred  and  fifty  dollars  were 
paid  for  a  suit  of  women's  pyjamas  by 
Mrs.  0.  S.  Dean,  a  buyer  for  Marshall 
Field  &   Company  of  Chicago. 

The  c&stume  is  what  the  Rue  de  La 
Paix  calls  lounging  pyjamas  and  the 
model  is  called  the  "ace  of  diamonds.' 
The  upper  part  is  of  yellow  silk  called 
"seanana  cloth,"  with  a  pink  lining. 
The  vest  also  is  yellow,  The  coat  fast- 
ens at  the  shoulders.  The  pantaloons 
are  of  pink  silk.  The  upper  part  drapes 
from  behind,  the  pointings  reaching  to 
the  knees.  The  principal  trimmings  are 
silken  sashes  and  fancy  cuffs.  The  point 
gives  a  real  diamond  effect. 

This  wonderful  costume  will  not  be 
placed  in  Marshall  Field's  w'ndow  and 
marketed  for  $450  plus  transportation, 
duty  and  profit,  but  will  be  used  as  a 
model.  Even  copies  of  this  exclusive 
Paris  model  will  be  expensive. 

This  model  was  bought  from  the  Cal- 
lot  Sisters,  who  consider  it  one  of  their 
most  remarkable  creations. 
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Fiskhats    for    Fall 


maintain  the  traditional  su- 
periority of  this  famous  line 
— sold  for  69  years  under 
the  slogan  —  "Style  and 
Quality  Assured." 

Complete  showings  of  the 
new  models  are  now  in  pro- 
gress. If  "unable  to  see  our 
display  at  Chicago,  you  will 
find  a  complete  line  in 

NEW  YORK 

411  Fifth  Avenue 

D.  B.  FISK  &  CO. 

Creators  of  Correct  Millinery 
225  North  Wabash  Avenue,  Chicago 


/ 


/ 
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"Be 
Broadminded! 


1) 


Try  every  kind  of  dye  you  can  get  your  hands  on — 
Then  you  will  specialize  on  SUNSET — The  Real  Dye. 
The  fast  dye  that  every  woman  wants  for  every  purpose. 


S5»Jsd%s 

ONE   Real  Dye   For  ALL  Fabrics 


Sales  Representatives 

Harold  F.  Ritchie  &  Co.,  Ltd. 

10  McCaul  St.,  Toronto.  Canada 

Manufactured  by 

NORTH  AMERICAN  DYE  CORPORATION,  LTD. 

Toronto,  Canada 


SUNSET — Costing  more  to  manufacture— having  more  merit— giving  better  service — creating  a  better 
opinion  from  all  who  handle  it — will  maintain  its  standard,  the  highest— and  its  price  15c.  toil!  not 

be  changed. 
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Autumn  Millinery! 

Model  Hats 

Trimmed  and  Readv-to-Wear  Hats 

Lyons  Velvet  Hats 

in  Panne  and  Erect  Pile 

Children's  Beaver  Hats 
Novelties  in  Trimmings  and  Materials 

Letter  orders  receive  prompt  and  careful  attention 

G.  GOULDING  &  SONS 

55  Wellington  Street  West,  Toronto 


WINNIPEG 

66    King    Street 


DC 


OTTAWA 

236-237  Jackson  Bldg. 

""*«  -" — "  >C 


HAMILTON 

28  Vi  John  Street  N. 
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Spring  Showing  of  Hosiery  Lines 

One  Manufacturer  Says  There  Will  be  a  Decline  of  12  Per  Cent. 

on  Some  Silk  Lines— Will  the  Trend  of  Style  in  Skirts  Affect 

Hosiery  Styles? — Manufacturer  Does  Not  Think  it  Will  Make 

Much  Difference — Some  of  the  New  Models  Described 


ANNOUNCEMENT  is  made  this 
month  by  a  Montreal  manufactur- 
ing firm  of  hosiery  underwear  and 
gloves  to  the  effect  that  a  decline  of 
12%  on  all  silk  goods  will  go  into  effect 
for  Spring  1923.  This  reduction  is  how- 
ever,  not  regarded  as  being  merely  a 
stepping  stone  to  further  price  cuts  ne 
thought.  A  representative  of  the  firm 
informed  Dry  Goods  Review  that  these 
Spring  prices  could  not  be  maintained 
for  long,  owing  to  the  steady  advance  in 
the  price  of  the  raw  silk  which  now 
stands  around  $8  a  pound  as  compared 
with  $6  last  year.  Silk  production,  more- 
over, is  limited  in  comparison  with  what 
was  marketed  in  Japan  last  year  and  the 
year  before.  On  the  basis  of  the  1920 
production  there  is  a  difference  of  about 
half  the  normal  amount  usually  avail- 
able, which  will  react  upon  the  market 
for  finished  goods  by  next  year. 

A   New   Sport  Knicker 

An  exceedingly  good  season  for  jersey 
silk  knickers  seems  assured,  according 
to  this  firm,  which  has  just  brought  out 
a  novelty  called  Sports  Pantalettes  with 
a  deep  cuff  in  flower  effect,  which  means 
that  the  cuff  is  edged  with  petal-like 
points  faced  in  a  contrasting  shade  to  be 
worn  down  or  turned  up  as  desired.  There 
is  a  suspicion  afoot  in  certain  quarters 
that  long  skirts  will  not  take  such  a 
firm  hold  that  the  sportswoman  will 
abandon  her  freedom  all  at  once.  On  the 
contrary,  manufacturers  profess  to  be- 
lieve that  the  medium  length  skirt  will 
continue  to  be  the  choice  of  the  average 
woman  for  everyday  use  right  through 
the  Winter,  and  as  the  bloomer  or  knicker 
is  now  an  ideal  Winter  garment,  it 
stands  to  reason  that  jersey  silk  or  the 
other  varieties  of  knitted  fabrics  will  be 
again  the  first  choice  of  the  woman  who 
cares  for  her  appearance. 

Color  Combinations 

Some  of  the  color  combinations  fea- 
tured in  these  new  jersey  silk  knickers 
are  extremely  novel,  including  such  vivid 
contrasts  as  "blaze"  red  and  black,  pean 
grey  and  rose,  etc.,  altogether  there  be- 
ing ten  different  color  combinations.  An- 
other new  knicker  of  jersey  silk  is  shown 
in  the  knee  length  style  but  this  new 
model  has  a  wide  cuff  similar  to  the  one 
shown  last  season  on  ankle  length  effects. 
This  style  comes  in  the  usual  colors,  es- 
pecially in  some  attractive  sand  or  tan 
shades,  greens,  blues  and   black. 

Finer  Hosiery  In  Plain  Effects 

Apropros  of  hosiery,  the  question  was 
put  to  the  same  firm  as  to  whether 
lengthening  skirts  will  affect  the  styles 


of  Winter  and  Spring  hosiery  to  any  ex- 
tent. "Not  materially,"  was  the  response, 
"the  demand  is  now  entirely  for  less  elab- 
orate effects  in  hosiery  and  the  best  class 
of  trade  is  confining  its  buying  to  fine 
qualities  in  both  silk  and  silk  and  wool 
hose,  with  less  than  the  usual  amount 
of  fancy  decoration.  When  clocks  are 
ordered  they  must  be  of  the  simplest  and 
most  inconspicuous  type  and  there  will 
be  little  of  the  ultra-elaborate  lace  or 
medallion  trimmed  novelties.  We  expect 
a  run  on  brown  shades  for  Fall  in  both 
all  silks  and  silk  and  wool  mixed.  In  the 
case  of  the  former  class,  we  are  being 
guided  to  a  great  extent  by  the  shades 
decreed  by  shoe  men  for  Fall  and  Winter, 
these  shades  featuring  beige,  silver  greys, 
pearl  greys  in  addition  to  some  five 
shades  of  browns,  varying  from  Russia 
calf  to  seal  brown.  Shoe  manufacturers 
predict  the  leading  vogue  in  footwear  to 
favour  pebbled  grain  leathers  for  street 
wear,  and  on  this  account  we  expect  that 
hosiery  of  silk  and  wool  mixed  in  browns, 
heathers  and  chestnuts  will  be  exceeding- 
ly good  right  through  till  Spring,  with 
a  certain  amount  of  pure  wool  hosiery  to 
predominate  during  the  coldest  months." 
For  evening  and  formal  wear,  the  decree 
is  for  black  satin  footwear  and  conse- 
quently, very  simple  hosiery  effects  will 
be  in  order  as  befits  the  character  of 
satin.  Dull  finished  black  thread  silk 
hose  will  in  all  probability  outsell  all 
other  styles,  either  plain  or  with  a  deli- 
cate clock  effect.  In  all  cases,  the  full 
fashioned  stocking  has  gradually  achiev- 
ed a  leading  place  in  popularity.  The 
pyramid  heel  effect  which  imparts  a 
slender  effect  to  the  ankle  is  another 
wanted  feature  in  new  hosiery  styles,  the 
popularity  of  this  improvement  having 
had  a  very  stimulating  effect  upon  hos- 
iery sales  this  summer.  It  is  predicted 
that  by  1923  all  hosiery  made  by  this 
firm  will  feature  the  pyramid  heel  in 
place  of  the  ordinary  square  effect  now 
in  vogue. 

So  satisfactory  has  been  the  sale  of 
roll  top  hosiery  during  the  Summer  that 
the  makers  are  planning  to  carry  this 
style  over  for  1923  in  some  new  varia- 
tions, suitable  for  hot  weather  wear. 

Hosiery    Terms    Explained 

This  Montreal  firm  is  giving  consider- 
able publicity  to  the  trade  in  the  matter 
of  advertising  the  different  types  of 
hosiery  to  the  consumer  and  have  issued 
a  list  of  terms  which  are  premissable 
for  use  on  labels  and  other  advertising 
matter  describing  the  materials  of  which 
the  goods  are  made.  Here  are  the 
definitions  prescribed: 


"Use  'Lisle'  only  when  yarn  is  of  two 
or  more  ply  twisted  cotton.  Single 
thread  yarns  may  not  bear  this  name. 

"Silk,  or  pure  thread  silk,  etc.,  may  be 
employed  only  when  cocoon  silk  is  used 
without  any  other  material.  Cotton  tops, 
feet,  etc.,  should  be  specified  where  used. 

"Goods  made  with  silk  or  wool  on  the 
face  and  another  material  in  back,  must 
be  termed  'silk  plaited'  or  'wool  plaited,' 
etc. 

*  Spun  silk  must  be  so  designated  when 
used. 

"Goods  made  of  artificial  silk  must  be 
sold  under  this  name,  without  any  ab- 
breviation. 

"Silk  lisle  should  be  discontinued  as 
a  descriptive  term.  There  is  no  such 
yarn. 

"Where  worsted  or  wool  yarn  is  twist- 
ed with  yarn  or  other  material,  the  goods 
should  be  labelled  to  indicate  the  compon- 
ent yarns. 

"Merino  may  be  used  to  designate 
goods  made  of  mixed  wool  and  cotton; 
but  should  be  followed  by  the  words 
'wool  and  cotton'  or  'cotton  and  wool' — 
the  order  of  the  words  being  determined 
by  which  material  is  present  in  greater 
quantity." 


Exchange  Students 

In  Industry 

Canadian  to  Study  Knitting  Methods  in 
Foreign   Countries   for   One   Year 

For  several  years,  college  and  univer- 
sities in  Europe  and  America  have  been 
exchanging  professors  and  students. 
Now  manufacturers  have  entered  the 
mutual  benefit  scheme.  J.  M.  Robert- 
son, a  Toronto  manufacturer,  is  re- 
sponsible for  an  exchange  of  students  of 
the  knitting  industry,  which,  as  far  as 
Dry  Goods  Review  knows,  is  the  first  of 
its  kind  in  America. 

G.  Vergne  Gordon,  son  of  A.  W.  Gor- 
don, secretary-treasurer  of  the  J.  M. 
Robertson  Knitting  Co.,  is  the  young 
man  who  has  crossed  the  Atlantic  for 
a  year's  course  in  the  manufacture  of 
knitted  goods.  The  nephew  of  a  manu- 
facturer of  knitted  wear  in  Germany  is 
to  arrive  in  New  York  this  month  to 
study  American  a;.d  Canadian  methods 
of  knitting.  This  offer  of  exchange 
came  from  the  European  factory  to  one 
in  New  York,  of  which  Mr.  Robertson  is 
a  director.  The  suggestion  was  for  an 
American,  but  finally  a  Canadian  was 
(Continued  on  next  page) 
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Many  Novelties  in  Knitted  Lines 

Special  Attention  is  Being  Given  to  Children's  Lines — Showing 

of  Complete  Sets  of  Knitted  Silk  Underwear — New  Wools  for 

Sweaters — Much  Attention  to  Pullovers  With  the  Scarf  to  Match 

— Display  of  Embroidered  Hose 


KNITTED  goods  manufacturers 
who  had  displays  at  the  Canadian 
National  Exhibition  this  year,  re- 
ceived their  quota  of  attention,  from 
both  the  retail  trade  and  the  consumer. 
Since  the  food  manufacturers  have 
moved  into  a  building  of  their  own,  the 
public  had  a  better  chance  of  seeing 
what  is  offered  in  dry  goods  lines.  The 
quieter  atmosphere  in  the  Manufactur- 
ers' Building  this  year,  tended  toward 
a  more  intense  study  by  the  casual  vis- 
itor than  was  noticed  in  other  years. 
One  exhibitor  told  Dry  Goods  Review 
that  inquiries  in  regard  to  the  different 
knitting  processes  were  more  frequent 
than  formerly.  He  believes  this  is  a 
certain  proof  that  the  Canadian  public 
are  becoming  more  particular  about  the 
way  their  hosiery,  underwear  and  outer 
wearing  apparel   are  knitted. 

Several  manufacturers  are  giving 
particular  attention  this  year  to  chil- 
dren's lines.  Three-quarter  all-silk 
hose  for  example,  are  being  made  and 
from  the  interest  shown,  these  should 
get  good  attention  next  spring.  They 
have  been  made  up  as  a  result  of  ap- 
peals from  leading  retailers  that 
mothers  want  silk  short  hose.  They 
were  forced  to  get  these  from  the 
United  States  during  the  past  summer 
and  they  believe  that  business  next 
year  will  be  sufficient  to  warrant  work 
for  knitters   in  this   country. 

Silk  Underwear  Lines  Shown 

At  least  one  firm  is  showing  complete 
sets  of  knitted  silk  underwear.  These 
are  made  in  the  same  style  of  vest  and 
bloomers  or  knickers  as  the  cotton  ones. 
Lavender,  pink  and  white  are  the  best 
shades,  judging  from  the  taste  of  the 
Exhibition  visitors.  Two-piece  sets  of 
these  will  retail  for  about  $10.50.  For 
medium-class  business,  the  same  things 
are  being  made  in  fine  lisle. 

Despite  the  great  demand  for  silk  and 
wool  hose  this  year,  a  few  exhibitors 
reported  an  interest  in  the  all-wool 
heathers.  The  fawn  shades  were  most 
in  evidence  although  orchid,  rose  and 
French  blue  drew  attention.  Several 
exhibitors  featured  hose  to  match 
bloomers  but  this  was  more  in  the  all- 
silk  plain  and  mixed  shades  than  in 
anything  else,  as  it  is  easier  to  obtain 
the  exact  coloring  in  lighter-weight 
hose. 

New  Wools  For  Spring 

For  women  who  do  their  own  knit- 
ting, there  were  some  lovely  new 
sweater  wools  shown.  The  one  of  wool 
with  a  strand  of  silk  was  featured 
again,  then  there  was  a  two-toned  wool 


which  had  the  appearance  of  being 
nuifed  or  curled.  The  latter  will  give 
a  rich,  brushed  appearance  to  the 
sweater.  Heather  mixed  wool  and  the 
Indian  and  Russian  colored  mixtures 
were  shown. 

From  the  attention  which  the  pull- 
overs with  scarfs  to  match  received, 
there  is  no  doubt  that  these  will  be  good 
next  spring.  Many  Canadian  women 
had  not  seen  them  before;  in  fact,  they 
were  not  featured  in  New  York  and 
Atlantic  City  until  July,  so  that  the 
fad  was  a  little  late  reaching  Canadian 
style  centres.  New  York  is  still  inter- 
ested so  they  should  be  very  good  here 
next  year. 

Tuxedos  are  of  course  staples.  They 
will  last  as  long  as  knitted  outer  appar- 
el does.  In  the  way  of  novelties  how- 
ever, several  firms  showed  straight 
coats  buttoned  to  the  neck  in  mannish 
high-collared    style. 

Knitted  bags  to  match  sweaters  are 
declared  by  one  manufacturer  to  be  only 
in  their  infancy.  He  thinks  thait,  par- 
ticularly if  the  craze  for  Indian  stripes 
lasts,  these  bags  should  be  very  good 
next  summer. 

Pointed  Heel  Liked 

One  manufacturer  has  made  a  knitted 
heel  without  side  seams  which  he  be- 
lieves is  an  improvement.     There  is  no 


doubt  that  the  pointed  heel  of  all  kinds 
is   getting   attention. 

Several  Canadian  manufacturers  had 
embroidered  hose  on  display  and  say 
that  they  are  now  prepared  to  do  this 
in  any  required  pattern.  They  prefer 
to  embroider  to  order  for  some  time  as 
they  do  not  yet  know  to  what  extent  the 
Canadian  trade  will  fancy  it.  Clocks 
are  the  staple  design  in  fancy  hose  still, 
with  floral  motifs  coming  second. 

A  baby  wrap  which  combined  a  hood, 
coat  and  carriage  cover  was  a  real  at- 
traction. It  was  made  of  pure  wool 
down  in  white  with  trimmings  in  pink 
and  blue.  The  sleeves  could  be  button- 
ed over  so  that  mittens  may  be  done 
away  with  and  the  length  of  the  gar- 
ment may  be  altered  according  to  the 
size  of  the  child. 

Another  line  which  drew  crowds  was 
a  crib  cover  of  guaranteed  pure  wool, 
in  white,  pink  and  blue  and  in  checks  of 
thtse  colors.  They  were  bound  with 
either  silk  or  cotton. 

Women's  riding  habits  were  featured 
in  the  Sports  Building.  These  favored 
black  as  the  most  correct  color  for  the 
woman  who  rides.  Exhibitors  say  that 
while  in  other  years  visitors  examined 
these  habits  from  the  point  of  view  of 
curiosity,  this  year  inquiries  showed 
them  definitely  interested  in  the  pur- 
chase of  them. 


G.  VERGNE  GORDON 
The  young   Canadian  who   has   gone   to 
Europe   to  study   the   knitting   industry. 


EXCHANGE  STUDENTS 

(Continued  from  previous  page) 

picked    upon   by    mutual    consent.     Thi 
young  man  is  eighteen  years  of  age,  has 
graduated    from    High    School   with   his 
Junior    Matriculation    and    has    had    ex- 
perience in  the  knitting  industry. 

Mr.  Gordon  sailed  on  the  Reliance 
from  New  York  on  Sept.  5  and  arrived 
in  Hamburg,  Sept.  14.  He  plans  to 
study  factories  in  Germany,  Austria, 
France,  Italy,  Switzerland  and  England. 

He  will  visit  factories  which  make 
knitting  machines,  including  the  Gros- 
ser one  at  Leipzig,  where  the  link-and- 
link  machines  are  produced.  The  Euro- 
pean young  man  will  study  factories  in 
Cleveland,  New  York  and  other  Ameri- 
can cities,  after  which  he  will  spend 
some  time  in  Canada.  Those  who  a^re 
responsible  for  the  exchange  believe 
that  there  is  a  great  deal  to  be  learned 
of  European  methods  and  styles,  which 
can  be  of  assistance  to  the  knitting  in- 
dustry in  Canada. 

Skating  sweaters  according  to  those 
who  know,  will  be  high-necked  pull- 
overs with  plaided  wool  scarfs  and  felt 
hats.     Swagger   coats     in  camel's    hair, 
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Specialized  Newspapers  and  C.  N.  E. 

Address  Delivered  at  Directors'  Luncheon  of  Canadian  National 
Exhibition  on  Press  Day,  August  31st,  by  Horace  T.  Hunter,  Vice- 
President,  Canadian  National  Newspapers  and  Periodicals  As- 
sociation 

MR.  PRESIDENT,  directors  and  fellow  publishers:  You  cds  and  in  learning  of  new  goods.     They  are  the  people  who 

have    heard    from   the    Daily    Newspaper    Association,  will  travel  a  hundred  or  a   thousand  miles  when  the  oppor- 

from  the  Weekly  Newspaper  Association,  and  I  have  tunity  cffers  to  see  an  exhibition  such  as  you  have  developed, 

been  asked  to  speak  for  the  Canadian  National  Newspapers  and  I  congratulate  you  that  these  people  are  coming  in   in- 

and  Periodicals  Association,  which  might  be  termed  the  resid-  creasing  numbers  each  year. 

uary  legatee  of  the  newspaper  publishing  business.  It  i:?  not,  The  international  aspect  is  also  a  common  bond.  You  have 

however,  an  uncommon  thing  foT  the  residuary  legatee  to  get  an  increasing  number  of  visitors  from  foreign  countries,  thus 

a  very  large  part  of  an  estate.  creating  a  feeling  of  good-will  with  these  countries,  and  help- 
ing our  manufacturers  to  establish  connections  abroad.     The 

Over  Three  Million  Subscribers  same   ieason   that   brings   business   men   from   United    States, 

The  extent  and  influence  of  publications  represented  by  our  Great  Britain,  West  Indies,  etc.,  also  causes  them  to  subscribe 

Association  are  indicated  by  the  following  approximate  state-  for   0ur   publications.     These   foreign    subscriptions   have  ,be- 

ment  of  circulation:  come  such  a   big  factor  with   some   of  our  publications  that 

Farm    Papers 1,030,897  they  are  now  issuing  Export  editions. 

Magazines 1,065.307  Educational  Aspect  Most  Important 

Religious  and  Educational  Papers 725,000 

Business  and  Technical  Newspapers 399,099  Then  we  are  on  common  ground  in  educational  work.  I  be- 

—  lieve    this    Exhibition    was    started    primarily   for  educational 

Total  _                                                                                3.220,303  purposes   and   its  great  success  is   due  to   the  fact  that  you 

On  behalf  of  the  Canadian  National   Newspapers  and  Pe-  have  never  allowed  the  amusement  side  to  dominate.  I  believe 

riodicals    Association,    representing    over    three    million    sub-  the  educational  features  should  be  given  wider  publicity.  The 

scribers,   I   wish   to  congratulate  you   on   the   success  of   this  individual   exhibitors   do  a   good   deal  in   this  connection   but 

year's  Exhibition.     We  know  that  it  is  not  like  Topsy,  "just  there  is   much   to  be  done  collectively.     A  few  people  would 

growed."     It  has  been  brought  to  the  high  state  of  perfection  ccme  to  see  a  few  exhibits  of  motor  cars,  but  thousands  will 

it  occupies  to-day  by  the  shrewd  and  far-seeing  policies  of  comc  when  they  know  there  will  be  seventy  exhibitors  repre- 

the  directors  and  executive  officers,  and  by  their  untiring  en-  senting  probably  seventy  per  cent,  of  the  manufacturers  who 

ergy  in  carrying  out  these  policies.  are  seekin£  Canadian  business.     In  our  Association  there  is 

You  referred,  Mr.  President,  to  the  old  custom  of  subscrib-  a  publication  for  practically  every  line  of  business.       These 

ers  to  weekly  newspapers   sending  in  cord-wood  to  pay  for  publications  have  told,  year  by  year,  the  outstanding  events 

subscriptions  and  suggested  that  some  of  this  wood  be  sent  of  the  Exhibition  that  would  be  of  interest  to  their  readers, 

to  relieve  fuel  shortage  in  Toronto.     Might  I  suggest  that  if  and  J  think  we  can  claim  that  this  has  been  a  factor  in  in- 

there  is  still  a   shortage  some  of  the  "hot  air"   in  the  daily  creasing    interest    and    attendance   of    a    very   desirable    class 

newspapers  could  be  used  to  advantage.   (Loud  laughter).  oi  PeoPle- 

Optimistic  Outlook  Influence  of  Business  Press 

It  is  easy  to  be  optimistic  about  the  Fair  to-day;  but  there  l  woukl  like  to  quote  briefly  from  an  address  delivered  with- 

are  many  of  us  here  to-day  who  can  remember  the  difficulties  ln  the  past  year  by   His  Honor,  the  Lieutenant-Governor  of 

that  had  to  be  overcome  and  the  optimists  of  twenty-five  years  Ontario,  who'  officially  opened  the  Exhibition  this  year.  Ad- 

ago  would  probably  be  looked  upon  as  the  pessimists  to-day.  dressing  the  Canadian   National   Newspapers  and  Periodicals 

This  situation  reminds  me  of  an  old  settler  who  was  told  that  Association,  His  Honor  said: 

they  were  going  to  build  a  railroad  right  through  the  village  "r  believe  that  the  influence  of  the  business  press  will  be 

in  which  he  had  lived  for  seventy  years.     He  shook  his  head,  one  of  the  most  important  factors  in  re-establishing  business 

however,   and   stated:    "They'll  never  run   it."     The  right  of  conditions  in  Canada  on  a  safe  and  sane  basis.     I  make  a  dis- 

way  was   secured,  the  tracks  were  laid   and  finally  a   party  tinction  between  the  business  newspapers  and  the  daily  press 

came  to  him  and  told  him  to  come  down  to  the  station,  that  because  l  ^heve  that  your  papers-the  business  newspapers 

the  new  train  was  there  and  was  going  to  start  off  in   an  °f    Canada-exert   a    greater    influence   than   the  daily   press 

hour's  time.  The  old  settler  went  down,  looked  over  the  equip-  because  of  the  greater  confidence  your  readers  have  in  them, 

ment   and   finally,   as   the   train   glided    gracefully   away,   re-  People    read    the    daily    newspapers   to    keep    abreast   of    the 

marked:    "Thev'll  never  stop  it."     This,  Mr.  President,  must  fneral   news   of   the    day.     They   are   interested    in    what   is 

be   the  feeling   of  everyone   to-day.     Nothing  will   stop   your  haPP*n.ng  around  them  and  they  read  to  satisfy  their  desire 

tor  excitement  or  interest  or  entertainment.     What  thev  read 

progress.  . 

_......,  >n  the  daily  newspapers  to-dav  is  forgotten  to-morrow. 

Similar  Aims  and  Interests  «b.,a  *u-     •        *.  i.u                 •«.  *x.    v     •                                t> 

"But  this  is  not  the  case  with  the  business  newspaper.  Busi- 

There  are  many  points  of  similarity  between  the  work  of  ness  men   need  the  service  of  these  papers  in  the  conduct  of 

our  Association  and  the  Canadian  National  Exhibition.  These  their  every-day  business  life.     I  have  noted  that  they  usually 

form  a  strong  bond  of  interest  and  sympathy  between  us.  have  a  business  paper  or  two  in  their  pocket  when  they  go 

Both  are  national.     Our  subscribers  in  the  various  provinces  home  Saturday  night      I  do  not  say  that  they  read  them  on 

of  the  Dominion  are  the  men  and  women  you  are  most  anxious  Sunday,  that  I  do  not  know,  but  I  do  know  that  they  study 

to  bring  to  the  Exhibition.     The  fact  that  they  are  readers  and  them  carefully  and  a  great  number  of  your  readers  will  come 

subscribers  of  our  papers  is  the  proof  that  they  are  people  to  their  business  on  Monday  morning  with  some  clippings  from 

of  intelligence,  students  of  business,  interested  in  new  meth-  your  paper  in  their  pockets.     They  will  say  to  their  associates: 

(Continued   on  page   57) 
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(Continued   from   page   56) 

"This  is  the  situation,  I  can  show  it  to 
you  in  this  clipping."  For  that  reason, 
gentlemen,  I  say  that  yours  is  the 
greater  obligation,  because  you  are 
leaders,  because  you  are  helping  to 
build  up  the  business  fabric  of  the 
country." 

We  appreciate  the  honor  the  C.  N.  E. 
has  conferred  on  the  Press  in  singling 
out  a  day  in  their  honor.  In  a  larger 
sense,  however,  every  day  is  "Press 
Day"  for  some  of  the  publishers  in  our 
association.  Our  publications  are  of 
such  a  varied  nature  and  cover  such  di- 
versified fields  that  in  nearly  every 
case  there  are  one  or  more  publications 
devoted  to  the  industry  that  gives  the 
day  its  name. 

Now,  I  believe  the  directors  are  inter- 
ested not  merely  in  bringing  the  num- 
bers but  in  bringing  the  men  and  wo- 
men with  a  stake  in  the  country — the 
responsible  people,  the  people  of  large 
buying  power.  To  put  it  in  newspap  1 
language,  you  are  interested  in  class  in 
circulation  rather  than  in  the  mass  cir- 
culation. 

In  every  one  of  the  lines  mentioned 
above,  our  publications  reach  a  large 
percentage  of  the  best  men  and  women 
engaged  in  the  business,  and  reach  them 
with  publications  that  they  have  come 
to  regard  as  their  business  associates. 

I  believe  the  big  development  of  the 
future  for  the  Canadian  National  Ex- 
hibition is  to  develop  the  exhibits  of  the 
various    industries    as    units. 

I  can  assure  you  the  publications  in 
our  association  will  be  very  glad  to  co- 
operate with  you,  not  only  in  organiz- 
ing exhibitors  and  inducing  them  to 
guarantee  the  cost  of  the  building,  but 
in  making  the  buildings  a  success  after 
they  are  erected  by  bringing  to  the  Ex- 
hibition the  class  of  people  these  ex- 
hibitors want  to  reach.  For,  after  all, 
the  real  success  of  an  Exhibition  does 
not  consist  in  large  buildings  or  elabor- 
ate exhibits  but  in  the  class  of  people 
who  attend. 


NEW  KNITTED   LINES   SEEN   HERE 
AND  THERE 

New  York  shops  are  featuring  the 
surplice  sweater  for  smart  Fall  wear. 
It  is  shown  generally  in  a  mixture  of  mo- 
hair and  fibre  silk  This  sweater  has  the 
cross-over  front,  a  tight  band  at  the  hips 
to  give  a  bloused  effect  and  a  sash  tying 
at  the  r'ght  side. 

At  the  English  Fashion  Show,  an  at- 
tempt was  made  to  introduce  the  Raglan 
shoulder  in  knit  goods  but  the  complaint 
that  this  sags  easily  was  heard  very 
frequently.  Coats,  at  th's  display,  were 
cut  on  plain,  tailored  lines,  with  long  in- 
set sleeves.  The  Tuxedo  revere  and  the 
plain  lapel  were  very  prominent.  Some 
collars  were  bound  with  narrow  silk  or 
cire  ribbon.  The  scarf  collar  with  two 
long  ends  to  wrap  around  the  throat  was 
also      featured.     Jacquard    weaves      and 


This  charming  sweater  is  made  from  a  new  artifi- 
cial silk  product,  known  as  ARTSYL  CABLE 
YARN.  By  giving  the  thread  a  different  twist, 
there  is  produced  in  the  yarn  a  sparkling  effect 
which  does  not  exist  in  the  ordinary  artificial  silk 
yarn.  ARTSYL  CABLE  YARN  is  especially  adapt- 
ed for  hand-knitted  sweaters  and  scarfs.  Shown  by 
Belding-Corticelli   Limited,    Toronto. 


novelties  were  stronger  than  ever  but 
cardigans  seemed  to  have  dropped  from 
their  place  of  prominence.  Three  piece 
suits  composed  of  jumper  blouse,  skirt 
and  coat  were  stressed  for  Winter 
sports. 

The  Los  Angeles  Pageant  of  Progress 
held  recently  had  some  interesting  mo- 
dels. A  bathing  suit  called  the  "Swim- 
easy"  was  of  fibre  silk  with  a  dropstitch. 
It  had  stripes  of  wool  in  contrasting 
shades.  Most  of  the  bathing  suits  were 
of  solid  dark  colors  or  heather  mixtures 
to  be  worn  with  a  white  belt.  In  swea- 
ters, this  pageant  showed  a  preference 
for  the  slipover  although  there  were 
many  semi-Tuxedos    on   display. 

New  York  reports  interest  in  knitted 
worsted  fabrics  for  dresses  and  separate 
skirts.  In  fact  several  firms  are  spon- 
soring the  separate  skirt  with  sweater 
to  replace  the  sleeveless  jumper  of  last 
year. 

Cap  and  scarf  sets  are  stressed  in 
every  centre  more  than  last  year.     The 


sweater  alone  was  not  sufficient  to  pro- 
mote real  activity  in  caps  but  because 
of  the  outstanding  favor  with  which 
scarfs  have  met  this  Fall,  manufactur- 
ers have  received  encouragement  from 
millinery  departments  to  go  ahead  on 
three-piece  sets  of  sweater,  scarf  and 
cap.  These  are  featured  for  school- 
girls, sports  and  general  wear. 

At  the  Bathers'  Revue  held  in  connec- 
tion with  the  Beauty  Contest  in  Atlantic 
City  all  of  the  prize-winners  wore  An- 
nette-Kellermann  bathing  suits.  "Miss 
Columbus,"  who  was  declared  the  most 
beautiful  girl  in  America,  wore  a  two- 
in-one  suit  of  knitted  silk  in  burnt 
orange  with  narrow  black  stripes  at  the 
border.  "Miss  Montreal"  and  "Miss 
Toronto"  both  wore  two-in-one  suits. 


Extensive  alterations  and  improve- 
ments are  being  planned  by  Miller  and 
Hohemier  for  their  store  in  Kitchener, 
Ont. 
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Announcement  to  the  Trade — 

We  wish    to   announce  to    the  trade    that    we   are   ready   with   complete   lines   for  Fall    and    Spring.      Representatives    are   in 

their  respective  territories  with  samples. 

CLINTON  KNITTING  COMPANY,  LIMITED 


Manufacturers  of  Men's  and  Women's  Hose 


Thread  Silk 

Fibre  Silk 

Mercerized  Lisle 

Plain  Lisle  and 
Cotton 

Heather  and  Cash- 
mere in  Novelties. 


(gym^iggj 


The  Clin-Knit  Line  makes 
friends  all  the  time. 


Clin  Knit  and 
Wearwell  Products 
are  guaranteed. 

Fast  colors  and 
double  wearing 

qualities. 

Wire  or  write. 

Orders  filled  and 
shipped  date  of  re- 
ceipt. 


SIGNAL— SUCCESS   (No.  642) 
SCOUT  HOSE. 


Wearwell  will  always  sell 


SEE    OUR    LINE    OF    RIBBED    HOSIERY.  IF  ITS  A  GOOD  HOSE  WE  MAKE  IT 

LETTER  ORDERS  RECEIVE  PROMPT  ATTENTION 

See    our  range   before   placing   Fall    and   Spring   orders.      Sample    orders   given    imme- 
diate attention. 

CLINTON  KNITTING  COMPANY,  LIMITED 

CLINTON,  ONTARIO 


When  You  Sell  Stockings 

do  you   merely  make   a  sale 
or  do  you  make  a  customer! 

It  depends  on  the  satisfaction  the  patron  gets. 

If  the  stockings  fit  badly  or  wear  badly,  you  lose  your  patron's  confidence.  That  will  never  happen 
when  you  sell  CIRCLE-BAR  HOSIERY  because  there  is  no  better  hosiery  made  anywhere  in  fit,  style, 
quality  and  durability  than  we  are  producing  in  our  hosiery  factories  at  Kincardine  and  Owen  Sound. 

Distinctive  features  of  Circle-Bar  are  the 

Tapering   toe — deeper   heel — narrowed   ankle — elastic   top — 
reinforced  feet — superior  quality. 

Your   most   particular  patrons   will   be    satisfied   with    this   season's 
lines  which   show  all   the   new  and   fashionable   weaves. 

All    styles    for    men,    women,    and    children    in    silk,    wool, 

mercerized,   lisle  and  cotton.     See  our  representative  or  write 

direct   to 

The  Circle-Bar  Knitting  Co.,  Limited 

HEAD   OFFICE— KINCARDINE,  ONT. 
Mills  at  KINCARDINE  and  OWEN  SOUND 
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Every  Atlantic  garment  is  as  soft, 

warm  and  cosy  as  the  glow  of  the  fire. 

Every  sale  invites  another. 


The  Underwear 
ihatOVervleavs 

ATLANTIC  UNDERWEAR  Limited 

MONCTON,  N.B.  45 

E.  H.  WALSH  &  COMPANY 

Montreal  and  Toronto 
Selling  Agents  for  Quebec,  Ontario  and  Western  Provinces 
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So  Thick  and  So  Soft 

The   Underwear  That  Mother  Chooses 

DODS-KNIT  Underwear  is  a  Canadian  staple  and  has 
been  for  half  a  century.  It  has  won  a  solid  reputation 
among  born  and  bred  Canadians.  Advertised  broadcast  in 
the  newspapers,  that  reputation  is  spreading  and  growing. 

Dealers,  help  us  make  a  little  extra  push  this  Fall.  We  want 
to  help  you  sell  Dods-Knit  Underwear.  And  we  are  helping  you 
— helping  you  with  good  goods,  fair  treatment  and  a  liberal 
policy  of  advertising.  Give  us  your  co-operation.  We  feel  there 
is  a  good  business  to  be  done  this  Fall,  both  for  you  and  for  us. 
Let's  go  after  it. 

The  DODS  Knitting  Company  Ltd 

Orangeville  -  -  Ont. 


TO  THE  WHOLESALERS  AND  JOBBERS  ONLY 


Selling  Agents: 


Ontario   and   Western    Provinces: 

R.    READE    DAVIS, 

Manchester  Building, 

83  Melinda  Street, 

Toronto,  Ont. 


Quebec   and   Maritime   Provinces: 

WILLIAM  C.  FORSTER, 

128  Bleury  Street, 

Montreal,  Que. 
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A 


nnouncmg 


Monarch-Knit 
Hosiery 

in  a  new  range  of  novelty  styles 
at  popular  prices 

FOR  WOMEN  OR  MEN 


Our  representatives  will  be 
pleased  to  show  you  our  at- 
tractive    range     for     Spring 

1923. 

A  Iso  Be  Sure 
to  see  our  new  range  of 

Sweater  Coats 

For  1923 

and 

Monarch  Yarns 

1  4  Different  Yarns 

"A  Yarn  for  Every 
Purpose" 


The  Monarch  Knitting  Co.,  Limited 

Manufacturers   of  Knitted  Outerwear— Hosiery— Hand-Knitting   Yarns 

Head  Office,  Dunnville,  Ontario 

Factories:  Dunnville,  St.  Catharines  and  St.  Thomas,  Ontario 

BRANCH  WAREHOUSES: 


Toronto 

Ogilvie   Bldg. 

Cor.  Bay  and  Wellington  Sts. 


Montreal 
Dubrule  Bldg. 
Phillips    Square 


Vancouver 

408-9  Mercantile 

Block 
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Three  Monarch-Knit  Leaders 


Above:  Eagle  Cap  in  good  weather. 
At  the  rig-lit:  Eagle  cap  in  bad 
weather. 

Patented   in    Canada 
Patent   No.    217269 
We    are    the    sole    Canadian    manu- 
facturers  of  the   Eagle   Cap. 


An  Excellent  Profit 
on  Every  Sale 

WE  ARE   manufacturing  both  these  caps  on  a 
strictly  quality  basis.     The  material,  workman- 
ship  and    finish    are   of   the   very   best.      They 
have   the  style,   comfort   and  utility  that   will   attract 
buyers    and    give    the    greatest    satisfaction    in    actual 
wear. 

Price  $1 1 .50  per  dozen.     Boxed  in   %  dozens 
solid  size  and  color. 

Retail  Price  is  $1 .50  everywhere. 

COLORS:  Brown,  Navy,   Maroon,  Oxford. 

SIZES  :  Small  2  to  6  years;  Medium  6  to  12 
years  ;  Large — Youth's  and  Men's. 


The  Eagle  Cap 

THIS   cap   is    so   elastic    that  it   always   keeps   its 
shape.      It  has  a  touch  of  real  style,  at  the  same 
time  meeting  the  actual  requirements  of  the  man 
and   the   boy  who  must  be   out  of   doors  during  the 
Winter  months. 

The  earlaps  and  bands  of  the  Eagle  Cap  button 
back  neatly  at  either  side  for  ordinary  wear,  and 
readily  pull  down  and  button  tightly  under  the  chin, 
forming  a  muffler  when  the  wearer  needs  the  best 
possible  protection  to  the  ears,  neck  and  face. 

The  Arcti-Cap 

A    HIGHLY  desirable  cap  for  all  kinds  of  Win- 
ter weather.     Ideal  for  Winter  sports  of  every 
kind.      Here  good  looks  and  comfort  go  hand 
in  hand.      To  wear  it  is  really  a  pleasure.      In  fact 
no  man  or  boy  can  afford  to  be  without  one. 

For  good  weather  it  is  neat  in  appearance,  in  fact 

snappy,  and  for  bad  weather  the  earlaps  turn  down, 

covering  the  ears  and  the  entire  back  of  the  neck, 

■affording  splendid  protection  against  cold  and  snow. 


Above:   ArctiCap   in   mild   weather. 
To   the   Left:   ArctiCap   in   cool 
weather. 

Patented    in    Canada 
Patent  No.   2191fil 
We  are  the  sole  Canadian  manufac- 
turers   of    the    ArctiCap. 


Delivery  Oct.  1  st  Assured.    Send  Your  Order  To-day 
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For  Fall  and  Winter 


The  MONO 

MUFFLER 


HERE  is  something  new  in  mufflers — something  that 
is  not  only  different  but  better.  It  is  a  muffler  that 
combines  comfort  and  serviceability  with  attractive 
style.  The  Mono  Muffler  is  a  patented  design,  the  key 
feature  of  which  is  the  method  of  fastening.  This  feature 
makes  the  muffler  as  easy  to  adjust  as  a  fur  neckpiece, 
yet  presents  nothing  that  is  stiff  or  artificial  in  appearance. 


Patented   in   Canada 
Patent    No.    5341 
We    are    the    sole    Canadian    manufacturers    of 
the  Mono   Muiffler. 

Price,  $4.25   per  dozen,   boxed  in   Y2   dozens,   solid 
colors. 

THE   Mono    Muffler  will    be   a   heavy   seller   this 
Fall  and  Winter,   because  it  gives  the  style  and 
comfort    of    a    fur    at    a    fraction    of    the    price. 
Order  liberally,   for  you  are  sure  to  sell  them. 

For  Girls  and  Women  Only 

COLORS:  Turquoise,  Navy,  Scarlet,  Brown,  Black, 
Rose,  Emerald,  Purple,  Cardinal,  Oriental,  Grey, 
Oxford,  Heather  and  Camel. 

Delivery  October  1st 


The  Monarch  Knitting  Co.,  Limited 

Manufacturers  of  Knitted  Outerwear — Hosiery — Hand-Knitting  Yarns 

Head  Office,  Dunnville,  Ontario 

Factories  :  Dunnville,  St.  Catharines  and  St.  Thomas,  Ontario 


Toronto 

Ogilvie  Bldg. 

Cor.  Bay  and  Wellington  Sts. 


BRANCH  WAREHOUSES: 

Montreal 

Dubrule  Bldg. 

'  Phillips   Square 


Vancouver 

408-9  Mercantile 

Block 
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TRADE 


MARK 


REGISTERED 


O.  V.  BRAND 

FANCY  BED  COVERS 

Will  put  new  life  in  your  Blanket  sales 


Made  in  two  sizes,  60'  x  84",  and  72"  x  86"  in  following  colors: 


PINK  MIX 
BLUE  MIX 
PINK  AND  WHITE  CHECK 


BLUE  AND  WHITE  CHECK 
TAN  WITH  BROWN  BORDER 
TAN  AND  BROWN  CHECK 


ALL  SILK  BOUND 


You  can  offer  your  customers  these  beautiful    Pure    Wool    Bed    Covers    at 
little  more  than  the  price  of  the  regular  white  blanket. 

Get  your  share  of  the  profitable  sales  which  always  follow  the  stocking  of 
O.  V.  Brand  Bed  Covers. 


Write  us  now  for  particulars. 

Made  from  the  Raw  Wool  at  our  Mills 
in  Carleton  Place,  Ontario. 

BATES  &  INNES,  LIMITED 

Carleton  Place,  Ontario 
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Ironounced   VELVOKNIT 


UNDERWEAR 

For  Men  and  Boys 

"Finer — Softer — More  Elastic" 

Velvoknit  Combinations  are  finished  and  priced  to  sell  quickly. 
Every  garment  is  guaranteed  by  us  to   fit  and  to  wear. 

These   factors   make   Velvoknit   profitable 
underwear  for  the  dealer  to  carry. 

We  strongly  recommend  the  following   lines: 

No.  420— Men's  Fine  Pure  Wool  Rib  Combinations,  Natural  Shade.  .    $36.00  per  dozen 

No.  400 — Men's   Fine   Flat   Knit   Pure   Wool    Combinations,    Natural 

Shade 32.00     " 

No.     90— Men's  Fine  White  Rib,  50%  Botany  Wool,  50%  High  Grade 

Combed   Cotton   24.00     " 

BOYS'  COMBINATIONS,  SPECIAL 

Fine  Flat  Knit  Purple  Mix,  70%  Botany  Wool.     Sizes 
22-34.     $17.00. 

Order  now  direct  from  the  mills  or  from 

OUR  AGENTS  : 

E.  O.  Barette  &  Co.,  301  St.  James  St.,  Montreal,  P.Q. 
C.  &  A.  G.  Clark,  35  Wellington  St.  West,  Toronto,  Ont. 
Geo.  G.  Smith,  403  Canada  Bldg.,  Winnipeg,  Man. 
S.  B.  Kaye,  5  Carleton  St.,  St.  John,  N.B. 

Velvoknit  Underwear  is  made  by 

BATES  &  INNES,  LIMITED 

Carleton  Place,  Ontario 
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Telegraphic  Address:     "Vicuna"   Bradford 

Codes:     A.B.C.  (5th  Edition) 

Bentley's  and  Marconi. 


Merino,   Crossbred  and   English  Topmaker. 

STANDARD  QUALITIES. 

Cashmere  and  Camel's  Hair 
Tops,  Noils,  and   Cardings. 

Joseph  Dawson 

Cashmere  Works 

BRADFORD         -         ENGLAND 


1 
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Creates  an  Incessant 
Demand 

'"PHERE'S  nothing  like  a  good  combination  of 
style,  comfort  and  service  in  a  woman's  stock- 
ing to  arouse  popularity. 

So  well  has  this  combination  been  exemplified  in  "Three 
Eighties"  hosiery — with  the  valuable  addition  of  economy 
— that  "Three  Eighties"  has  the  largest  sale  of  any  one 
style  of  hosiery  in  Canada. 

"Three  Eighties"  offers  you  the  opportunity  of  increasing 
your  hosiery  sales  appreciably.  Display  them  prominently. 
Point  out  how  the  three-ply  heels  and  toes  add  longer  life 
and  save  darning. 

"Three  Eighties"  is  a  seamless  cotton  hose  and  comes  in 
black,  tan  and  white — in  size  4V&  to  8V^  for  misses,  8V2 
to  10  for  ladies.    Attractively  boxed  in  dozens. 

If  you  are  unsupplied  or  your  stock  is  low,  order  from 
your  wholesaler. 


Hosiery  for  Women 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


The 

Chipman  -  Holton 

Knitting  Go ..,  Ltd. 

Hamilton,  Ont. 

Mills  at 
Hamilton  and  Wetland 
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Peerless  Underwear  Enjoys  a  Wide   Popularity 


All  over  Canada,  women  are  buying  Peerless  Underwear. 
Its  established  quality,  perfect  fit  and  durability  have  given 
it  an  outstanding  reputation. 

Repeat  sales  mean  increased  profits.  Peerless  Underwear 
creates  repeat  orders. 

Fo r  Wo  m  e  n — C h ildren — Infa  n ts 


MOODIES' 


Peerless  Underwear 
Company,    Limited 


Controlled  by 

J.  R.  Moodie  &  Sons,  Limited 

Hamilton,   Ont. 


\m  .  ,  ...  - 


CELTIC 
HOSIERY 


Many  new  and  distinctive  designs  in  hand- 
worked clocking  are  being  shown  in  the  Celtic 
Fall  Range  of  Pure  Silk  Hosiery.  The  same 
designs  are  also  shown  in  our  fine  cashmere 
range  which  can  be  obtained  in  all  the  season's 
popular  shades. 

Selling  Attnts 

HARVEY  BROS.  &  SEMPLE  Ltd. 


224  Empire  Bldg. 
TORONTO 


313  Fort  St. 
WINNIPEG 


825    Howe    St. 
VANCOUVER 


The    Celtic    Knitting 

Co.,  Limited 
14  Turgeon  St.  Montreal 


Established  over  a  Cenlury-and-a-halj 

WM.  GIBSON  &  SON 

LIMITED 


Hosiery  and  Underwear  Manufacturers 


Head  Office  and  Warehouse: 
THURLAND  STREET.  NOTTINGHAM.  ENG 

Telegraphic  Address:  'Wigibson.  Nottingham" 


Factories: — 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.     Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands: 
ACTVEON,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 
Allan  &  Macpherson,  31-33  Melinda  St.,  Toronto 
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There  is  More  Money 
Around  This  Year 


Business  depression  is  past. 

Canada  once  again  has  a  firm  foot  on  the  road  to  pros- 
perity. 

Our  dollar  is  at  par  in  New  York. 

The  Western  grain  crops — backbone  of  our  finance — 
exceed  even  the  most  optimistic  expectations. 

There  is  a  cheery  note  of  optimism  in  business  gener- 
ally. 

This  all  means  that  the  man  on  the  street  has  a  few 
extra  dollars  to  spend  for  better  quality  this  year. 

His  under-clothing  this  year  should  be 


CEETEF 

THE  PURE  WOOL 

UNDERCLOTHING 

THAT  WILL  NOT  SHRINK 


The  big  Turnbull  Advertising  Campaign  now  running  in  the  leading  Cana- 
dian publications  is  telling  him  that,  go  where  he  will,  he  can  find  no 
under-clothing   superior   to   Turnbull's   CEETEE. 

CEETEE  is  the  only  woollen  under-clothing  made  in  Canada  that  is  full- 
fashioned   and   reinforced   at   all   wearing  parts. 

Immediate   Delivery 

We   are    prepared    to   fill   sorting   orders   in   all 
sizes   of   CEETEE. 

Effective  window  displays  of  Turnbull's  CEETEE  Under-Clothing  will 
tie  up  your  store  to  the  Turnbull  Advertising  Campaign  and  if  you  keep 
your  clerks  posted  on  the  superiority  of  Turnbull's  CEETEE  you  can  make 
a  large   increase   in  your  under-clothing  profits. 


Sole 
Makers 


of  Gait 
Canada 
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PURE 


For  Men 


WOOL 

Women  and  Children 


Men's     Combinations. 


Our  travellers  left  early  in  September;  It  will  be  to  your 
advantage  to  await  a  visit  before  placing  orders  for  Fall 
sorting  and  Spring.  You  will  be  interested  in  many  new 
lines  we  have  added  to  our  already  extensive  range.  Novel- 
ties are  coming  to  hand  daily. 

Underwear,  Shirts,  Hosiery,  Gloves,  Sweaters,  Cardigans, 
Spencers,  Dressing  Gowns,  Jackets,  Ulsters  and  Overcoats, 
Blankets,   Rugs,  Knitted  Scarfs,  etc.,  etc. 

THE  JAEGER  COMPANY,  LIMITED 

Head  Office  and  Wholesale  Warehouse 
243  BLEURY  STREET,   MONTREAL 


<£r 


Ladies'  Combinations 


We  are  open  to  appoint  Agents  where  we  are  not  already  represented.      Our  traveller 
will  pay  an  early  visit  to  anyone  interested.     Catalogue  on  application. 


Baby  Toilet  Sets 

appeal  to  mothers 


These  dainty, 
hand-painted  in- 
fants' toilet  sets 
are  nicely  boxed, 
and  will  prove  a 
big  drawing  card 
for  the  mothers 
among  your  cus- 
tomers. They  are 
commanding  a 
ready  sale. 


Other  Attractive 
Novelties 


The  above  have  just  been  added  to  our  regular 
line  of  celluloid  novelties,  baby's  safety  straps, 
baby's  books,  high-class  rattles  and  rubber  toys 
and  rubber  sponge  dollies,  etc.,  comprising  about 
100  different  articles.     Let  us   send   you   samples. 


HENRY  DAVIS  &  CO.  LTD. 


259  Spadina  Ave. 


TORONTO 


We  are   Showing 

A  very  nice  range 
of  Fall  and  Winter 
Knit  Underwear 
for  infants,  girls, 
misses  and  ladies. 
Qualities  from  the 
cheap  cotton  gar- 
ment to  the  finest 
all  wool  and  silk 
and  wool  gar- 
ments. 

Prices  are  attrac- 
tive and  will  not 
be  lower  this  seas- 
on. 

See  our  travellers' 
samples. 


Vassie  &  Company,  Limited 

Wholesale  Dry  Goods  and  Woollen  Merchants 

St.  John  New  Brunswick 
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The  World's  Best 

This  pre-eminent  Scottish  brand  is 
worthy  of  the  consideration  of 
tnose  who  have  established  their 
business  on  the  basis  of  quality: 

It  comes  from  the  home  of  Scottish 
Hosiery,  and  reaches  the  highest 
standard  of  excellence  that  this 
famous  industry  observes.  In  wool, 
in  workmanship,  and  in  worth 
there  is  nothing  comparable  with 
it  throughout  the  world. 

The  Canadian  dealer  stocking  it  will  soon 
convince  himself  of  its  satisfaction-giving 
powers  and  of  its  business-getting  possibil- 
ities, for  Pesco  looks  its  part,  is  as  genuine 
as  it  looks  and  never  fails  to  fulfil  the 
buyer's  expectations. 

We  invite 
your  enquiries. 

Peter  Scott  &  Co.,  Limited 

HAWICK,  SCOTLAND 


8 


Canadian  Agents  for  Pesco  Underwear. 

(Pure  Wool,  and  Silk  and  Wool,  for  Ladies,  Gentlemen 
and  Children,  and  in  shapes  for  the  Canadian  Market.) 


Messrs.   C.   and   A.   G.   Clark 

35    Wellington    Street    West, 

Toronto,    Ont. 

Mr.    R.    C.    Poyser, 

418    King's   Hall    Building,   St. 

Catherine   Street   W., 

Montreal. 


Messrs.    Hanley    &    Mackay    Co., 
Hammond   Building,   Winnipeg. 

Mr.   J.   J.    Mackay. 

804   Bower  Building.   Homer  St. 
Vancouver,     B.    C. 
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Burritt  Knit  Style  No.  L6 
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When  ordering  your  stock  for  the  coming  season,  it  will 
pay  you  to  give  particular  attention  to  No.  L6. 

This  high  quality  pure  cashmere  wool  hose  will  make  an 
immediate  appeal  to  every  woman.  High  spliced  at  the 
heel,  sole  and  toe,  this  hose  is  knit  to  fit  the  ankle  snugly. 
The  wide  elastic  top  insures  comfort  and  freedom.  We 
make  this  hose  in  the  three  popular  shades  of  Heather, 
sizes  8%  to  10. 

We  make  a  complete  line  of  the  finest 

MEN'S  and  BOYS'  GOLF  HOSE 
BOYS'  HEAVY   RIBBED   HOSE 

which  are  well  known  to  the  trade. 

You  can  sell  our  hose  at  lower  prices  and  bigger  profits. 
Immediate  delivery  on.  all  orders. 

Established  1875 


No.   L6 


A.  Burritt  &  Company 


MITCHELL 


ONTARIO 


Manufacturers    of    Sweaters,    Pure    Camel    Hair     Men's    Seamless    Gloves,    Pullovers, 
Toques,  Boys'  and  Men's  Ribbed  Worsted  Hosiery. 


gffiFifr^ffiriiMirS3z^ 


(fr^JvK  /9      ^an^  ^ore  ^ew  Numbers  in  Heavy  Mackinaw 

^MjRADty(MARK  zjr  This  season  we  have  added  a  number  of  unusually  distinctive  patterns 

"v^Jx?"  -^T  — patterns  that  will  be  style  leaders. 

y\JREG0>-. ^ 

/f  -*Q^-^Jd  j\/Pjf}  You  cannot  afford  to  miss  seeing  our  heavy  38  oz.  Coating  quality 

ft,  BIRDS  PURE  WOOL((/h/z/  with  check  backs  in  the  following  numbers: 

LOOK  FOR  THE  TRADE  MARK 

No.   14—14—1 GREY,  BLACK  AND  HEATHER 

No.   14 — 15 — 2 RED  AND  BLACK 

No.   14—24—2 DARK  GREY  AND  RED 

No.   14—24 — 4 HEATHER  MIXTURE 

Garments  made  from  our  Cloths  can   be  secured  from  the  following  wholesalers  : 

Grant-Holden-Graham,  Limited,  McMahon,  Granger  &  Co.,  Tolton  Mfg.  Co., 

Ottawa,  Can.                                                     London,  Ont.  Guelph,  Ont. 

Woods  Mfg.  Co.,                                            MacNee  &  Minnes,  A.  R.  Clark  &  Co.,  Ltd., 

Ottawa,  Can.                                                    Kingston,  Ont.  Toronto,  Ont. 

Finnie  &  Murray,  Limited,                                 Coristine  Company,  Great   Western  Garment   Co., 

Winnipeg,  Man.                                                    Montreal,  Que.  Edmonton,  Alta. 

//  you  cannot  get  these  goods  from  your  wholesaler,   write  us, 

The  Bird  Woollen  Mill  Co.,  Ltd. 

Bracebridge,   Ont. 


J^&fflimmgEZBsr^MiMiMi^M 
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The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cost. 

FIRST  IN  THE  FIELD  AND  8TILL  LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP,  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS, 
THE    INSTEP   AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF  HOSE 
FOR   HARD  WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 

GUARANTEED  UNSHRINKABLE 


T»  be  had  frtm  any  of  the  Leading  Whataalt  Dry  Coods  House: 
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Double  Knee  Sport  Stockings 

PATENT  .     .     .   1922 
No.  1700 

The  best  wearing  and  most  profit- 
making  lines.  For  Ladies,  Boys  and 
Girls. 

7  colors. 
Write  for  Samples 

Lavoie  Knitters 

PETERBOROUGH,  ONTARIO 

Selling  Agents  :  RICKERT  AND  McLAUGHLIN, 

275  Craig  Street  West,  Montreal 
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Specials  Pn    Showcard    Colors 

In  2  oz.  Bottles  in  the  following  colors  as  illustrated 

Opaque  Black,  Light  Red,  Dark  Red,  Coral  Red,  Brown, 
Pearl  Grey,  Lavender,  Light  Yellow,  Dark  Yellow,  Turquoise, 
Orange,  Light  Green,  Dark  Green,  Light  Blue,  Dark  Blue 
and   White.     Per   bottle,   30c;   per  6   bottles,   assorted,   $1.50. 


Complete  line  of  card- 
board, brushes,  colors, 
and  everything  for  the 
card-writer  on  hand. 

Write  for  illustrated  price 
list. 


i    x 


$1.20                $1.00                85c.                65c.  55c. 
Merchant's    Special 

Set  of  5  Red  Sable  Showcard  Brushes  $3.25 

Set  of  Nos.  2,  4  and  6 2.15 

Set  of  Nos.  3  and  5 1.45 

These  brushes  have  pure  Red  Sable  hair,  firmly 
secured  in  nickel  ferrule  with  seven  inch  black 
polished  handle.  Illustration  shows  exact  width  of 
stroke  each  brush  will  make.  Witih  this  set  of 
brushes  you  can  make  the  smallest  price-ticket 
or  the  largest  window  showcard. 
Note:  Brushes  may  be  purchased  separately  at  the  above 
marked    prices. 


SHOWCARD  c 

,BLACrvB 


66  Bond  Street 


Kwik  Showcard  School 


Toronto 
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TRADE     MARK 


HUT  <3©®D) 


PROMPT 
DELIVERY 

OF  ALL 

ORDERS— 

FROM  STOCK 


It  is  not  too  early  to  make 
sure  that  your  stock  of 
Sweaters  for  Men,  Women 
and  Children  is  sufficient  to 
meet  the  many  demands 
that  will  be  made  upon  it  in 
the  next  few  weeks.  This 
applies  also  to  all  staples 
and  novelties  in  Knitted 
Wear. 

TEDDY  BEAR  SUITS 

There  will  be  quite  a  run  on 
these  very  practical  four- 
piece  outfits.  How  is  your 
assortment? 


ACME  GLOVE  WORKS  LIMITED 

MONTREAL 
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ACCESSORIES 


Dry  Goods  Reoieu) 


Autumn  Novelties  are  Numerous 

Should  be  Development  of  Good  Accessory  Business  With  On- 
coming Social  Season — Many  Styles  in  Bertha  Collar — Spanish 
Influence   on   Scarves — Some   of   the   Veiling   Novelties — Fans 

Again  to  the  Fore 


SOMEONE  has  said  that  Spring  is 
thy  season  for  accessories  and  points 
out  that  it  is  the  season  par  excel- 
lence for  dainty  neckwear,  sheer  hos- 
iery, and  smart  gloves  and  fluttering 
veils.  It  must  not  be  supposed  that  the 
dress  accessory  is  not  equally  appro- 
priate when  summer  draws  to  a  close, 
but  on  the  contrary,  the  attention  must 
be  turned  to  a  different  type  of  acces- 
sories such  as  fans,  jewellery  and 
scarves  for  evening  wear  which  are  so 
essential  to  every  woman's  toilette,  or 
else,  the  new  leather  handbag,  um- 
brellas, veils,  guantlets  and  so  on,  which 
complete  the  afternoon  costume  in 
windy  November.  Dress  accessories 
for  Autumn  are  undoubtedly  more  elab- 
orate and  represent  more  distinctly  in- 
teresting changes  than  do  the  majority 
of  Spring  lines,  which  must  be  simple 
and   in  keeping  with   outdoor   activities. 

Several  Styles  of  Bertha  Collar 

Dry  Goods  Review  went  the  rounds  of 
the  Montreal  wholesale  houses  to  as- 
certain the  trend  of  demand  this  month. 
With  one  representative,  the  news  was 
entirely  of  neckwear  and  never  were 
Bertha  collars  more  charmingly  quaint 
and  youthful  than  those  brought  out  for 
inspection.  Sheer  nets,  daintily  edged 
or  inset  with  the  finest  val  laces,  in 
either  white  or  ecru  were  noted  in  quite 
a  deep  full  model  which  fastened  at  the 
back.  Other  styles  in  front  fastening 
effect  mounted  on  an  Invisible  guimpe 
were  equally  pretty.  Filet  lace  or 
Chantilly  patterns  are  all  included  in 
this  range  and  cuffs  are  provided  10 
match,  designed  in  the  deep  effect, 
reminiscent  of  old  pictures. 

"The  Bertha  collar  is  the  only  style 
talked  about  in  New  York  at  present," 
said  this  representative,  "and  it  was  in- 
troduced in  order  to  soften  the  outline 
of  the  Jenny  neck  which  is  thought  to 
be  rather  trying  for  the  average  woman 
where  dark  dresses  are  concerned.  In 
some  cases  it  is  really  extreme  and 
looks  like  a  cape  more  than  a  collar,  but 
for  Canadian  trade,  the  modified  round 
effect  is  sure  to  be  accepted  because 
this  type  of  collar  can  be  worn  under- 
neath   a   fur   coat    without   crushing." 

Bramley  sets  are  still  selling,  it  was 
said,  and  severely  simple  little  sets  of 
linem,  either  white  or  unbleached,  are 
much  in  demand,  a  few  of  which  show 
insets  of  coarse  filet.  The  camisole 
vestce  is  a  coming  "best  seller" 
throughout  the  fall  to  judge  by  orders 
placed  with  wholesalers.  Developed  in 
fine  net  with  a  lace-trimmed  vest  por- 
t'on.  the  shoulder  straps  are  of  the  net 
as    well   as    the   body     proper.     Adjust- 


able collars  for  the  regulation  Jenny 
neck  are  shown  with  quite  a  space  left 
between  the  collar  portions  which  can 
be  shortened  as  desired. 

Square  Scarves   Worn  Draped 

Scarves  of  heavy  and  exquisitely-eol- 
lored  crepe  de  chine  bid  fair  to  become 
the  rage-  of  the  season.  Especially  in 
large  square  effects,  heavily  edged  with 
silk  ribbon  fringe,  are  these  lovely  or- 
naments seen  at  their  best.  The  new 
lad  of  weaiing  scarves  draped  about 
the  body  in  Spanish  effect  rather  than 
hanging  down  in  the  customary  fashion 
has  accounted  for  the  vogue  of  the 
square  scarf.  Some  scarves  show  the 
i'ullness  of  the  ends  gathered  or  shirred 
ii.to  points,  others  hang  free.  Plain 
h.mstitched  edges  are  also  very  good 
in   the  finest  crepe   de  chine   scarves. 

Boudoir  caps,  if  such  they  can  be 
termed  now,  are  just  as  much  wanted  as 
ever  they  were,  it  is  said  by  a  Montreal 
house.  Not  so  much  caps  to  be  sure, 
but  rather  dainty  strips  of  lace-trim- 
med net,  dotted  with  crisp  bows  of  pink 
or  blue  ribbons  and  fastened  behind 
the  wearer's  head  by  ribbon  ties.  It 
is  said  that  this  type  of  boudoir  acces- 
sory has  none  of  the  old  time  slovenly 
appearance  which  so  often  went  with 
elastic-gathered  effects,  and  so  it  can 
be  sold  to  all  classes  of  trade  with  equal 
success. 

The  tea  apron  reappears  this  fall  in 
a  new  guise.  Although  there  are  the 
customary  dainty  little  trifles  made  out 
of  dotted  Swiss  and  checked  dimity,  be- 
ruffled  and  bedecked  with  lace,  these 
are  really  not  as  popular  as  the  black 
sateen  apron  on  which  are  appliqued 
such  motifs  as  red  roses  or  other  favor- 
ite flowers  cut  out  of  cretonne.  The 
vogue  for  applique  appears  to  be 
stronger  if  anything,  rather  than  dimin- 
ishing, and  has  stimulated  the  sale  of 
aprons    greatly. 

Colorful   Jewellery   Novelties 

According  to  a  foreign  buyer  of 
jewellery  novelties,  there  will  be  quite 
a  demand  again  this  season  for  even 
more  startling  effects  in  bright  colors 
than  has  been  the  case  in  previous  sea- 
sons. This  authority  has  just  placed 
orders  for  all  sorts  of  Persian  and 
Oriental  jewellery  effects  including 
bracelets  which  are  worn  in  clusters  ' 
as  many  as  15  on  one  arm.  Longer 
lengths  in  necklaces  are  called  for  it 
appears,  and  48  inches  is  not  considered 
too  long  by  the  average  woman  who 
possesses  one  of  the  very  simple 
straight  line  frocks.  Hung  on  black 
silk   cord    are   large   plaques   of   what   is 


called  Galilith  and  which  resembles 
ivory,  carved  and  elaborated.  Earrings 
are  wanted  in  very  bright  colors  also, 
especially  red,  green  and  blue. 

Another  importer  commented  on  the 
growing  popularity  of  the  large  beaded 
side  ornament  as  an  alternative  to  the 
regular  girdle  at  the  waist  line  on  many 
of  the  new  frocks  and  said  that  such  or- 
naments with  a  long  tassel  fringe,  made 
of  jet  or  jet  with  red  combinations  are 
exceptionally  smart.  Many  of  the  new 
dresses  have  a  draped  tendency  which 
requires  to  be  caught  effectively  under 
some   such   clasp   or  ornament   as   this. 

Some  of  the  fall  veiling  novelties  are 
unusually  effective  and  it  seems  scarce- 
ly possible  that  this  accessory  has  be- 
come such  a  thing  of  beauty  and  pos- 
sibilities, especially  where  draped  veils 
are  concerned.  Metal  threads  are  con- 
sidered not  in  the  least  extreme  and 
many  brown  shades  are  called  for, 
showing  that  brown  tones  will  predom- 
inate   in    autumn    millinery. 

Fans  Again  Decreed 

Fans  will  be  smart  again  for  winter 
but  will  bring  forth  more  intricate  de- 
signs than  have  been  seen  heretofore. 
The  ostrich  fan  will  no  longer  be  the 
simple  one-feather  effect  of  yore  but 
will  be  complicated  by  the  addition  of 
other  feathers  in  striking  color  contrast. 
Pheasant  will  be  good  for  fans,  also  coq 
and  clipped  ostrich.  Many  of  the  new- 
est fans  have  novel  little  pockets  in 
which  a  handkerchief  or  vanity  can  be 
slipped.  This  pocket  is  usually  camou- 
flaged by  a  pompom  of  fluffy  feathers 
so  as  to  be  invisible.  Lace  and  metal 
cloth  combinations  form  some  other 
brilliant  fans  which  are  lovely  in  the 
extreme  but  somewhat  costly  for  all 
but  the  specialty  shop  trade. 

Fancy  handles  are  extensively  called 
for  in  umbrellas  this  month,  and  the  de- 
mand is  chiefly  for  an  umbrella  which 
can  retail  around  $5.  Strap  wrists  ac- 
companying plain  handles,  and  the  usu- 
al stubby  ferrule  are  most  called  for. 
Colored  taffeta  covers  are  growing  in 
vogue  and  much  is  expected  of  these 
novelty  effects  for  Christmas  business 
this   vear. 


Martin's  of  Amherst,  N.  S.,  celebrated 
their  23rd  anniversary  in  August  by 
an  eight  day  sale. 

The  death  occurred  in  Montreal  of 
George  Alexander  Sutherland,  formerly 
a  member  of  the  firm  of  Sutherland, 
Lindsay  and  Co.,  wholesale  dry  goods 
house,  which  was  disbanded  some  time 
ago. 
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Decorative  Jewelry  is  in  Demand 

Fall  Styles  Lend  Themselves  to  Costume  Jewelry — Long  Skirt 
Creates  Influence  on  Many  Accessory  Lines — The  Question  of  the 
Russian  Boot — Many  Novelties  in  Leather  Goods — Velvet  and 

Silk  Bags 


COSTUME  jewelry  is  creating  a 
stir  in  both  wholesale  and  retail 
houses  in  Toronto  this  month. 
Some  buyers  believe  it  will  play  a  greater 
part  than  ever  before  because  this  sea- 
son's styles  make  the  wearing  of  deco- 
rative jewelry  almost  a  necessity.  Ear- 
rings are  promised  as  more  prominent 
than  last  year.  Crystal  and  onyx  com- 
binations in  both  earrings  and  neck- 
laces are  shown.  Pearls  are  still  very 
good. 

There  are  still  two  styles  of  neck- 
laces being  stressed:  the  very  long  ones 
made  of  small  or  bright  colored  stones 
and  short  necklaces  which  are  graduated 
and  made  of  pearls  or  crystal.  Earrings 
may  be  small  and  close-fitting  or  very 
long.  There  are  fewer  of  the  medium- 
sized  pendant  type  being  shown  this  year. 


Hairbands  have  been  added  to  the  gal- 
axy of  women's  adornments  and  bracelets 
are  being  played  up  very  prominently  in 
Toronto.  Combs  very  much  like  those 
of  last  year  are  shown,  some  having  an 
osprey  added. 

In  The  Wake  of  Long  Skirts 

Recent  visitors  to  New  York  say  that 
the  influence  of  long  skirts  is  being  felt 
in  almost  all  of  the  accessories  lines.  The 
high  heel  is  an  example.  This  will  be  the 
correct  thing  not  only  for  evening  wear 
but  for  daytime  shoes.  The  Spanish  or 
spike  heel,  a  slightly  longer  vamp  and 
an  ornamented  toe  are  the  three  big  fea- 
tures of  this  new  footwear. 

With  the  new  heel  comes  the  tendency 
to  ornamentation  in  evening  footwear. 
Rhinestones  will  be  used  and  some  heels 


will  be  covered  with  celluloid.  Fancy 
brocades  in  all  colors  and  tinsel  brocades 
to  match  the  metallic  materials  of  the 
gowns,  will  be  stressed. 

The  shoe  of  many  straps  will  be  re- 
placed by  that  with  one  strap  but  the  two- 
toned  one  will  still  be  worn  for  street 
wear,  acording  to  shoe  authorities.  The 
Colonial  shoe  will  be  good  for  walking 
and  most  houses  are  depending  on  black 
as  the  best  color  for  street  shoes. 

As  to  the  actual  height  of  heels,  a  con- 
servative estimate  places  those  for  street 
wear  at  1  to  1%  inches  and  the  dressy 
type  at  about  2%  inches. 

Although  more  than  one  exhibitor  at 
the  Canadian  National  Exhibition  show- 
ed Russian  boots,  Toronto  retailers  doubt 
whether  they  will  replace  the  goloshes. 
(Continued  on  Next  Page) 


.  .  HANDBAGS  READY  FOR  FALL  TRADE 

These  bags  are  typusai  of  the  big  selection  which  Canadian  manufacturers  are  showing.  The  pouch-baqs  shown 
on  the  upper  and  lower  left  are  of  calf  in  suede  finish.  Not"  the  attractive  metal  frames.  The  large  baa  on 
the  upper  right  is  a  clever  modification  of  the  Shopping  Bag.  It  is  in  patent  and  has  a  safety  flap.  The  other 
two  photographs  are  of  one  bag  shown  closed  and  open.     It  has  all  of  the  new  fittings  and  is  particularly  roomy 

Shown  by  Julian   Sale  Leather   Goods   Company,    Toronto. 
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(Continued  from  Previous  Page) 
Of  course  most  of  the  smart  shops  will 
have  them  in  stock  but  they  will  be  too 
expensive  for  any  volume  of  business. 
Most  of  the  shoe  stores  are  expecting  a 
golosh  season  as  large  as  last  year. 

Big    Leather    Season 

Leather  houses  in  Toronto  are  looking 
forward  to  one  of  the  best  seasons  they 
have  ever  had  because  of  the  prominence 
New  York  is  giving  leather.  One  manu- 
facturer reports  readiness  to  fill  orders 
on  many  lines  immediately,  as  his  fac- 
tory has  been  working  all  summer  in 
preparation  for  a  big  season.  Many  nov- 
elties are  offered  in  this  class  of  mer- 
chandise. The  shapes  are  varied,  some 
of  them  are  made  on  swagger  lines, 
others  in  pouch  style  and  many  are  a 
clever  combination  of  the  envelope  and 
beauty  boxes  of  which  people  seem  never 
to  tire. 

One  of  the  newest  leathers  is  calf  with 
a  suede  finish.  Some  of  these  are  shown 
in  walrus  and  octupus  grains  and  others 


in  the  new  panther  grain.  The  best 
colors  seem  to  be  the  wood  tones,  olive, 
black  and  grey.  Frames  are  much  more 
elaborate  than  they  were  a  year  ago,  the 
filigree  mounts  in  both  metal  and  silver 
finish  being  very  good. 

Panier  handles  are  very  prominent  in 
Toronto  collections;  double  handles  are 
shown,  while  regular  single  handles  are 
often  made  with  silk  cords.  Plain  and 
shot  linings  in  bright  colors  are  preferred 
in  the  best  bags. 

A  few  of  the  novelties  have  frilled 
edges,  the  leather  being  doubled  and 
pleated  or  ruffled  in  the  same  way  as  silk 
or  velvet.  This  style  is  particularly  good 
in  the  soft  pouch  bags. 

One  little  bag  which  is  attracting  at- 
tention among  the  exclusive  trade  is  of 
genuine  mocha  kid.  It  is  made  in  pouch 
style,  is  black  in  color  and  has  a  sterling 
silver  mount  and  handle.  The  finish  of 
this  bag  resembles  that  of  the  very  finest 
suede  kid  gloves. 

Patent  is  still  a  favorite  in  almost 
every  type  shown,  those  of  the  envelope 
and  avenue  style  being  probably  best. 


Leather  lines  which  have  not  been 
noticed  for  years  are  in  demand  this  Fall. 
Manufacturers  are  for  this  reason  look- 
ing for  good  Christmas  business  in  them. 
Men's  comb  and  file  cases  are  a  good 
example.  These  are  narrow  leather  fold- 
ers which  hold  the  two  articles  in  neat 
pockets.  Slipper  travelling  cases  in  which 
are  folded  the  all-leather  slippers,  are 
also  mentioned. 

Boys'  cases  with  military  brushes, 
comb  and  mirror  are  having  a  splendid 
run,  especially  in  the  jewelry  and  nove.- 
ty  shops.  In  manicure  sets,  the  rolls  are 
selling. 

Club  bags  of  the  better  kind  are  in  de- 
mand. One  firm  is  making  more  of  the 
genuine  walrus  than  ever  before.  Besides 
black,  a  beautiful  new  shade  of  brown  is 
being  shown. 

Velvet  Bags   Promised 

While  leather  is  more  prominent  both 
here  and  in  New  York  just  now,  hand- 
bag firms  are  looking  forward  to  busi- 
ness in  velvet  and  in  silk  a  little  later  on. 
Some  of  the  New  York  stores,  of  which 
Franklin  Simon  &  Co.  and  Best's,  are 
two,  are  featuring  these.  Metallic  and 
steel  beads  are  said  to  be  very  prominent 
for  ornamentation  on  velvet,  while  jet, 
rhinestones  and  celluloid  are  often  used 
as   well. 

Small  bags  seem  to  have  the  preference 
in  fancy  silks  and  velvet.  Those  design- 
ed for  evening  wear  are  made  of  metal 
brocade  and  are  along  vanity  case  lines. 


The    Bertha   Again 

The  waist  department  at  John  Wana- 
maker's  has  been  the  source  of  several 
novelties  this  season,  said  to  be  origin- 
ated in  the  recently  established  blouse 
workrooms  of  the  store,  according  to  ad- 
vertisements. The  newest  type  to  re- 
gister there  is  a  model  in  crepe  satin 
with  bertha  trim.  The  use  of  the  ber- 
tha has  already  been  used  in  waists  for 
the  Fall  but  made  up  in  margot  lace,  in 
bisque  to  contrast  with  a  brown  back- 
ground, it  is  more  unusual.  Other  mo- 
dels use  margot  dyed  in  self  or  blending 
tones,  in  yoke  and  hip  insets  that  are 
different  although  net  of  extreme  novel- 
ty quality. 

The  use  of  velvets  for  costume 
blouses  seems,  to  gather  enthusiastic  ad- 
herents daily,  expanding  not  only  in 
number,  but  in  the  latitude  of  types  and 
weaves  represented. 

Other  items  among  the  new  jackets, 
that  should  be  enumerated,  include  the 
use  of  close  allover  embroidery  that  re- 
sembles a  caracul  fur  but  is  less  bulky 
in  texture  than  the  plush  or  velvet  ver- 
sions. Duvetyn,  likewise,  is  utilized 
plain  in  appearance,  but  with  groups  of 
cording  that  give  it  a  rich  air. 


This  Paris  veil  just  reached  Toronto  in  time  for  the   Woodbine  Races.  It 
is   in   hexagon   mesh    with   a    border   design   of   chenille.     The   ground   is 
black  and  the  embroidery  is  in  the  new  shade  of  henna  known  as   bitter- 
sweet.    Shown  by  the  Canada  Veiling  Company,  Toronto. 


With  fitting  ceremonies,  the  corner 
stone  of  the  new  million  dollar  mill  of 
the  Dominion  Combing  Mills  Limited,  was 
laid    at    Trenton,    Ont.,    on    August   25. 
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New  York  Shows  Many  Novelties 

Plain  Styles  in  Hosiery  With  Wool  Popular  and  Likely  to  Stay — 

Fancy  Gauntlet  to  Be  Worn  for  Fall — Demand  Still  Strong  for 

the    Colored    Handkerchief — Revival    of    the    Bertha    Collar — 

Headdress  for  Evening  Wear 


IT  IS  said  that  plain  styles  in  fall 
hosiery  will  be  considered  very  cor- 
rect, according  to  reports  from  New 
York  this  month,  and  such  shades  as 
black,  brown  and  Cordovan  and  gun  met- 
al will  be  leading  colors.  The  only  fancy 
numbers  which  American  manufacturers 
are  counting  on  for  the  winter  season 
are  chiffon  hose  and  a  few  lace  clock 
models.  Fifth  Avenue  shops  however 
are  selling  somewhat  more  elaborate 
hosiery  for  fall,  including  some  unusual 
embroidered  effects  in  vivid  colors.  Clocks 
both  in  embroidered  and  lace  styles,  are 
prominent,  and  some  sheer  effects  with 
lace  insertions  are  shown  but  are  in  the 
minority.  New  styles  in  wool  hosiery 
feature  quiet  plaids  and  embroidered 
clocks  and  in  the  opinion  of  leading  New 
York  buyers  the  wool  stocking  has  come 
to  stay,  especially  for  sports  and  ordin- 
ary walking  use.  No  fears  are  enter- 
tained that  with  the  advent  of  longer 
skirts,  women  will  return  to  wearing 
cotton  hosiery.  On  the  contrary,  the 
opinion  is  expressed  unanimously  that 
the  vogue  for  wool  hosiery  is  still  con- 
fined to  the  best  trade,  while  the  cheaper 
imitations  and  much  of  the  silk  and  fibre 
hosiery  on  the  market  is  worn  by  work- 
ing girls  who  formerly  did  not  possess 
silk  hosiery  for  everyday  use. 

A  prominent  buyer  in  a  New  York 
department  store  commented  this  month 
on  the  fact  that  the  average  American 
woman  refuses  to  be  dictated  in  the 
matter  of  her  skirt  length  and  will  con- 
tinue to  be  comfortable  and  smart  in  the 
type  of  clothes  which  of  all  others  are 
the  acme  of  comfort  and  smartness.  She 
is  the  following  example  of  the  English- 
woman whose  devotion  to  the  woolen 
stocking  is  proverbial.  An  illustra- 
tion of  how  strong  the  belief  in  the  heavy 
stocking  is  at  present  is  demonstrated 
of  one  Fifth  Avenue  shop  lately  to  the 
effect  "there  is  nothing  smarter  than 
by  the  announcement  in  the  advertising 
heavy  spun  silk  Scotch  stockings  for 
sports  wear." 

Kid   Gloves   Show   Novel   Beaded   Effects 

Next  in  importance  to  hosiery  is  the 
glove  question,  and  in  this  connection 
New  York  has  again  placed  its  si;al  of  ap- 
proval upon  the  fancy  gauntlet  for  Fall 
wear,  even  going  so  far  as  to  trim  the 
cuff  portions  with  beading  which  is  car- 
ried out  in  border  effects.  Carrying 
out  the  prevailing  fad  for  vivid  em- 
broidered effects,  some  gloves  are  seen 
developed  in  black  kid,  with  a  bright  bor- 
der in  yellow,  blue,  green  and  red  beads 
suggestingUkrainian  embroidery  designs. 
"he  same  effect  is  also  shown  done  on  a 


cream  colored  kid  while  on  another  pair, 
odd  little  bead  motifs  appear,  fitted  in- 
to the  points  of  a  Van  Dyked  cuff. 

Still  other  glove  novelties  seen  in  New 
York  this  month  include  a  pair  of  gray 
kid  mousquetaire  gloves  inset  with 
medallions  of  Brussels  lace  representing 
animals  such  as  rabbits,  bees,  elephants, 
etc.  The  lace  is  of  course,  white,  and 
provides  a  pretty  contrast. 

Embroidered  gauntlets  are  exception- 
ally smart,  particularly  in  such  combina- 
tions as  coral  and  white  upon  gray  kid, 
or  navy  blue  kid  worked  in  white  in  a 
vinelike  design.  Perforations  are  also 
cleverly  handled  to  add  to  th-  decorative 
quality  of  a  gauntlet  cuff  and  are  more 
attractive  than  the  ordinary  applique  be- 
cause  less   heavy   in   appearance. 

Colored  Handkerchiefs  Vogue  Continues 

The  popularity  of  colored  handker- 
chiefs does  not  seem  to  diminsh  much  in 
spite  of  some  predictions  that  it  would. 
Several  of  the  leading  Fifth  Avenue 
stores  are  featuring  many  colored  num- 
bers with  novelty  effects  outstanding. 
Perhaps  the  newest  note  is  the  use  of  a 
tiny  line  of  cross  stitching,  set  about  an 
inch  and  a  half  above  the  narrow  hem. 
This  is  used  in  black  on  colored  linen, 
and  in  colors  on  white.  The  effect  from 
a  distance  is  of  a  very  wide  hem.  A  nar- 
row white  applique  border,  hemstitched 
on  colored  linen,  makes  another  interest- 
ing handkerchief,  while  white  embroidery 
on  colored  linen  and  drawn  threadwork 
in  combination  with  colored  embroidj- 
eries  are  still  very  popular. 

"Bertha"  Collar  Revived 

Fall  neckwear  styles  are  now  definite- 
ly established  in  New  York  and  among 
the  various  interesting  novelties  shown 
is  noticeable  an  up-to-date  revival  of 
the  old-time  "Bertha"  collar  which  bids 
fair  to  become  the  neckwear  accessory 
of  the  season.  Bertha  guimpes  also  are 
shown  in  all  the  collections  of  promin- 
ent manufacturers,  usually  made  of  net 
with  lace  trims  and  in  some  cases  with 
fine  embroidery  set  in.  Separate  lace 
and  net  Bertha  collars  are  graceful 
whether  they  are  shirred  around  or  cut 
to  fit  the  Jenny  neckline.  Very  elabor- 
ate effects  are  being  shown  developed 
in  silver  lace  or  brocaded  chiffon  which 
are  mounted  on  invisible  guimpes  in- 
tended to  hold  the  collar  in  place. 

The  plain  round  collar  and  the  Tuxedo 
set  reappear  in  such  materials  as  or- 
gandie and  satin  in  the  more  tailored 
effects,  while  net  and  lace  combinations 
are  possibly  more  popular  where  Tuxedo 
sets  are  concerned.       Collar  edgings  will 


again  be  shown,  several  lace  houses  hav- 
ing brought  out  some  interesting  items  in 
the  form  of  rounded  or  squared  edgings 
for  collars  and  cuffs.  These  are  shown 
in  brilliant  colored  silks  embroidered  on 
a  black  net  ground,  or  in  cream  lace  with 
a  colored  medallion  in  the  centre  of  each 
scallop  effect,  and  in  all  white  and  all 
cream. 

Head  Bands  Decreed  for  Evening  Wear 

Even  at  this  early  date,  much  thought 
is  being  expended  on  the  making  up  of 
headdresses  to  accompany  evening 
frocks,  it  having  been  definitely  decreed 
by  Paris  at  the  openings  of  the  various 
smart  dressmakers  that  every  evening 
frock  must  have  its  individual  headdress 
this  season.  Some  of  the  French  head- 
bands just  received  are  made  with  a  tiny 
band  of  leaves  or  flowers,  or  even  plain 
metallic  ribbons  on  the  biow,  while  at  the 
back  is  a  triangular  piece  of  metal  or 
lace,  on  which  small  flowers  or  berries 
of  metal  cloth  are  appliqued.  This 
triangle  is  used  to  hold  up  the  curl  clus- 
ter which  will  be  the  vogue  of  coiffures 
next  winter.  Swathed  wide  bands  of 
metallic  tissue  are  used  to  cover  the  brow 
entirely,  as  well  as  some  of  the  front 
hair,  these  bands  being  crushed  into  the 
sides  and  lost  in  the  hair.  All  of  the 
metallic  effects  are  to  be  used  in  hair 
bands. 

Blistered  Lace  Vies  with  Wool  Laces 

Among  the  new  laces  exhibited  in  Fall 
collections  mention  should  be  made  of 
"dentelle  cloquee"  the  very  newest  in- 
terpretation of  a  blistered  fabric,  the  de- 
signs of  the  lace  being  blistered  on  a  very 
fine  net  ground,  either  in  solid  coloring, 
or  the  designs  coming  out  in  a  contrast- 
ing color  against  the  black  net  ground. 
Wool  laces  still  continue  to  become  more 
and  more  popular  with  each  successive 
month,  especially  in  the  finer  qualities 
which  are  flat  and  supple  and  give  al- 
most the  effect  of  Chantilly  lace. 

As  far  as  veils  are  concerned  New 
York  appears  to  favor  fancy  meshes  in 
draped  effects  for  early  Fall  wear,  and 
the  predominating  color  is  known  as 
"autumnal  brown."  Oblong  and  square 
veils  lead  in  favor  but  a  few  artistic  ef- 
fects are  shown  which  permit  unusual 
handling  when  draped  over  hats.  Chen- 
ille dot  borders,  braid  embroidery  cr 
tracery  are  also  favorite  modes  of  em- 
bellishing the  veil. 


Margaret,  wife  of  F.  J.  Graham,  of 
the  Ottawa  firm  of  Bryson-Graham 
Ltd.,  died  on  August  31  at  her  summer 
home  "Grahamhurst." 
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For  Fall 


Prediction- 


A  big  season  for  Neckwear. 


Suggestion- 


Let  us  show  you  our  original  but  popular-priced, 
up-to-the-minute  line.  Particularly  the  season's 
biggest  items 

Yardage,  Shirrings  and  Pleatings 

Bertha  Effects 

Bramley  Sets 


Conviction- 


Just  a  glance  through  our  line  will  suffice. 

PHOENIX  NOVELRY  CO. 

154  Pearl  St.  Toronto 


Do  Not  Lose  Sales 

Have  the  Goods 

Our  range  of: 

Turkish   Towels 

Fancy  Table  Cloths 

Padded  Baby  Goods 

Handkerchiefs 

Kimcnas 

Dolls 

Japanese  Novelties 

is  complete 

Wire  or  Write  for  Samples 

The  Mikado  Company 

"If  it's  Japanese  We  have  it" 

TORONTO  MONTREAL 


33  Melinda  St. 


248  St.  James  St. 


Moulton-Made 


TRIMMINGS 

The  highest  quality  materials  are  used  in  the 
Moulton  Range  of  Braids,  fancy  and  military. 
Beads,  Chenille,  Cords,  Drops,  Fringes,  fancy 
and  plain,  Girdles,  Ornaments,  Tassels,  Knit- 
ted  Trimmings   and   Soutache. 

We  can  supply  you  on  short  notice  with  all 
the    newest    fads    and    novelties    in    trimmings. 

THE   MOULTON 
MFG.  CO.,  LIMITED 

4  Inspector  St.,  Montreal 
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New  Ideas 

Splendid   Interpretations 


expressed  by  means  of  latest  fabrics  and  ornamentations- 
"a  delightful  line." 


For  Early  Autumn 


in 


Accessories  and  Blouses 


l^u 


.Esfey^ 


^<esft@@s 


U@dkw@anr 


lEoseEnniniig 


Bress  e&senttate  Itib. 

Originators  and  Manufacturers 
Toronto  1  4  Breadalbane  St. 
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CORSETS    AND    LINGERIE 


Dry  Goods  Review 


Novelties  Being  Seen  in  New  York 

The  "Jacquette"  Blouse  Receives  Much  Attention — Bloomer  and 
Slip  Sets  in  Crepe  de  Chine  and  Sateens — New  Sleeves  in  Night- 
gowns— Finer   Quality   in   Silk   Lingerie — "Room   Robes"    and 
"Hostess  Gowns"  in  Negligees 


NEW  York  heralds  the  "jacquette" 
blouse  this  fall  as  the  newest 
interpretation  of  an  over-the- 
skirt  creation.  This  new  mode  is  design- 
ed tight  over  the  hips,  bloused  slightly 
just  above,  and  made  with  a  V-shaped 
neck  opening,  and  a  narrow  shawl  or 
notched  reverse  collar.  The  blouse  trade 
has  heralded  the  jacket  blouse  as  an  ex- 
tremely smart  mode,  but  has  been  un- 
decided as  to  the  correct  costume  with 
which  it  is  to  be  worn. 

For  this  purpose  there  has  been  created 
a  bodice  skirt,  a  garment  built  on  the 
lines  of  a  costume  slip,  modified  to  meet 
the  requirements  of  the  jacket  blouse. 
The  bodice  top  is  plain,  just  as  is  that  of 
the  slip.  The  skirts,  however,  are  p'eated 
in  one  way  or  another,  and  since  the  ma- 
terials used  are  of  sufficient  weight  and 
of  textures  suitable  for  outer  apparel, 
they  are  essentially  made  to  be  worn 
as  outer  garments. 

The   bodice    portions    are    made     quite 


snug  fitting,  not  as  tight  as  a  brassiere, 
but  without  superfluous  fullness,  and  the 
garment,  from  shoulder  strap  to  hem,  is 
long  enough  to  give  the  lengthened  sil- 
houette of  to-day.  Satin,  crepe  back 
satin,  charmeuse  and  Canton  crepe  are 
among  the  materials  of  which  the  bodice 
skirt  is  made.  Different  types  of  pleat- 
ing are  employed,  one,  a  new  accordeon 
box  effect,  being  used  on  a  Canton  crepe 
number,  while  alternately  wide  and  nar- 
row side  pleats  and  other  arrangements 
are  employed. 

Costume  Slips  Will  Be  Longer 

Regulation  costume  slips  for  fall  are 
made  longer  than  the  spring  models, 
some  52  inches  from  shoulder  to  hem, 
the  latter  from  six  to  eight  inches  wide 
and  basted  for  more  easy  adjustability,  a 
point  worthy  of  consideration,  since  the 
dress  length  is  such  an  uncertain  ele- 
ment. Many  of  these  are  perfectly  plain, 
others  have  a  petticoat  finish  with  hem- 


stitching or  some  other  elaboration. 

Changeable  taffeta  and  satin,  radium 
silk  and  jersey  will  be  the  preferred 
silks  for  regulation  petticoats  for  fall 
and  winter,  it  is  predicted.  Widths  have 
not  changed  but  the  favored  lengths  are 
32,  34  and  36  inches.  There  are  plenty 
of  flounced  numbers,  with  tucking  and 
fine  pleating  but  radiums  and  jerseys 
are  often  of  the  straight  line  type,  with 
narrow  folds  of  self  material,  forming 
spirals  and  scrolls.  Scalloped  hems  are 
still  seen. 

Bloomer  and  slip  sets  are  being  shown 
by  many  New  York  designers,  particular- 
ly in  crepe  de  chine  and  sateens.  The 
latter  material  is  trimmed  with  fancy 
colored  stitching  and  made  up  in  plain 
tailored  styles. 

As  for  plain  bloomers,  the  style  dic- 
tate has  it  that  the  short  sports  length 
from  31  to  33  inches  and  the  longer  pant- 
alette  from  32  to  38  inches  are  both  to  be 
featured.    These  must  be  perfectly  tailor- 


Left — Longer  skirts  require  longer  knickers 
— To  meet  this  emergency  a  sport  pantaJette 
with  shirred  cuff  is  certain  to  become  univers- 
ally popular.  Developed  in  nine  different 
colors  in  fine  Italian  silk  with  snecial  rein- 
forcements to  lengthen  the  wear.  Below— 
Rollette  Hose  for  evening  wear.  Developed  in 
a  lacv  weave,  these  stockings  are  appropriate 
for  dancing  wear.  Shcivn  by  courtesy  of 
Perrin    Kayser   Company,   Ltd.,   of   Montreal. 
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ed  and  many  will  show  double  elastic 
caffs. 

In  nightgowns,  aew  lines  are  especial- 
ly prominent,  above  all  as  regards  the 
sleeve  treatment.  "Sleeve"  is  a  some- 
what misleading  term,  for  in  most  cases 
there  are  none  at  all  but  instead  there 
are  armholes,  straight  and  long,  run- 
ning to  the  very  waist  line.  Here  they 
are  squarely  cut,  which  makes  the 
bodice  section  narrower  across  than  the 
skirt — a  noteworthy  point.  When  a  gen- 
uine kimona  sleeve  appears,  insertion  is 
often  used  to  create  a  Raglan  effect.  Many 
shoulders  are  laced  together  with  rib- 
bons. Strap  tops  are  much  favored  on 
pleated  gowns,  and  not  a  little  Irish  lace 
is  thus  used  upon  silk  gowns.  Modified 
bateau  necks,  on  which  black  piping  ap- 
pears in  contrast  to  the  pastel  tint  of  the 
garment,  are  considered  as  likely  to  be 
as  popular  as  ever  next  winter. 

Glove  silk  nightgowns  are  now  prom- 
ised as  definite  leaders,  these  garments 
being  strictly  tailored  in  character,  such 
colorings  as  mauve,  green,  canary,  etc., 
being  considered  good.  Some  new 
striped  effects  of  the  glove  silk  are  be- 
ing shown  which  combine  the  shades  in 
such   effects   as   canary  and  mauve,   etc. 

Vivid  peasant  embroideries  are  being 
exploited  upon  silk  jersey-  not  only  on 
bloomers  and  vests  but  on  slips  as  well. 
Such  color  combinations  as  bright  reds, 
yellows,  blues  and  greens  are  combined 
in  a  sort  of  cross  stitch  design  and  are 
altogether  novel  and  charming. 

Silk   Lingerie  Shown   In   Finer  Qualities 

Where  silk  lingerie  is  concerned  for 
next  season,  the  quality  of  the  material 
will  come  in  for  more  than  usual  con- 
sideration at  the  hands  of  purchasers.  No 
longer  will  cheap,  flimsy  silks  pass  mus- 
ter, but  qualities  must  be  superfine  in 
texture.  Many  of  the  exquisite  import- 
ed novelties  in  undergarments  just  ar- 
rived from  abroad  demonstrate  what  fine- 
ness can  actually  be,  where  lingerie  is 
concerned.  Little  lace  is  used  upon  these 
more  delicate  qualities  but  much  drawn- 
work  and  a  good  deal  of  net  is  employed. 
In  one  set  seen,  the  material  used  was 
canary  crepe  de  chine  with  net  frill 
borders  and  insertions  dyed  to  match 
and  an  alternating  insertion  of  mauve. 
The  gown  had  the  insertions  running 
down  from  the  shoulder  on  the  sides,  giv- 
ing a  long  waistline  effect.  A  burnt 
orange  gown  was  elaborated  with  mauve 
flowers  appliqued  on  net  and  sewed  upon 
the  silk  fabric  of  the  garment. 

Wing  sleeves,  which  are  merely  rip- 
pling draperies  at  the  armholes  are 
probably  most  likely  to  command  active 
attention  as  far  as  nightgowns  are  con- 
cerned. 

Two  Types  of  Negligees 

Negligees  shown  in  New  York  this 
month  are  of  two  distinct  types.  One 
group  is  termed  "room  robes,"  while  the 
other  is  known  as  "Hostess  gowns." 

Long  graceful  lines  that  contribute  no 
definite  silhouette  but  are  nevertheless 
varied  in   each     model,     dominate     the 


"Hostess  gown"  which  favour  such  colors 
as  all  black,  taupe  greys,  dull  blues  and 
so  on.  Much  soft  veiling  of  chiffon  and 
the  cire  laces  is  noticeable  and  a  num- 
ber of  novel  touches  of  metallic  lace 
are  introduced  as  trimming  upon  the 
more  elaborate  gowns. 

Room  robes  are  made  on  wrappy  lines, 
with  diagonal  front  opening  and  general- 
ly draped.  Velvets  are  likely  to  be  ex- 
traordinarily popular  for  such  garments 
this  winter. 


The  Making 


of  Corsets 


FALL  FORECAST  ON   LINGERIE 
SUMMARIZED 

Where  real  laces  are  concerned,  there 
is  nothing  new  to  report.  Filet  leads 
and  Irish  takes  next  place,  sharing  it 
with  narrow  patterns  of  Valenciennes. 
As  for  the  imitation  laces,  there  is  ; 
increasing  use  of  Binche,  along  with 
Valenciennes  and  of  course,  the  Calais 
pattern  in  great  variety. 

The  two-piece  set,  vest  chemise  and 
step-in  drawer,  seems  to  have  tempor- 
arily passed  from  favor.  Those  factors 
who  make  this  comment  argue  that  it 
will  probably  revive  as  a  holiday  pro- 
position, but  will  not  be  an  important 
item  in  regular  Fall  stocks.  It  is  still 
shown  in  lines,  but  not  given  the  prom- 
inence that  it  had  early  in  the   Spring. 

Instead,  the  envelope  or  step-in 
chemise  bids  fair  to  return  to  its  form- 
er glory;  at  both  the  popular  price  and 
better  end.  Few  modifications  of  style 
import  are  possible  for  this  garment, 
other  than  a  vestee  arrangement  o-f  lace 
trimming,  or  side  circular  flares  set  in 
the  sides  of  the  garment  at  the  bottom, 
and  these  are  the  exception  rather  than 
the  rule. 

To  revert  to  style  comment,  it  can 
now  be  said  that  the  trimmed  garment 
is  coming  back  with  a  good  deal  of 
force.  Wholesalers  who  have  hereto- 
fore concentrated  on  severely  tailore  ' 
types  are  receiving  requests  from  their 
accounts  for  a  little  more  elaboration. 
The  lace  trade  reports  increasing  sales 
to  undergarment  houses.  "Trimming" 
is,  of  course,  a  matter  of  degree,  and 
varies  from  what  might  be  called  a  semi- 
tailored  style  to  the  very  showy  and  ela- 
borate thing. 

A  garment  that  is  being  given  in- 
creasing prominence  is  the  brassiere  top 
step-in  combination.  In  some  instances 
this  is  a  patented  garment,  but  man 
houses  are  making  it  whether  it  is  pat- 
ented or  not.  Most  often  the  brassiere 
section  has  a  back  fastening,  though  one 
house  is  making  it  with  hooks  at 
side.  This  is  fitted  onto  the  step-in  sec- 
tion which  generally  has  elastic  at  the 
sides  of  the  waistline  to  make  it  ade- 
quately adjustable  to  the  individual  fig- 
ure. The  comment  is  that  this  idea  is 
going  exceptionally  well  for  such  a  new 
one,  and  some  factors  go  as  far  as  to 
predict  that  it  will  revolutionize  under- 
garment designing. 


Heat   and   Light  Injurious   to   Manufac- 
tured Article — The  Process 
Described 

Garments  which  are  made  of  elastic 
need  careful  handling  according  to 
manufacturers  of  elastic  lines.  Now 
that  a  large  proportion  of  corsets  have 
elastic  in  them  and  that  the  all-elastic 
corset  and  girdle  are  so  prominent,  sales- 
people should  receive  special  instruc- 
tion in  this  regard.  The  Canadian  re- 
presentative of  F.  Longdon  and  Co., 
British  manufacturers  of  elastic  ma- 
terial, informs  Dry  Goods  Review  that 
he  finds  many  stores  where  elastic  lines 
are  being  subjected  to  light  unnecessari- 
ly. Heat  is  also  very  injurious  to  it. 
Elastic  should  not  be  exposed  for  any 
length  of  time  in  the  window  or  near  a 
radiator.  It  should  even  be  boxed  when 
lying  on  the  counter. 

Several  salesmen  for  elastic  corset 
lines,  say  they  have  been  refused  orders 
for  this  type  of  garment  because  mer- 
chants are  afraid  to  handle  it.  They 
think  that  if  clerks  are  instructed  to  dis- 
pose of  stock  in  the  order  of  its  arrival, 
much  of  this  trouble  would  be  overcome. 

Because  elastic  may  become  injured 
when  exposed  to  strong  light  or  heat  in 
the  store,  does  not  mean  that  it  is  sold 
at  a  risk  to  the  customer.  When  in  use, 
elastic  corsets  receive  very  little  light 
and  the  heat  of  the  body  is  not  sufficient 
to  injure  them. 

Our  representative  called  recently  on 
the  factory  of  F.  J.  Allward  and  Co., 
where  corsets  and  girdles  are  being 
made  from  tricot  and  from  elastic  sup- 
plied by  the  Longdon  Company.  The 
elastic  comes  in  webbing  which  is  the 
full  width  of  the  corset  required,  so  that 
the  sewing  together  of  narrow  strips  is 
entirely  eliminated.  Moreover,  the  elas- 
tic is  frilled  at  top  and  bottom  while 
is  being  made.  This  gives  the  manu- 
facturer a  minimum  of  trouble  because 
two  of  the  most  important  operations — 
the  putting  together  of  the  material  and 
the  finishing  at  top  and  bottom — are 
done  before  he  receives  the  elastic.  The 
webbing  itself  is  made  of  red  rubber 
which  is  said  to  be  stronger  and  more 
elastic  than  black.  The  cutting  into 
sizes,  the  boning,  and  finishing  are  the 
only  major  operations  required  in  mi 
ing  these  corsets.. 

There  are  many  different  opinions  as 
to  the  best  boning  material  on  the  m;i 
ket.  Several  manufacturers  of  corsets, 
girdles  and  brassieres  believe  that  the 
ideal  one  is  made  of  steel  which  comes 
from  Sweden  and  is  treated  in  Ame'i 
The  preparation  uced  in  dipping  is  a 
solution  of  celluloid  and  rubber.  It  was 
invented  just  after  the  war  by  a  Ger- 
man who  sold  his  rights  to  an  American 
manufacturer.  It  is  claimed  to  be  ab- 
solutely rust-proof  and  will  not  wear 
off. 
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Zusl-Prvcf  QorsetS-, 


Style    0917.    Fancy    Pink    Rubber 
top.     Sizes   19-28 $15.00  doz. 


.,  vomer 's  , 

ftust-Proof (Jorsets^ 

Style  364.  Pink  Coutil  with 
Semi-rubber  top  and  Patented 
"Diamond"  skirt  gore.  Sizes  20- 
28.      $24.00    doz. 


Jfamers- 

tfutPrvof Corsets- 

Style  314.   Pink  or  White  Coutil 
for    full    figures.  Reinforced 

front.      Sizes   24-36.      $30.00  doz. 


rfarners\:  L 

Pust-Prvof Qorsets- 

Style  502.  Semi-rubber  top.  Pink 
Coutil.     Sizes  20-30.     $18.00  doz. 


vomers 

1  gust-Proof Qorsetf- 


Style  549.  Pink  Coutil.  Rubber 
top  with  Extension  back.  Sizes 
22-32.      $30.00    per    dozen. 


Selected  good  selling  models: 
Back  Lace,  Front  Lace,  Elastic  Girdle 

Jfjanier's 
Corsets— 

(Made  in  Canada) 


vomers 

Kul-Proof Qorsets- 

Style  457.  Pink  Coutil.  Rubber 
top  with  patented  "Diamond" 
skirt  gore.  Sizes  22-32,  $36.00 
doz. 


Pust  Proof  (?orset$~ 

Style  E-401.  Pink  rubber 
and  Coutil  Wrap-around.  No 
lacings.  10  inch  depth.  Sizes 
21-28.       $15.00    doz. 


The  Warner  Brothers  Company 


6r;     10   days,   5%    30    days,   30   days 

extra.      F.O.B.  Montreal. 

\^/jarners 

Jtusi-Proof Corsets* 

Style       E-928.       Solid       Pink 
Rublber     Wrap-around.       No 

356  St.  Antoine  St.  Montreal     ^Voot^8'*' 
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Gossard  Corsets  Are  Selling  More 

Easily  and  in   Larger 
Today  Than  Ever 


EPORTS  from  mer- 
chants in  all  sections  of 
the  country  indicate  that 
the  present  line  of  Gossard  mer- 
chandise is  the  easiest  to  sell 
they  have  ever  had.  This  state- 
ment is  substantiated  by  figures 
that  show  the  largest  volume  of 
sales  in  the  history  of  this 
Company;  a  substantial  gain 
that  would  be  gratifying  to  any 
organization,  anywhere,  under 
any  circumstances. 

Surely  this  public  preference 
for  Gossard  Corsets  can  result 
only  from  the  conspicuous 
superiority  of  the  product — the 
scientific  exactitude  with  which 
Gossard  Type  Corsetry  meets 
the  trend  of  public  opinion  and 
demand.  "Personalized  Style," 
"Health  Conservation" — these 
are  the  new  terms  in  which  the 
modern  woman  talks  of  fashions. 
These  are  the  very  fundamentals 
of  Gossard  design  that  protect 
the  health,  youth  and  comfort 
of  women  of  every  figure  need 
with  special  corsets  scientifically 
proportioned  to  give  them  the 
ideal  figure  of  their  type. 

Are  you  selling  corsets  in  this 
modern  way — the  Gossard  Type 
Corsetry  way?  It  demands  a 
little    more    skill,    a    little    more 


Model  300,   one   of   Hie  famous   Gossard    models 

that    is    having    a    phenomenal    sale    at 

the  popular  price  of  $2.50. 


care  in  fitting,  a  smaller  and 
better  selected  stock — but  you 
can  make  more  money  on  a 
smaller  investment  in  a  shorter 
period  of  time  than  you  had 
thought  possible.  You  will  sell 
corsets  to  women  you  never  sold 
before.  You  will  make  more 
satisfied  customers  and  more  re- 
peat sales.  In  a  word — you'll 
make  more  money. 

It  is  surely  worth  trying;  it 
is  a  simple,  understandable 
method  of  corset  merchandising 
that  will  give  you  control  of  the 
profitable  corset  business  in 
your  buying  community.  Lead- 
ership always  belongs  to  the 
pioneer. 

This  month,  September,  be- 
gins a  national  advertising  cam- 
paign that  will  reach  every 
woman  of  the  city  and  farm 
communities  in  a  comprehensive 
way  never  accomplished  before. 
Added  to  the  natural  public 
preference  and  demand,  this 
sales  promotional  work  will  make 
Gossard  Corsets  and  Brassieres 
the  most  easily  and  quickly  sold 
articles  of  merchandise  in  your 
store.  If  you  would  like  to 
know  more  about  our  selling 
plans,  a  letter  will  bring  a 
prompt  reply. 


The    New    L 


©ngerlysie 


Because  these  new  models  offer  so  many  women 
what  they  have  so  long  wished  for  and  never  been 
able  to  find,  they  are  selling  with  a  rapidity  that 
makes  generous  profits.  They  are  especially  design- 
ed to  meet  the  needs  of  those  hundreds  of  customers 
who  require  special  shaping  to  properly  support  and 
flatten  the  diaphragm  and  who  need  added  length 
to  prevent  their  brassieres  from  slipping  up  over  the 
low  tops  of  the  modern  corsets.  Don't  lose  this 
profitable  business.  Complete  samples  will  be  sent 
upon  request. 

The  CANADIAN  H.  W.  GOSSARD  CO.  Limited 

366-378    West   Adelaide   Street,    Toronto 
New  York    Chicago    London    Sydney    Buenos  Aires 
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GUARANTEED 


The  Versatile  Corset 


When  you  stock  a  full  line  of  P.  C.'s  you're  able  to 
meet  all  comers.  The  P.  C.  range  is  extensive 
enough  to  supply  a  corset  for  every  type  of  figure 
for  every  occasion. 

PARISIAN  CORSET  MFG.  CO,  Limited 

QUEBEC 

Montreal.  Toronto. 
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Ife'Spi 


Sports 


Golfer 


Colonial  Bridge 


Buffalo   (Poker) 


Pyramid 


SPORTS    DESIGNS 


iiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiinmiiiiiiiiii 


How  many  people  come  into 
your  store  in  a  day? 

Count  them — their  number 
will  surprise  you! 

Everyone  of  them  can  use 
Playing  Cards — in  fact  just 
await  your  suggestion  that 
they  buy. 

Figuring  every  customer  as  a 
Playing  Card  user,  send  your 
jobber  an  order  at  once  for 
a  stock  of  our  Playing  Cards. 


O  OIV  »  O  IvI  I J  AT  iOO 

LITHOGRAPHING  &  MANUFACTURING  COMPANY, 


i-uvinrKn. 


MONTREAL,  CANADA. 
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Charles  Perrin  &  Cie. 

Grenoble,  France 

Kid  Gloves 
Guibert  Freres 

Millau,  France 

Lamb  Gloves 
Bellon,  Cochet  &  Cie. 

Lyons,  France 

"Torpedo"  Fabric  Gloves 
Etienne,  Fevre  &  Cie. 

Troyes,  France 

Fabric  Gloves 

We  take  pleasure  in  announcing  to  the  Canadian 
trade  that  the  above  well-known  makes  of  French 
Gloves  are  now  being  shown  for  Spring  1923. 

Our  representatives  will  call  upon  you  at  an  early  date. 
Sole  Selling  Agent  for  Canada 

Chas.  Mouterde 

(United  Makers) 
80    Wellington    Street   W.,   Toronto 
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Miss   PEGGY   O'NEILL. 
Savoy  Theatre. 

Never  have  I  seen  such  wonderfully 
tieautiful  reproductions  of  Oriental 
Pearls.  If  you  can't  have  real  ones, 
you  must  try  "Cintra,"  the  next  best 
thing. 


JOSE  COLLINS 
The  World-Famous  Operatic  Star,  writes : — 
...  .1  am  delighted  with  my  rope  and  bracelet  of 
Cintra  Pearls.  When  I  wear  them  together  with 
my  Oriental  Pearls,  my  friends  are  unable  to  distin- 
guish the  difference.  It  affords  me  great  pleasure 
to  inform  you  that  your  Cintra  Pearls  are  undoubt- 
edly  the   finest    reproduction    I   have  ever   seen. 

Owing  to  the  great 
demand  for 


Miss    PHYLLIS    MONKMAN, 
Palace    Theatre,     London. 

I  am  very  proud  of  my  Cintra  Pearls. 
AJll  my  friends  admire  them  and  think 
that  they  are   real. 


CINTRA  PEARLS 

throughout  the  United  Kingdom  and  the  Colonies,  we  have  decided  to  appoint 
AGENTS  in  towns  where  -we  have  not    already    arranged    representation,    in 

order  to  give  the  purchasing  public  an  opportunity  of  seeing  these  WONDER- 
FUL REPRODUCTIONS  OF  THE  COSTLY  GEM. 

Not  only  will  this  obviate  the  personal  visit  to  the  London  Stores  or  our  own 
showrooms,  but  it  will  bring  the  local  retailer  into  immediate  touch  with  the 
requirements  of  his  customers.  He  will  also  be  then  in  a  position  to  person- 
Lily  supervise  each  individual  inquiry  for  CINTRA  PEARLS. 
THE  ABOVE  PHOTOGRAPHS,  WITH  THEIR  PERSONAL  RECOMMEN- 
DATIONS OF  THESE  CELEBRATED  ARTISTS,  will  alone  testify  as  to  the 
recognised  beauty  and  wonderfully  realistic  quality  of  CINTRA  PEARLS, 
which  are,  without  a  doubt,  the  WORLD'S  FINEST  REPRODUCTION  OF 
THE  ORIENTAL  PEARL. 

None  of  these  well-known  actresses  would,  under  any  circumstances,  wear  gems  that  would 
reveal  the  slightest  suggestion  that  they  were   anything  but  real. 

CINTRA  PEARLS  are  supplied  from  our  own  Laboratories,  and  are  on  sale  at  the  largest 
stores  in  the  world. 

Retailers  are  supplied  by  us  with  Booklets  bearing  their  own  names  and  addresses  as  AGENTS, 
together  with  Showcards,  Photographs  of  the  above  Actresses,  and  their  personal  recommenda- 
tions, Showcases,  Ivorine  Fixed  Selling  Price  Tickets,  etc.,  Free. 

OFFICES  AND  SHOWROOMS  OF: 

The  CINTRA  PEARL  Ltd.,  11,  Argyll  Place,  Regent  Street,  London,  W.l,  England 
Fixed  Retail  Prices  Quick  Seller  Liberal  Trade  Terms 


Gold  Medal  Awards:   Paris  —  Brussels. 


Grand   Prix:    Lyons  —  Turin 
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Lace  Veils  on  French  Millinery 

Many  Paris  Hats  Have  Only  the  Lace  Veil  as  Decoration — Draped 
Around  Crown  or  Hung  From  Side  or  Back — Elaborate  Millinery 
Models  in   Feathers — Featuring  the   Ostrich   Fan   Again — Gay 

Colored  Handkerchiefs 


MANY  PARIS  hats  have  the  lace 
veil  as  the  only  decoration. 
Sometimes  it  is  draped  around 
the  crown  but  often  it  is  hung-  from  ihe 
side  or  back.  Lace  is  also  featured  for 
the  brim  itself.  Fashion  shows  in  Paris, 
Berlin  and  London  make  a  great  deal  of 
lace  of  almost  every  kind.  The  Spanish 
variety  is  one  of  the  favorites,  although 
all  of  those  featured  in  the  last  two 
years  are  still  in  vogue  in  those  centres. 

It  is  said  that  Americans  are  not  buy- 
ing as  extensively  as  was  expected  but 
when  the  great  increase  in  lace  manu- 
facturing which  has  taken  place  in  the 
United  States  is  taken  into  consider? 
tion,  the  falling  off  of  imports  can  be 
easily  explained. 

Veilings  are  also  reviving  on  the  con- 
tinent. Black  is  very  strong  in  both 
veils  and  veilings  but  some  shades  < 
blue,  castor  and  taupe  are  also  good. 
Many  of  these  veils  are  combined  with 
lace.  Borders  of  lace  in  two  colors  ar 
very  strong.  Picot  embroideries  are 
also  in  demand  on  veilings  of  the  most 
expensive  type. 

Auto  scarfs  are  made  of  both  Spanish 
lace  and  Shetland.  These  are  very  good 
in  Paris  and  many  of  our  importers  are 
looking  forward  to  business  in  them. 
The  colors  which  are  used  in  these  are 
marine  blue,  sunset  (a  light  tango)  Sa- 
hara and  champagne. 

The  hexagonal  mesh  is  again  shown 
in  veilings  by  the  yard.  In  the  very 
fine  silk  veils,  the  hexagon  is  less  than 
a  centimetre  in  diameter.  Some  of 
these  have  dots  and  all  have  a  lace  edge. 
Chenille  is  used  this  year  again  for 
dots. 

One  of  the  strong  notes  which  buyers 
have  brought  back  from  Paris  is  that 
the  veil  is  used  to  trim  the  hat  rather 
than  for  its  original  purpose.  On  those 
which  are  designed  as  evening  scarfs 
or  which  hang  from  the  hat  to  the  right 
shoulder,  tulle  and  metal  are  two  favor- 
ites. Face  veils  have  edges  of  metal  as 
well  and  the  correct  thing  is  to  allow 
them  to  hang  at  an  angle  when  worn 
over  the  face. 

Beads  and  Beaded  Bags 

One  importer  in  Toronto  brought  over 
three  hundred  beaded  handbags  from 
Paris.  These  arrived  in  the  show  rooms 
on  September  5.  On  September  13, 
only  30  bags  were  left.  So  there  is  no 
doubt  that  the  trade  is  taking  kindly  to 
them.  There  are  two  grades  of  bags 
to  be  bought;  those  Which  are  made  in 
Czecho-Slovakia  and  which  retail  at  not 
more  than  $15  and  those  from  France 
which  sell  for  at  least  $35.  The  differ- 
ence is  in  the  combination  of  colors.  Im- 
porters say  that  the  French  understand 


harmony  of  colors  as  no  other  people  in 
the  world  do.  The  beads  in  these  bags 
come  from  Czecho-Slovakia. 

Girdles  are  again  seen  in  Toronto 
houses.  They  are  a  better  grade  than 
those  of  the  Spring  and  for  that  rea- 
son may  not  have  as  great  a  distribu- 
tion. Black  and  white,  the  white  be- 
ing of  French  celluloid  or  bakelite,  are 
prominent.  There  is  less  of  the  metal 
chain  than  formerly,  since  the  whole 
girdle  is  made  of  links  or  strips  of  the 
same  material  as  is  used  in  the  orna- 
ment. 

Czecho-Slovakian  glass  beads  are 
much  more  elaborate  this  year.  In- 
stead of  the  simple  cutting  to  which  we 
were  accustomed  in  other  seasons,  most 
of  the  beads  have  many  sides  or  facets. 
The  white  ones  which  are  particularly 
favored,  resemble  diamonds  because  of 
this  cutting. 

Then  there  are  the  beads  which  are 
hand  painted  in  contrasting  colors  and 
others  which  are  cut  irregularly  and  fill- 
ed with  a  composition  resembling  a  min- 
eral deposit.  All  shades  are  very  good, 
the  yellows,  the  reds,  greens  and  black 
being  probably  the  best. 

Feather   Fancies   Show   Promise 

Already  many  of  the  novelty  feather 
ornaments  have  been  picked  up  by  re- 
tailers who  are  showing  elaborate  mill- 
inery models.  Burnt  peacock  and  burnt 
coque  have  been  made  into  various  types 
of  mounts,  some  attractive,  some  very 
much  the  reverse  but  all  well-liked 
among  the  trade.  These  are  fairly  ex- 
pensive, ranging  at  wholesale  price  from 
$1.50  to  $12.  One  traveller  says  that 
he  is  selling  more  at  the  higher  than  at 
the  lower  price. 

Curled  ostrich  is  shown  in  bands 
which  go  around  the  crown;  to  these  are 
attached  willowed  strands  to  sweep  the 
shoulders.  Then  there  are  many  os- 
trich ornaments  for  evening  gowns. 
Most  of  these  are  in  the  bright  colors, 
the  centre  being  of  a  contrasting  shade. 

All  of  the  fashion  shows  both  in  Tor- 
onto and  in  American  cities  are  featur- 
ing the  ostrich  fan  again.  This  tends 
to  be  of  medium  size  so  far  but  there  is 
no  doubt  that  every  type  will  be  worn 
later  on. 

Linen  handkerchiefs  of  delicate  tint 
are  very  much  in  demand.  These  are 
usually  embroidered  in  contrasting 
shades  or  in  darker  tones  than  the  hand- 
kerchiefs themselves. 

Even  the  very  old  ladies  are  saying  to 
the  salesgirls,  "Please  let  me  see  color- 
ed ones."  They  may  choose  lavender, 
or  black  and  white,  or  even  one  of  the 
giddy  new   shades  but  they  simply  will 


not  have  the  all-white.  The  plain  white 
handkerchief  has  passed  into  oblivion 
for  the  time  being.  The  few  one  sees  in 
the  stores  are  embroidered  in  black  or 
in  color. 

Buyers  who  like  to  know  what  things 
are  ahead  should  watch  for  the  new 
handkerchief  fad  promised  for  next 
Spring.  The  Paris  resorts  have  been 
using  it  for  the  last  month  and  at  least 
one  of  the  New  York  shops  is  showing 
it  for  American  Winter  resorts.  This  is 
no  other  than  the  gaily  colored  silk 
kerchief  worn  about  the  neck  with  the 
sports  costume.  It  is  made  of  geor- 
gette or  silk  crepe  and  folded  in  a  fichu 
over  the  shoulders.  This  fabrication  is 
supposed  to  protect  the  neck  from  sun- 
burn and  also  to  give  the  skin  a  whiter 
appearance  because  of  the  very  bright 
hues  of  the  kerchiefs.  To  make  the 
costume  complete,  another  smaller  hand 
kerchief  is  worn  knotted  at  the  wrist. 
It  must  of  course  be  of  the  same  color 
as  the  other. 

Narrow  Tinsel  Ribbons 

The  retailer  who  stocks  plenty  of  rib- 
bons of  metal  finish  can  make  no  m 
take  this  Fall.  The  narrow  widths  will 
be  better  than  the  wide  ones.  Picot- 
edging  will  be  strong  both  in  the  satin 
and  the  metal  ribbons. 

With  the  opening  of  school,  retailers 
report  better  business  in  hair-ribbons 
than  during  the  Summer.  Checked  and 
striped  effects  are  best  in  these.  For 
millinery,  the  very  wide  satins  are  in  de- 
mand, those  which  will  make  up  into 
bows  at  the  back  being  asked  for  most 
of  all.  Black  and  the  dark  shades  are 
probably  the  best  in  these. 

Side  panels  on  short  dresses  to  give 
a  longer  effect  is  helping  the  ribbon 
trade  though  this  will  not  last  longer 
than  a  couple  of  months  because  most 
women  will  have  their  new  gowns  by 
that  time. 

Narrow  velvet  ribbons  in  the  high 
shades  are  moving  satisfactorily,  ac- 
cording to  Toronto  buyers. 


Travellers  Are    Now  Out  with 
Complete  Lines 

Greeting    Cards  and    Post   Cards  for   every   Season 
pnd    occasion.  «     .  .  .... 

-v-'ties  for  Christmas.    Hallow- 
e'en.   St.    Valentine    and    Easter. 

Pennants,    Cushions,   etc. 

Tags.    Seals    and    Cards.    Toy    Books. 

Souvenir   Novelties    (Biggest    Range  in   Canada). 

Conservo   Lunch   and    Bib   Sets. 

Christmas     Stockings. 

Celebration     Goods.       Powder    Puffs. 

THE     r-RODUCT     OF     FIVE     FACTORIES     WE 
OWN    OR    CONTROL. 

We  are  the  Canadian  Representatives  of  S.  Langs- 

dorf   &    Co..    New   York    City,    makers  of   the  best 

popular  priced   line  of  French   Ivory  Toilet  Lines. 

Toilet    Sets    and    Manicure    Sets    In    the    United 

States.  . 

We   have   a   catalogue   worth    having.     Your   name 
on   a   post  card   brings  it. 

PUGH     SPECIALTY    CO.,     LTD.. 
3d    to    42    Clifford    St.,    Toronto.    Canada. 
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Promoting  Sales  of  Toilet  Goods 

Feature  Specials  for  One  Week  of  Certain  Articles— Helping 

Women  With  Their  Complexions — Assisting  in  the  Selection  of 

Pei fumes— Soap  Week  Good  in  Early  Autumn— Free  Samples 

Help  to  Promote  Bigger  Sales 


SEPTEMBER  is  none  too  early  to 
begin  a  special  campaign  with  toilet 
goods,  which  should  be  unusually 
successful  because  women  are  vitally  in- 
terested in  repairing  the  ravages  of  hot 
sunny  days  on  their  complexions  as  soon 
as  autumn  social  activities  commence. 
Furthermore,  toilet  goods  present  more 
opportunities  of  interesting  all  types 
of  people-  than  perhaps  any  other  line 
of  merchandise  in  a  store.  There  are 
several  aspects  of  selling  which  might 
be  considered  during  the  early  fall 
months,  including  the  following  sugges- 
tions given  to  Dry  Goods  Review  oy  a 
toilet  goods  department  manager  n  a 
Montreal    store. 

A  series  of  "weeks"  featuring  one 
line  for  six  days,  such  as  a  Soap  We^k, 
a  Perfume  Week,  a  Powder  and  Cream 
Week  or  a  Hair  Goods  Week.  There 
are  of  course,  plenty  of  other  itfms 
which  could  be  equally  well  featured, 
but  these  mentioned  are  particularly 
suggestive    of   selling  possibilities. 

In  following  up  any  of  these  ideas 
there  are  certain  principles  which  apply 
to  all  equally  well  and  which  should  be 
carefully  planned  out  before  any  week 
is  put  under  way.  Take  the  case  of  the 
Cream  and  Powder  Week,  the  very 
name  of  which  suggests  thoughts  of 
beautifying.  The  essential  thing  to 
consider  in  putting  across  this  event  is 
to  have  a  well  assorted  stock  of  really 
high-grade  cosmetics  such  as  can  be 
sold  with  every  confidence.  If  there  is 
a  leader  in  the  department  in  the  way  of 
a  special  brand,  it  should  of  course  be 
given  emphasis  but  care  should  be  ex- 
ercised that  this  brand  does  not  receive 
too  much  pushing,  a  result  which  can 
only  have  the  effect  of  advertising 
this  special  make  rather  than  conveying 
the  idea  that  there  is  a  special  cream 
or  powder  for  each  individual  type. 
That  is  the  idea  in  a  nutshell. 

Rejuvenating    Complexions    Pays 

The  average  woman  is  fully  conscious 
of  her  shortcomings  as  regards  her  per- 
sonal appearance  or  she  would  not  be 
such  a  constant  purchaser  of  beautify- 
ing cosmetics.  Therefore  the  important 
point  to  accent  is  her  own  individuality. 
In  selecting  the  stock  to  give  promin- 
ence to,  the  department  manager  should 
keep  in  mind  the  various  common  com- 
plaints such  as  oily  skins,  dry  skins, 
enlarged  pores,  fine  lines,  chapped 
skins,  and  even  sunburn  and  freckles. 
For  each  of  these  common  ailments 
there  is  a  reliable  preparation  on  the 
market,  and  with  a  sales  staff  suffic- 
iently versed  in  the  rudiments  of  selling 
toilet  goods,  it  is  only  a  matter  of 
proper  advertising  to  register  a  success. 


Some  of  the  ideas  tried  out  by  this  Mon- 
treal store  in  this  connection  might  be 
summarized  thus:  Have  a  demonstra- 
tion table  adjacent  to  the  main  depart- 
ment, on  which  are  set  as  many  jars  or 
cans  of  the  products  to  be  sold  as  pos- 
sible. Have  the  goods  representative  of 
varied  needs,  including  cold  cream,  van- 
ishing cream,  skin  astringent,  massage 
cream  and  a  healing  cream  for  skin 
eruptions.  Also  have  on  hand  various 
makes  of  face  and  toilet  powders  in  the 
different  complexion  shades  and  keep 
a  bowlful  of  tiny  bits  of  antiseptic  cot- 
ton so  that  customers  can  test  out  these 
new  powders  for  themselves.  There 
are  talcum  powders  innumerable  for 
every  member  of  the  family  and  an  ef- 
fort should  be  made  to  educate  the  cus- 
tomer to  buy  the  right  sort  rather  than 
because  a  certain  scent  appeals  to  her. 
There  is  a  talc  for  babies,  for  men.  and 
also  for  blondes  and  brunettes.  It  is 
well  known  that  the  bulk  of  toilet  goods 
sold  are  not  bought  wisely  or  with 
proper  understanding  of  their  respective 
merits.  Consequently,  if  leaflets  or 
special  advertising  copy  can  be  prepar- 
ed, imparting  really  educative  informa- 
tion relative  to  the  properties  of  each 
powder  or  cream,  it  should  bs  possible 
to  double  ar.d  triple   sales  accordingly. 

Emphasize    Personality    With    Perfume 

Suggestive  selling  must  be  coupled 
with  imagination  and  accurate  knowl- 
edge. When  a  customer  asks  for  a 
can  of  talcum  powder  and  wants  to 
smell  a  number  of  cans  until  she  can  de- 
cide which  appeals  to  her  most,  why  not 
help  her  by  enquiring  her  favorite 
scent  ar.d  by  asking  if  she  has  determin- 
ed on  the  perfume  which  expresses  her 
personality?  This  idea  will  strike  her 
as  being  unusual  and  perfectly  reason- 
able and  given  the  proper  help  from  the 
sales  woman,  the  customer  will  make  an 
effort  to  buy  intelligently  for  once,  and 
will  be  inclined  to  build  up  a  set  of 
toilet  articles  to  harmonize.  The  great 
thing  to  emphasize  is  the  folly  of  buy- 
ing cheap  toilet  goods,  and  to  point  out 
the  extr :  me  care  necessary  to  achieving 
and  maintaining  a  good  appearance. 

It  is  not  always  necessary  to  buy  an 
entire  set  of  toilet  goods  made  by  one 
manufacturer.  In  some  cases  it  is  pos 
sible  to  build  up  an  individual  outfit  by 
selecting  here  and  there,  in  order  to  get 
just  the  right  degree  of  perfume,  or  the 
exact  shade  for  the  complexion  or  the 
proper  medicinal  properties  required. 
This  method  appeals  to  many  women 
who  would  consider  the  purchase  of  an 
entire  outfit  of  one  brand  as  an  ex- 
travagance,    whereas      a    miscellaneous 


assortment  does  not  seem  such  an  out- 
lay. 

Sell  Soaps  in  Bulk 

With  most  departments  a  soap  week 
has  the  best  chance  of  success  and  is 
generally  exceedingly  good  during  the 
early  autumn.  In  the  case  of  this  pro- 
duct, bulk  sales  should  be  aimed  at, 
rathe:-  than  individual  cakes.  There 
are  many  reasons  for  this  recommend- 
ation, not  the  least  of  which  is  the  point 
of  economy  to  the  purchaser.  Castile 
bars,  bath  soap  and  ordinary  toilet  soap 
should  be  sold  in  this  way,  with  special 
price  quotations  on  from  three  to  a 
dozen  bars. 

Complexion  soaps  which  are  higher 
priced  should  be  sold  by  the  box  of 
three  wherever  possible  as  good  results 
can  scarcely  be  expected  from  the  use 
of  a  single  cake.  Germicidal  or  disin- 
fecting soaps,  laundry  soaps  and  special 
kinds  for  washing  fine  woollens  or  laces 
can  be  equally  well  shown.  Even  soap 
dyes  are  not  out  of  place  in  such  an 
event. 

Free    Samples    For    Trial 

In  either  case,  whether  the  Cream  and 
Powder  or  the  Soap  Week  be  carried 
out,  it  is  always  a  good  plan  to  have  on 
hand  some  free  samples  for  distribution 
for  even  though  the  latter  may  not  re- 
ceive a  trial  first,  the  slight  attention 
pleases  customers  and  is  not  wasted. 
The  store  name  should  be  on  the  sam- 
ples in  any  case.  Placards  should  be 
placed  around  the  store  and  in  the  ele- 
vators to  give  additional  emphasis  to 
the  week,  and  should  be  worded  in  a 
manner  a  little  different  to  that  usually 
read  on  placards.  For  example,  one 
card  could  be  arranged  to  have  one  or 
more  cans  of  talcum  powder  attached 
to  it,  with  some  such  wording  as  this: 
"We  recommend  this  talcum  as  the 
most  daintily  perfumed,  finest  quality 
powder  that  we  know  of.  Let  us  show 
you.     Price  35  cents  a  can." 

When  a  perfume  week  is  planned,  do 
not  overlook  the  possibilities  of  Laven- 
der, which  can  be  sold  in  bulk  or  in  ar- 
tistic receptacles.  Play  up  th3  idea  of 
scenting  linens  with  this  old  world  per- 
fume and  recommend  it  in  bags  to  be 
hung  up  in  closets  with  clothes  or  on 
the  linen  shelves.  Advise  it  in  perfume 
form  to  all  old  ladies  and  emphasize  its 
medicinal   properties   in  the   sick  room. 

In  selling  other  perfumes,  never  of- 
fer heavy  odors  to  young  girls  or  to 
elderly  women.  Only  delicate  odors 
should  be  sold  to  either  type  of  custom- 
er, and  generally  the  old  favorites  such 
as  violet,  sweet  pea  and  lily  of  the  val- 
(Continued   on   page   98) 
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Cijrtetmas  Zop& 

Now  in  Stock  Ready 

For  Immediate  Shipment 

Our  New  Catalogue  will  be  Ready  early  in  October 

It  will  contain  the  largest  assortment  of  holiday  goods 

shown  in  Canada 


Imported  Mechanical  Toys 
Games,  Novelties 

Imported  Dressed  and 
Jointed  Dolls 

Christmas  Decorations 


Toilet  and  Manicure  Sets 

Fitted  Work  Baskets 

Art  Metal  Ware 

Christmas  Cards 

China  and  Glassware 


Copy  of  Catalogue  sent  to  Dealers  on  Request. 

NERLICH  &  CO. 

146-148   Front  Street  West,    Toronto,    Ontario 
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"Fairy  Queen*— The  Net  That  Gets 
And  Holds  The  Trade  For  Youi 

Put  up  in  attractive  packages  as  shown  above.  Six  colors: 
Dark  Brown,  Medium  Brown,  Light  Brown,  Auburn,  Black  and 
Blonde. 

A  real  Hair  Net  with  a  full  guarantee — "Any  Fairy  Queen  Hair 
Net  found  imperfect  on  opening  will  be  replaced  free  of  charge 
if  returned  at  once  in  original  envelope." 

Don't  be  satisfied  with  the  Hair  Net  business  you  are  doing  now 
— increase  it  by  handling  "Fairy  Queen"  Nets. 

Handkerchiefs  for  the  Holiday  Trade 

We  have  a  special  assortment  of — 

LADIES'  SWISS  LAWN  HANDKERCHIEFS  embroidered  in  whits 
and  colors. 

CREPE  DE  CHINE  HANDKERCHIEFS,  assorted  white  with  new- 
printed  patterns,  also  solid  colors. 

PONGEE  HANDKERCHIEFS,  natural  shade,  with  rolled  crossed- 
stitched  border  in  contrasting  colors.  Also  corner  patterns  with 
colored  thread  inserted  in  attractive  designs. 

To  retail  at  25  cents  and  50  cents. 

See  our  full  line  of  Men's  Plain  and  Twilled  Silk  Handkerchiefs. 

Be  sure  to  ask  to  have  our  representative  show  you  these  special  numbers. 

G.  R.   GREGG  &  COMPANY,   LIMITED 


50-52  York  Street 


Toronto 


Warehouses  also   at  Winnipeg  and   Vancouver 
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Dominion  Hemstitch  Work  Co. 

MONTREAL 


.Manufacturers  of_ 


FINE  HEMSTITCHED 
HANDKERCHIEFS 

FOR    THE    WHOLESALE    TRADE    ONLY 


WESTERN 
PROVINCES  : 

Jones  &  Smith 

403  Canada  Building 
WINNIPEG 


Selling  Agents  : 

ONTARIO  : 

Charles  M.  Lindsay 

88  Wellington  St.  West 
TORONTO 


MARITIME   PROVINCES  : 

E.  H.  Cairns 

60  Princess  Street 
ST.  JOHN,   N.B. 

MADE  IN  CANADA  BY  CANADIANS 
FOR  CANADIANS 


Do  You  Know  Our  Full 
Lines? 

If  you  want  to  stimulate  your  Fancy 
Goods  and  Baby  Departments,  get 
in  touch  with  us — we  are  anxious  to 
serve  you. 

Knitting  Wools,  Angora  Wool 
Cluny  and  Madeira  Linens 
Baby  Goods — Rattles,  Bibs, 
Diapers,  Hand-made  Jackets, 
Bootees,  Toques,  Overalls. 
Novelties  in  Stamped  Goods 
Towels,  Pillowcases  etc. 

Let  your  store  be  known  as  one  that  carries 
the  above  lines.  They  will  add  to  your 
reputation  as  well  as  your  profits. 

Hambly  &  Wilson  Limited 

1 1  Wellington  St.,  W.,  Toronto 


THE    LARGE    HAT 

is  here  and  Ostrich 
lends  itself  distinct- 
ively to  trim  the  wide 
drooping  brims- -- 

Pom   Pom  effects 

in  the  new  Persian  color- 
ings. 

Willow  edPomPoms 

in  soft  drooping  creations, 
together  with  burnt  Pea- 
cock in  its  various  forms. 

Coque  Mounts 

in  the  new  "Firefly"  ef- 
fect. 

We  have  ample  stock  in 
all  the  wanted  styles  for 
your  Fall  trade. 
As  Always 

"The  New-  Things  First" 

THE  BOUTONNIERE 

An  attractive,  neat  accessory  for 
Fur  Coats  made  up  in  bright  colors 
and    metallic    effects,    priced    low. 

Stocks    carried    in 
Ottawa-Montreal  -Winnipeg 

DOMINION  OSTRICH 
FEATHER  CO.,  LIMITED 

78  Wellington  St.  West.     Toronto 

Representatives: 
H.  B.  Taylor,  Mappin  Bldg.,  Montreal. 

I    G    Martin,  Hammond  Bldg., 

Winnipeg. 

E.  R.  Briggs,  Western  Ontario. 
J.  A.  Ayearst,  Ottawa. 
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Buy  ''Made  in  Canada"  Goods 
From  " Julian  Sale"  Lines 


Presenting  for  your  selection  for  present  and  holiday  trade  the  largest  and 
finest  range  of  leather  goods  and  novelties    that    has    ever    carried    our 
name — more  lines — bigger  lines — better  lines — attractive  lines — pop- 
ular selling  lines — just  the  lines  for  the  better  trade — ready  for 
immediate  shipment.     See  our  travellers — or  order  direct. 


Our  New  Catalogue  -  No.  43 

Is  on  the  press — the  illustrations  are  direct  photographs  from  the  JULIAN 
SALE  goods — the  descriptions  are  adequate — the  buying  instructions  are 
comprehensive — "No.  43"  will  prove  a  useful  buying  guide — drop  a  card  for 

a  copy — will  be 

READY  FOR  MAILING    -     OCTOBER   15th. 


The  Julian  Sale  Leather  Goods  Company,  Limited 

600    King   Street    West,    Toronto 
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Tour  sales  instinct,  your 
ewperien.ee  as  a  mer- 
chant, tell  you  how  wo- 
men will  revel  in  bags 
of  Whiting  Sunset 
Mesh.  Prompt  display 
in  your  windows  of  this 
innovation  will  enhance 
your  reputation  for 
showing  the  new  things 
first,  and  bring  a  new 
quick    profit. 


Gifts  Thai  {cist" 

'"    .BAGS,     "' 


True  to  our  tradition  of  ever  producing  first  the  new 
ideas  that  give  selling  impetus  and  profits  to  our 
customers,  we  announce  one  of  the  biggest  innova- 
tions in  our  history. 


a 


SUNSET  MESH 

Mill  [imillllllll  1111111111  III  I  III  iliniilllllllllimillll  II!  III!  Illlllllil  Ml  in,  I  III  lllllinmillllllllhilll 
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A  new  invention.  Controlled  exclusively  by  Whiting  &  Davis.  A 
mesh  with  the  color  combination  of  red  and  green  gold  and  plat- 
inum finish;  an  oriental  multi-tone  effect  that  brings  to  mind  the 
broad-striped  tents  and  gorgeous  trappings  of  the  chiefs  of  ancient 
Araby.     Made  in  both  soldered  and  unsoldered  mesh. 

Whiting  &  Davis  Company 

(L.   W.   Cooke,  Manager) 
Sherbrooke  -  -  Quebec 
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JULIEN  GIGUET 

2  COURS  DES  CHARTREUX,  LYONS 
FRANCE 


Manufacturer  of 
NATURAL  HAIR  &  SILK  HAIR  NETS 

With  Elastic 

QUEEN  OF  BELGIUM  LEADER 
PAULETTE 

Without  Elastic 
GALLIA  CAP 
COIFFURETTE— NEC  PLUS  ULTRA 

ELASTIC  VEILS 
Madalon — In  cabinets  of  12  dozen  each. 
Elegant — In  cabinets  of  4  dozen  each. 
We  carry  these  lines  in  stock. 

SOLE  AGENTS  FOR  CANADA 

M.  CHASSAGNE,  LIMITED 

HEAD   OFFICE: 
45  St.  Alexander  St.       -       Montreal 

Representatives  in 
TORONTO,    WINNIPEG    and    VANCOUVER 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND  EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932-938  Broadway  New  York  Cor.  22nd  St. 

Canadian  Showroom   and  Factory  : 

Bay  and  Wellington  Sts.,        -        Toronto,  Canada 


Our  great  need   of  today   is   knowledge  of 
world  markets  and  of  world  finances. 

Are  you  interested  in  the  great,  commercial 
and  industrial  transactions,  the  transporta- 
tion difficulties  and  the  financial  problems 
that  affect  the  product  you  sell? 
You  will  find  a  concise  and  easily  read  di- 
gest of  these  questions  weekly  in  THE  FI- 
NANCIAL POST. 

A  sample  copy  will  be  sent  gladly  on  re- 
quest. 

The  Financial  Post 

143-153  University  Ave.   -  Toronto. 
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WHAT  THE  PUBLIC  WANTS  TO-DAY 
Quality  Goods  at  Moderate  Prices 


Avenue  Bags 
Lucille  Bags 
Shopping  Bags 
Beauty  Boxes 
Toilet  Cases 
Frame  Purses 
Combination  Purses 
Card  Cases 


Bill  Folds 
Collar  Boxes 
Music  Cases 
Letter  Cases 
Ladies'  Belts 
Manicure  Cases 
Photo  Cases 
Military  Brush  Cases 


10  226 

New    Pouch    Style 

Made  in  One  Piece 
Chiffon  Velvets — Assorted 
Colors — Filigree  Gold  Fin- 
ish Frame 


t    ,               j               r              iii        English  Avenue  Bag 
Let  us  send  you  a  jew  up-to-date      — 2 - 

j  Made  in  Morocco — Velvet 

Samples  Calf-Beaver   Calf-Moire 

Silk  Lined 


Mmttett  &  OTelltnger,  limittb 

Manufacturers  of  ^igh   (Sra&e  J^anrtj   ICratber  (fooobs 

348-350  SORAUREN  AVENUE         TORONTO 


ESTABLISHED    1905 


Are  You  Meeting  the  Demand? 
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To  strike  the  line  of  least  resistance  in  serving 
your  customers  put  your  novelty  needs  up  to  us. 
We  are  particularly  well  stocked  with  all  that  is 
new  and  the  prices  will  insure  quick  turnover. 

In  Kimonas  and  Hosiery  we  have  a  splendid  as- 
sortment. Samples  sent  on  request.  Do  not 
have  your  salespeople  say  "we  are  out  of  that." 
Order  now  and  be  sure. 

Novelties  Limited 
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Varying  Prices  Create  Difficulties 

Importers  of  Lines  From  Central  European  Countries  Find  it 
Hard  to  Fix  on  Any  Price  for  Their  Merchandise  Owing  to  Rapid 
Changes  in  Exchange  and  Other  Costs — Deliveries  to  Canadian 

Houses  Are  Uncertain 


IMPORTERS  of  smallwares,  fancy 
goods  and  novelties  which  have  their 
origin  in  Central  Europe,  find  it  ne- 
cessary to  adopt  very  careful  measures 
in  disposing  of  this  merchandise.  It 
will  no  longer  be  possible,  one  Toronto 
buyer  informs  Dry  Goods  Review,  to  sell 
"on  import,"  which  means  taking  orders 
for  goods  which  have  not  actually  been 
received  by  the  importer.  Previous  to 
the  war  and  since  the  renewal  of  com- 
mercial relations  with  manufacturers  in 
Europe,  our  importers  have  always  tried 
to  expedite  deliveries  to  wholesale  and 
retail  houses  in  Canada  by  accepting  or- 
ders at  prices  which  held  when  these 
goods  were  bought.  This  is  no  longer 
possible. 

A  buyer  for  a  notions  and  fancy  goods 
house  in  Toronto,  says  that  not  one  of 
the  hundreds  of  lines  he  placed  oi\ 
for  during  his  last  trip  to  Austria  and 
Germany,  is  selling  at  the  same  price  as 
it  was  then — the  latter  part  of  June.  In 
fact,  in  every  manufacturing  house  in 
these  countries,  buyers  are  given  to  un- 
derstand that  prices  as  quoted  at  the 
time  are  not  binding. 

Prices  Change  Over-Night 

If  there  were  any  certainty  that  prices 
would  be  subject  to  either  an  upward  or 
a  downward  tendency,  the  situation 
would  not  be  so  difficult.  As  things  are, 
however,  an  article  may  be  doubled  in 
value  tomorrow  and  drop  to  one-third  of 
its  first  price  on  the  following  day. 
Manufacturers  in  these  countries  admi: 
that  they  themselves  do  not  know  what 
prices  to  ask.  Then  the  exchange  situ- 
ation makes  things  even  more  com- 
plicated. Our  informant  says  that  nei- 
ther buyers  nor  sellers  know  what  course 
to  pursue  in  arriving  at  a  method  of  cal- 
culating kronen  and  marks  in  sterling 
and  dollars. 

Of  the  three  countries — Germany, 
Austria  and  Czecho-Slovakia,  which  this 
buyer  visited,  the  last  named  is  by  far 
the  most  stable.  Because  of  the  glass 
bead  industry,  these  people  have  improv- 
ed their  condition  one  hundred  per  cent, 
in  the  last  year.  Composed  as  they  are 
of  Bohemians  and  Austrians  for  the  most 
part,  their  only  trouble  lies  in  friction 
between  the  races.  Their  government  is 
doing  everything  possible  however  to 
make  this  country  a  power  in  the  com- 
mercial world. 

Living  on  Two  Dollars  a  Day 

Canadians  who  visit  European  coun- 
tries are  able  to  live  like  princes  on  ten 
or  twelve  dollars  a  week.  In  Austria,  th? 
best  room  in  the  best  hotel  can  be  had 
for  $1.10  and  meals  may  be  obtained  at 
from  30  to  40  cents,  these  meals   being 


always  of  four  or  five  courses.  To  do 
this  requires  the  carrying  around  of 
2.000  000  or  more  kronen  for  current  ex- 
penses. A  taxi-driver  for  example,  will 
accept  a  tip  of  L500  kronen  with  only 
the  ordinary  amount  of  gratitude. 
What   Czecho-Slovakia   is  Making 

Here  are  a  few  of  the  things  which 
may  now  be  obtained  in  this  little  coun- 
try. (Some  of  them  are  produced  in 
sufficient  quantities  to  supply  the  world 
so  it  is  no  wonder  that  a  people  who 
three  years  ago  lived  in  huts  are  now 
dwelling  in  white  stone  homes  in  towns 
which  are  surrounded  by  beautiful  high- 
ways for  miles  and  miles.)  Glass  beads, 
enamelled  brooches,  cheap  pins  of  every 
kind  with  the  name  of  any  country  or 
city  in  the  world  if  desired,  mirrors  with 
metal  frames,  pocket  knives,  imitation 
briar  pipes,  dells,  st'ek-pins  and  hair- 
pins with  flower  ornaments  made  of 
paper,  spun  glass  novelties,  needles 
and  needle  books  of  all  kinds,  religious 
pictures  in  metal  frames,  safety-pins, 
dress-fasteners  and  crotchet  hooks  (the 
last  three  being  better  made  and  cheap- 
er in  Canada). 

Those  buyers  who  patronize  Austria 
obtain  from  this  country  metal  ash- 
trays and  metal  stationery  sundries, 
f-herry-wood  pipes,  leather  handbags, 
erasers,  pearl  collar  boxes,  wire  arm- 
bands, lead  pencils,  pen  holders,  rubber 
balls,  aluminum  and  steel  thimbles, 
manicure  sets. 

It  is  noteworthy  that  many  buyers  like 
to  get  in  Canada  as  many  of  these  things 
as  is  possible,  because  they  are  so  tired 
of  the  outrageous  pr'ees  which  foreign 
makers  are  asking  under  the  guise  of 
coping  w'th  the  exchange  situation.  In 
the  long  run,  they  say.  Canadian  prices 
are  better.  One  large  importer  makes 
the  assertion  that  in  almost  every  line 
which  our  manufacturers  have  attempt- 
ed, they  make  better  grades  than  can  be 
obtained  in  Europe.  Take  safety-pins 
for  example;  one  manufacturer  is  ready 
to  put  on  the  market  a  new  line  of  brass 
pins  w'th  guarded  ends,  which  is  better 
than  any  that  can  be  imported.  They  are 
named  after  a  well-known  toy  so  that 
mothers  will  remember  to  ask  for  them 
a  second  time.  Thimbles  are  another 
item.  Although  our  buyers  have  been 
getting  these  from  Germany  and  Austria 
for  many  years,  they  admit  that  none  of 
them  are  equal  to  those  made  in  Eng- 
land. 

WiU  Sell  Only  From   Stock 

As  long  as  the  present  situation  lasts, 
over  in  Europe  one  house  at  least  in- 
tends to  adopt  the  policy  of  selling  only 
when  they  have  this  merchandise  in 
their  warehouses.     If  they  are  forced  to 


pay  at  the  prices  ruling  on  date  of  de- 
livery, they  will  have  to  sell  in  this  way, 
although  it  will  slow  business  up  con- 
siderably. Most  of  the  big  factories  on 
the  continent  are  adopting  a  very  inde- 
pendent attitude  toward  buyers,  espe- 
cially toward  Canadians  whose  orders 
are  comparatively  small.  They  will  not 
promise  delivery  within  any  set  time  and 
importers  have  learned  not  to  expect 
them  under  four  or  five  months. 

This  plan  will  not  be  used  of  course  T 
French  goods,  which  can  be  obtained  at 
prices    prevailing   at   time      of    purchase 
and  which     are  delivered     in  reasonable 

t'me.  

OBITUARY 

The  passing  of  Alexander  Archibald 
Allan,  president  of  the  well-known 
wholesale  hat  and  fur  firm  of  A.  A.  Allan 
&  Company,  Limited,  at  his  summer 
home,  Invermara,  Atherley,  Lake  Sim- 
coe,  removes  on  of  the  foremost  leaders 
in  business  in  Toronto  and  a  man  of 
force  and  energy  with  a  positive  genius 
for  achievement. 

Mr.  Allan  was  brought  to  Canada  as 
a  child  from  the  Orkney  Islands.  He 
came  to  Toronto  about  the  year  1859, 
when  that  city  had  a  population  of  but 
50,000. 

William  McMaster  &  Nephews,  and 
Bryce,  McMurrich  &  Company  were  then 
the  two  big  wholesale  concerns,  and  Mr. 
Allan  was  engaged  with  the  first-named 
concern  for  four  years,  following  which 
he  took  out  samples  for  a  Glasgow 
house  dealing  in  wholesale  millinery.  He 
covered  the  principal  towns  of  the  prov- 
ince In  this  connection  he  later  added 
dry  goods  samples  for  another  Glasgow 
house,  and  became  associated  in  busi- 
ness with  his  brother,  James  D.  Allan, 
the  two  brothers  dividing  the  territory 
between    them. 

An  opening  then  came  in  the  hat  and 
fur  trade,  resulting  in  the  establishment 
of  the  business  which  now  bears  the  name 
of  A.  A.  Allan  &  Co. — the  only  firm  then 
in  business  which  is  still  carried  on  under 
the  same  name. 


PROMOTING   SALES 


(Continued  from  page  91) 
ley  are  sufficiently  delicate  to  appeal 
to  both.  Such  heavy  scents  as  musk  or 
amber  call  attention  to  the  wearer's 
person  and  should  only  be  used  by  wo- 
men of  a  marked  individuality. 

In  any  case,  good  looks  are  absolute- 
ly indispensable  to  the  sales  girls  of  a 
toilet  goods  department,  and  a  clear 
skin,  well  cared  for  hair  and  nails,  are 
assets  not  to  be  compared  with  even  the 
subtlest    advertising. 


Dry  Goods  Review 


NOTIONS 


99 


The  Manufacture  of  Silk  Threads 

No  Matter  What  the  Ultimate  Article  May  be,  the 
Process  is  Identical  in  Initial  Stages — Sorting  of 
the  Raw  Silk — Drying  and  Winding  the  Delicate 
Strands — Twisting  and  Cleansing  the  Silk — The 
Finished  Product 


ALL  the  various  forms  of  silk 
threads  are  derived  originally  from 
the  self-same  source  and  despite 
the  wide  difference  in  their  ultimate  uses, 
the  process  of  manufacture  is  identical 
in  the  initial  stages.  So,  whether  the 
silken  threads  be  destined  for  ordinary 
stitching  or  mending,  or  for  knitting 
sweaters  or  crocheting  neckties,  the  inci- 
dental steps  are  uniformly  alike  in  each 
instance,  beginning '  with  the  arrival  of 
the  raw  silk  from  Japan  or  from  China 
in  bulky  packages  covered  with  matting. 
These  bundles  of  silk  contain  a  number 
of  smaller  bundles  known  as  "silk  books," 
each  containing  in  its  turn  several  skeins 
of  the  silk. 

This  raw  silk  is  not  graded  when  it 
first  comes  but  must  be  sorted  out  into 
fine,  medium  and  coarse  grades  by  a 
skilled  judge,  who  tests  each  skein  to 
determine  its  quality,  and  then  drops  it 
into  a  cotton  bag  which  is  large  enough  to 
hold  some  25  pounds  of  the  silk,  accord- 
ing to  its  quality,  there  being  a  bag  for 
each  grade.  When  the  bags  are  full  the 
contents  are  placed  in  a  tank  overnight, 
in  a  solution  of  water,  oil  and  soap  and 
the  silk  is  hung  across  bars  so  that  i;: 
cannot  become  tangled.  Next  morning 
the  silk  is  wrung  out  on  a  wringer  which 
whirls  the  skeins  around  for  a  few  min- 
utes until  they  are  practically  dry.  The 
remainder  of  the  drying  process  is  com- 
pleted in  a  regular  drying  room  where 
steam  pipes  and  electric  fans  are  install- 
ed. I 

Once  the  silk  is  perfectly  dry  it  must 
be  carefully  examined  to  make  sure  that 
no  roughness  or  particles  of  gum,  etc., 
adheres  to  the  delicate  strands  and 
later  it  is  put  on  a  reel  called  a  "swift," 
hundreds  of  which  are  ranged  on  massive 
machine?  which  wind  the  silk  threads  on 
to  huge  bobbins.  So  accurately  do  these 
machines  work  that  if  one  of  the  delicate 
threads  breaks,  its  reel  stops  automatic- 
ally so  that  the  broken  ends  can  be  tied 
together.  When  a  bobbin  is  filled  it 
holds  about  a  tenth  of  a  pound  of  silk. 

A  Succession  of  Winding  Processes 

Another  winding  process  follows  the 
step  just  described,  but  this  time  a  con- 
siderable number  of  bobbins  enter  into 
the  process,  depending  upon  how  fine  or 
how  coarse  the  thread  is  to  be.  From 
two  to  two  hundred  bobbins,  each  with 
its  slender  strand  combine  to  form  one 
finished  thread  which  is  the  result  of  all 
the  strands  being  run  together  like  an 
untwisted  rope.  This  untwisted  silk  must 
next  be  spun  into  thread  ~ach  inch  of 
which  necessitates  some  15  revolutions 
of   th«    silk    bobbin.      Still    another   spin- 


ning process  follows  in  which  several  of 
the  threads  are  run  together,  while  last- 
ly on  another  machine  the  bobbins  are  run 
in  the  opposite  direction  to  twist  the 
thread. 

Another  bath  follows  the  twisting  pro- 
cess, the  spools  being  placed  in  water 
in  order  to  stretch  the  threads.  The  bob- 
bins are  unwound  on  to  a  large  roller 
and  then  again  on  to  other  bobbins  to 
and  fro  through  the  water,  the  silk  being 
given  some  16  different  immersions  in 
this  process.  Lastly,  in  skein  form  it  is 
dried  and  tied  into  bundles  preparatory 
to  being  dyed  in  the  proper  colors. 

Cleansing     The    Silk 

Before  the  dyeing  process  is  begun, 
the  silk  has  to  be  boiled  in  soap  and 
water  in  order  to  free  it  completely  from 
any  gum  which  may  still  cling  to  it.  This 
f>um  comes  from  the  silk  worm  from 
which  the  silk  is  made  and  is  not  always 
dissolved  during  the  preceding  steps  of 
cleansing.  This  boiling  tends  to  reduce 
the  weight  of  the  silk  as  well  as  to  ster- 
ilize it.  It  is  then  whirled  on  wringers 
to  dry  it  before  being  placed  in  the  dye 
solution.  The  latter  contains  not  only 
pure  filtered  water  but  also  a  certain 
amount  of  soap  suds,  and  me  silk 
threads  are  dipped  by  means  of  smooth 
wooden  poles  held  by  the  operators  and 
turned  as  often  as  necessary  until  the 
right  shade  is  obtained.  In  the  case 
of  very  dark  shades,  an  entire  day  is 
needed  to  attain  a  rich  color.  When  the 
dyeing  is  completed  the  silk  thread?  are 
hung  on  long  bars  and  left  over  night 
in  a  drying  room. 

The  Finished  Merchandise 

The  final  process  consists  of  winding 
the  silk  on  the  various  containers  in 
which  it  will  be  distributed  to  the  trade, 
such  as  spools,  cards,  skeins,  etc  ,  ac- 
cording to  the  weight  or  purpose  of  the 
silk.  Paper  wrappers  or  bands  are  added 
and  the  necessary  trade  marks  or  other 
identifications  stamped  preparatory  to 
boxing  and  shipping  the  finished  merch- 
andise. 

From  the  foregoing  description  it  can 
be  more  readily  understood  what  the 
comparatively  insignificant  item  of  a 
spool  of  sewing  silk  or  a  skein  of  em- 
broidery floss  represents  in  terms  of 
exacting   labor   and  infinite  patience. 


The  merchants  of  New  Glasgow,  N.  S., 
held  a  bargain  carnival  in  their  city 
from  August  22  to  August  26.  The  suc- 
cess of  the  venture  proved  how  much  can 
be  accomplished  by  a  get-together  cam- 
paign in  which  each  merchant  takes  his 
part  in  doing  something  for  all. 


HINTS  ON   SELLING  HOSIERY   AND 
GLOVES 

The  following  suggestions  with  regard 
to  selling  hosiery  and  gloves  will  be  use- 
ful. 

In  offering  hose  for  a  customer's  con- 
sideration, endeavor  to  elicit  the  gown 
or  costume  with  which  they  are  intended 

to  be  worn. 

The  following  principles  apply: — 
Silken    hose   should   go  w.th   the   most 
dainty  gowns— tea,  theatre,  dance,  etc. 

For  moderate  means,  good  lisle  thread 
hose  look  well,  and  are  suitable  for  al- 
most any  occasion  if  needs  must.  These 
go'  well  with   voiles,  etc. 

Cashmere  hose  should  be  worn  with 
tailored  costumes. 

If  possible,  the  hose  should  be  an  ex- 
act match  of  the  color  of  gown,  etc.  If 
this  is  impossible,  a  complete  contrast  of 
color  should  be  suggested.  Gsod  taste 
will  enable  the  saleswoman  to  offer  the 
most  suitable  contrast,  if  a  match  is 
impossible. 

Gloves 

Gloves  are  an  important  item,  and  the 
saleswoman  should,  as  before,  ascertain 
the  occasion  and  the  gown,  etc.  Good 
taste  will  here  be  sufficient. 

For  general  wear,  pale  lemon  or  dark 
brown  are  generally  suitable;  but,  for 
more  affluent  persons,  there  is  an  almost 
infinite  variety  of  styles  and  materials 
for  various  occasions. 

The  man  point  is  to  offer  the  article 
most  in  keeping. 

The  foregoing  is  not  intended  as  a 
treatise  on  the  whole  art  of  "salesman- 
ship," but  the  endeavor  has  been  to  sug- 
gest a  short  series  of  rules  by  which 
satisfied  customers  can  be  secured. 

The  principles  mentioned  should  be 
carefully  studied,  and,  when  a  customer 
enters  for  hat,  gown,  costume,  or  the 
smaller  items  of  hose  or  gloves,  the  main 
points  should  be  quickly  we'ghed  up,  and, 
having  also  gauged  the  probable  extent 
of  the  purchaser's  means,  the  sales- 
woman will  be  able  to  produce  the  ideal 
article  in  most  cases. 


Bain's  Exclusive  Ladies'  Store  opened 
up  in  new  quarters  at  their  old  location 
in  Owen  Sound,  Ont.,  on  August  19. 


BEADS 

for  all  purposes 

LARGE     VARIETY,     IMMEDIATE 

DELIVERY. 

Bead    Necklaces    —    Girdles, 

Earrings— Bar     Pins — Combs 

and     Hair     Ornaments. 

Mail     orders     have    our 

prompt  attention 

THE   BEAD  HOUSE 

R.  A.  PHILLIPS 


77  York  St.  <I™^ 


Toronto 
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The  Exclusive  Notion  House 


Our  travellers  are  now  out  showing  our  new 
lines  for  Fall  Trade. 

Small  Fancy  Barrettes,   Combs  and    Trimming 
Beads    are  in  good  demand. 

Our  line  of  Art  Needlework  is  very  complete. 

We  have  in  stock  all  sizes  in  Ivory  and  Amber 
Knitting  Needles. 


wrinch,  McLaren  limited 


i  20  Wellington  Street  West, 


Toronto 


The  Smalfware  Specialty  House 


Announcing  a  Change 

of 

Sales  Agent  for  Eastern  Canada 

Now:-  MR.  E.  W.  McMARTIN 

Room  703,  45  St.  Alexander  St. 
Montreal 

Who   has   consigned    stock   and   will    supply 
your  RUSH  ORDERS  PROMPTLY. 

Quantity    orders    at    Sterling    Prices    direct 
from  Factory. 

We    thank    clients    for    past    business    and 
future   enquiries. 


THE   STAC. 


Manufacturer        Reg.  No.  117280 


George  H.  Wheatcroft  &  Co. 

Wirksworth,  Eng. 


THE  PRINCESS 

Oblique  Boned  Satin  Faced  Petersham 


This  make  is  superior  to  any  other  make,  giving 
a   decided   support   to   the   skirt,   also   an   excellent 

finish. 

Made  in  straight  and  shaped,  black,  white,  2,  21/2, 
3    inch.      To    be    had    from    all    wholesale    houses. 

Also  lower  makes  in  mercerized  art  silk,  silk, 
plain,  boned,  straight  and  shaped.  Bound  edge 
makes,  etc. 

Men's  Felt  and  Soft  Hat  Ribbons. 
Ladies'    Hat    Ribbons,    Black    and 
Colors. 

Wholesale  Only 

F.  W.  LLOYD 

115  Fore  Street 

London,  E.  C. 

ENGLAND 

Your   Enquiries    Will   Be   Appreciated. 
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COUNTER 
CARTON 

On  which  we  make  this 

SPECIAL  PRICE 
$9.00 

Per  gross  yards 
NET   or  25c 
per  piece. 


Cashs 

!     WASH 
TRIMMINGS 

SUPERIOR    ClUALirv 

MAKES ATMINTY TRIM I  ON 
CHILDREN'S  ANDLAD1ES       1 
WASH  DRESSES.  ETC. 

COLORS  GUARANTEED  FAST 


Contains  108 
yards  each. 

(3  gross  yards) 

ORDER  TODAY! 


CASH'S   ' 

WASH  TRIMMINGS. 

V/OVEN    NAMES 

INITIALS,  FIGURES 


New  Nursery  Des ign  s 


n-g** 


i&ar&sar&^r 


,*NM*MrV*NM 


CASH'S 

WASH     TRIMMINGS 

— %  inch  width — 
are  now  being  put  up 
in  a  novel  manner — a 
4-yard  piece  in  a 
transparent  envelope. 
In  this  way  the  pat- 
tern can  be  seen  and 
examined  without 
direct  handling  and 
soiling. 


irf  tt  fcW  ^  &lrt 


fc^*^*&: 


S»«SM 


Just  added  to  our  line  of 
ChildrervsWash  Trimmings 


"DOLLY    CASH" 

Dress  trimmed  with 

No.   N-40 


"BOBBY    CASH" 

Rompers        trimmed 

with  No.   N-100 

THE     CASH    TWINS 

"Bobby"   and    "Dolly" 

Cardboard  play  dolls — are 
sent  out  by  us,  as  an  ad- 
vertising feature,  to  mothers 
who  write  direct  for  samples. 
Customers  ordering  the 
above  carton  will  receive 
the  twins  free  of  charge  for 
display    purposes.  ■ 


We   also   make   Cash's    Woven  Names 

J.oJ.CASH.Inc. 


13  Expositor  Building, 


Brantford,  Ontario 


WM.*E.  WRIGHT  SAYS: 


"We  should  all  do  as  much  as  we  can  to  pro- 
mote home  sewing  week. 

"It's  good  business  and  good  economics  for 
women  to  sew  not  only  during  one  week  in 
the  year  but  during  the  whole  fifty-two.  The 
woman  who  sews  habitually  usually  sews  eas- 
ily and  sews  well.  She  keeps  herself  and  her 
family  well-dressed  at  very  small  expense. 
Her  needle  adds  substantially  to  the  income 
by  making  each  clothing  dollar  she  spends  do 
the  work  of  three  or  four.  This  is  sound 
economics. 

"Home  sewing  is  good  business  because  the 
home  sewer  is  a  customer  for  piece  goods, 
patterns,  thread,  buttons,  WRIGHT'S  Bias 
Fold  Tape  and  other  notions — all  staple  lines 
which  the  merchant  sells  at  a  good  profit  and 
carries  with  the  minimum  of  risk. 

"WRIGHT'S  Bias  Fold  Tape  increases  the 
number  of  home  sewers  every  year  because  the 
women  who  use  it  can  turn  out  so  much  work 
and  such  good  looking  work  in  so  short  a  time 
that  they  become  firmly  convinced  that  home 
sewing  is  both  easy  and  economical." 

Send  for  Color  Card  of 


showing  our  full  line  of  fast  colored  percales 
in  13  plain  colors,  7  colors  checked  and  6  colors 
striped,  with  full  description  of  widths  and 
materials    for    reference. 


Wm.  E.Wright  &  Sons  Company 

Manufacturers 


350-370  Scotland 
Road 

Orange,  N.  J. 


WRIGHT'S 
B1ASF0LDTAPE 

1  It  turns  itself 
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The  Art  of  Showcard  Writing 

Methods  Used  in  Composing  the  Letter— One  Dozen  "Dont's" 

for  the   Showcard  Writer — A  Popular  Alphabet  for  Window 

Posters — How  To  Mix  Colors  For  Posters  And  Cotton  Signs 

By  JALEXO 


tt  W~~\  VERY  man,"  said  Imlac,  "may 
|H  by  examining  his  own  mind, 
-■— 'guess  what  passes  in  the  minds 
of  others."  In  common  with  that  Deuel, 
Jalexo  has  tried  to  analyse  the  minds 
of  his  showcard  students  to  discover 
just  what  kind  of  instruction  and  in- 
lormatioii  would  be  most  helpful  at  this 
period  in  the  course.  Out  of  these  im- 
aginings, your  instructor  has  chosen  to 
talk  on  a  theme  which  affects  every 
cardwriter,  without  a  single  exception — 
how  to  compose  the  message. 

How  to  Compose  the  Message 
For  the  sake  of  illustration,  let  us 
suppose  that  the  show  window  contains 
as  pare  of  its  contents,  one  or  two 
sweaters.  The  sweaters  shown  we  will 
say  are  in  plain  gray  and  maroon — two 
popular  shades.  The  merchant  has 
chosen  but  two  of  the  many  colors  which 
are  obtainable  in  these  sweaters.  The 
other  colors  of  course  (from  lack  of 
window  space)  are  either  on  display  in- 
side the  store  or  perhaps  remain  in  their 
boxes,  obscured  from  view.  According 
to  the  writer's  observation,  the  average 
window  of  this  sort  will  show  the  two 
sweaters  ticketed  with  a  price,  and  the 
price  only.  The  passerby  sees  the  two 
colors.  The  chances  are  that  the  lim- 
ited color  range  suggested  by  the  gray 
and  maroon  have  prejudiced  him 
against  further  inquiry  since  his  favor- 
ite color  is  sand,  navy  or  any  one  of  a 
dozen  attractive  shades.  The  window 
cannot  conveniently  hold  more  than  two 
sweaters  in  conjunction  with  the  other 
articles,  neither  is  it  necessary  to  dis- 
play more  than  two.  One  sweater  for 
that  matter,  might  easily  suffice.  But, 
coming  to  the  point,  the  message  best 
suited  to  the  sweater  display  ought  to 
contain  more  information  than  a  mere 
price-mark.  This  does  not  necessitate 
a  larger  card.  A  card  4x6  inches 
could  be  lettered  with  a  telling;  me?:  age 
after  this  order:  "New  Fall  Sweaters  of 
All-Wool  Yarns.  Size  32  to  46.  6  Colors- 
Sand,  Navy  Blue,  Dark  Green.  Gray, 
Maroon  and  White.  $4.75."  In  neat, 
compact  fashion,  the  message  goes 
across.  It  tells  the  public  something 
which  might  otherwise  go  unasked 
should  the  or.lookers  hesitate,  upon  en- 
tering the  store.  This  sweater  example 
applies  to  every  line  of  merchandise.  It 
requires  no  literary  ability  to  speak  of. 
It  does  require  some  thought  in  prepar- 
ation. The  cardwriter  should  ask  him- 
self pertinent  questions  regarding  the 
goods  and  endeavor  to  describe  them  in 
as  few  words  as  the  subject  will  bear, 
yet  at  the  same  time  omit  nothing  of 
importance.  Too  often  the  showcard 
appears  in  the  window  void  of  instruc- 
tion.    Too  often  it  contains  some  gener- 


al phrase  which  lacks  a  real  meaning. 
Too  often  the  window  card  misses  its 
aim  in  being  too  flat  for  want  of  some 
potent  description.  The  window  card 
has  been  selected  for  example  in  this 
connection,  since  it  is  of  most  im- 
portance in  the  eyes  of  the  merchant.  It 
is  the  card  which  speaks  (or  which 
ought  to  speak)  of  some  fact  or  flacts 
not  perfectly  obvious  in  the  goods.  In 
other  words  it  is  the  little  salesman 
working  for  you  in  the  window,  and 
busy  every  minute  of  his  stay  there. 
Isn't  it  only  reasonable  to  suppose  that 
this  little  salesman  will  work  more  in- 
telligently ai.d  more  convincingly  if 
furnished  with  an  adequate  knowledge 
of  the  goods  ? 

A   Dozen  "Don'ts"  For  the  Showcard 
Writer 

Another  point  which  occurred  to 
Jalexo  as  being  worthy  of  mention,  is 
a  series  of  "Don'ts"  for  the  showcard 
writer.  A  few,  epigrammatic  sentences 
of  the  negative  variety  seldom  fail  of 
appreciation,  even  if  some  act  only  as 
reminders  to  the  student. 

No.  1. — Don't  become  discouraged  at 
your  seeming  failure  to  execute  work 
of  the  quality  termed  "expert."  Every 
student  can  become  proficient  if  he  wills 
it  with  energy   and   persistency. 

No.  2.— Don't  postpone  practice  for 
days  at  a  time.  An  eminent  pianist 
once  remarked  that  if  he  quits  his  piano 
for  three  days,  the  public  notices  a  dif- 
ference in  his  playing;  if  for  two  days, 
his  friends  notice  a  difference;  if  for 
one  day,  he  himself  notices  a  difference. 
This  simile  enjoins  the  showcard  writer 
to  work  at  the  job  steadily  to  secure 
quickest  and  most  desirable  results. 

No.  3. — Don't  skim  hurriedly  over  a 
lesson.  Put  the  examples  into  prac- 
tice  at   the   earliest   opportunity. 

No.  4. — Don't  adhere  slavishly  to  any 
single  alphabet,  unless  of  course  the 
policy  of  the  store  demands  it.  Excel- 
lent results  come  from  a  wise  combina- 
tion of  two  or  three  different  forms  of 
allied    characters. 

No.  5. — Don't  affect  a  color  treatment 
in  letteri >g  that  calls  for  more  than 
two  or  three  different  shades  on  the 
one  card.  The  student  is  advised  to 
make  use  of  but  two  colors  on  white 
cards.  For  example,  red  and  black,  as 
most  commonly  seen  on  "special  value" 
occasions.  A  certain  high-class  store 
insists  upon  plain  black  lettering  on 
white  card  and  obtains  very  commend- 
able  effects. 

No.  6. — Don't  make  an  attempt  at 
fancy  work  until  you  have  sound  ideas 
on  display  and  color  harmony.  The 
fancy  card  loses  its  fascination  as  the 
showcard    writer     becomes      better      ac- 


quainted with  the  numberless  fads  and 
tancies. 

iNo.  i. — Don't  clutter  the  showcard 
with  words  irrelevant  to  the  subject. 
Refrain  from  statements  other  than  are 
necessary  to  actually  describe  the 
goods.  The  name  of  a  sale,  a  season- 
able, public  event  or  other  pertinent  re- 
joinder is  allowable  on  the  card.  For 
example,  "New  Suits  For  Thanksgiving- 
Day,"  in  short,  try  to  get  news  value  in- 
to your  message. 

No.  8. — Don't  placard  the  window 
with  more  than  its  share  of  cards. 
Where  many  cards  are  necessary,  try 
to  have  them  in  sizes  which  deliver  their 
message  and  at  the  same  time  permit  a 
proper  display  of  the  goods. 

No.  9. — Don't  use  italic  lettering  ex- 
clusively. Italic  is  not  so  readable  as 
upright  or  Roman  and  should  be  used 
with   discretion. 

No.  10. — Don't  use  every  available 
inch  of  the  card  for  the  message.  A 
border  from  1%  to  2  inches  should  be 
apportioned  to  cards  about  11  x  6 
inches,  and  a  corresponding  border  for 
other  sizes. 

No.  11. — Don't  make  use  of 
"curlicues"  and  overlapping  characters. 
They're  too  confusing  for  the  average 
reader  to  trouble  his  head  about.  Let- 
tering may  easily  be  artistically  ar- 
ranged and  yet  retain  its  legibility. 

No.  12. — Don't  be  afraid  to  assert  the 
independence  and  dignity  of  your  own 
ideas.  If,  for  example,  a  cut-out  pic- 
ture will  add  to  the  value  of  the  show- 
card,  by  all  means  use  the  illustration 
which  applies  to  the  message  or  the 
goods. 

A    Window    Poster    Alphabet 

Heretofore,  the  alphabets  have  been 
designed  with  a  view  to  showcard  work. 
The  alphabet  illustrated  herewith  is 
particularly  appropriate  for  the  win- 
dow paper  poster  or  cotton  sign.  It 
is  similar  to  the  "thick-and-thin"  al- 
phabet shown  in  a  previous  lesson;  the 
difference  being  in  the  spurs  used  to 
ornament  the  poster  characters.  In 
describing  a  poster  alphabet,  perhaps  a 
word  or  two  regarding  a  good  poster 
paint  would  be  helpful.  To  use  the  or- 
dinary showcard  color  on  paper  posters 
is  far  from  satisfactory.  Water  colors 
have  a  tendency  to  shrink  the  paper, 
causing  wrinkles  to  appear  all  around 
the  lettering.  This  is  overcome  by  us- 
ing Japan  colors  ground  in  Japan.  It 
may  be  bought  at  any  hardware  store, 
and  comes  in  tins.  Spec:ally  wide 
brushes  are  made  for  this  poster  work, 
and  the  student  is  urged  to  procure 
these  in  two  or  three  different  widths 
as  will  meet  his  requirements. 

This   poster   alphabet  is   used   a   great 


Dry  Goods  Review 


EQUIPMENT    AND    DISPLAY 


103 


ABC DBF 
GHIJKLM 

NOPQRST 

UVWXYZ 


deal  for  the  names  of  "sales"  or  other 
big  features  which  affect  the  store  at 
various  seasons  of  the  year.  The  in- 
structions outlined  for  poster  work  ap- 
ply also  to  cotton  signs,  the  same 
color  and  brushes  being  adapted  to  both 
classes  of  work. 

If  you  are  unable  to  secure  the  ready- 
mixed  Japan  color,  try  mixing  your 
own.  A  good  black  is  obtainable  by 
mixing  lampblack  with  clear  furniture 
varnish  and  turpentine.  The  turpentine 
"cuts"  the  lampblack  so  it  becomes 
pasty.  The  varnish  gives  it  "body"  and 
causes  the  lampblack  to  be  adhesive  in 
the  same  way  as  mucilage  acts  as  a 
"binder"  for  water  colors.  When  the 
turpentine  and  varnish  have  been  added, 
stir  and  grind  thoroughly  to  form  a 
paste.  If  too  thick  for  use,  thin  it  out 
with  turpentine.  Avoid  too  thin  a  mix- 
ture as  the  turpentine  will  "spread"  on 
the  cotton.  To  remedy  a  color  that  has 
become  too  thin,  simply  add  some  more 
varnish  and  if  necessary  more  lamp- 
black. The  proper  consistency  will 
soon  be  determined  by  some  little  ex- 
perimenting. For  a  good  red,  green, 
blue  or  any  other  color,  the  same  in- 
structions hold  good.  The  dry  colors 
are  obtainable  in  powder  form  at  any 
hardware  store.  Attention  is  called  to 
the  fact  that  the  red  color  requires  more 
care  in  preparation  than  the  other  col- 
ors. The  red,  dry  color  ought  to  be  of 
good  quality,  somewhere  around  50c.  a 
pound.  The  other  colors  come  at  about 
ha'f  that  price,  yet  give  satisfactory  re- 
BnTt3. 

The  paper  poster  affords  excellent  ad- 
vertising material.  It  gets  the  direct 
attention   of  the  passer-by,  and  if  care- 


fully worded  and  neatly  executed,  the 
result  is  almost  certain  to  be  productive 
of  extra  business.  The  paper  poster 
works  to  best  advantage  when  cut  from 
ordinary  manilla  wrapping  paper  in  vthe 
light  cream  shade.  The  darker  shades 
are  apt  to  render  the  lettering  obscure. 
The  cream  shade  on  the  other  hand 
stands  out  in  bold  relief  against  the 
glass  and  at  the  same  time  makes  a 
clean-looking  background  for  black  and 
red  lettering,  the  most  popular  color 
combination.  Interesting  effects  are 
obtainable  in  posters  by  shaping  them 
differently.  Big  circles,  say  about  24 
inches  in  diameter,  are  striking  when 
rightly  placed  against  the  window. 
These  circles  could  be  made  to  announce 
the  sale  or  some  other  big  value  feature. 
Any  unusual  shape  cut  from  the  poster 
paper  will  be  more  pleasing  than  the 
conventional  squares  and  oblongs  so 
much  in  evidence  and  consequently  so 
common.  Ovals,  diamonds,  shields,  and 
so  on  are  not  difficult  to  fashion,  yet 
in  appearance  they  are  altogether 
superior  and  attractive. 

By  way  of  orname:  tation  it  is  some- 
times permissible  to  edge  the  poster 
with  some  delicate  shade  of  green,  es- 
pecially where  red  and  black  lettering 
is  used.  The  green  edge  ought  to  be 
about  an  inch  wide  around  a  poster  say 
of  about  24  inches  in  diameter.  Effects 
of  this  kind  enhance  the  value  of  the 
poster  which  might  otherwise  appear 
commonplace.  The  poster  is  extremely 
popular  in  Toronto  particularly  during 
special  sale  events.  Many  of  the  better 
class  stores  have  found  that  the  window 
poster  is  a  good  investment  when  used 
judiciously. 


THE  LATE  MRS.  GRAHAM 

Ottawa  is  mourning  the  loss  of  one 
of  its  most  highly  esteemed  citizens,  in 
the  person  of  Margaret  Bryson  Graham, 
wife  of  F.  J.  Graham,  one  of  the  foun- 
ders of  the  dry  goods  firm  of  Bryson 
Graham  Limited.  Her  death  marks  an- 
other distinct  loss  to  all  that  which  is 
truest  and  best  in  citizenship.  And  the 
pasing  on  of  the  late  Mrs.  Graham  is 
another  severance  in  the  link  of  staunch 
pioneer  families  whose  contribution  to 
the  state  in  civil  worthiness  is  beyond 
computation. 

The  late  Mrs.  Graham  was  in  her  67th 
year  and  was  born  at  Richmond,  Ontario, 
a  daughter  of  the  late  John  Alexander 
and  Mrs.  Bryson.  Her  father  had  been 
educated  for  the  ministry,  but  adopted 
the  profession  of  school  teaching  in  the 
pioneer  days  when  the  lamp  of  education 
burned  with  a  bright  flame  in  the  face 
of  severe  handicaps.  From  such  sturdy 
Scotch  lineage  and  in  spite  of  wilderness 
hardship,  there  evolved  a  settlement  of 
pioneers  whose  courage  and  industry 
wrought  the  foundations  of  modern  civi- 
lization in  this  section  of  the  country. 
Of  such  descendants  were  the  Brysons 
and  other  pioneer  families  in  the  dis- 
trict. For  over  forty  years  Mrs. 
Graham  was  a  resident  of  Ottawa,  and 
was  prominently  identified  with  many 
of  the  leading  activities  whose  objective 
is  civil  betterment. 


Binning-  Limited,  have  moved  to  th.ir 
new  store  at  118  Eighth  Ave.  West,  Cal- 
gary, Alta. 
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Methods  of  Display  in  Halle  Store 

Cleveland  Store  Has  Very  Exclusive  Displays  Throughout— Dis- 
play Manager  Believes  Object  of  Display  is  to  Focus  Whole  At- 
tention on  Merchandise — Quantity  Display  Confuses — Some  of 

the  Displays  Described 


A  TRAVELLER  would  go  some  dis- 
tance before  he  would  see  methods 
of  display  as  unique  and  exclusive 
as  they  are  in  the  Halle  Bros.  Company 
store  of  Cleveland,  Ohio.  The  more  one 
sees  with  regard  to  methods  of  display, 
the  less  one  is  apt  to  dogmatize,  and 
claim  for  this  or  that  method  absolute 
perfection.  It  is  the  emthod  that  brings 
results  that  is,  undoubtedly,  the  best 
method  for  this  or  that  particular  store; 
but  it  is  a  method  that  should  be  thor- 
oughly tested  before  it  becomes  a  fixed 
policy  of  the  store.  In  other  words,  the 
display  manager  should  study  his 
clientele  to  discover  what  methods  of 
display  appeal  to  them  most  and  effect 
the  most  sales.  What  would  do  for 
one  store  may  be  entirely  unsuited  to 
another;  for  that  very  reason  it  is  im- 
possible to  be  dogmatic.  There  are,  of 
course,  csrtain  fundamental  principles 
with  regard  to  display  that  cannot  be 
overlooked,  such  as  harmony,  proper  set- 
ting, cleanliness  of  windows  or  show- 
cases, careful  attention  to  the  merchan- 
dise displayed  to  eee  that  it  is  free  of 
wrinkles  and  soil.  But  whether  mer- 
chandise should  be  displayed  in  quan- 
tities so  that  a  wide  assortment  may  be 
seen  by  the  passerby,  or  whether  it 
should  be  a  very  exclusive  display  of 
one  or  two  pieces  of  merchandise  with 
a  background  that  sets  it  off  well  is  a 
matter  of  opinion. 

The  Manager's  View 

"Joe"  O'Brien  is  the  display  manager 
of  Halle  Bros.  Company.  He  has  been 
with  the  firm  for  twenty-five  years,  so 
it  may  be  said  that  he  understands  the 
principles  upon  which  the  firm  operates. 
Moreover,  in  the  matter  of  display  he  has 
the  enthusiastic  support  of  one  of  the 
Halle  brothers  in  spite  of  the  fact  that 
some  of  the  department  managers  object 
to  his  methods.  But  Mr.  O'Brien  has 
his  own  ideas  about  display,  ideas  which 
h?  carries  out  in  spirit  and  in  letter 
throughout  the  eight  or  nine  floors,  with 
over  600  showcases,  and  the  windows  of 
the  Halle  store.  The  underlying  principle 
of  all  his  display  work  is  that  merchan- 
dise should  be  displayed  in  such  a  way 
that  the  attention  is  concentrated  on  a 
few  pieces  of  merchandise  rather  than 
on  many.  A  lot  of  merchandise,  he 
says,  only  confuses  the  mind — it  doesn't 
make  any  difference  whether  it  is  new 
merchandise  being  shown  or  sale  mer- 
chandise that  the  store  is  trying  to  get 
rid  of.  He  thoroughly  believes  in  elab- 
orate backgrounds,  that  is,  the  very 
finest  wood  finish  for  the  floor  and  the 
back  of  the  windows  and  in  all  showcases. 
But  for   twenty  years,  he   says,   he  has 


never  used  a  wax  figure  or  flowers  of 
any  kind.  He  says  they  detract  from 
the  merchandise,  and  anything  that  de- 
tracts from  merchandise  is  not,  in  his 
opinion,  good  display.  He  never  uses 
a  price  ticket;  he  does  not  believe  the 
object  of  window  display  is  to  tell  prices 
but  to  show  merchandise  and  so  far  as 
the  interior  of  the  store  is  concerned 
that  is  what  the  salespeople  are  for,  and 
in  the  Halle  store  they  are  always  will- 
ing to  serve  the  customer.  Even  some 
of  their  competitors  told  Dry  Goods  Re- 
view that  Halle  Bros.  Company  were 
rightly  noted  for  the  many  services  they 
gave  their  customers. 

Not  Even  During  a  Sale 

Not  even  during  a  sale  would  Mr. 
O'Brien  use  a  price  ticket  or  put  more 
merchandise  in  the  windows  or  show- 
cases than  he  ordinarily  does.  For  in- 
stance, if  there  were  a  sale  in  the  silk  de- 
partment or  the  men's  neckwear  depart- 
ment, he  would  put  a  couple  or  three 
pieces  of  silk  in  the  window  or  a  very 
few  neckties,  and  there  would  be  a  small, 
artistically  executed  showcard  in  the  cor- 


When   Numbers 

Are   Misleading 

T^ACH  year  the  management  of 
the  Canadian  Exhibition  strives 
to  set  up  new  records  for  attend- 
ance. The  impressicn  is  given  ih^l 
the  number  of  people  who  can  be 
jammed  through  the  turnstiles  is 
the  measure  of  the  fair's  success. 
Hon.  Manning  Doherty  very  effec- 
tively told  the  directors  as  their 
luncheon  guest  that  the  id°a  of 
overfilling  the  grounds  and  build- 
ings was  a  poor  one  if  the  effect 
was  to  have  entertainment  seekers 
crowding  out  those  who  would  ben- 
efit by  the  exhibits  from  an  educa- 
tional standpoint. 

The  mistake  of  being  carried 
away  by  mere  numbers,  of  over- 
looking quality  in  striving  for 
quantity,  is  a  common  one.  There 
are  many  business  men  who  are 
otherwise  sane  and  sound  in  the 
conduct  of  their  business,  who  are 
imposed  upon  by  big  circulation 
statements  when  buying  advertis- 
ing. The  manufacturer  or  whole- 
saler with  a  few  thousand  custom- 
ers, makes  a  great  mistake  when  he 
pays  big  prices  for  advertising 
spaice  on  the  basis  of  a  hundred 
''nousand   circulations. 


ner  of  the  window  announcing  that  a 
sale  of  silk  or  neckwear  would  be  found 
on  such  a  floor.  This  is  the  invariable 
rule.  Sale  or  no  sale,  only  a  little  bit 
of  merchandise  is  displayed  either  in 
the  windows  or  the  showcases. 

Some  Displays 

Their  windows  are  changed  three  times 
a  week  and  Mr.  O'Brien  attends  to  these 
personally  and  has  done  so  for  years. 
Their  showcases  are  changed  at  least 
once  every  week  and  sometimes  more  fre- 
quently. On  the  day  Dry  Goods  Re- 
view was  in  Cleveland  their  five  front 
windows  were  given  over  to  a  display  of 
children's  clothes,  clothes  for  school 
children.  There  were  very  few  gar- 
ments shown  and  the  school  atmosphere 
was  created  by  showing  a  few  school-day 
accessories  such  as  pencils,  erasers,  etc. 
Of  course,  school  was  about  to  open  and 
the  idea  of  the  manager  was  carried  out 
to  the  letter — the  entire  attention  of 
the  passerby  was  focused  on  school 
children's  clothes,  and  by  showing  the 
few  accessories  the  observer  was  remind- 
ed that  the  store  carried  school  supplies 
as  well  as  clothes  for  children.  In  two 
days  this  display  would  be  changed  and 
other  departments  played  up  in  the  same 
fashion. 

It  is  the  habit  of  most  display  men  to 
put  a  good  deal  of  merchandise  in  their 
showcases,  withal  to  do  it  artistically. 
In  the  Halle  Bros,  score  a  showcase  would 
be  given  over  to  the  display  of  two  ties 
and  a  shirt  with  a  couple  of  pipes.  Or 
three  suits  of  underwear  would  be  shown. 
In  another  case  three  ties  arranged  in 
collars  were  set  on  three  colored  hand- 
kerchief s— that  was  all.  And  there  is 
nothing  at  all  on  the  tops  of  the  show- 
cases. But  to  say  that  this  kind  of  dis- 
play is  not  attractive  or  does  not  attract 
is  going  for  astray  of  the  mark.  Its 
very  uniqueness  attracts  and  it  is  most 
artistically  executed. 

Same  All  Through  Store 
It  is  the  sams  all  through  the  store. 
Merchandise  is  displayed  very  sparingly. 
In  the  clothing  department  one  sees  but 
a  smattering  of  suits  or  overcoats  out 
on  the  floor  or  on  the  racks.  In  the  ladies' 
r:  ady-to-wear  department  it  is  the  same 
even  with  the  lower  priced  merchandise, 
and  in  the  high  priced  lines,  such  as 
evening  or  afternoon  gowns  there  are  no 
gowns  shown  at  all. 

With  Halle  Bros.  Company  display  is 
all  on  the  exclusive  plan.  It  has  been 
for  years.  And  the  wonderful  strides 
they  have  made  in  a  quarter  of  a  century 
is  a  guarantee  that  their  methods  of  dis- 
play, as  well  as  other  methods,  are  well 
adapted  to  their  clientele. 
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Study  Women  Behind  Counter 


This  is  the  Advice  of  a  Display  Manager  in  One 
of  the  Toronto  Department  Stores — Says  He  Can 
Learn  From  the  Flapper  or  the  Staid  Old  Maid 
How  Things  Should  Look — Gets  Many  Good 
Ideas  From  Trade  Magazines 


"M 


Y  BEST  inspirations  come 
from  papers  and  magazines," 
says  the  display  manager  of 
a  Toronto  department  store.  "If  I  get 
one  idea  in  a  year  from  a  publication  or 
even  an  inspiration  for  an  idea,  I  'consid- 
er my  subscription  worth-while." 

"Every  day  merchants  come  in  to 
get  help  on  their  displays.  They  seem 
to  think  that  only  the  large  stores  can 
help  them.  I  think  that  if  they  would 
learn  to  use  the  reviews,  particularly  the 
trade  reviews,  they  would  get  better  re- 
sults than  they  do  from  interviewing 
display  men.  The  trouble  is  they  do  not 
see  the  opportunities  that  a  good  fash- 
ion papers  offers  them.  Take  Vogue  or 
Harper's  or  Vanity  Fair  as  examples. 
These  hold  on  every  page  something 
which  can  be  applied  to  stores  that  are 
interested  in  window  display.  Of  course 
these  papers  are  a  year  or  more  ahead 
of  even  our  largest  cities  but  it  is  well 
to  keep  in  mind  that  fact  that  people 
are  always  interested  in  seeing  the 
things   that  are  to  come." 

"These  publications  are  a  little  too 
extreme  for  the  merchant  doing  business 
in  the  very  small  town,  particularly  if 
it  lies  some  distance  from  one  of  the 
large  cities.  For  such  men  there  are 
a  score  or  more  of  trade  papers  in  Can- 
ada and  the  United  States  which  can  be 
of  excellent  service." 

Should  Study  Advertisements 

"A  display  man  should  not  depend  al- 
together on  what  he  sees  in  the  editorial 
pages.  Some  of  my  best  window  ideas 
are  obtained  from  drawings  and  photo- 
graphs used  in  advertisements.  Every 
window  decorator  knows  for  example, 
that  it  is  most  difficult  to  get  good 
poses  for  wax  models.  Some  of  my  most 
life-like  poses  are  obtained  from  illus- 
trations used  in  hosiery,  underwear  and 
outergarment    advertisements." 

"As  a  concrete  example  of  this  adap- 
tation of  ideas  let  me  tell  you  of  the 
use  I  made  of  an  illustration  which  ap- 
peared in  an  English  paper  devoted  to 
the  homefurnishing  trade.  I  had  a  line 
of  scrim  which  was  not  being  disposed 
of  very  fast.  I  could  think  of  no  other 
way  of  displaying  than  in  curtains  of 
various  arrangement.  In  looking  over 
this  paper  I  noticed  a  bedroom  furnished 
with  the  old  furniture  which  is  being- 
revived  and  having  the  lower  part  of  a 
dresser  completely  covered  with  materi- 
al resembling  that  which  I  had  on  hand. 
I  immediately  had  my  assistants  fit  a 
window  with  appointments  of  this  kind 
including  even  the  old  cut-glass  light- 
ing fixtures  of  which  our  grandmothers 
were  so  proud.  I  covered  chair  legs, 
bedroom  box,  dresser  and  dressing  table 
with  my  scrim.     In  less  than  a  week  our 


drapery      department    had      disposed    of 
every  yard  of  it." 

"Backgrounds  are  one  of  the  most 
difficult  things  to  get  variety  in.  This 
is  where  French  papers  are  good.  Al- 
most every  suit  or  hat  or  fur  shown  is 
posed  with  a  ground  of  artistic  arrange- 
ment. Then  there  are  the  little  ap- 
pointments which  mean  so  much.  A 
tea  garden  scene  with  a  table  which  has 
a  new  ornament  helps  the  ingenious 
window  man,  a  new  style  of  earrings, 
an  old-fashioned  bird  cage  all  hold  a 
world  of  possibilities  for  the  display 
manager  who  has  imagination." 

Please  the  Salesgirl 

"It  isn't  the  crotchety  old  manager  of 
the  department  who  furnishes  ideas  for 
the  window  man,  it  isn't  even  his  friends 
and  acquaintances.  It  is  the  girl  behind 
the  counter  whether  she  is  of  the  flap- 
per type  or  a  demure  old  maid.  Every 
display  man  should  make  it  a  point  to 
discuss  his  work  with  these  women.  They 
know  how  things  should  be  worn  and 
what  other  women   like  to  see." 

"Another  point  I  would  like  to  empha- 
size is  that  display  men  should  make 
deeper  studies  of  the  needs  of  one  de- 
partment at  a  particular  time.  For  ex- 
ample instead  of  calling  upon  the  heads 
of  seven  or  eight  departments  in  one 
morning,  he  would  be  of  more  value 
both  to  himself  and  to  them  if  he  would 
spend  all  of  one  morning  in  a  single  de- 
partment. He  should  not  be  in  the  posi- 
tion where  he  is  compelled  to  take  what 
they  have  to  offer;  he  should  know  what 
he  needs.  Moreover,  the  display  man  is 
always  an  adviser  to  th  emanagement. 
How  can  he  give  advice  unless  he  under- 
stands  the   merchandise   thoroughly?" 


Pointers  on  Hat 

Salesmanship 


The  following  general  principles 
should  be  observed  in  submitting  a  hat 
to  a  customer: — 

Colouring  of  Customer. — Ascertain 
from  customer  what  is  her  favourite 
colour,  shew  hat  with  a  soft  tone  of 
colour  suggested;  if  pale  complex'on,  a 
deeper  shade  of  colour.  If,  to  your 
trained  eye,  the  colour  selected  is  totally 
unsuitable,  casually  show  a  model  wit 
a  colour  which  blends  with  complexion. 
If  once  tried  on,  the  customer's  choice 
may  incline  finally  to  the  latter. 

Quantity  of  Hair. — A  person  with  a 
large  quantity  of  hair  will  naturally  re- 
quire  a  hat  with   a   large   crown,  whic1: 


will  fit  nicely  on  the  hair  without  actu- 
ally hiding  it,  and  with  a  large  brim.  A 
scanty  supply  of  hair  obviously  necessi- 
tates a  smaller  crown,  brim  preferably 
smartly  upturned,  with  something  to 
rest  on  the  hair  underneath.  Under- 
brim  trimming  may  be  advisable. 

Shape  of  Face. — A  lady  with  a  round, 
full  face  should  wear  a  hat  slightly  oval 
in  outline,  and  preferably  somewhat  up- 
turned on  one  side.  An  oval  face  looks 
best  in  a  hat  turning  down  in  front  and 
up  at  back,  the  turned-down  front  shad- 
ing the  face. 

Height  of  Wearer. —  A  tall  person 
should  wear  flowers,  feathers,  or  trim- 
ming that  droop  in  preference  to  any- 
thing in  upright  position.  Short  per- 
sons should  wear  hats  turned  up  at  side 
or  back,  to  give  appearance  of  height, 
and  should  have  trimmings  in  an  erect 
position,  placed  higher  O'n  the  crown. 

Matching  the  Gown. — The  saleswoman 
should  (if  possible)  note  what  gown  the 
hat  is  intended  to  be  worn  with,  the 
general  style  of  dressing,  or  the  occar 
sio'n  for  which  the  hat  is  required.  This 
can  be  ascertained,  of  course,  by  judi- 
cious conversation,  and  the  customer's 
attention  directed  to  the  model  most  in 
keeping.  It  is  obvious  that  a  dainty 
gown  requires  a  daintly-trimmed  hat  of 
suitable  colouring,  while  a  tailored  cos- 
tume necessitates  a  hat  that  is  plain, 
but  smart. 

General  Personality. — There  are  many 
tpyes  cf  general  personality.  There  is 
the  masculine  type,  the  breezy,  open-air 
girl,  the  frivolous,  the  piquant,  the  ex- 
tremely feminine,  etc.  All  these  need 
appropriate  styles,  but  do  not  alwa; 
realize  their  own  style. 

Price. — The  price  of  a  hat  offered 
should  be  in  keeping  with  the  customer's 
probable  means.  It  is  waste  of  time  to 
offer  hopelessly  extravagant  productions 
to  persons  wFJpse  resources  are  limited, 
although,  of  course,  the  best  returns 
should  be  sought  for.  Equal  attention 
should,  however,  be  shown  to  all. 

When  a  customer  enters,  the  sales- 
woman should  rapidly  run  over  the  above 
points,  and  select  the  hat  most  generally 
suitable.  If  the  judgment  has  been  cor- 
rect, and  the  bat  once  tried  on,  although 
the  customer's  desire  may  have  already 
inclined,  perhaps,  to  an  unsuitable  type, 
it  is  seldom  that  the  choice  will  waver 
from  the  correct  style  offered,  and  the 
real  test  in  the  customer's  own  home  will 
confirm  the  professional  experience  of 
the  saleswoman. 

If  a  customer  is  wilfully  obstinate  in 
her  own  selection,  discretion  must  pre- 
vail; but,  having  once  seen  the  "correct" 
hat  in  the  glass,  this  should  seldom 
occur. 


KENT-McCLAIN  AGAIN 

HENRY  MARKS,  MONTREAL,  QUEBEC. 

Mr.  Henry  Marks,  the  well-known  Mon- 
treal haberdasher  is  opening  a  new  store 
in  the  Mount  Royal  Hotel.  When  finished 
this  will  be  one  of  the  most  complete  shops 
of  its  kind  in  Canada.  The  entire  contract 
for  the  interior  fixtures,  which  are  to 
be  of  Black  Walnut,  is  being  tnken  care  of 
by  Kent-McClain,  Limited,  (Toronto  Show 
Case  Co.). 
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Dale  Fixtures  will  help  Business 

"Made  in  Canada" 

For  your  show  windows — where  your  customers  first  come  in  contact  with  your  store,  for  your 
different  departments,  we  have  inexpensive  display  forms  and  fixtures,  showing  in  a  manner 
that  attracts  favorable  attention  to  your  goods. 


COAT  STANDS 
WAIST  STANDS 
PEDESTALS 
HAT  STANDS 
SHOE  STANDS 
CARD  HOLDERS 
SHIRT  DISPLAY 
WINDOW 

VALANCES 


-&  ■•*&&-- 


No.    3061— Plateau. 

Ask  us  to  mail  catalogue  that  de- 
scribes our  complete  lines  fully — 
and  shows  the  correct  fixture  for 
every  kind  of  merchandise  display 


DRAPING  BARS 
PLATEAU 
COLLAR   FORMS 
TIE  STANDS 
GLOVE  STANDS 
DISPLAY  FORMS 
WAX  FIGURES 
GARMENT   RACKS 


Dale  Wax  Figure  Co.,  Limited 

Showroom  and  Plant  at 

86  York  Street,  Toronto 

Canada 's  Leading  Display  Fixture  House 


One  of  our   latest    wax    figures   to   display  cn.idren's   wear 
— Write  for  prices,  etc. 

J.  R.  PALMENBERG'S  SONS,  Inc. 

63-65  West"36th  Street  -  New  York 


Boston 
Kingston   St. 


Chicago 
2H4   w.   Jacks 
Boulevard. 


Baltimore 
122    \\     Italtimore    St. 


1163  —  Dress  Form,  narrow 
Bhoulders  for  advance  style 
nn    Louis    XVI   Base. 


Crops  Are  Good 
This  Year 

Incidentally  business 
will  be  good.  It  is  now 
up  to  the  merchants  to 
make  this  Fall  and 
Winter  a  big  trade 
reason. 

ARE  YOU  READY? 
Have  you  the  necessary 
FIXTURES  and  the 
newest  BUST  FORMS 
AND  WAX  FIGURES 
to  dress  your  windows 
successfully? 

Don't  buy  before  see:.ng  our 
newest  bust  forms. 

Write  for  our  photographs 
and  our  recent  illustrated 
circular  showing  latest  man- 
nequins and  wax  figures,  etc. 

Delfosse  &  Company 

247-249  Craig  Street  West 
H MONTREAL 
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Keeping  Pace  with  a 

Rapidly  Growing  Business 

Announcing— Beginning  Next  Monday— A  Big 

ffl 


Store 
Wide 

An  Entirely  New  and  Improved  Main  Floor 

The  big  strides  being  made  by  this  store  are  the  comment  today  on  all  sides — the 
Aggressive  Store  Policy — the  ever-increasing  numbers  of  enthusiastic  shoppers  call 
for  constant  expansion  and  improvement — the  installation  of  the  latest  and  most 


Service 

We  art  positive  that  no  More 
can  gi»«  better  or  more  efficient 
service  than  Nugtnta  —  when 
these  improve  me  no  are  made. 
"Cuitomers  Pirtf'  Our  Slogan 


approved  store  service  and  equipment. 

Id  the  next  thirty  days  we  will  transform  our  entire  Main 
Floor  into  a  most  modern  and  commodious  shopping 
place— all  new  plate  glass  and  mahogany  fixtures  through- 
out—a clear  view  of  the  entire  floor  from  wall  to  wall- 
entirely  new  interior  decorations.  10,000  feet  of  Lamson 
pneumatic  tubes,  connecting  all  departments  direct  with 
charge, office— a  station  at  every  counter,  the  quickest. 


Charge  Accounts 

Direct  communication  with 
charge  office  from  all  depart- 
ments will  give  instantaneous 
service — no  waits,  charges  will 
be  OK'd  aa  fraat  a»  goods  can  be 
wrapped 


Nugent' s  adopts  modern  centralized  service 

"D  NUGENT  &  BROS.,  St.  Louis,  will  soon  be  equipped 
-^•with  37  stations  of  Lamson  pneumatic  tubes  giving  direct 
communication  between  all  sales  departments  and  the  main 
office. 


Authorizing  will  be  done  at  a  m 
the  chute  type.  This  will  repla 
formerly  used,  and  will  greatly 

The  service  all  ov^er  the  store  w 
system,  which  will  handle  cash 
special  transactions  as  easily  as 
sales. 

Although  Nugent's  plans  for  re 
terations  of  a  more  or  less  temp 
this  complete  Lamson  system  w 
able  them  to  fully  carry  out  the 


odern  automatic  central  desk  of 
ce  the  two  authorizing  sections 
cut  down  the  operating  costs. 

ill  be  much  improved  by  the  new 

charges,    part    payments,    and 

the  more  ordinary   classes    of 

building  make  their  present  al- 
orary  nature,  the  installation  of 
as  considered  necessary  to  en- 
ir  slogan — "Customers  First." 


The  Lamson  Company 


Toronto  :  130  Wellington  St.  W. 


Vancouver  :  603  Hastings  St. 


Lamson  improved  service 


Flexibility        Economy 
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Crockery  Department  of  McLaren   &    Company,  Limited,  St.  Catharines,  showing  36  in. 
Wall  Case  for  Cut  Glass  and  Crockery  on  East  Wall  also  Display  Centre  Floor  Counters. 

Show  Cases,  Wall  Cases,  Counters,  Tables  and  Shelving — to  order  for  all  purposes. 
Send   Floor  Plan  with  measurement   and   your  ideas — we  will   work  out   plan   and  quote  you. 

THE  WALKER  BIN  &  STORE  FIXTURE  CO.,  LTD. 

KITCHENER,  ONTARIO 


Further  information 
for  the  asking.  All 
kinds  of  wire  cash 
and  parcel  carriers 
and    pneumatic    tubes. 

Gipe-Hazard    Store    Service 
Co.,  Limited 

113    Sumach   St.,    Toronto, 

Ont. 
Also  318   Homer  St.,  Van- 
couver, B.C. 


Here  is  a  Carrier  affording  the  merchants  better  service  in  return  for  the 
money  it  cost  than  does  any  other  of  its  type  ever  produced.  It  is  also  more 
compact    and    handsome. 

Note  that  it  has  no  cords,  pulleys,  elastic  springs  or  other  frail,  cumber- 
some and  unsightly  toggery,  and  its  means  of  propulsion  are  not  only  the 
most  simple,  but  afford  more  power  than  any  other  made,  and  therefore  tihe 
Carrier    is    more    rapid    and    dependable. 


There  are  many  users  of   these  machines  throughout  Canada,   and  you  are 
nvited  to  inspect  and   make   inquiry   about  them  from  any  one  of  these. 


"Canada's  Oldest  Fixture  House" 

A.  S.  Richardson  Co.,  Limited 


BELLEVILLE,  ONTARIO 


Let  us  figure  your  Display  Fixture  wants. 

Papier-mache    forms,    wood    and    metal 
fixtures,    hangers    and    silent    salesmen. 

AGENCIES  —  Halifax,     Montreal,     Ottawa,     Toronto, 
Windsor,  Winnipeg,  Regina,  Calgary,  Vancouver. 


Make  Your  Show  Windows  Pay  Your  Rent 

A  Chest  Full  of  Interchangeable 

Window  Display  Fixtures 

For  Displaying  All  Kinds  of  Merchandise 
That  Will  Give  10  Years  Service  at  Little  Cost. 
Ask  for  Catalog.  Enough  Good  Oak  Fixtures  to  Fill  Your  Windows. 

Shipped  Thru  Jobber  or  Direct  from   Hamilton,   Patented   and   Made  in  Canada 

The  Oscar  Onken  Co.      3851  4th  Si.     Cincinnati, O. 
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1700 

Mile 

Trail 


K am  loops 


myndL  Car(Wins  Gold  Medal 

asjrattyinderffi^v  Canadian  Mckies 


V  Victoria 


FORD  CAR  PILOTED  BY  GEORGE  GOR- 
DON MAKES  FAST  TIME  TO 
COAST  AND  GETS  GOLD 
MEDAL. 


Made  Trip  of  Seventeen  Hundred  Miles 
Over  Rocky  Mountains  in  Eight  Days 
without  Repairs  or  Change  of  Tires. 

[From  the  Edmonton  Journal,  July  15th] 
The  recent  pathfinding  tour  from  Edmon- 
ton to  Victoria,  B.C.,  brought  further  laurels 
to  the  Ford  Car  and  it  demonstrated  that  this 
popular  car  can  be  operated  successfully  under 
the  most  severe  conditions. 

When  the  City  of  Victoria  offered  a  gold  medal  to 
the  driver  of  the  first  car  to  blaze  a  trail  from  Edmon- 


ton to  Victoria  via  Jasper  Pass,  Yellowhead  Pass  and 
Kamloops,  it  was  considered  an  almost  impossible 
feat,  and  if  accomplished  the  trip  would  take  from 
three  to  five  weeks  and  the  car  would  be  almost  a 
wreck. 

A  motor  road  between  Edmonton  and  Victoria  has 
been  the  dream  of  Western  Canadians.  An  auto- 
mobile had  never  crossed  the  Rocky  Mountains.  Mr. 
George  F.  Gordon,  the  winner  of  the  Gold  Medal 
gives  unstinted  praise  to  the  Ford  Car  in  which  he 
made  the  trip: — "I  knew  that  if  any  car  got  through 
in  reasonable  time  it  would  be  the  Ford,  and  to  back 
my  own  faith,  I  purchased  a  new  Ford  Roadster. 
We  never  had  the  slightest  trouble  with  the  engine, 
and  we  found  it  economical  on  both  tires  and  gas. 
We  had  no  further  damage  than  a  broken  spring 
leaf,  and  never  used  any  of  the  spare  parts.  The 
tires  do  not  show  any  wear  at  all,  nor  did  we  have  a 
puncture.  If  I  should  ever  have  occasion  to  make  a 
similar  trip  I  will  take  a  Ford." 


Remarkable,  Yes!  Unusual,  No!  Every  day  on  the  ragged  edge  of  civilization,  hundreds 
of  Fords  blaze  new  trails,  do  the  impossible.  Sufficient  publicity  has  not  been  given  to  the 
unbelievable  performances  of  the  Ford. 
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Points  About  Laying  Linoleums 

This  Covering  Has  Many  Advantages  Worth  Talking  About — 

Durability  and  Sanitation  Are  Points  in  Its  Favor — Best  Results 

Obtained  by  Expert  Laying  of  Linoleums — How  it  Should  be 

Laid — Preserving  the  Surface 


IN  LAST  month's  issue  of  Dry  Goods 
Review  the  process  incidental  to  the 
manufacture  of  floor  linoleum  was 
described.  In  connection  with  the 
aforesaid  article  some  further  informa- 
tion has  been  contributed  by  a  Canadian 
manufacturer  of  these  products  which 
should  prove  of  value  to  those  engaged 
in  selling  floor  coverings  of  this  partic- 
ular nature,  namely,  a  few  suggestions 
regarding  the  laying  of  linoleums  to 
meet  different  needs,  such  as  are  fre- 
quently mentioned  by  customers  as  rea- 
sons for  not  purchasing.  Take  for  ex- 
ample the  case  of  the  customer  who  is 
"hesitating  between  laying  a  hardwood 
floor  and  buying  some  good  linoleum. 
Here  are  the  advantages  peculiar  to 
.linoleum   summarized. 

"Linoleum  floors  are  durable  and  no 
other  type  of  floor,  cost  considered,  can 
approach  a  good  linoleum  in  wearing 
quality.  Linoleum  is  also  sanitary  and 
no  other  type  of  floor  covering  can  sur- 
pass it  in  this  respect.  Furthermore, 
no  other  floor  covering  is  easier  to  keep 
clean,  nor  is  more  comfortable  under 
foot.  In  this  climate  also,  warmth  is 
an  essential  which  must  be  considered 
by  the  customer  and  the  objection  is 
frequently  made  that  linoleum  is  cold 
under  foot.  But  so  is  a  wood  floor,  when 
it  is  left  bare  of  rugs,  and  hence  when 
rugs  are  used  in  the  same  manner  as  on 
a  hardwood  floor,  linoleum  is  a  better 
non-conductor  of  heat  than  wood  is,  tak- 
en thickness  for  thickness.  Then  the 
question  arises  as  to  which  is  more  har- 
monious and  artistic,  wood  or  linoleum, 
to  which  the  answer  is  made  that  hard- 
wood colors  are  limited  to  shades  of 
brown  and  tan,  whereas  with  linoleum, 
the  range  of  colors  and  patterns  is  well 
nigh  unlimited,  so  that  floors  can  be 
made  an  integral  part  of  the  general 
color  scheme,  a  point  which  carries 
weight  with  interior  decorators  to-day. 
And  finally,  which  is  the  most  economical 
in  the  end?  The  answer  is  emphatic- 
ally in  favor  of  linoleum  which  has  been 
proved  less  expensive  than  the  cheapest 
hardwood,  furthermore,  linoleum  costs 
less  to  maintain,  and  given  reasonable 
care  and  proper  treatment  such  floors 
will  last  indefinitely,  without  the  periodic 
refinishing   that   all  hardwood    requires." 

Skilled    Workmanship    Required    In 
Laying 

Next  should  be  considered  the  ques- 
tion of  laying  floors  of  linoleum  so  as 
to  derive  the  maximum  benefit  from 
the  financial  outlay  required.  In  the 
past,  linol  urn  has  been  regarded  by 
many  as  a  temporary  floor  covering.  Not 


much  care  has  been  used  in  laying  it 
and  all  too  often  the  customer  tries  to 
manage  the  laying  of  the  linoleum  him- 
self with  disastrous  results  in  many 
cases.  Only  experienced  layers  should 
handle  work  such  as  this,  and  it  should 
be  pointed  out  that  it  is  better  economy 
in  the  long  run  to  have  linoleum  well  laid 
than  to  have  it  done  in  a  makeshift  man- 
ner in  order  to  save  a  few  cents  a  yard. 
According  to  the  authority  quote  1 
above,  every  department  which  sells  and 
handles  linoleums  should  take  the  trouble 
to  provide  itself  with  generous  samples 
showing  the  product  actually  laid  on 
wood.  Attention  should  be  called  to 
the  smooth  and  regular  surface,  to  the 
practically  indistinguishable  joinings, 
and  to  the  water-tight  and  long-wearing 
qualities  attained  by  the  use  of  linoleums. 
If  possible,  it  is  a  good  idea  to  have  a 
little  exhibit  of  such  a  floor  covering  in 
the  actual  process  of  being  put  down. 
If  the  customer  can  be  shown  convinc- 
ingly how  essential  it  is  to  have  the  floo  ■ 
covering  correctly  laid,  he  will  take  far 
greater  satisfaction  in  his  choice  and  will 
have  no  reason  to  return  with  complaint; 
such  as  succeed  any  amateur's  attempt 
to  lay  the  linoleum. 

How    To    Lay    It 

The  most  satisfactory  method  of  lay- 
ing this  floor  covering  is  to  cement  it 
down  solidly  over  a  lining  of  builders' 
deadening  felt  paper.  This  will  give  a 
permanent  floor,  smooth,  firm,  without 
cracks  or  crevices.  Owing  to  the  varia- 
tions in  moisture  conditions,  any  wood 
underflooring  will  expand  in  Summer  and 
dry  out  in  Winter,  leaving  cracks.  Lin- 
oleum cannot  be  cemented  directly  to 
such  wood  underflooring  without  possibil- 
ity of  damage.  Felt  acts  as  a  cushion, 
deadening  sound  and  adding  to  the 
warmth  and  comfort  of  the  floor,  and 
should  it  be  necessary  in  time  to  remove 
such  a  linoleum  floor,  this  can  be  done 
easily,  without  damage.  Brifly  outlined, 
the  process  of  laying  linoleum  down 
over  felt  paper  is  beg'.in  by  first  cutting 
the  felt  into  lengths  to  go  across  the 
short  way  of  the  room.  The  linoleum  is 
then  pasted  over  the  felt,  except  at 
seams  and  edges,  whore  waterproof  ce- 
ment is  used,  making  the  floor  perfectly 
watertight.  Th?  linoleum  is  well  rolled 
with  a  heavy  roller  to  ensure  perfect  ad- 
hesion and  after  24  hours  the  floor  is 
ready  for  use  and  should  be  cleaned, 
waxed  and  polished  at  once. 

Laying  Direct  on  Wood  Floors 

Linoleum  can  of  course  be  tacked  or 
nailed   directly  on  the  wood  floor  and   it 


can  be  made  to  suffice  where  a  more  or 
less  temporary  floor  covering  is  desired. 
The  floor  should  be  perfectly  clean  and 
dry  and  the  surface  smooth  and  even. 
All  cracks  should  be  filled,  nails  should 
be  removed  and  uneven  edges  of  the 
boards  planed  off.  In  cold  weather  linol- 
eum becomes  brittle,  so  that  it  is  advis- 
able to  let  the  roll  stand  on  end  for  at 
least  48  hours  before  unrolling  it.  The 
floor  covering  should  be  run  lengthwise 
in  the  opposite  direction  from  the  boards 
of  the  floor.  The  linoleum  must  be 
trimmed  a  quarter  to  a  half  inch  short 
at  each  end,  but  the  edges  at  the  seams 
should  be  laid  tightly  against  each  other, 
with  the  pattern  properly  matched.  Laid 
in  this  manner,  the  covering  will  have 
a  chance  to  expand.  Should  an  air 
bubble  develop  it  must  be  smoothed  out 
and  the  edge  under  the  floor-moulding 
cut  back  a  trifle.  Never  place  any  brads 
in  the  linoleum  during  the  expansion  per- 
iod. In  many  cases  it  will  be  found  un- 
necessary to  fasten  the  linoleum  to  the 
floor  at  all,  when  it  has  been  laid  under 
the  moulding  at  the  sides  and  ends.  Care 
should  be  used  in  fitting  round  radiators, 
pipes,  doorways,  etc.,  for  good  workman- 
ship in  fitting  adds  much  to  the  appear- 
ance of  the  linoleum  floor.  Never  use 
carpet  tacks  but  rather  wire  brads  set 
in  about  M  inch  from  the  edge  and 
spaced  about  four  inches  apart  along  the 
edges  and  three  inches  apart  on  the 
seams.  The  heads  should  be  driven  down 
until  lost  in  the  surface  of  the  linoleum. 
How  To  Preserve  the  Surface 
One  final  recommendation  is  offered 
with  regard  to  the  care  of  a  linoleum 
floor.  Always  lay  a  piece  of  carpet  on 
the  floor,  or  a  board,  just  as  over  a 
hardwood  floor,  when  moving  very  heavy 
furniture,  to  prevent  marring  the  sur- 
face. Ordinary  casters  will  cut  into  it 
also  and  it  is  best  to  use  glass  or  metal 
sliding  shoes  with  no  rough  edges,  or 
eke  heavy  felt  casters. 


SELFRIDGE  TEST  FOR   NEW   EM- 
PLOYEES 

In  engaging  junior  members  of  the 
Selfridge  staff,  Miss  Gladys  Burlton,  B. 
A.,  uses  a  test  of  concentration,  which 
takes  the  form  of  giving  the  applicant  a 
large  number  of  letters  of  the  alphabet 
al'i  jumbled  together,  and  telling  him  ct 
her  to  cancel  certain  letters,  which  may 
appear  two,  three  or  more  times  in  the 
list.  This  requires  accuracy,  quickness 
and  concentration,  and  is  said  to  prove 
a  good  test  of  the  mental  abilities  of  the 
applicant. 

— From  Women's  Wear,  New  York. 
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Multi-Colors  Will  Help  Retailer 

Well  Decorated  Rooms  This  Season  Require  Many  Colors  and 

Retailer's  Only  Problem  is  One  of  Harmony — Cushions  in  Many 

Different  Shapes — Popularity  of  Velour  for  Upholstering 


VELOUR  is  meeting  with  favor 
this  season  for  upholstering  and 
hangings.  Even  the  most  ex- 
pensive velour  is  selling  better  than 
ever  before,  according  to  a  Toronto  up- 
holsterer. The  demand  is  for  both  the 
plain  and  the  striped  materials.  Manu- 
facturers are  answering  this  cry  by 
making  several  novelty  lines.  One  firm 
for  example,  is  showing  one  which  has 
a  ground  of  silk  casement  cloth  with  a 
lather  close  pattern  of  velours.  This 
combination  gives  a  hanging  of  velours 
less  weight  than  the  solid   material. 

There  are  several  charming  pieces  of 
French  velours  being  shown  also. 
Stamped  and  broche  effects  as  well  as 
Jacquards,  most  of  them  being  made  in 
two  as  well  as  in  one  color  are  receiv- 
ing attention.  Ribbed  velours  and 
velours  in  combination  with  satin 
damask  are  mentioned  as  in  demand  by 
those  who  want  a  change  from  the  plain 
velours   for   upholstering. 

Multicolor   Decoration    Helps   Trade 

A  Toronto  decorator  andhomefurnish- 
er  expressed  the  opinion  recently  that 
the  present  season  of  more  colors  than 
ever  in  the  well-decorated  room  should 
mean  a  great  deal  to  the  energetic 
dealer.  In  the  days  of  two  or  even 
o!  e  color,  not  as  many  pitces  were  re- 
quired to  give  the  desired  effect;  in 
fact,  too  much  repetition  of  these  colors 
resulted    in   a   heavy   appearance. 

To-day,  when  rug,  wall-paper,  up- 
holstering and  hangings  may  be  all  of 
different  colors,  the  retailer's  only 
problem  is  harmony.  If  he  can  get  the 
correct  color  combinations  into  his  dis- 
plays, he  can  sell  them,  according  to 
this  authority.  As  an  example  of  the 
clever  use  of  color,  we  give  the  follow- 
ing description  of  a  bedroom  display 
shown  by  the  T.  Eaton  Company  at  the 
Canadian  National  Exhibition:  the 
dark  polished  floor  had  small  rag  rugs 
of  several  colors,  blue  predominating, 
the  walls  tinted  in  soft  gold,  the  cur- 
tains were  rose  and  the  bed  coverings 
and  dresser  covers  were  in  a  shot  taf- 
feta, which  reflected  both  the  rose  and 
the  gold  but  were,  if  anything,  pink. 
The  general  effect  was  exquisite.  The 
dining  and  living  rooms  of  the  same 
display  had  at  least  five  colors  in  each, 
yet  there  was  not  a  jarring  note  in  the 
whole    scheme. 

This  blending  of  shades  has  sold 
many  more  cushions  than  was  formerly 
considered  possible.  The  ingenious 
salesman  may  suggest  these  either  to 
brighten  up  a  room  which  has  a  ten- 
dency toward  sombreness  or  to  tone  one 
in  which  several  high  shades  have  been 
used. 

As  one  representative  of  a  furnishing 


house  expressed  it,  "any  cushion  which 
is  made,  is  good  to-day."  The  Exhibi- 
tion proved  this  conclusively.  Exhibi- 
tors showed  the  most  novel  shapes, 
from  the  old-fashioned  square  one  to 
that  resembling  a  potato  bag.  Black 
seemed  a  favorite  in  colors,  with  gold 
coming  second.  Black,  according  to  one 
of  the  men  in  charge,  is  very  strong  be- 
cause of  the  very  bright  shades  which 
are  used  on  walls,  and  because  they  are 
liked  against  the  multicolored  Persian 
rugs  so  good  to-day. 

The  comforter  demand  has  been 
splendid  this  year.  Canadian  manufac- 
turers  are  encouraged  to  make  these  1 
the  very  best  possible  grades.  In  the 
matter  of  comforters  and  other  bedding 
requirements,  about  which  so  much  is 
being  said  lately,  it  is  a  fact  that  in 
spite  of  the  lack  of  Pure  Bedding  Laws 
in  this  country,  most  manufacturers  do 
try  to  emphasize  sanitation  in  their 
lines.  If  the  retailers  would  make  it  a 
point  to  know  how  the  goods  which  they 
receive  are  being  made,  the  safety  of 
the  public  would  be  guaranteed.  The 
firm  using  hygienic  fillings  are  always 
willing  to  show  the  trade  through  the 
factories.  This  can  be  used  as  a  test 
by  those  who  want   the  best. 

The  Newest  in  Windows 

One  firm  which  was  interested  in 
finding  out  what  type  of  window  the 
Caandian  public  prefer,  used  three  typi 
in  their  display  at  the  Canadian  Na- 
tional Exhibition.  These  were  the  box 
window,  the  casement  and  the  French 
window.  On  the  last  day  of  the  Fair,  it 
was  said  that  all  three  were  declared 
winners,  for  each  received  its  own  quota 
of  admirers.  Moreover,  the  valance  on 
windows  is  receiving  more  attention 
than  formerly. 

Li  the  matter  of  window  hangings, 
cretonnes  are  still  strong  in  inexpensive 
trims,  with  casement  cloth  for  the 
medium  trade  and  velours  for  the  best. 
Casement  cloth  is  particularly  favored 
because  nearly  all  that  is  now  on  the 
market  is  sunfast. 

As  a  proof  of  the  quality  of  dye  used 
in  most  Canadian  hangings,  one  decora- 
tor informed  Dry  Goods  Review  that  it 
is  no  longer  necessary  to  recommend 
the  facing  of  window  hangings  with 
white  or  cream.  The  side  which  is  next 
the  window  may  be  of  the  same  shade 
as  the  one  facing  the  room.  This 
keeping  the  white  facing  clean  was  a 
means  a  great  deal  as  the  problem  of 
serious    one    to    householders. 

Tint  Cloths  Selling 

There  seems  to  be  a  slight  preference 
for  the  tint  cloths  in  window  shades. 
They    serve      the      double       purpose    of 


softening  the  light  coming  through  the 
window  and  harmonizing  well  with  high 
colors  in  walls  or  hangings.  Grey  and 
cream  are  asked  for  in  these,  grey  be- 
ing probably  best. 

One  Toronto  firm  expressed  the  opin- 
ion that  more  people  are  asking  for 
shades  with  the  lace  sewn  on  the  side 
facing  the  room  than  formerly.  Five 
years  ago,  all  shades  were  made  so  that 
the  best  side  faced  the  street. 
To-day  people  believe  that  a 
window  should  be  dressed  to  suit  the 
occupants  and  guests  first,  while 
passersby  should  receive  secondary  con- 
sideration. Of  course,  shade-makers 
are  still  sending  out  shades  with  the 
stitching  on  the  inside  unless  retailers 
ask  especially   for  the  other. 

WEEVILS   RUIN  SIX  MILLION 

BALES  OF  COTTON  IN  1921 

The  ravages  of  the  cotton  boll  weevil 
were  greater  in  1921  than  ever  before  in 
the  history  of  the  American  cotton  in- 
dustry and  reduced  production  by  109.1 
pounds  per  acre,  according  to  figures 
issued  by  the  United  States  Department 
of  Agriculture.  The  loss  from  all  cau- 
ses, such  as  climatic  conditions,  plant 
diseases,  insect  pests  and  defective  seed 
was  163.1  pounds  per  acre.  The  nearest 
approach  to  this  figure  was  in  1909,  with 
a  loss  of  144.9  pounds  per  acre,  and  the 
smallest  loss  was  in  1911,  with  91.5 
pounds. 

The  Department  of  Agriculture  has 
made  estimates  of  the  reduction  of  the 
cotton  crop  through  boll  weevils  each 
year  from     1909  to  1921     inclusive.     In 

1909  the  loss  amounted  to  1,368,000 
bales,  according  to  these  estimates.     In 

1910  the  loss  was  slightly  less  than  in 
1909  and  in  1911  it  was  the  least  of  any 
of  these  years,  having  amounted  to  338,- 
000  bales.  From  1912  to  1919,  inclusive, 
the  loss  due  to  this  cause  fluctuated  be- 
tween 714,000  bales  and  2,994,000  bales, 
the  latter  figure  having  been  chalked 
up  against  the  1916  crop. 

The  cotton  production  that  the  weevil 
has  prevented  has  greatly  increased  in 
the  last  two  years.  Expressed  as  a 
fraction  of  the  full  potential  production 
of  cotton,  the  damage  by  the  boll  weevil 
in  1921  was  about  34  per  cent,  or,  in 
other  words,  one-third  of  the  potential 
production  was  prevented  by  this  vora- 
cious pest.  One-fifth,  or  20.5  per  cent., 
represented  the  weevil  damage  in  1920. 
Before  that  year  the  damage  ranged 
from  14.3  per  cent,  of  a  potential  pro- 
duction in  1916  down  to  1.5  per  cent,  in 
1911. 

In  1921  the  boll  weevil  becam?  more 
destructive  to  the  cotton  crop  than  all 
other  causes  combined,  having  caused! 
(Continued  on  page   113) 
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New  Developments  in  Curtains 

Substitutes  Have  Been  Found  for  Former  Importations — Ruffled 
Effects  in  Spotted  Marquisette  and  Grenadines — Methods  of 
Preserving  Curtains  by  Careful  Washing — The  Matter  of  Prices 

— Pre- War  Levels 


NOVELTY  curtains  for  the  coming 
season  are  going  to  show  some  in- 
teresting changes  according  to 
evidence  gleaned  at  a  Montreal  firm  of 
curtain  manufacturers  this  month.  Ow- 
ing to  the  shortage  of  Cluny  laces,  which 
come  from  Barmen  in  Germany  and  are 
not  being  exported  any  longer  to  this 
country,  a  very  satisfactory  substitute 
has  been  utilized  in  the  shape  of  Venise 
and  Point  Venise  laces  and  medallions, 
as  well  as  English  Levers  laces,  the  best 
available  copy  of  Cluny  designs  to  be 
had. 

The  newest  high  grade  novelty  cur- 
tains show  a  considerable  use  of  these 
laces  in  single,  double,  triple  and  even 
four  strand  effect  which  is  sometimes 
joined  together  in  one  solid,  lacy  border 
finished  on  the  outer  edge  by  a  narrow 
hem  of  the  curtain  material,  usually  fine 
marquisette,  and  edged  by  narrow  lace 
edging. 

One  example  of  these  new  designs  was 
developed  in  fine  ecru  marquisette  inset 
by  a  single  piece  of  Venise  lace  about 
five  inches  from  the  hem,  inside  which 
were  stitched  Point  Venise  medallions, 
alternating  square  and  round,  in  the  same 
design.  The  use  of  a  medallion  inset 
border  is  frequently  seen  and  this  effect 
has  entirely  taken  the  place  of  embroid- 
ery such  as  was  so  much  used  up  to4ast 
season. 

Three  Laces  Combined  Add  To  Appear- 
ance 

"Band"  insertion  borders  are  also  very 
good  with  Cluny  insertions  and  edging, 
but  combinations  of  three  laces  are  also 


well  liked  as  a  more  ornate  and  showy 
trimming.  In  all  these  novelty  curtains 
the  corners  are  not  mitred  but  the  pat- 
tern of  the  lace  is  carried  right  on  and 
finished  at  the  bottom  by  being  care- 
fully stitched  by  hand  quite  invisibly. 
This  new  feature,  together  with  the  fact 
that  on  these  curtains  the  raw  selvage 
is  removed  from  the  sides  before  making 
up,  ensures  the  perfect  hang  and  even 
effect  of  this  particular  style  of  cur- 
tain. 

The  manufacturers  go  still  further  in 
their  endeavour  to  give  longer  wear  and 
value  in  their  curtains,  by  attaching  to 
the  merchandise  a  small  printed  slip  on 
which  concise  washing  directions  are 
given.  A  warning  is  issued  against  using 
washing  compounds  or  copper  kettles  for 
washing  the  curtains,  the  reason  being 
that  both  the  powders  and  the  copper 
possess  active  chemicals  which  neutralize 
the  creamy  shade  of  the  curtains  and 
cause  them  to  assume  a  pinkish  hue. 
Many  complaints  can  be  avoided  if  sales 
clerks  will  emphasize  these  two  points  to 
purchasers  of  ivory  or  ecru  novelty  cur- 
tains. 

Ruffled  effects  are  increasingly  popu- 
lar, especially  in  spotted  marquisette  and 
grenadines.  Made  up  in  2%  and  2M  yard 
lengths,  these  ruffled  curtains  are  finish- 
ed off  with  a  set  of  ruffled  tie-backs,  the 
ends  of  which  are  tipped  with  crocheted 
rings.  Ruffled  curtains  are  supposed  to 
be  hung  so  as  to  clear  the  sill  of  the 
window  by  one  inch. 
Dutch    Curtains    Show    Cretonne    Border 

Dutch  curtains  are  in  greater  demand 
than    ever,    particularly    in    a    new    style 


which  combines  fine  scrim  with  a  cre- 
tonne border  down  one  side  and  along  the 
lower  edge.  A  lace  edge  finishes  the 
hem,  and  the  top  of  each  of  the  three 
pieces  composing  a  pair  of  curtains  is 
also  hemmed  in  readiness  for  the  rod. 
Dutch  effect  is  also  obtainable  in  novelty 
curtains,  especially  in  those  which  are  not 
too  much  elaborated  by  lace  insertion.  In 
the  simpler  designs  the  Dutch  effect  is 
especially  graceful. 

In  the  course  of  the  next  few  weeks 
a  new  type  of  curtain  will  be  produced, 
developed  in  what  will  be  called  "Trans- 
filet"  marquisette,  a  material  that  is 
said  to  be  very  sheer  and  silky  in  tex- 
ture and  ideal  for  making  up  high  grade 
curtains.  These  will  be  trimmed  with 
French  hand  made  motifs  and  laces 
which  closely  resemble  hand  drawn  work 
in  appearance.  No  real  drawn  work  is 
used  for  the  reason  that  its  cost  is  far 
too  high  in  proportion  to  the  effect 
achieved. 

Prices    Fixed    Till   November    1st 

In  connection  with  the  sale  of  cur- 
tains, this  firm  stated  to  Dry  Goods  Re- 
view that  75%  of  their  sales  were  for 
ivory  curtains,  with  cream,  white,  and 
ecru  following  in  these  respective  posi- 
tions. As  regards  prices,  it  was  pointed 
out  that  curtains  are  now  exactly  at  pre- 
war levels  and  represent  the  best  values 
in  the  housefurnishing  department  to- 
day. Stocks  all  over  the  country  are 
said  to  be  light  and  the  hand  to  mouth 
method  of  buying  has  not  tended  to 
create  assurance  in  the  minds  of  manu- 
facturers who  have  not  bought  heavily 
of  raw  materials. 


British  Empire 

Exhibition  1924 

Preparations    Well    Under    Way — Many 
Buyers   Arranging  to  Attend 

Preparations  for  the  great  Britisl 
Empire  Exhibition,  to  be  held  in  the 
Summer  of  1924,  are  well  advanced, 
both  at  the  site  at  Wembley  and  in 
the  Dominions  Overseas.  From  various 
parts  reports  are  coming  to  hand  indi- 
cating the  interest  that  is  being  taken  in 
the  event.  There  seems  every  prospect 
of  a  thoroughly  representative  show,  re- 
sulting in  a  worthy  demonstration  of  the 
resources  of  the  Empire.  Some  of  the 
British  Dominions  are  preparing  elabor- 
ate exhibits.  Although  up  to  the  pre- 
sent the  announcements  are  necessarily 
of  a  preliminary  nature,  enough  is 
known  to  justify  the  conclusion  that  the 


1924  Exhibition  will  eclipse  anything  of 
the  kind  previously  done.  At  Wembley 
the  work  is  going  on  apace,  including 
the  laying  out  of  the  grounds  and  the 
construction  of  new  road.*  to  accom- 
modate the  immense  traffic  that  is  ex- 
pected. In  addition  to  the  exhibits,  the 
pleasure  side  of  the  show  will  be  highly 
attractive,  and  the  athletic  grounds  are 
to  be  on  a  scale  exceeding  all  former 
achievements.  The  exhibition  will  bring 
visitors  from  all  parts  of  the  world,  and 
should  give  a  much  needed  stimulus  to 
Empire  trade.  It  is  now  generally 
agreed  that  the  postponement  of  the 
event  was  a  wise  step,  as  by  1924  con- 
ditions are  likely  to  be  much  more  fav- 
ourable from  the  point  of  view  of  trade. 
The  arrangements  are  being  made  as  far 
as  possible  by  sectional  committees  re- 
presenting the  principal  industries, 
which  have  been  formed  to  co-operate 
with  the  management  of  the  exhibition. 


Several  of  these  committees  are  already 
at  work,  and  others  are  to  be  set  up. 
Buyers  in  the  overseas  markets  should 
regard  1924  as  an  appropriate  time  to 
visit  Great  Britain,  and  will  probably 
lay  their  plans  so  as  to  make  the  trip 
convenient. 


LINGERIE   RIBBONS 

An  interesting  commentary  on  the  use 
of  ribbon  for  shoulder  straps  on  bras- 
sieres has  been  made  by  a  large  buyer. 
For  some  time  past  the  high  cost  of  rib- 
bons evolved  the  idea  of  using  a  very 
fine  fancy  cotton  tape  for  this  purpose, 
and  ribbons  were  practically  not  used  at 
all  in  this  connection.  The  tendency  to 
swing  back  to  ribbon,  however,  is  just 
beginning,  and  it  is  felt  here  that  be- 
fore long  the  good  ribbon  will  be  again 
used. 
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Want  Revision  of  Tariff  Measure 

Importers  and  Wholesalers  of  Madras  Object  to 

Its  Classification  as  Netting,  Saying  it  Increases 

the  Price  to  Them  and  the  Consumer — Opinions 

of  Different  Firms 


THE  following  facts  should  be 
brought  before  the  madras  trade 
in  Canada  with  a  view  to  secur- 
ing some  consideration  from  the  Minis- 
ter of  Customs  at  Ottawa. 

"Previous  to  the  years  1916-17  ecru 
madras  was  imported  into  this  country 
as  a  natural  cotton  fabric,  and  paid  duty 
at  the  rate  of  15  per  cent.,  also  white 
madras  at  the  rate  of  17%  per  cent. 
During  the  War  the  customs  department 
made  a  ruling  that  all  madras,  whether 
natural,  white  or  coloured,  should  be 
classified  as  nettings,  and  should  pay 
duty  accordingly,  namely  25  per  cent. 
When  the  surtaxes  were  removed,  this 
classification  remained.  Our  present 
government  made  some  reductions  in 
customs  charges  on  cotton  goods,  but  in- 
creased the  sales  tax  from  2x/2  per  cent. 
to  4%  per  cent.  Madras  being  still  rat- 
ed as  a  netting,  did  not  come  under  any 
of  the  items  marked  for  reduction,  so 
that  to-day  we  are  paying  25  per  cent. 
plus  3%  per  cent,  sales  tax,  equaling 
30  per  cent,  on  white  and  ecru  madras. 
as  against  15  per  cent  and  17  y2  per  cent. 
not  pre-war  but  mid-war.  There  is  no 
other  item  to  our  knowledge  imported 
into  this  country,  which  shows  anything 
like  this  advance,  and  of  course  the  pub- 
lic must  eventually  pay.  It  is  grossly 
unfair  to  the  madras  trade  and  to  the 
public  generally,  if  this  is  not  rectified. 
Then  from  a  patriotic  point  of  view  some 
relief  should  be  given,  as  ecru  and  white 
madras  are  among  the  few  British  lines, 
not  manufactured  in  Canada,  which  can 
successfully  resist  the  invasion  of  cheap 
low  priced  lines  of  scrims  and  marqui- 
settes, pouring  in  from  the  States." 
Thanking  you,  we  beg  to  remain, 

J.  B.  Henderson,  &  Co.  Ltd. 
"The    question    regarding    the    correct 


It  would  seem  from  the  letters 
from,  importers  and  wholesalers 
appearing  on  this  page,  that  some 
readjustment  of  the  tariff  affect- 
ing madras  should  be  made  by  the 
Federal  Government.  The  classifi- 
cation of  madras  as  netting  is  ap- 
parently responsible  for  cm  in- 
crease of  price  to  the  importer  and 
ultimately  to  the  consumer.  The 
last  tariff  revision  cut  down  the 
duty  on  all  cotton  goods  but  for 
some  reason,  netting  (which  in- 
cludes madras)  was  not  so  reduced 
and,  adding  the  increased  sales  tax 
this  places  the  duty  on  madras 
nearly  double  what  it  was  during 
mid-war  days. 

If  the  different  wholesalers  and, 
imuorters  would  get  together  on 
this  matter,  and  'make  personal 
representations  to  the  Minister  of 
Customs,  or  through  the  proper 
branch  of  the  C.  M.  A.,  some  re- 
lief from  this  apparently  unfair 
classification,  could  be  secured. 


duty  on  natural  madras  muslins  has  al- 
ways been  the  most  uncertain  entry 
through   the   customs   for   the   importer. 

"This  class  of  goods  has  always  been 
called  muslins,  and  yet  the  importer 
has  been  asked  to  amend  the  entry, 
as  the  custom  officials  state  that  same 
should  be  a  net,  and  it  certainly  would 
be  very  much  appreciated  in  the  trade, 
if,  when  goods  are  known  as  muslins, 
the  goods  be  passed  as  muslins,  as  it  is 
very   confusing. 

"A   separate   opinion  from   the  manu- 
facturers, would  be  the  best  manner  to 
decide  this  class  of  goods." 
Yours  very  truly, 
John   Mac-Donald  &   Co.,   Limited. 


WEEVILS  RUIN  SIX   MILLION 

BALES  OF  COTTON  IN  1921 

(Continued  from  page  111) 
about  59  per  cent,  of  ail  the  damage  of 
this    crop.     In    1920,   the    weevil   caused 
about  50  per  cent,  of  all  damage  and  in 
former  years  much  less. 

The  average  toll  for  the  years  1909- 
1921  of  insect  pests  has  been  35.2  pounds 
per  acre,  plant  diseases  6.4  pounds,  de- 
fective seed  0.6  of  a  pound,  and  other 
or  unknown  causes  4.4  pounds.  The 
total  damage  by  all  causes  during  the  13 
years  has  averaged  115  pounds  per  acre. 

All  causes  of  damage  in  1921  pre- 
vented the  production  of  10,712,000  bales 
of  cotton  in  addition  to  the  accompany- 
ing seed.  In  1920,  the  production  of  8,- 
975,000  bales  was  prevented.  That 
quantity,  however,  was  exceeded  in  1909 


when  the  production  of  9,369,000  bales 
was  prevented  and  again  in  1916  and 
1918,  when  9,505,000  bales  and  9,136,000 
bales,  respectively,  were  cut  from  the 
potential  crops  of  those  years.  The 
smallest  prevention  of  production  dur- 
ing the  13  years  was  5,937,000  bales  in 
1914. 

The  combined  damage  to  a  potential 
cotton  production  in  1921,  estimated  at 
10,712,000  bales,  was  greater  than  the 
crop  actually  harvested — 7,954,000  bales. 
In  fact,  it  was  equal  to  the  harvest 
and  34.7  per  cent,  more  because  had 
there  been  no  causes  of  damage  to  the 
potential  cotton  crop  of  1921,  the  pro- 
duction would  have  been  18,666,000 
bales,  instead  of  7,955,000  bales,  and  the 
crop  that  was  actually  secured  could 
have  been  obtained  from  42.6  per  cent, 
of  the  acreage  that  was  cultivated. 


Placing  Light 

for  Spring 

Good  Sales  of  Canadian  Carpets  Report- 
ed— Carpeting   Gaining   in  Favor 

Wholesale  houses  interested  in  cur- 
tain and  drapery  lines  have  little  to  re- 
port on  business  for  next  spring.  The 
retailer  is,  if  anything,  slower  than  he 
was  last  spring  in  placing  orders.  This 
does  not  mean  that  business  in  these 
lines  is  slow.  Toronto  drapery  firms  are 
very  busy  on  immediate  orders.  More- 
over, they  believe  that  the  retail  merch- 
ants have  sufficient  business  right  at 
hand  to  make  trade  brisk  for  the  next 
few  weeks. 

There  is  considerable  demand  for  yard 
goods  in  wash  curtains  this  fall  al- 
though this  applies  more  to  general 
wholesalers  than  to  those  specializing  in 
draperies.  In  the  cheaper  grades,  goods 
sold  by  the  yard  and  made  up  in  the 
home  cost  only  about  two-thirds  of  the 
price  that  even  the  very  cheapest  made- 
up  curtains  do.  This  is  no  doubt  re- 
sponsible for  the  vogue.  The  better 
lines  of  voiles  and  marquisettes,  on  the 
other  hand,  are  selling  well  in  finished 
curtains.  There  is  a  decided  tendency 
toward  novelties  in  these. 

Canadian  Carpets  Selling 

Although  manufacturers  of  carpets 
and  linoleums  in  England  have  made 
considerable  reduction  in  their  prices 
since  last  July,  these  prices  are  for  the 
most  part  well  under  those  of  Canadian 
factories.  This  means  that  business  in 
the  home  industry  is  as  good  if  not  bet- 
ter than  it  was  last  spring.  The  range 
offered  by  our  factories  in  linoleums  is 
exceptionally  large  and  the  makers  are 
doing  everything  possible  to  make  them 
better  kr.own. 

There  has  been  a  big  increase  in  in- 
terest in  Oriental  rugs  among  the  Can- 
adian householders.  This  applies  par- 
ticularly to  Chinese  rugs.  Many  large 
stores  are  featuring  these  occasionally 
as  they  all  find  it  profitable.  A  sale  of 
thesa  imported  rugs  always  brings  a  good 
number  of  real  buyers.  These  rugs  are 
not  plentiful  in  a  range  of  sizes  but 
people  are  'satisfied  with  them  in  size 
when  they  cannot  be  pleased  with  ordin- 
ary rugs.  There  is  a  tendency  to  bring 
these  in,  in  smaller  sizes  because  im- 
porters believe  that  customers  who  can- 
not be  induced  to  pay  two  hundred  dol- 
lars are  more  than  willing  to  expend 
eighty  or  ninety  dollars  for  genuine  rugs 
no  matter  how  small. 

Carpeting  instead  of  rugs  is  gaining 
ground  in  some  localities,  according  to 
reliable  information.  From  the  middle 
west  there  are  many  calls  for  this  type 
of  floor-covering.  It  is  not  so  much  a 
question  of  price  as  it  is  of  style.  As 
to  the  type  of  weave  asked  for,  Wiltons 
are  strongest,  Axminsters  second  and 
Tapestries  third,  so  that  it  is  apparent 
people  still  want  the  best  in  carpeting. 
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PATENTED ! 


WHY? 


if 

i  M 

Orel. 


inarv 


Net. 


(magnified) 


PATENTED ! 


WHY? 


"^^E  ARE  the  sole  makers  of  "Ariston"  (Patented)  Nets  and  Cur- 
tains. Note  the  cut  above  and  then  compare  an  "Ariston"  pro- 
duction with  other  weaves.  Note  how  in  "Aristons"  great  additional 
strength  is  gained  by  crossing  the  enormously  strong  threads  and 
double  tying  them  at  each  joint.  .  ...  Now  carried  in  stock  in 
Montreal  together  with  our  world-famous  Filet  Net  Curtains  and  piece 
goods.     Call  or  write 

T.  I.  BIRKIN  <&  CO. 

of  Nottingham,  Eng. 

275  CRAIG  ST.  W..  MONTREAL 

(around  the  corner  from  Victoria  Square) 

C.  W.  WILLIAMS,  Manager  for  Canada 


LION  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex. 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 
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Introduced  as  a 

Novelty 

Continued  as  a 
NECESSITY 


KENWOOD 


DEALERS  are  realizing  to  a  great  extent  each  day  the  sales 
value  of  the  factors  of  COMFORT  and  BEAUTY  which 
so  distinguish 

JB8L  BED  BLANKETS 


These  blankets  are  really  a  new  type  in  which  the  wool  fibres 
are  spun  in  a  thicker  yarn  which,  as  in  the  fleece  on  the 
sheep's  back,  gives  greater  insulation  against  cold.  It  is 
possible  to  give  Kenwoods  this  advantage  and  still  retain 
maximum  wear  resistance  through  the  use  of  selected,  long, 
new  wool. 


Two  all  wool  blankets,  same 
size,  fold  and  arrangement.  At 
the  left  is  the  Kenwood.  Its 
superior  bulk  is  due  to  the  re- 
silience of  its  fabric  and  to  its 
lofty,   springy  nap. 


Other  factors  which  make  Kenwood  Blankets  so  satisfactory  and  profitable 
to  the  dealer  are: 

1.  The   Eleven   charming  patterns   and   color   combinations. 

2.  Permanent  dyes. 

3.  Pre-shrinkage  at  the  mill  for  retention  of  shape  and   size  in  washing. 

4.  Extra   warmth   when   compared   with    blankets    of   similar  weight. 

,      ,  KENWOOI 

Write  us  for  particulars  of  Kenwood  Bed  Blankets  and  other        y~ 
Pare  Wool  Products. 


KENWOOD  MILLS  LTD.,  Arnprior,  Ont. 

Also  made  at  Kenwood  Mills,  Albany,  NY.,  U.S.A.  PRODUCTS 
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YOU  WANT  THE  BEST  MADRAS 
WE  MANUFACTURE  IT 

This  is  a  very  comprehensive  claim,  but  consider  the  following  points  and 
you  will  see  how  it  is  justified  : — 

MATERIAL— Only  the  finest  cotton  used. 

FINISH — Our  employees  are  experts,  and  therefore  produce  artistic  workmanship. 

COLOR  SCHEMES — Large  variety  of  colors  in  patterns  to  choose  from. 

GUARANTEE — Every  color  guaranteed  against  fading  through  exposure  or  washing' 

Send  for  particulars  and  prices  to  our  Canadian  Representative 

GABRIEL   S.   YOUNG 

303,  Southam  Building— 128  Bleury  Street 

Montreal 

Messrs.  MORTON  BROS.  LTD. 

Madras  Manufacturers 
DARVEL  -  SCOTLAND 


KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WiNDOWSHADE  JOBBERS 

Made   by 

JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 
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Dalmor  Novelty  Curtains 

The  line  that  is  made  right 


L"  ."•  !■! 
r<"i  ■;.'  •"• 
{''•    fit    M 


g^S 


No.  C3493 


This  season's  NOVELTY  CURTAIN  line  made  of  scrims,  marquisettes,  and  voiles  is 
rich  in  new  types  of  laces  and  motifs. 

We  illustrate  here  one  of  the  many  new  and    attractive    styles    in    POINT    VENICE 
MOTIF  curtains,  DESIGNED   AND   MADE  IN  OUR  OWN  FACTORY. 

Look  at  our  NOVELTY  CURTAIN  line,  go  through  it  thoroughly — you   will  find  it 
profitable. 


DALY  &  MORIN  LIMITED 

Manufacturers  and  Converters  of  S  rrims.  Marquisettes  and  Voiles. 


DALMOR  NOVELTY  CURTAIN  FACTORY 


Montreal 


Canada 
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There  is  always 
Something  New 

in  the 

Lace  Goods  Line 


We  have  no  hesitation  whatever  in  stating  that  our 
range,  for  immediate  or  Fall  delivery,  is  the  most 
complete  and  best  balanced  you  can  find  on  the 
market. 

Every  taste  and  every  preference  can  be  met  if  you 
select  from  the  Lace  Goods  range. 

Our  fine  assortment  of — 

Swiss  Curtains  and  Panels, 

Curtain  Nets  and  Curtain  Scrims, 

Shadow  Cloths,  Chintz,  Cretonnes  and  Casements, 

English  Velours  Fast-to-Light  Dyes, 

High-class  Modena  Brocaded  Drapiers,  Sun- 
proofed. 

New  Double  Faced  Fiona  Cut-Pile  Fabrics,  Sun- 
proofed  is  just  what  is  needed  to  put  your  House 
Furnishing  stock  in  tip-top  shape  for  Fall  business. 

Our  travellers  will  be  calling  on  you  shortly. 
Don't  fail  to  see  through  the  range. 


We  Specialize  in  Handkerchiefs, 
Laces  and  Curtain  Goods 


LACE  GOODS  CO. 


Limited 

79  Wellington  St.  W.,  Toronto 
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hto  to  \ell  more 

LINOLEUM 


This  Fall  great  quantities  of  Linoleum  and  Linoleum  Rugs  will 
be  sold  throughout  Canada.  Hundreds  of  merchants  have  laid 
plans  to  reap  this  harvest  of  desirable  business — are  you  going 
to  get  your  share?  Our  co-operative  service  is  available  for 
.  you.  A  few  practical  suggestions  are  offered,  which  we  will 
help  you  carry  out.     Let's  get  together  right  away. 

Fix  up  a  Linoleum  window  that  will  make  people  stop,  look 
and  buy.  Send  to  the  Dominion  Oilcloth  Company  for  their 
attractive  window  trims,  show  cards  and  paper  patterns, 

Give  Linoleum  a  place  in  your  newspaper  advertising.  We  will 
supply  you  with  our  illustrations  free.  They  are  striking,  con- 
vincing and  will  bring  you  results. 

And  how  about  an  enticing  display  of  our  show  cards?  These 
are  painted  by  the  best  artists  and  receive  notice  wherever  used. 

Make  up  a  mailing  list.  Enclose  our  interesting  folders  with  a 
personal  letter,  suggesting  that  the  customer  visit  your  department 
to  see  the  new  designs  just  in. 


^Work  your  mailing  list 


Write   us   for  the  enclosures.     Personal   service  goes  far  to  win 
and  hold  customers — measuring  the  rooms,  helping  to  lay  the 
Linoleum — estimating  the  cost.    These  other  little  attentions 
will  develop  business. 

Why  not  fill  in  coupon  right  away? 


& 


/>Vv; 
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Dominion  Oilcloth  &  Linoleum 
Co.,  Limited 

Montreal,  Canada 
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IN    "OLD    BLEACH" 
H.S.   SQUARES 
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-"v-  *Oii>  Bleach"  Linen  Co  b? 

23-25  East   1b~  Street       New    YorU- 

6        *• PJRIAMONT      MANACEft  t__^-^*'      <> 

Co»«*mti  Rtpmtnlaiw 
W.  H.  STELEY,  12  VV«t  Wellington  St.,  To;onlo.  Ont 


Two  of  the  most  popular  "Old  Bleach"  towels,  Nos.  S5  and  W4,  should 
prove  especially  opportune  for  Fall  and  Winter  business.  Those  who 
already  know  the  selling  qualities  of  "Old  Bleach"  pure  Irish  Linens  will 
be   quick   to   acf. 

Ihese  towels,  S5*  and  W4*,  are  heavy  huck  with  self  border,  either  Hmd 
or  H.S.,  and  have  a  wonderful  wearing  reputation  earned  during  years 
of  service. 

*18x32,  18x34,  20x36,  22x36,  22x38,  24x40 

"OLD    BLEACH"    H.S.     GOODS 

Complete  ranges  of  "Old  Bleach"  hemstitched  goods  are  now  available.  These 
linens  afford  an  exquisite  background  for  fine  embroidery  and  reward  a  woman's 
industry  by  lasting  indefinitely.  Your  customers  who  have  enjoyed  working 
on  our  weil-known  numbers,  EL35,  EL45,  EL55,  EL65  and  EL75,  can  duplicate 
these  grades  in  hemstitched  squares,  runners,  etc. 
The 

"OLD    BLEACH"    LINEN    CO.,    LIMITED 

Reg.    Trade   Mark 

RANDLESTOWN,    IRELAND 
Canadian  Representative:      W.  H.    STELEY.    22  West    Wellington  Street.    Toronto.    Ont. 
44-46  East  25th  Street  New  York 
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SELLING  LADIES'  WEAR 


]  TheNewWay [ 


Profits  on  the  sale  of  Ladies'  Wear  depend  not  only  on  price, 
but  also  on  overhead  and  depreciation. 

A  system  of  merchandising  that  reduces  overhead  by  increasing 
stock  and  selling  space,  thereby  reducing  rental  charges;  that 
eliminates  depreciation  by  keeping  goods  free  from  damage  and 
reducing  dead  stock;  that  reduces  expense  by  enabling  sales- 
people to  handle  fifty  per  cent,  more  sales,  and  that  increases 
sales  by  making  100  per  cent,  display,  should  be  of  interest  to 
every  merchant. 


The  "New  Way"  System  of  Interchangeable  Units  will  do  this. 
Not  only  in  selling  Ladies'  Wear,  but  in  every  department  of 
either  exclusive  or  general  retail  stores. 

The  above  photograph  illustrates  only  one  combination  of  units 
of  the  system. 

The  "New  Way"  Svstem  is  entirely  manufactured  in  Canada  and 
is  protected  by  Canadian  patents. 

Let  us  explain  personally  or  by  Catalogue. 


JONES  BROS.  &  CO. 

29-3  I  Adelaide  Street  West 


WESTERN  BRANCH 

437   Main    St., 

Winnipeg 


TORONTO,  ONTARIO 


LIMITED 


EASTERN    BRANCH 

71   Bleury  St., 

Montreal 
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New  Modes  by  Paris  Couturiers 

Dinner  and  Theatre  or  Ball  Gowns  of  Black  Velvet  or  Mixture  of 

Silk  and  Black  Lace — Straight  Lines  Prevail — New  Effects  in 

Capes — Tailored  Skirts  Are  Fairly  Short  and  Extremely  Narrow 

— Light  Materials  for  Teagowns 

Written  Specially  for  Dry  Goods  Review  by  Our  Paris  Correspondent 


Paris,  August,   1922 
Dear  Mr.  Editor, 

TO-DAY,  I  will  tell  you  about  the 
latest   novelties   just   displayed  In 
the  big  Couturiers'  houses,  for  the 
sake  of  American  buyers. 

What  I  wrote  last  month  about  ma- 
terials, I  can  but  confirm:  all  kinds  of 
matellasse  materials,  every  sort  of 
"armures,"  cote  de  cheval,  etc.,  are  ex- 
tensively used,  and  the  shades  are  those 
mentioned  in  my  last  letter,  viz  black 
and  brown.  I  might  say  that  the  rain- 
bow colors  of  yellow,  orange  color  and 
red,  seem  to  have  been  combined  to- 
gether, with  the  addition  of  black  to 
make  this  Winter's  materials.  You  have 
every  kind  of  brown,  rust,  yellow,  brown- 
ish red,  and  plenty  of  black.  This  shade 
is  favoured  by  every  couturier,  especially 
for  evening  wear.  At  least  half  of  the 
dinner  and  theatre  or  ball  gowns  for 
ladies  are  either  made  of  black  velvet, 
or  a  mixture  of  silk  and  black  lace.  Quite 
a  few  combinations  of  black  and  white 
are  also  seen,  which  are  quite  new  and 
extremely  dainty. 

Straight  Line  Prevails 

As  regards  shape,  I  must  say  that 
everywhere  the  straight  line  prevails, 
very  narrow,  slightly  shorter  than  last 
season,  with  a  flat  bodice,  and  a  skirt  ex- 
clusively composed  of  drapings,  generally 
on  one  side,  but  sometimes  gathered  in 
front,  and  consequently  draped  on  eaci 
hip.  There  is  hardly  any  dinner  gown 
with  a  regular  bottom;  most  of  them  are 
irregularly  cut,  sometimes  very  short  in 
front  and  back,  and  with  panels  much 
longer  on  the  sides,  and  usually,  especial- 
ly with  the  skirt  draped  on  the  side, 
several  inches  shorter  on  the  side  whcr 
they  are  draped.  Flying  panels  do  not 
seem  to  have  lost  their  favour,  although 
quite  a  few  are  being  sewn  in  the  hem. 

Dress  Trimmings 

When  lace  is  used  on  evening  gowns, 
it  is  black  chantilly,  or  gold  or  silver  net,' 
with  embroidered  motifs,  and  any 
amount  of  beads.  Shells  are  still  fash- 
ionable here,  together  with  mother  of 
pearl  beads.  Galalith  and  mother  of 
pearl  motifs  are  made  into  huge  buckles 
for  the  belt  which  is  still  worn  in  some 
cases,  or  more  frequently  to  underline 
the  draping.  Practically  none  of  these 
dresses  have  proper  sleeves.  For  even- 
ing wear  they  have  none  at  all,  and  for 
dinner  purposes,  those  sleeves  are  re- 
placed by  panels  loosely  covering  the  arm 
and  fastened  on  the  wrist  by  a  narrow 
fur  cuff,  on  a  tiny  band  of  embroidery. 

The     oval     neckline,     although     still 


adopted  in  various  instances,  is  certain- 
ly less  favoured.  The  rectangular 
shape  is  preferred,  and  the  round  one 
too.  There  are  quite  a  few  evening 
dresses'  draped  -on  the  shoulder  like 
peplums,  with  one  shoulder  bare,  while 
the  other  is  covered  with  each  angle  of 
the  material  held  in  place  by  a  buckle 
as  described  above. 

While  ladies  wear  straight  narrow 
fourreaux  for  evening  purposes  young 
ladies,  on  the  other  hand,  seem  to  cling 
to  the  "robe  de  style"  that  is  the  1830 
or  1850  style,  with  broad  neckline  dis- 
closing the  shoulders,  the  flat  bodice 
with  tiny  balloon  sleeves,  and  the  huge 
skirt,  yards  and  yards  wide,  and  long. 
The  trimmings  of  these  gowns  often 
consist  of  garlands  of  flowers,  made  o 
tiny  ribbon  thickly  gathered,  and  work- 
ed into  dainty  little  roses,  which  they 
also  wear  in  their  hair. 

Ladies'  headgear  for  evening  wear 
generally  consists  of  a  band  of  beads  in 
the  hair,  with,  now  and  again,  a  few 
rows  of  the  same  beads  on  each  side  of 
the  head. 

Wide  Shouldered  Cape 

Strange  as  it  may  appear,  the  only 
cloak  worn  with  these  narrow  fourreaux 
is  the  cape,  very  wide  across  the  should- 
ers, and  narrower  down  the  bottom  be- 
cause one  drapes  oneself  in  it,  for  it  is 
generally  cut  straight.  A  few  of  these 
capes  have  sleeves,  that  come  very  low 
and  are  not  very  comfortable,  as  one  can- 
not move  in  them,  or  they  have  two 
straight  holes  slit  on  each  side,  and 
bordered  with  fur.  In  several  places, 
they  showed  us  a  cape  with  only  one 
opening,  the  other  side  was  a  panel  cut 
on  the  cross  that  could  be  wrapped  on 
the  other  side.  This,  although  very 
strange,  was  rather  stylish. 

There  are  very  few  collars  to  be 
mentioned,  besides  the  big  ones  that 
cover  all  the  head,  or  the  hood,  still 
fashionable,     whether  round  or  pointed. 

Fur  is  extensively  used  in  this  Dept., 
but  I  will  tell  you  all  about  it  in  my 
next  letter. 

Short  Skirt  in  Tailored  Suits 

Tailored  suits  are  still  composed  of  a 
fairly  short  skirt,  exceedingly  narrow, 
with  nothing  very  special  in  it.  Very 
often  it  is  continued  into  a  blouse  of 
crepe  marocain  in  the  same  shade,  with 
long  flat  sleeves  and  a  high  collar. 
However,  quite  a  few  blouses  are  de- 
vised too,  in  the  shape  of  tuniques,  with 
long  waist,  long  sleeves,  or  hardly  any 
at  all.  Jackets  are  very  seldom  long; 
in  the  latter  case,  they  are  fairly  fitting 


and  continued  into  godets.  The  most 
fashionable  are  tiny  vests,  finished  a 
little  below  the  waistline  on  a  straight 
belt,  that  keeps  it  in  place  around  the 
hips.  The  collar  is  straight,  as  a  rule 
trimmed  with  fur,  and  the  sleeves,  usu- 
ally narrow  from  shoulder  to  elbow, 
and  then  they  become  wider  to  make  a 
broad  sleeve  either  lined  with  fur,  or 
finished  by  a  fur  cuff.  Others  are 
straight  from  top  to  bottom,  and  trim- 
med with  a  cuff  that  is  very  wide  about 
the  elbow's  height. 

The  lining  of  these  jackets  is  made 
of  the  same  material  as  the  blouse,  and 
in  the  same  shade.  A  brown  suit  for 
instance  is  devised  in  reps,  with  a 
blouse  of  crepe  de  chine  or  crepe  maro- 
cain of  the  same  color,  and  the  lining 
is  exactly  the  same  material  and  the 
same  shade.  The  ensemble  is  very 
elegant. 

It  seems  that  the  robe  manteau  has 
gone  out  of  fashion.  At  least  it  has 
been  transformed  into  a  tailored  dress, 
very  much  like  an  afternoon  silk  gown, 
also  draped,  only  it  is  devised  in  reps 
or  popeline,  preferably  to  serge  which 
is  not  wanted  at  present.  Broadcloth 
seems  to  be  also  demanded  for  this  pur- 
pose. 

Fur  sets  are  generally  worn  with 
these,  as  you  will  see  in  a  subsequent 
mail. 

Teagowns 

Teagowns  are  still  very  elegant. 
Light  materials  are  chosen,  together 
with  lace,  and  a  little  bead  embroidery. 
The  most  fashionable  shades  are  yellow, 
cyclamen  pink,  and  mauve.  Drapings 
which  cannot  be  described  accurately 
compose  the  skirt,  while  the  bodice  is 
mostly  made  of  tremendous  sleeves  that 
are  much  longer  than  the  arm,  and  often 
open  under  the  arm.  The  oval  neck- 
line prevails  in  these  garments,  and  a 
girdle  often  underlines  the  waist,  which 
is  almost  normal.  These  are  also  long- 
er than  ord.'nary  dresses,  and  several 
even  have  tiny  trains,  pointed  or  square. 

Pyjamas,  to  be  worn,  instead  of  tea- 
gowns, are  also  seen,  most  amusing 
combinations  of  shades,  and  materials 
and  extraordinary  in  shape.  I  should 
think,  these  are  shown  to  amuse  people 
but  are  very  seldom  bought  by  any- 
body! 

Yours  very   truly 

Jeanne  Gsell. 


The  Dress  Swell  have  commenced  busi- 
ness in  a  new  store  at  65  Roncesvalles 
Ave.,  Toronto. 
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Fashion  Revue  Seen  at  Almy's 

Estimated  That  2,000  People  a  Day  Saw  the  Many 

Garments    Worn    by    Living    Models — Featured 

Special    Prices    in    Navy    Blue    and    Black    Cloth 

Frocks — Big  Showing  of  Red  for  Children 


AN  ELABORATELY  staged  Fa- 
shion Revue  was  seen  in  Montreal 
during  the  entire  week  of  Septem- 
be  11  to  16  by  the  firm  of  Almy's  Limit- 
ed of  St.  Catherine  Street  West.  This 
event  has  come  to  be  a  recognized  semi- 
annual occurrence  in  this  store  and  on 
each  occasion  the  attendance  of  inter- 
ested spectat&rs  shows  an  increase.  This 
time  the  interest  shown  was  so  marked 
that  the  Revue  had  to  be  held  upon  the 
fourth  floor  where  there  is  a  vast  audi- 
torium and  the  average  daily  attendance 
was  estimated  at  well  over  2,000  each 
afternoon,  with  a  much  greater  number 
present  on  Saturday. 

The  auditorium  was  beautifully  de- 
corated in  scarlet  autumn  leaves 
throughout  its  entire  length  and  the 
effect  of  this  splash  of  color  against  the 
pure  white  walls  was  unusually  effective. 
The  run-way  was  erected  down  the 
length  of  the  hall  and  was  divided  half 
way  down  by  an  enclosure  for  the  or- 
chestra over  which  climbed  a  tangled 
vine  of  brilliantly  colored  flowers.  The 
orchestra  kept  up  a  steady  accompani- 
ment of  delightful  music  to  which  the 
living  models  kept  step  as  they  grace- 
fully promenaded  up  and  down  the  run- 
way, displaying  everything  needful  for 
Miladi's  Fall  toilette  from  riding  habit 
to  evening  gown. 

The  season's  style  tendencies  were 
amply  exemplified  in  the  showing  which 
also  featured  children's  styles  of  all 
kinds  from  gingham  rompers  to  the 
most  elaborate   party  frocks. 

Smart  Frocks  at  $15 

A  particularly  interesting  feature  of 
the  event  was  a  collection  of  smart  navy 
blue  or  black  cloth  frocks  of  unusually 
good  cut  and  smartness  which  were  an- 
nounced as  being  uniformly  of  one  price, 
namely,  $15.  Many  visitors  were  heard 
to  comment  enthusiastically  on  this 
item  of  the  programme  and  the  re- 
sponse later  on  in  the  regular  depart- 
ment bore  witness  that  this  enthusiasm 
was  genuine. 

Another  group  of  frocks  and  fur 
trimmed  wraps  was  shown  priced  be- 
tween $15  and  $39.50,  no  specific  prices 
however,  being  attached  to  any  gar- 
ment, the  idea  being  to  encourage  cus- 
tomers to  drop  into  the  department  later 
and  find  out  the  price  of  any  garment 
which  interested  them.  Values  were  re- 
markable in  this  instance  also. 

A  display  of  sumptuous  wraps  made 
of  fur  fabric  trimmed  with  heavy  real 
fur  collars  called  forth  many  expres- 
sions of  approval  for  the  garment 
could  not  be  detected  from  real  fur  and 
embodied  the  latest  style  ideas.  Seal 
and  caracul  effects  were  notably  excel- 
lent imitations. 


Varied  collections  of  dinner  gowns 
with  elaborate  panel  and  draped  treat- 
ments, filmy  dance  frocks  through  glints 
of  metal  cloth  could  be  seen,  severely 
beautiful  afternoon  gowns  of  blistered 
satin  of  raven  hue,  as  well  as  suits  of 
velvety  texture  heavily  collared  and 
cuffed  with  fur,  were  all  displayed  to  ad- 
vantage. 

Red  Featured  in  Kiddies'  Attire 

The  children's  attire  showed  many 
smart  novelties,  notable  among  which 
was  the  use  of  lipstick  red  as  a  relief 
against  the  ubiquitous  navy  blue  of 
frocks,  coats  or  suits  for  even  the  small- 
est kiddies.  Bright  colors  were  in  the 
majority  in  all  cases  while  black  taffeta 
was  shown  to  be  an  ideal  material  for 
the  small  girl's  afternoon  frock  when 
embroidered  with  scarlet  threads. 

The  Fashion  Revue  was  arranged  and 
superintended  by  Mrs.  Dorothy  E.  Barr, 
manager  of  the  ready-to-wear  depart- 
ment, under  whose  expert  guidance  the 
event  has  been  successfully  given  for 
several  years.  During  the  week  an  ex- 
tra evening  performance  was  held  for 
the  benefit  of  the  staff  and  their  friends, 
which  was  followed  by  a  dance. 


Coats  and  Dresses 

Outnumber  Suits 

Revival      of      Hand-woven    Tweed — Pile 
Fabrics   Shown  in  New  York 

That  coats  and  dresses  will  outnumber 
suits  for  fall  and  winter  is  generally 
conceded  in  Toronto  manufacturing  cir- 
cles. This  means  that  suiting  materials 
of  the  tricotine  and  twill  type  will  not 
replace  tweeds  and  homespuns  as  some 
buyers  expected.  In  fact  wholesale 
houses  have  had  a  great  surprise  in  the 
last  few  weeks  because  of  the  very  sud- 
den revival  in  the  latter  materials.  They 
have  been  able  to  supply  tweeds  as  a  rule 
but  most  of  them  have  very  few  home- 
spuns. Yard  goods  is  going  not  so  much 
to  dress  manufacturers  as  to  piece  goods 
departments  of  retail  stores.  In  fact, 
several  merchants  report  they  were  forc- 
ed to  sacrifice  their  homespun  suits  while 
they  could  not  obtain  enough  of  it  for 
customers  who  do  their  own  dressmak- 
ing. 

Handwoven  Tweeds  in  Demand 

Several  of  the  largest  stores  in  To- 
ronto are  specializing  in  handwoven 
tweeds  for  coats.  This  work  has  been 
revived  among  Scotch  weavers  very  re- 
cently and  already  the  public  are  in- 
terested.    The  visit  of  the  Scottish  man- 


ufacturers last  year  has  had  a  great 
deal  to  do  with  both  the  increased  in- 
terest on  this  side  and  the  revival  of 
handweaving  which  has  taken  place  in 
Scotland. 

Previous  to  the  war  women  worked  in 
their  homes  during  their  spare  moments. 
It  often  took  a  worker  a  year  to  make  a 
few  yards  of  tweed  and  usually  the  ma- 
terial smelled  strongly  of  peat  smoke, 
with  which  the  homes  were  filled.  In  fact, 
buyers  used  this  as  a  guide  to  distin- 
guish them  from  machine-made  tweeds. 
During  and  after  the  war,  factories  took 
over  the  tweed  business,  using  machines 
altogether.  In  the  ,  last  year,  however, 
several  of  the  largest  manufacturers  in 
the  islands  of  Lewis  and  Harris  off  the 
coast  of  Scotland,  have  employed  hand- 
weavers  who  are  turning  out  tweeds  of 
the  genuine  old-fashioned  type.  These 
work  in  large  sheds  and  on  factory  hours 
so  that  the  famous  peat  odor  is  now  lack- 
ing. 

What  is  the  advantage  of  hand-woven 
tweed?  Dry  Goods  Review  asked  one 
importer.  It  is  really  no  better  for  prac- 
tical purposes  than  the  best  grades  of 
tweed  made  on  machines,  we  were  told, 
but  it  has  the  same  selling  advantage 
that  Oriental  hand-made  rugs  have  over 
machine-made   carpets. 

New  York  Favors  Coats  of  Bolivia 

The  coats  now  being  shown  in  New 
York  are  of  bolivia  or  one  of  the  other 
pile  fabrics  for  the  most  part.  Several 
of  the  largest  manufacturers  in  Toronto 
give  it  as  their  opinion  that  coats  of  both 
tweeds  and  pile  cloths  will  be  good  all 
winter  in  this  country.  Immediate 
orders  are  even  stronger  for  tweeds  but 
this  will  of  course  not  last  longer  than 
the  first  two  weeks  of  October. 

Dresses  of  wool  crepe  are  very  good  in 
New  York  this  fall  but  they  have  not 
taken  here  so  far.  Most  of  the  whole- 
sale houses  are  stocking  this  material, 
but  several  expressed  the  view  that  Can- 
adians will  not  want  them  before  early 
spring.  New  York  women  are  wearing 
black  wool  crepe  but  if  the  call  does  not 
reach  here  until  after  the  New  Year,  it 
is  thought  that  navy  will  be  best. 

Jumper    Dresses 

Women  in  this  country  have  not  tired 
of  the  jumper  dress.  Retailers  in  To- 
ronto report  they  are  disposing  of  large 
quantities  of  both  flannels  and  home- 
spuns for  these.  Both  the  light  and  the 
dark  shades  are  good.  Trimmings  on 
these  favor  the  metallic  braids  and  bright 
brocades. 


KENT-McCLAIN  AGAIN 

Vineberg  &  Goodman,  New  Glasgow,  N.S. 

Messrs.  Vineberg  &  Goodman,  of  New 
Glasgow,  N.S.,  have  recently  installed 
new  display  equipment  consisting  of 
special  Silent  Salesmen  show  cases 
in  rich  quarter-cut  oak.  These  cases 
were  supplied  by  Kent-McClain. 
Limited    (Toronto   Show   Case   Co.). 
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Style  Notes  Gleaned  From  Displays 

Seen  at  the  Canadian  National  Exhibition 


VELVETS  will  certainly  be  a  leading 
fabric  if  the  Exhibition  displays  of 
next  season's  models  are  to  be  taken  as  a 
criterion.  There  were  velvets  of  every 
shade  shown  by  leading  creators,  and 
these  were  featured  in  evening  gowns, 
afternoon  frocks,  opera  wraps  and  suits. 

MANY  gowns  for  evening  and  dinner 
wear  had  the  bateau  neck  caught 
over  the  shoulders  and  opened  under  the 
arms  to  the  waist-line.  This  is  said  to 
give  a  graceful  bodice  because  of  the 
loose  lines  of  the  gown  at  both  front  and 
back. 

REAL    lace    was    especially    strong    on 
afternoon    gowns,    particularly   with 
velvet. 

WHILE  the  great  majority  of  models 
showed  long  skirts,  there  were  some 
which  were  quite  short.  Those  for 
misses'  wear  favored  the  short  skirts  in 
almost  every  case. 

HpHE  loose  sleeve  of  the  angel  type 
-*-  appeared  several  times,  on  both  even- 
ing and  afternoon  gowns.  It  consisted 
of  a  panel  seven  or  eight  inches  wide 
which  hung  below  the  waist. 

TT  would  be   safe  to  say   that  at  least 

twice    the    amount    of    goods    is    used 

this    year   in    every   gown.     The   draped 

skirt  and  the  draped  bodice  are  the  rule. 

17UR-TRIMMED  suits  were  more  prom- 
*■  inent  than  those  without  fur.  With 
even  the  tailored  suits,  the  choker  is 
worn. 


B 


OTH  large  and  small  hats  were  shown 
with  fur  coats  and  fur  wraps. 


DLAIN  colors  whether  they  were  bright 
*■  or  quiet  were  the  general  rule,  with 
paisley  as  the  one  exception.  Several 
smart  gowns  were  made  up  in  this  and 
attracted  much  attention. 

\XfHILE  feathers  of  all  kinds  were  very 
'  prominent,  the  Hrge  hats  showed 
ostrich  plumes  almost  exclusively.  These 
were  draped  around  the  crown  or  allowed 
to  fall  from  the  brim. 

HpHE  velvet  hat  in  both  black  and  the 
-*-  wood  tones  were  seen  in  large  soft 
brimmed  shapes.  Turbans  in  velvet, 
metal  and  felt  were  featured  for  street 
wear. 

QPANISH   and  Italian  reds  were  prob- 


^> 


ably  the  most  in  evidence  of  all  the 


bright  hues.  The  mauve  shades  were  em- 
phasized and  all  of  the  blues  on  the  peri- 
winkle order  were  quite  prominent. 
French  blue  models  received  special  com- 
ment. 


/"\NE  of  the  most  striking  notes  of  all 
^'^  the  displays  was  the  prevalence  of 
metal.  Whether  the  gown  was  of  silver 
or  gold,  white  or  some  vivid  tone,  was  of 
little  import  so  long  as  it  was  made  of 
tissue  or  metal  cloth.  In  fact  the  stands 
radiated  an  atmosphere  of  metal.  One 
gown  was  of  ornate  gold  brocade,  draped 
to  give  a  dazzling  effect  from  every 
angle.  Another  dazzling  model  was  a 
combination  of  cyclamen  tissue  cloth 
and  silver  lace.  Black  and  silver  were 
sometimes  combined  and  there  was  one 
gown  at  least  of  gold  and  silver. 

DEADS  were  very  prominent  particular- 
ly  on  those  gowns  which  did  not  fea- 
ture metal.  Many  of  the  velvets  and  al- 
most all  of  the  crepe  gowns  were  bead- 
ed. Speaking  of  crepes,  they  were  fav- 
ored as  much  as  ever,  especially  for  the 
simpler  gowns.  GejDrgetta,  plain  and 
brocaded,  crepe  Roma  and  crepe  mar- 
ocain  were  all  in  evidence. 

IlfHITE  will  be  very  strong  all  this  sea- 
son if  one  judges  from  the  number 
of  gowns  which  were  of  pure  white  at 
the  Exhibition  displays.  Moreover,  the 
dull  blacks  of  a  year  ago  are  gone. 

Black  hatter's  plush  was  used  on  sev- 
eral street  hats.  One  small  hat  of  brown 
plush  was  noticed  as  well. 

'"PHE  box  coat  was  a  feature  of  many 
of  the  velvet  suits.  Several  of  these 
(which  were  usually  black,  navy  or 
brown)  had  bright  red  or  yellow  trim- 
mings in  the  way  of  buttons  and  em- 
broidery. 

/COLORED  hose  was  used  with  some 
^  dark  gowns  and  suits.  One  dress  of 
navy  twill  was  shown  with  red  stockings 
and  red  heeled  shoes. 

A  LTHOUGH  the  high  waistline  is  find- 
ing  followers  in  Paris  this  season  and 
has  a  few  devotees  in  New  York,  almost 
all  the  models  shown  had  low  waists. 
Several  prominent  designers  give  it  as 
their  opinion  that  the  long  line  will  last 
for  at  least  another  season  because  of 
the  lengthened  skirts.  The  time  to  in- 
troduce the  short  waistline  was  during 
the  vogue  for  short  skirts  and  not  now 
when  the  long-waisted  blouse  is  partic- 
ularly attractive. 

170X  and  mink  were  favored  as  neck- 
pieces, the  former  being  shown  in 
choker  and  in  throw  style  and  the  latter 
emphasized  in  the  capes.  These  were 
made  up  in  long  wide  wraps  and  slung 
crosswise  over  the  shoulder. 

A/FANY    of   the    children's   coats     were 
fur-trimmed.      Coon,      beaver      and 
muskrat  were  the  usual  fur. 


T^IGHTY  per  cent,  of  the  evening  dress 
models  wore  headdresses.  These 
were  usually  of  the  metal  variety  to 
match  the  gowns,  silver  and  white  being 
most  frequent.  They  were  often  in  cor- 
onet style,  higher  at  the  front.  Ospreys 
were  used  in  combination  with  these 
sometimes.  Fans  were  of  both  coque  and 
ostrich  and  in  white  and  the  bright 
shades. 

HpHAT  there  is  a  real  effort  to  bring 
back  the  blouse  was  evident  from  the 
number  of  blouses  shown  at  the  exhibit. 
Most  of  them  were  of  crepe,  crepe  de 
chine  being  best  of  all.  Trimmings  were 
beads,  Russian  embroidery,  tassels  and 
contrasting  materials  of  oriental  shades. 


BLOUSES  GAINING  PRESTIGE 

The  recognition  of  separate  blouses 
among  recent  French  suit  imports 
should  be  of  special  interest  and  en- 
couragement to  the  blouse  trade  at  this 
time,  since  costume  suits  have  during 
the  early  part  of  the  season,  meant  the 
frock   and   the  jacket. 

These  blouses  in  the  new  suit  impor- 
tations, developed  in  soft  crepe  de  Chine 
or  georgette,  for  the  most  part,  are  par- 
tial to  white,  tan,  red  and  peach  color, 
with  trimmings  of  small  embroidered 
motifs  dene  in  contrasting  shades  (usu- 
ally to  match  the  color  of  the  suit  which 
they  accompany).  There  is  a  little 
hemstitching  of  the  wide  type,  that 
which  resembles  entre-deux  and  a  little 
beadwork. 

Pleatings  Prove   Leader 

Pleatings  might  be  called  a  leader 
among  the  varied  actual  style  treat- 
ments, many  models  being  so  treated 
from  the  elliptical  necklines  straight  in- 
to the  hipbands  which  the  majority  of 
overblouse  models  feature. 

Sometimes  these  hipbands  are  of  cloth, 
and  other  times  of  fur;  when  of  the  lat- 
ter, the  blouse  is  sufficiently  long  to 
hang  just  below  the  edge  of  the  jacket, 
giving  the  appearance  of  a  fur  band 
joined  to  the  jacket. 

Full  Finished  Sleeves 

Long  sleeves  dominate  and  are  often 
finished  with  frills  which  are  shirred  in- 
to narrow,  tight  wrist  bands  above,  or 
pleated  inlaid  godets  at  the  sides  to  give 
fullness  while  the  major  portion  of  the 
sleeve  still  clings  to  the  wrist  . 

A  simple  adornment  of  gold  galloon 
braid,  placed  on  a  red  silk  blouse,  which 
was  shown  with  a  black  velvet  suit  pip- 
ed in  red  kid,  is  typically  Parisienne, 
and  the  few  blouses  with  high  collars 
favor  an  unbroken  row  of  tailored  but- 
tons all  the  way  down  the  front. 
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Mid-Winter  Fashions  Reflect  Gracious  Dignity: 

Simplicity  of  Line  Prevails  in  All  Garments 

Beautiful  Fabrics  Used  to  Carry  Out  New  Designs — Evening 

Dresses  in  Sheer  Materials  With  Many  Beaded  Effects — Poiret 

Twills  in  Elaborate  Models  With  Imported  and  Fancy  Braidings 

for  Trimmings — Lower  Prices  Seen  in  Montreal  Stores 


NOW  THAT  the  showings  of  Fall 
samples  in  the  various  ranges  of 
ready-to-wear  have  become  more 
or  less  familiar  history,  buyers  are 
agreed  that  there  was  not  such  a  great 
deal  that  could  be  termed  "extra"  tak- 
ing the  season  as  a  whole.  So  much 
exaggerated  prediction  had  been  voiced 
regarding  the  length  of  the  new  skirts 
and  the  abandonment  of  the  delightfully 
simple  silhouette,  which  has  become  al- 
most second  nature  to  the  smart  wo- 
nfan,  that  it  was  a  distinct  relief  to  real- 
ize that  the  new  styles  are  really  more 
charming  and   wearable   than   ever. 

Mid-winter  fashions  will  reflect  a 
certain  gracious  dignity  which  has 
been  more  than  hinted  at  in  the  range 
of  early  fall  models.  Simplicity  of  line 
will  prevail  in  all  garments,  but  it  is 
pointed  out  by  designers  that  such  sim- 
plicity entails  the  use  of  more  than  or- 
dinarily lovely  materials,  and  as  a  re- 
sult what  a  frock  lacks  in  intricacy  of 
design  will  be  more  than  accounted  for 
in  its  fabric.  Velvets  of  a  particularly 
supple  and  drapy  character  are  very 
much  in  evidence  for  all  types  of  winter 
frocks,  both  formal  and  otherwise,  and 
in  combination  with  fine  lace  and  fur 
are  capable  of  an  infinite  number  of 
smart  variations  in  the  hands  of  Mon- 
treal designers. 

Beaded  Effects  Adorn  Evening  Models 
Beaded  dress -s  still  have  a  way  of  be- 
ing new  and  different  and  for  evening 
wear  designers  anticipate  a  marked  de- 
mand for  such  sheer  materials  as  crepe 
or  chiffons  which  will  show  embroider- 
ies or  fringe  of  metallic  beads.  The 
all-lace  frock  is  represented  perhaps  as 
frequently  as  any  style  in  the  fall  col- 
lections and  is  promised  a  secure  posi- 
tion in  the  winter's  ranges  as  well.  The 
lace  frock,  it  is  pointed  out,  can  be  used 
both  as  a  dinner  or  an  afternoon  frock 
equally  well  and  since  it  can  be  pack- 
ed without  any  bad  results  from  crush- 
ing, it  is  certain  to  be  included  in  all 
the  trousseaux  of  fall  brides.  Wool 
lace  is  still  more  talked  of  than  seen 
but  wherever  used,  is  distinctive.  Metal- 
lic laces  in  a  variety  of  designs  and 
treatments  are  seen  everywhere,  usually 
made  up  into  frocks  which  feature  a 
shallow  transparent  yoke  of  fine  lace. 
Heavier  Materials  Supplant  Crepes 
Poiret  twill  has  somewhat  supplant- 
ed Canton  crepe,  according  to  one 
manufacturer,  and  is  being  made  up  in- 
to elaborate  models  as  well  as  the  sim- 
plest tailor  mades.  Imported  and  fancy 
braidings  still  form  the  essential  trim- 
mings of  these  frocks  that  so  often  take 


the  place  of  the  suit.  Sometimes  a 
smart  touch  of  color  contrast  is  used 
but  in  the  majority  of  smarter  models 
black  is  preferred.  Fur  collars  and 
cuffs  are  effectively  used  on  many  of 
these  frocks  which  are  suitable  for  wear 
without  a  top  coat.  The  use  of  very 
ornate  metal  girdles  is  another  feature, 
while  collars  are  often  of  the  high 
choker  variety. 

Lower  Prices  Sell  More  Suits 

Suits  favor  the  heavier  and  more  vel- 
vety fabrics  exclusively  insofar  as  ma- 
terials are  concerned  and  are  lavishly 
trimmed  with  rich  furs  on  the  more 
dressy  models.  The  plain  tailored  suit 
is  shown  in  considerable  numbers,  par- 
ticularly developed  in  navy  twill  which 
it  is  thought  will  supersede  the  sports 
colored  homespuns  still  being  worn  by 
the  average  woman  on  the  street.  It 
is  many  years  since  the  $25  suit  made 
its  appearance  in  the  windows  of  the 
St.  Catherine  Street  stores  of  Montreal 
but  excellent  values  are  offered  by  sev- 
eral of  the  most  exclusive  establish- 
ments, indicating  the  fact  that  business 
in  suits  is  being  sought  in  the  channels 
of  popular  priced  trade  as  well  as  by 
means  of  imported  models.  The  new 
length  of  suit  coats  is  particularly  be- 
coming and  suitable  for  winter  wear 
and  manufacturers  are  placing  quite  a 
little  hope  in  this  fact,  in  anticipating 
a  good  season's  business. 

Blouses  are  expected  to  give  a  good 
account  of  themselves  this  autumn,  due 
to  the  unusual  number  of  novelties 
which  have  been  devised  to  accompany 
the  range  of  suits.  The  so-called  "jac- 
quette"  blouse  is  expected  to  appear  in 
Canadian  style  showings  this  month, 
although  whether  it  will  be  as  much 
worn  for  street  use  as  it  is  at  present 
in  New  York  is  a  matter  of  conjecture. 
In  the  majority  of  these  "jacquettes" 
the  hip  line  is  snug  and  low  cut,  the 
blouse  fastening  to  one  side.  As  was 
to  be  expected  from  a  waist  which  had 
its  origin  in  the  over-the-skirt  type  of 
this  season,  this  new  idea  is  first  and 
foremost  a  costume  rather  than  a  sep- 
arate blouse  effect,  and  consequently,  it 
cannot  be  worn  with  any  and  every 
kind  of  skirt. 

Silk  Blouses  Are  Hand  Made 

The  hand-made  silk  blouse  is  another 
new  idea  in  blousedom  which  may  be- 
come as  decided  a  factor  as  was  the 
hand-made  cotton  blouse  of  last  sum- 
mer.    Undoubtedly  one  of  the  smartest 


blouses  for  the  coming  season  will  be 
that  of  crepe  de  chine,  radium,  fancy 
shirtings  or  habutai  weaves  and  many 
interesting  decorative  notes  will  be  in- 
troduced by  means  of  tubings,  faggot- 
ings,  drawn  work,  etc.  Lace  will  be 
used  on  the  more  elaborate  of  these  silk 
models,  especially  Irish,  in  addition  to 
the  regular  and  antique  filet  laces,  vals 
and  Venise  effects.  Most  of  the  models 
in  these  tub  silks  show  the  strictest 
tailored  lines,  the  collars  being  either 
high,  finished  with  the  usual  smart 
black  bow,  or  else  cut  in  a  deep  tuxedo 
with  modestie  vest.  Quite  a  number  of 
Puritan  effects  are  noted  again,  some  o/ 
which  are  modified  into  a  fairly  deep  V 
front.  Cuffs  in  the  majority  of  cases 
feature  the  tailored  or  mannish  turn-up 
effect. 

Bertha    Collar's   Soften    Necklines 

The  Jenny  neck  is  by  no  means  out 
of  date  yet,  but  has  paved  the  way  to 
the  introduction  of  a  fascinating  new 
accessory,  the  Bertha  collar.  This 
quaint  revival  is  not  a  neck  finish  to  be 
used  unadvisedly  however,  and  design- 
ers point  out  that  it  can  only  be  used 
successfully  when  the  silhouette  is  long 
and  slim,  with  a  dropped  waist  line. 
Carried  out  in  ivory  upon  one  of  the 
new  blistered  black  satins,  the  Bertha 
collar  creates  a  gown  of  more  than  or- 
dinary distinction,  matched  with  deep 
King  Charles  cuffs  of  the  same  mater- 
ial. 

The  open  wrap-around  skirt  will  not 
be  shown  for  fall  but  instead  are  shown 
skirts  with  a  one-sided  pleat  in  simula- 
tion of  the  "open  around"  effect.  Box 
pleat  models  in  various  unusual  styles 
are  again  shown  in  Prunellas  and  some 
interesting  new  English  cloths  are  in- 
troduced, featuring  a  camel's  hair  fin- 
ish. 

In  every  sample  range,  brown  ap- 
pears to  be  equally  outstanding  with 
navy  and  it  ranks  as  even  smarter  than 
this  staple  favorite.  The  gamut  of 
browns  is  bewildering  but  it  is  thought 
that  the  darker  tones  will  be  preferred 
as  winter  approaches. 

The  fluffy  and  bouffant  taffeta  dance 
frock  is  reappearing  more  youthful  and 
alluring  than  ever.  Manufacturers  claim 
that  it  is  the  ideal  evening  frock  for  the 
young  g-irl  who  rejoices  in  its  crispness 
and  the  various  dainty  trimmings  such 
as  French  flowers  or  fruits  which  are 
applied  here  and  there.  Glints  of  metal 
lace  will  be  used  on  such  frocks  as 
these,  particularly  when  the  taffeta  is 
of  a  delicate  pastel  tint. 
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Our  Fall  Range  of  medium  priced  cloaks  and  suits  shows 
a  wide  variety  of  smart  modish  garments. 

Fine  fabrics  correctly  tailored  in  models  that  are  dis- 
tinctive without  being  faddish  make  up  a  line  of  cloaks 
and  suits  that  are  steady  profitable  sellers. 

You  can  assure  success  for  your  Suit  and  Cloak  Depart- 
ment by  featuring  this  line  as  the  backbone  of  your  Fall 
Display. 


303  MOUNTAIN  ST.,  MONTREAL 


We  are  specialists  in  our  lines,,  manufacturing 
every  article  we  sell  in  our  own  plant. 
Several  styles  in 

Rompers  and  Creepers 

in  flannelette 

Aprons  and  House  Dresses 

in  Percale    made  right 

Place  your  order  now 

"A  better  made  Garment  for  less  money" 

CANADIAN   PERFECT  GARMENT    CO. 

513-515  College  St.,  Toronto 


For  the  Grocery  Dept. 


FOR     YOUR    BUYING     CONSULT     THE 
MARKET  PRICES  IN  CANADIAN  GROCER 

A  grocer  in  a  small  town  in  Nova  Scotia  has  just 
written  praising  the  value  of  our  market  informa- 
tion. He  spoke  of  sugar,  saying  that  he  bought 
four  tons  when  the  market  was  at  its  lowest 
simply  by  his  confidence  in  our  market  reports, 
and  he  is  now  reaping  the  benefit  in  the  pre- 
serving season.     Write  for  a  sample  copy  to-day. 

CANADIAN     GROCER 


143  University  Ave. 


Toronto 


Do  Your  Investments  Always  Pan  Out? 

Do  you  always  strike  pay  dirt  when  you  invest?     Have  you  always  had 
a  safe,  sure  income  from  every  dollar  you  have  put  into  securities? 
Few  people  there  are  who  have  not  made  at  least  one  poor  investment. 
Many  have  made  many   poor  investments. 

You  can  be  assured  of  striking  pay  dirt  every  time  if  you  let  THE  FINAN- 
CIAL POST  be  your  investment  guide. 

Stop  losing  money  in  bad  investments.  Invest  $5  now  where  it  may  save 
you  $500  or  $5,000.  Pin  a  $5  bill  to  this  ad.  (or  your  letterhead),  write 
your  name  and  address  and  we  will  send  you  THE  POST  for  one  year 
(52  issues). 

THE     FINANCIAL    POST    143  UniverTs0tronAtvoenue' 
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October 


is  not  too  soon  to  plan 
for  the  Christmas  Trade. 

Last  Christmas  season  Men's 
Wear  Review  planned  for  it 
by  collecting  from  all  over  the 
Dominion  the  best  ideas  and 
the  most  unusual  methods  that 
were  successful  in  building  a 
bigger  sales  average  than  ever 
in  the  most  enterprising  stores. 

Several  articles  on  the  best 
methods  of  merchandising  will 
appear  in  Men's  Wear  Review 
October  issue.  Several  un- 
usual "stunts"  will  also  be 
written  up  and  there  will  also 
be  a  large  number  of  window 
displays  and  counter  exhibits 
photographed  from  the  lead- 
ing men's  wear  stores. 

All  of  this  idea-building  in- 
formation is  very  carefully 
chosen — nothing  will  be  pre- 
sented that  could  not  be 
adapted  to  your  own  store  and 
locality  and  so  be  of  benefit  to 
you. 

The  display  manager  who  is 
planning  to  draw  customers  to 
his  store  through  his  unique 
windows  and  advertising 
should  be  receiving  Men's 
Wear  Review. 

The  price  is  reasonable — $2.00 
a  year.  Send  for  a  sample 
copy  to-day — or  better  still, 
send  a  money  order  or  a 
cheque  pinned  to  your  letter- 
head and  you  will  receive  cop- 
ies for  the  next  twelve  months. 


Men's  Wear  Review 

143-153  University  Ave.,  Toronto 


CONFIDENCE 

AND 

ASSURANCE 


Did  you  ever  stop  to  consider  the  full  value  of 
what  it  means  to  you  to  realize  that  you  have 
bought  your  merchandise  right — that  you  have 
bought  from  a  reliable,  well-established  concern 
— one  with  ample  resources  to  carry  out  its  obli- 
gations— that  you  will  get  deliveries  surely — that 
samples  are  not  made  up  to  catch  unwary  buyers, 
but  the  merchandise  delivered  will  honestly  re- 
flect the  value  shown  in  samples- — that  prices  are 
steadfastly  the  same  to  all  buyers,  large  and 
small — that  there  are  no  concessions  in  prices  or 
terms  to  favored  customers  and  that  you  don't 
see  the  merchandise  duplicated  in  inferior  grades 
shown  by  the  low  price  stores — that  the  manufac- 
turer correctly  interprets  the  needs  and  unfail- 
ingly every  season  provides  the  goods  that  prove 
popular  and  that  sell  out  clean? 

These  are  a  few  of  the  points  that  give  retailers 
season  after  season  the  confidence  and  assurance 
that  their  business  policies  are  fundamentally 
sound  when  they  feature  Haugh  Garments. 


Haugh's  Big  88 

The  Overalls  that  Satisfy 

Haugh's   Kiddie  Garments 

including  "Peggy  Black"  the 
utility   suits   for   every    day. 

ARM  &  HAMMER  BRAND 
SHIRTS  and  TROUSERS 


a 


All  known  as  the  best. ' 


The 


J.  A.  Haugh  Mfg.  Co. 

Limited 

Manufacturers  and  Originators  of  Utility  Suits  for  Kiddies. 

Cor.  Bathurst  and  College  Sts.,  Toronto 
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Dry  Goods  Market  at  a  Glance 


jyjANUFACTURERS  of  novelty  lines  in  accessories 
and  fancy  goods,  in  china  products  and  other 
notions  are  in  readiness  for  a  big  season.  The 
greatest  ingenuity  has  been  brought  to  bear  on  the 
situation  and  retailers  will  have  the  opportunity  of 
seeing  ranges  in  these  lines  that  will  satisfy  the 
most  fastidious  taste.  There  are  many  new  novel- 
ties being  introduced  and  retailers  should  be  able 
to  brighten  up  their  stock  with  these  and  give  a 
good  deal  of  impetus  to  Fall  buying  by  the  con- 
sumer. 

Trade  in  many  of  the  staple  lines  in  the  dry 
goods  trade  can  be  said  to  be  only  fairly  active. 
Travellers  in  many  lines  are  just  starting  out  on 
their  sorting  trips,  and,  according  to  the  nature  of 
the  merchandise  they  sell,  are  looking  for  either 
fair  or  big  business.  In  some  lines  there  has  not 
been  a  great  deal  of  placing  except  to  cover  the 
first  requirements  of  the  early  Fall  buyers;  this  is 
indicated  by  not  a  few  repeat  orders  that  are  al- 
ready coming  into  the  wholesale  houses.  In  other 
of  the  more  staple  lines  while  the  placing  exceeds 
that  of  a  year  ago,  it  is  still  not  heavy  and  manu- 
facturers and  wholesalers  are  expecting  a  good 
sorting  business. 

The  Fall  Outlook 
ENQUIRIES  from  widely  separated  areas  as  to  the 

outlook  for  Fall  business  by  the  retailer  are  very 
encouraging.  Dry  Goods  Review  received  letters 
from  many  retailers  touching  this  matter.  Not 
one  of  them  was  pessimistic  about  the  Fall  and 
Winter  business.  On  the  contrary,  some  of  them 
said  they  were  looking  for  the  biggest  business  in 
their  history.  This,  perhaps,  was  the  exception; 
but  on  the  whole  the  outlook  is  decidedly  better 
than  a  year  ago.  In  both  industrial  and  agricul- 
tural centres  the  reports  are  encouraging.  Either 
the  unemployment  situation  has  been  somewhat 
relieved  or  the  crops  have  been  so  abundant  that 
money  will  be  easier  in  the  near  future.  The 
Western  situation  is  vastly  better  than  a  year  ago. 
A  very  conservative-minded  executive  of  one  or  two 
of  the  big  financial  corporations  in  Toronto  recently 
completed  an  annual  business  trip  of  the  west.  He 
has  seen  every  crop  for  years,  including  the  1915 
crop.  He  says  this  year's  crop  will  be  away  ahead 
of  that  of  1915  and  he  stated  that  he  was  sorry 
their  firm  had  not  lent  more  money  than  they  did 
in  the  majority  of  districts  because  he  regarded 
this  crop  as  ample  security  for  its  re-payment. 
Undoubtedly  the  harvesting  and  marketing  of  the 
Western  crop  will  relieve  the  financial  situation 
there  for  farmer,  retailer  and  wholesaler  alike, 
and  in  doing  so  will  help  to  improve  general  busi- 
ness conditions  over  the  whole  country. 

Fabrics 
MEW  cotton  lists  have  just  been  issued,  which,  on 

the  average,  show  an  increase  in  most  lines  of 
about  five  per  cent.  This  is  not  a  heavy  increase 
by  any  means  and  is  only  an  indication  of  the  up- 
ward tendency  of  cotton  lines  for,  at  least,  the  im- 
mediate future.  Woollen  fabrics  show,  also,  an 
upward  tendency   in   price   in   many   of  the   finer 


grades.  Some  silk  importers  state  that  Swiss  and 
Japanese  silks  are  between  10  and  15  per  cent, 
higher  to-day  than  they  were  six  months  ago. 
Mills  in  the  United  States  are  reported  to  be  work- 
ing at  about  60  per  cent,  of  their  capacity,  that  is, 
their  war  capacity  which  is  considerably  in  excess 
of  their  pre-war  capacity.  Men  in  touch  with  the 
Swiss  mills  state  that  they  are  increasing  their  out- 
put every  week  and  are  doing  a  nice  business  that 
shows  steady  progress  toward  normalcy.  All  the 
crepe  weaves  in  silks  are  decidedly  popular  and  it 
is  the  opinion  of  silk  men  that  present  silk  prices 
will  remain  very  stable  so  long  as  the  manufac- 
turers are  running  on  the  present  looms.  What 
will  happen  when  new  weaves  are  being  turned  out 
remains  to  be  seen.  Velvets,  metal  cloths  and 
metal  laces,  duvetyn  and  velours  are  selling  well. 
There  is  some  rejoicing  amongst  linen  men  over 
:he  new  tariff  bill  recently  passed  by  the  United 
States  congress.  They  say  that  overseas  linen 
firms  have  been  shipping  all  available  supplies  to 
the  U.S.  during  the  last  few  months  before  this  bill 
becomes  operative  because  it  will  increase  prices 
there  considerably.  The  effect  of  this  in  Canada 
seems  to  be  that  it  will  make  prices  here  much  more 
favorable  in  comparison  with  those  across  the  line. 
For  instance,  many  tourists  are  in  the  habit  of 
picking  up  novelties.  With  higher  prices  obtain- 
ing in  the  U.S.  after  this  bill  becomes  operative, 
retailers  will  be  in  the  position  of  offering  very  at- 
tractive prices  in  their  linen  merchandise.  One 
importer  stated  to  Dry  Goods  Review  that  he  would 
prosecute  business  with  a  new  energy  after  this 
bill  was  passed  because  it  would  mean  good  busi- 
ness for  him. 

Fancy  Goods,  Accessories 

rHILE  the  placing  for  the  Christmas  trade  on 
fancy  goods  lines  has  not  been  heavy,  whole- 
salers are  looking  for  good  business  as  the  season 
develops.  They  know  that  many  retailers  are 
waiting  to  see  how  Fall  business  opens  out  before 
they  commit  themselves  for  anything  of  a  specu- 
lative character.  They  are  offering  many  novel- 
ties that  should  add  liveliness  to  the  holiday  trade. 
In  accessory  lines,  leather  bags  of  many  descrip- 
tions are  selling  well  and  a  big  volume  of  buying  is 
reported  in  metallic  ornaments  of  all  kinds.  The 
demand  for  feather  novelties  remains  fair,  for 
veilings  and  veils  good.  Decorative  jewelry  seems 
destined  for  a  big  season  and  necklaces,  earrings 
and  other  bead  jewelry  is  in  very  strong  demand. 

Other  Lines 

/CANADIAN  carpet  and  linoleum  prices  are  now 
said  to  be  below  the  English  prices,  resulting  in 
brisk  business  for  the  Canadian  mills.  One  of  the 
Toronto  wholesale  houses  stated  that  they  could 
not  get  enough  of  the  product  of  the  Canadian  mills 
to  meet  the  demand  that  was  coming  in  upon  them. 
One  of  the  big  retail  organizations  that  caters  to  a 
Canadian  business  stated  that  they  could  handle 
the  complete  product  of  the  Canadian  mills  them- 
selves. Wash  curtains  in  cheaper  grades  are  sell- 
ing well. 
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Organizing  the  Cotton  Trade 

Views  Expressed  by  Sir  Charles  Macara,  the  Noted  Cotton  Auth- 
ority— Whole  World  in  Need  of  Cotton,  Yet  Industry  Not  on 
Paying  Basis — Excellent  Work  in  Collecting  Information — Sug- 
gests Revival  of  Cotton  Control  Board 


SIR  CHARLES  Macara,  the  noted 
cotton  authority,  in  a  recent  state- 
ment with  regard  to  the  cotton  situ- 
ation and  the  revival  of  business  had  the 
following  to  say: — 

"Let  me  explain  first  of  all  how  the 
cotton  trade  stands  at  the  moment.  We 
are  faced  with  an  extraordinary  situa- 
tion. While  the  whole  world  is  bare 
of  cotton  goods,  we  find  it  impossible  to 
get  trade  on  a  paying  basis.  We  have 
disorganization  and  confusion  every- 
where, and  such  business  as  is  going 
through  is  at  figures  which  not  only  do 
not  pay  dividends,  but  are  a  long  way 
short  of  paying  expenses  in  the  great 
majority  of  cases. 

"A  few  who  were  lucky  in  their  specu- 
lations in  the  raw  material  are  making 
ends  meet,  perhaps,  but  speaking  gen- 
erally losses  are  being  made  all  round. 
And  yet  in  spite  of  this  fact  people  go 
on  making  goods  to  stock,  only  to  find 
later  on  that  they  cannot  hold  them  and 
must  liquidate  them  at  a  sacrifice. 

"The  spinners'  and  manufacturers' 
misfortune  is  the  buyers'  opportunity, 
and  month  after  month  passes  at  this 
cat  and  mouse  game,  and  the  long-look- 
ed-for  revival  is  being  delayed. 

Revival  Delayed 

"The  revival  will  continue  to  be  de- 
layed until  we  act  together;  until,  in 
fact,  we  all  agree  not  to  make  these 
stocks,  and  so  oblige  the  merchants 
abroad  to  pay  a  price  which  will  at  least 
put  us  on  the  right  side. 

"The  trade  is  now  coming  to  see 
that  this  will  have  to  be  done,  and  the 
Federation  of  Master  Cotton  Spinners  is 
at  last  moving  in  the  matter. 

Suggested  Remedies 

"Two  things  will  have  to  be  done  to 
put  matters  in  a  footing  to  prevent  a 
continuance  of  our  losses.  We  shall 
have  to  revive  the  Cotton  Control  Board, 
and  we  shall  have  to  sectionize  the  trade 
in  order  to  facilitate  organization. 

"At  present,  as  you  know,  we  have 
two  broad  divisions  in  the  trade.  We 
simply  divide  it  into  those  who  spin 
American  cotton  and  those  who  spin 
cotton  grown  in  Egypt.  What  is 
wanted  now  is  to  carry  out  the  idea  in 
detail  in  order  that  we  can  find  out  how 
the  various  sections  of  the  trade  are 
working,  and  where  our  hands  can  be 
laid  on  the  sources  of  weakness. 

"Why,  for  instance,  should  we  class 
all  spinners  together?  There  are  now 
over  10,000,000  ring  spindles  in  opera- 
tion, and  as  these  are  engaged  in  work 
quite   distinct  from   that   of   the    mules, 


they  ought  to  be  made  a  separate  sec- 
tion. 

"When  we  had  found  which  were  spin- 
ning and  manufacturing  for  India,  which 
for  China,  and  which  were  engaged  on 
the  various  specialties  required  for  the 
United  States,  the  countries  on  the  con- 
tinent of  Europe,  for  South  America, 
Africa  and  elsewhere,  we  could  find  out 
exactly  where  we  were,  and  regulate 
things  accordingly.  It  has  its  difficul- 
ties, I  know,  but  then  anything  that  is 
worth  doing  is  generally  not  very  easy. 

Work    By   Cotton   Federation 

"The  execllent  work  done  by  the  In- 
ternational Cotton  Federation  in  collect- 
ing information  respecting  the  stocks 
of  cotton  in  the  handes  of  spinners,  the 
consumption  of  cotton  in  the  mills  of  the 
world,  the  quantity  of  machinery  install- 
ed in  every  country,  and  even  the  weight 
of  cotton  per  spindle  used  by  spinners  in 
the  various  countries,  shows  that  the 
work  of  regulation  I  am  advocating 
presents  no  insuperable  difficulty.  I 
contend  that  it  would  be  quite  possible 
also  to  get  to  know  what  are  the  present 
stocks  in  the  hands  of  spinners  and 
manufacturers  in  this  country,  and  col- 
lect such  other  necessary  data,  without 
disclosing  sources,  as  would  provide  us 
with  the  means  of  so  regulating  supply 
to  demand  that  we  could  get  business  on 
a  paying  basis  again. 

"I  have  never  been  in  favour  of  ex- 
cessive profits,  but  we  must,  of  course, 
be  able  to  make  profits  of  some  kind.  At 
present  we  are  all  being  slowly  ruined, 
from  the  grower  to-  the  manufacturer. 

"It  is  not  in  the  interest  of  either  the 
employers  or  the  workers  that  we  should 
go  on  as  we  are  doing  at  present — in- 
deed, I  go  further  and  say  it  is  not  in 
the  interest  of  the  distributors  them- 
selves, for  it  must  re-act  on  the  mer- 
chant sooner  or  later,  as  it  must  on  the 
community  as  a  whole. 

"What  I  am  suggesting  is  not  an 
empty  theory.  It  has  been  done  already 
by  the  Cotton  Control  Board,  which 
worked  so  well  that  it  ought  never  to 
have  been  abandoned.  I  do  not  say  that 
the  Board  did  not  make  mistakes.  It 
did,  and  one  of  its  biggest  errors  was  to 
allow  such  excessive  margins  between 
the  price  of  the  raw  material  and  that 
of  the  manufactured  article,  especially 
at  a  time  when  80  per  cent,  had  to  be 
paid  over  in  an  Excess  Profits  Tax  to 
the  Government. 

Avoiding   Pitfalls 

"But  these  and  other  pitfalls  could  be 
avoided  in  future.  We  have  valuable 
experience    behind    us,    and    this    would 


help  us  not  only  in  discovering  where 
we  had  overproduction,  but  how  we 
could  best  compensate  employers  and 
employed  who  were  obliged  to  help  our 
scheme  by  shutting  down.  And  in  this 
matter  of  shutting  down,  no  one,  of 
course,  is  suggesting  that  it  would  be 
necessary  to  bring  the  whole  of  the 
trade  to  a  standstill.  The  home  trade, 
for  instance,  is  in  quite  a  healthy  state. 
There  is  no  over-production  in  that  sec- 
tion, and  therefore  it  would  be  one  of 
those  which  would  be  called  upon  to 
compensate  the  less  fortunate  ones. 

"I  have  mentioned  the  case  of  the  op- 
eratives, whose  organizations  would,  of 
course,  be  embraced  in  the  scheme,  and 
for  whom  provision  would  be  made  for 
any  temporary  losses  they  might  sus- 
tain. It  cannot  be  in  the  interests  of 
the  operatives  that  the  capital  by  which 
they  are  employed  should  be  dissipated 
all  over  the  world  as  is  being  done  at  the 
present  time,  and  that  is  why  such  a 
scheme  as  organized  short-time  must  in 
the  long  run  be  to  their  very  great  ad- 
vantage. It  would  start  the  wheels  of 
industry  running  more  quickly,  and 
would  soo-n  bring  full  time  and  good 
wages.  , 

"Personally,  I  do  not  think  that  it 
would  take  long  to  put  the  whole  trade 
on  a  satisfactory  basis  if  we  all  pull- 
ed together.  But  we  cannot  tolerate  a 
situation  where  the  weakest  sellers  con- 
trol the  markets,  and  keep  the  industry 
as  a  whole  making  serious  losses.  It  is 
not  foreign  competition  that  we  have 
to  fear;  it  is  an  internecine  competition 
which  is  bringing  disaster  upon  us. 

"My  contention,  therefore,  is  that  we 
must  re-establish  the  Cotton  Control 
Board,  which  I  confidently  believe  would 
speedily  put  an  end  to  our  difficulties." 


VANCOUVER  HAS  CONTEST  AT 
FASHION   SHOW 

A  feature  of  the  style  pageant  which 
was  held  at  English  Bay,  Vancouver,  on 
Sept.  6  was  a  contest  in  which  all  the 
models  were  contestants.  The  following 
prizes  were  awarded;  the  firms  which 
co-operated  in  the  display  being  the 
donors:  A  $50  coat  or  suit,  a  $25  silk 
dress,  and  a  $15  skirt  presented  by  the 
Famous  Tailoring  company,  a  Parisian 
Fall  hat  given  by  the  Wonder  Millinery, 
two  all-wool  sweater  coats  from  the 
Universal  Knitting  company,  a  geor- 
gette blouse  by  the  American  Blouse 
shop,  silverware  from  O.  B.  Allan's  Ltd., 
vases  from  the  Toyo  company  and  other 
articles,  none  of  them  under  the  value  of 
$10. 
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Conditions  in  Maritime  Provinces 

President  of  Large  Retail  Firm  in  New  Brunswick  Outlines  Credit 
and  Industrial  Situation — Says  Retailers  Are  Operating  on  Nar- 
rower Gross  Profit  Margin — Though  Conditions  Are  Trying,  Be- 
lieves They  Are  Improving  With  General  Trend 


THAT  business  in  the  maritime 
provinces  has  gone  through  some 
hard  times  but  is  begining  to  show 
improvement,  is  the  opinion  expressed  by 
the  president  of  one  of  the  large  retail 
organizations  in  New  Brunswick  to 
Dry  Goods  Review.  The  writer  be- 
lieves that  the  fisheries  industry  is  be- 
ginning to  show  improvement  after  the 
loss  of  the  West  Indies  and  United 
States  markets  in  1920  and  1921,  but  he 
is  unable,  as  yet,  to  see  any  improve- 
ment in  the  lumbering  industry.  The 
agricultural  well-being  of  the  province 
of  New  Brunswick,  he  says,  shows  steady 
improvement.  In  the  course  of  his  let- 
ter, the  writer  has  some  pertinent  things 
to  say  with  regard  to  the  treatment  of 
merchants  and  banking  institutions  in 
Upper  Canada  and  cautions  them  to  ex- 
ercise a  good  deal  of  patience  if  they 
want  the  eastern  market  saved  to  them. 
The  letter  follows: 

"In  reviewing  the  situation  as  regards 
the  credit  of  the  Maritime  Provinces  at 
the  present  time,  due  consideration 
should  be  given  the  various  phases  of 
the  situation.  It  should  first  of  all  be 
realized  that  the  methods  of  conducting 
business  in  this  part  of  Canada,  have 
always  been  of  a  very  conservative  na- 
ture. The  temper  of  the  people  is  such 
that  speculative  enterprises  have  never 
flourished  here.  They  are  a  steady,  in- 
dustrious and  honest  people  and  business 
sentiment  is  an  important  factor,  which 
must  not  be  overlooked  when  transac- 
tions with  this  part  of  Canada  are  con- 
sidered. 

"Many  of  the  business  institutions  are 
of  very  old  standing  and  have  besn  pass- 
ed down  even  to  the  third  generation. 
Manufacturing  here  has  never  flourisned, 
as  compared  with  Upper  Canada,  but  a 
certain  amount  of  development  in  this 
direction  has  been  somewhat  seriously 
affected  of  recent  years,  owing  to  the 
loss  of  the  old  preferential  freight  rates 
at  one  time  granted  the  Maritime  Pro- 
vinces  over  the   Intercolonial   Railway. 

Excessive    Freight    Rates 

"At  the  present  time,  it  is  very  diffi- 
cult on  account  of  the  excessive  freight 
rates,  for  manufacturers  in  this  part  of 
Canada  to  market  their  commodities  with 
any  profit  east  of  Regina,  while  on  the 
other  hand,  the  people  of  this  part  of 
Canada,  purchase  very  extensively  from 
the  industrial  and  commercial  centres  of 
Ontario  and  Quebec.  Ordinarily,  these 
purchases  are  paid  for  from  the  returns 
of  lumber  sales  abroad. 

Improvement  in   Fisheries 

"The  fisheries  of  the  coast  provinces, 
have  always  played  a  prominent  part  in 


the  adjustment  of  credits  in  these  pro- 
vinces. During  the  years  of  1920  and 
1921,  fishing,  as  an  industry,  suffered 
very  severely  owing  to  a  number  of 
causes,  but  principally  due  to  the  loss  of 
the  West  Indies  and  United  States  mar- 
kets. There  is,  however,  some  evidence 
of  improvement  this  year. 

Lumbering  Still  Bad 

"As  regards  lumbering.  The  situa- 
tion shows  little  or  no  improvement. 
There  has  been  evidence  of  activity  from 
the  North  Shore  and  a  considerable 
amount  of  lumber  has  been  shipped  from 
(here,  but  almost  entirely,  these  ship- 
ments are  of  a  forced  nature,  lumber 
having  been  sold  from  somewhere  to  50 
or  55%  of  the  original  value  in  many 
eases,  and  at  the  present  time,  it  ap- 
pears that  lumber  cannot  be  produced  in 
this  country  at  a  sufficiently  low  figure 
to  sell  in  British  and  European  markets, 
and  the  banks  are  not  showing  any  great 
degree  of  willingness  to  support  the  op- 
erators during  the  coming  winter.  There 
is,  therefore,  little  reason  to  expect  any 
considerable  improvement  with  regard 
to  this  industry  in  the  immediate  future. 

"On  the  other  hand,  the  crops  have 
been  good  and  the  situation  so  far  as  the 
agricultural  well-being  of  the  country 
is  concerned,  shows  steady  improvement. 

Show    Reasonable    Consideration 

"Merchants  and  banking  institutions  in 
Upper  Canada  should  realize  that  if  this 
market  is  to  be  saved  them,  they  must 
show  reasonable  consideration  in  dealing 
with  purchasers  operating  in  the  Mari- 
time Provinces.  After  having  assured 
themselves  of  the  integrity  and  solvency 
of  the  customers,  as  well  as  their  char- 
acter and  method  of  administration,  they 
should  then  be  willing  to  extend  every 
reasonable  credit  over  the  next  year,  as 
it  is  only  by  means  of  considerate  and 
judicious  leniency  on  the  part  of  Upper 
Canadian  creditors  that  many  of  the 
eastern  merchants  can  survive  the  pres- 
ent  depression. 

"It  is  not  a  case  of  eliminating  a  num- 
ber of  mushroom  houses,  as  may  be  the 
case  in  other  districts,  as  there  was  little 
or  no  such  growth  here  during  the  war, 
and,  when  taken  into  consideration,  the 
average  volume  of  retail  business  in 
these  provinces  is  probably  not  more 
than  55  to  60%  of  that  obtaining  during 
the  Summer  of  1921,  it  is  not  to  be  won- 
dered that  the  remittances  from  this 
part  of  the  country  during  this  Summer, 
have   been   exceedingly   light. 

Difficulties  of  Merchants 

"The  merchants  are  all  confronted  with 
the  difficulty  of  reducing  their  overhead 


expense  and  in  realizing  a  reasonable 
profit  at  a  time  when  prices  must  be  re- 
duced to  the  minimum.  They  are,  how- 
ever, in  many  cases,  operating  on  a  nar- 
rower margin  of  gross  profit  than  pre- 
viously and  with  a  very  much  reduced 
turn-over.  The  majority  of  merchants, 
however,  are  seriously  grappling  with  the 
situation  and  if  every  reasonable  con- 
sideration is  shown  by  the  suppliers  of 
Upper  Canada,  little  doubt  as  to  the  ulti- 
mate ability  of  the  people  of  these  pro- 
vinces to  meet  their  liabilities,  need  be 
feared. 

"The  resources  of  the  provinces  remain 
the  same;  the  temper  of  the  people  is  all 
that  can  be  desired  under  most  trying 
conditions,  and  there  is  no  doubt  but  with 
the  gradual  improvement  in  conditions 
generally,  there  will  be  a  satisfactory 
revival  of  trade  and  the  industries  of 
these  provinces." 


MERCHANTS     IN     KANSAS     TOWN 
CANNOT  DO  WITHOUT  PAPER 

The  merchants  of  Lincolnville,  Kan- 
sas, have  decided  their  town  cannot  do 
without  a  newspaper  any  longer.  They 
pooled  contributions  to  support  one, 
simply  because  they  realized  the  need  of 
a  local  advertising  medium. 

Several  merchants  expressed  their  be- 
lief that  without  a  newspaper  to  keep 
their  goods  advertised  to  the  home 
people,  neighboring  towns  were  getting 
a  large  share  of  Lincolnville  trade,  due 
to  the  ease  with  which  farmsrs  in  motor 
cars  now  can  visit  towns  some  little  dis- 
tance away.  Other  merchants  felt  that 
on  account  of  the  inaggressiveness  of 
their  town,  mail  order  houses  were  cut- 
ting big  inroads  on  the  local  trade.  The 
Lincolnville  newspaper  is  supported  en- 
tirely by  contributions  from  merchants 
of  the  town. 

CRITICIZING   THE   CRITIC 

The  statement  made  by  Paul  Poiret, 
the  French  designer,  during  his  recent 
American  visit,  that  Americans  will  not 
wear  knitted  materials  for  sports'  wear 
next  Summer,  is  receiving  much  unfav- 
orable comment.  Most  critics  believe  it 
is  a  result  of  the  designer's  personal  dis- 
like for  sweaters  and  jersey  dresses. 
Meanwhile  American  knitted  goods 
manufacturers  are  going  merrily  along, 
confident  that  next  year's  business  will 
be  even  greater  than  this  year's.  French 
costumiers,  they  say,  should  knew  by 
this  time  that  women  on  this  continent 
will  not  adhere  slavishly  to  style  laws 
as  set  by  France.  Their  temperament, 
their  greater  fondness  for  sports,  differ- 
ent climatic  conditions  and  an  indepen- 
dence of  thought  fostered  by  the  war, 
are  factors  with  which  Paul  Poiret  has 
not  reckoned. 
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September  Fiction 

Sorrowful  Island 


By  Bertrand  W.  Sinclair 


Treasure!!- 


Yes!! 


But  not  the  hoard  of  shining  gold  the  opening  scenes  of  this  vivid 
tale  promise. 

Round  the  hidden  store  so  gruesomely  guarded  by  the  flesh-bare 
bones  of  an  unknown  pioneer,  the  author  has  staged  a  tale  of  a 
struggle  for  life  and  living  on  a  lonely  wooded  isle  off  British 
Columbia's  rugged  coast  which  carries  you  interested  and  breath- 
less to  its  dramatic  climax. 

"A  Case  of  Amnesia" 

By  Napier  Moore 

Irresistibly  funny 

Ludicrously  laughable 

Excruciatingly  humorous 

"The  Timber  Pirate"--^'  3) 

Another  stirring  installment  of  this  gripping  serial. 

J.   K.   MUNRO  in   another   of  his  sparkling   political 
satires. 

"PIERRE  DES  LACS"  by  Benge  Atlee,  a  fine  romance 
of  Acadia. 

These  and    many    other 
interesting  features  are  in 


Sept. 
15th 
Issue 


s 


CANADA'S    NATIONAL  MAGAZINE 

On  Sale  at  all  News  Stands 


Sept. 
15th 
Issue 
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The  McElroy  Mfg.  Co.,Ltd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(RE«.) 

•DRESS  FABRICS •' 

F.  A.  RODDEN  &  CO 

Dry  Goods 

Commissioners  and  Importers 

52  Victoria  Square  MONTREAL 


The  "AVECTA"  ARMBAND 

British  Made  by  British  Labor 
Joined  by  patent  invisible  clip,  not  sol- 
dered.     Fitted  with   inner  tape  to  stop 
overstretch.       Boxed     in     pairs.       Each 
dozen  in  outer.  Order  a  sample  to-day. 
Buy  from  your  jobber  or  from  us  direct 
but   insist   on  getting   the    "AVEOTA." 
DISTRIBUTORS  FOR  CANADA 
THE  RIDEAU  SPECIALTY  COMPANY 
SMITHS  FALLS  ONTARIO 


JOS.  LEONE  &  CO. 

LIMITED 
Specialists  in : 

MILLINERY  .'ACCESSORIES 
HATS,  NOVELTIES 
FANCY  FEATHERS 

and  ARTIFICIAL  FLOWERS 

We  are  noted  for  our  prompt 
and  efficient  service,  for  the 
high  quality  of  our  goods,  and 
our  reasonable  prices. 

Wholesale  Milliners 
17  St.  Helen  St.         Montreal 


THE   FAME   OF   MARCEL 

Paris  preparing  for  a  week 
of  fetes  and  revelry  in  honor  of 
one  of  her  sons  whose  fame  has 
spread  all  over  Europe  and  Am- 
erica, and  according  to  some  of  his 
admirers  to  all  the  continents  of 
the  earth.  While  his  name  is 
known  to  millions  of  women,  few 
of  them,  especially  outside  of 
France,  have  ever  thought  of  him 
as  a  person. 

Marcel,  who  invented  the  hair 
wave  which  has  brought  him  fame 
has  now  retired  with  a  fortune, 
but  he  will  participate  in  the  cere- 
monies and  will  receive  at  the 
hands  of  his  admirers  a  bust  of 
himself,  the  handiwork  of  a  fam- 
ous sculptor. 

It  was  fifty  years  ago  that  he 
invented  the  Marcel  wave.  He 
got  his  idea  from  his  mother,  who 
had  naturally  wavy  hair.  He  was 
still  a  young  man  and  was  earn- 
ing a  living  by  giving  cheap  hair 
cuts  and  shaves.  One  day  he 
called  on  a  young  lady  of  his  ac- 
quaintance and  asked  her  to  allow 
him  to  experiment  in  dressing  her 
hair.  She  consented,  and  it  was 
while  working  on  her  tresses  that 
he  discovered  that  by  turning  the 
curling  irons  upside  down  he  pro- 
duced a  beautiful  wave.  The 
young  lady  was  delighted  and 
Marcel  asked  her  to  tell  her 
friends.  When  these  learned  tha* 
the  wave  lasted  for  five  months 
they  rushed  to  the  shop  of  Marcel 
and  overwhelmed  him  with  busi- 
ness. 

Soon  the  Marcel  wave  became 
known.  His  fame  spread  to  the 
theatre  and  many  actresses  be- 
came his  customers.  The  rush 
was  so  great  that  the  hairdresser 
could  not  attend  to  all  his  would 
be  customers  and  some  of  the  ac- 
tresses, anxious  to  have  their 
hair  done,  began  bidding  against 
each  other  for  his  services.  From 
charging  a  moderate  five  francs  at 
first  Marcel  soon  increased  it  in 
order  to  reduce  his  clientele.  But 
this  did  not  suffice  for  many  of 
them  offered  as  high  as  $60.  Soon 
there  was  a  steady  stream  of 
beauties  from  all  parts  of  France, 
and  even  England,  eager  to  have 
their  hair  waved  by  Marcel.  To- 
day he  boasts  of  having  dressed 
the  tresses  of  practically  all  the 
famous  French  actresses. 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It     makes     them     more     attractive. 
Economical.    Fast,    Practical,    Neat. 

E.  W.  McMARTIN 

45   St.   Alexander   St.  MONTREAL 

THE  HISTORY  OF  FUR  SEALS 

One  of  the  most  pampered  ani- 
mals in  America  is  the  fur  seal, 
which  spends  the  Winter  in  the 
south  Pacific,  and  in  the  Spring 
migrates  to  British  Columbia  and 
the  northern  coast  of  Washington. 
All  Winter  the  seals  scatter  along 
the  southern  Pacific,  but  as  Spring 
draws  near,  the  mating  instinct 
brings  them  to  the  California 
coast  line,  and  then  along  the 
coast  to  British  Columbia  and 
Alaska,  the  end  of  their  route 
being  the  deep  sea  fishing 
banks  where  salmon,  halibut,  and 
other  prey  amply  supply  the  food 
needs.  Outside  of  a  small  colony 
that  summers  on  the  Commander 
islands  off  the  coast  of  Kamchat- 
ka, Siberia,  this  herd  which  pro- 
pagates on  the  Pribiloff  islands  in 
the  Bering  Sea  is  the  only  fur  sea] 
herd  known  to  be  in  existence. 

When  Alaska  was  purchased 
from  Russia  the  seals  on  the  Pri- 
biloffs  numbered,  according  to 
various  official  estimates,  from 
two  to  five  million  animals,  but 
due  to  the  slaughtering  by  sealers 
of  many  nations,  the  herds  de- 
creased yearly.  The  United  States 
Government,  year  after  year,  en- 
deavored to  conclude  treaties  for 
the  protection  of  seals.  In  1891 
some  degree  of  success  was  ob- 
tained in  a  treaty  with  Great  Bri- 
tain which  practically  eliminated 
Canadian  sealers. 

The  massacre  of  the  herds  did 
not  stop,  however.  Numerous 
schooners,  flying  the  Japanese 
flag,  annually  reaped  a  rich  har- 
vest, and  the  Japanese  govern- 
ment continually  refused  to  inter- 
fere with  the  enterprise.  At  last, 
in  1911,  when  the  herds,  by  un- 
restrained sealing  had  been  reduc- 
ed to  about  250,000  animals  a 
treaty   among  four   nations — Rus- 
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COMFORTERS 

COTTON-DOWN-WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 

2154-56-58  Dundis  St.  W    Toronto 

(Tlrr  (Cnnnbian  ICaftji   Drrss  (£u., 

JBfimlbtb 

Kitchener,  On  c. 

Manufacturers  of 

"The  Canadian  Lady   Dress" 

Ginghams,  Crepes,  Chambrays,  Prints 
Write  us  for  catalogue  and  Prices 

WILL  P.  WHITE,  LIMITED 

Head  Office :  Montreal 

Toronto  137  McGai  Street 

65  Sirncoe  St. 

Manufacturers'   Agents    and    Distributor* 
and   Smallwarea    Specialities. 
Wholeial*  ana1  Manufacture™  Only  Supplied. 


"HOOSIER" 

The  best  36-inch  brown 
domestic  in  America 

Buy  it  by  thm  balo; 
tell  it  by  tho  bolt 

Indiana   Cotton    Mill 

Cann»Uon,Ind.,l)J.» 


T.  H.  Birmingham  &  Co. 

UMITED 
533  College  St.,  TORONTO 

Maker,  of 

Women'*  High  Grade 
Neckwear 
Thm    Exclumivm    Nmckwmar    Houim" 


9 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Maehe 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free   for   the  asking. 

The  Botanical  DecoratingCompany 

(Incorporated) 

208  W.   Adams   St.,  Chicago.  111. 


Fred  Jones  &  Company 

Manujtttmat  mni  Imporion 

Babiea'  Hand  Crochet  Good,  Notions 

Babiea'  Hand  Knit  Good.  Nmrrstiai 

Art   Needlework  Materials 

Room  712  Empire  Building; 

64   WELLINGTON   ST.   WEST,  TORONTO 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 

Made  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 

SHERBROOKE,     QUEBEC 

VEILINGS  and 
SILK  NETS 

HODGES  &  LETTAU 

14  St.  Helen  St.  Montreal 

sia,  Great  Britain,  Japan  and  the 
United  States — was  drawn,  to 
continue  in  force  for  fifteen  years. 

This  agreement  prevented  any 
of  the  nationals  of  the  signatory 
powers  from  taking  seals  at  any 
time,  anywhere,  with  the  previ- 
sion that  United  States  agents 
might  take  a  few  thousand  skins 
each  year,  from  bachelor  males, 
summering  on  the  Pribiloffs.  This 
does  not  interfere  with  the  expan- 
sion of  the  herd.  By  the  terms  of 
the  treaty  the  United  States  re- 
compensed the  nations  for  any 
loss  sustained  by  their  nationals, 
and  agreed  to  give  annually  15  per 
cent,  of  the  proceeds  of  the  skins 
taken  from  the  few  animals  killed. 

During  the  months  of  April, 
May  and  June,  the  cutter  ves- 
sel Snohomish  guards  the  herd 
along  the  route  between  the 
Columbia  river  and  the  Alaskan 
boundary,  and  the  cutter  Unalga 
from  that  point  to  the  entrance  to 
the  Bering  Sea.  After  the  middle 
of  June  the  herd  passes  into  the 
Bering  Sea.  -The  Fur  Age 

A    MODERN   SOLOMON 

Mr.  Justice  Mowat,  a  distingu- 
ished member  of  the  judiciary  of 
Ontario,  says  that  the  way  wo- 
men dress  and  bob  their  hair  is 
none   of  man's  business. 

"Men  can't  say  what  women 
want,"  His  Lordship  declared  in 
commenting  on  an  action  then  in 
progress  before  him.  "The  men 
know  what  they  want  to  make 
themselves  appear  smart.  The 
way  men  criticise  women's  dress 
and  bobbed  hair — it's  none  of 
their  business.  Let  them  dress 
the  way  they  like." 


Artist  Supply    Co.,    Ltd. 

Room  50,77  York  St., Toronto 

Complete    Show    Card    Material    Dealers 
Write   for    Price    List. 


CLIMAX  PAPER 
BALERS 

ALL  STHEL--F1REPIOOF 
"Turns    Wm»te 

into  Profit" 
11  SIZES 
Send  for  Catalog 

CLIMAX  BALER  CO 
Hamilton,     Ont. 


BUCKLES 

Pertaining  to 

Millinery,  Dresses  &  Gloves 

Designs  of    many  Shapes  and  Sizes 

Colors — Black.   Green  and   White 

THE  SCHULER  BUTTON  CO. 

LIMITED 
Brantford         -         Ontario 

HABERDASHERY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking, 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 

8&9  Hamsell  Street,  London,  E.C  I. 
EatablUhed  1871 


D  B.  Fisk&Co. 


HIPCHANBI.'S 


Chicago 

New  York  Salesroom: 
Open   Throughout  the  Year 
411  Fifth  Avenue 

Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Pej^y  Cloth-Blankets 


Sm4feC( 


(115  Worth  St.,  NY 
775ummer  St..  Boston 


KlliBONS    OP    DISTINCTION 

"J-C"  Ribbons  have  peculiar 
charm.  Widely  advertised  to 
the  consumer  under  their 
trade-mark  names  for  the 
protection  of  the  dealer. 


$0ie<~ 


"SATIN     DB     t,UXB" 

"TRO088EA0" 

"LADY    FAIR" 

'SANKANAC"    "VIOLET" 

"DEMOCRACY" 

•   mv4n\     ^~>\VDIN   *   OO.,     «0    C.    30th    St.. 

Mew   tort.   N.T.  Mads  In    U.S.A. 


Made  on  "Ye  Banks  and  Braes  o'  Bonnie  Doon! 

Skeldon   Blankets   now  in   stock   in   Montreal   and 
Vancouver.     All    pure    wool,    in    six,    seven,   eight 
and   nine   pounds   weight. 
JOHN  E.  RITCHIE,  Dry  Goods  Commission  Agent 

591  St.  Catherine  Street  West,  Montreal. 


Branches 


64  Wellington  St.  W., 
Toronto. 


29     Minshull 
Manchester. 


Street, 
Eng. 


615     Pender    St..    W., 
Vancouver,    B.C. 
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The  McCaskey 


A  combination  which,  while 
giving  complete  Adding 
Machine     Service,     constitutes 

A  CASH  REGISTER 

Equal  to  any  four  or  eight 
drawer  Cash  Register. 


ADDING 
MACHINE 

By  use  of  duplicate  tape 
on  adding  machine,  a 
cash  receipt  can  be  given 
to  customer,  the  duplicate 
remaining  on  rewind  pin 
as  record. 

Sold  complete 
or  separately  at 
very  low  prices 


Counter  Check  Books— Duplicate 
and  Triplicate  Styles  of  all  Kinds. 


ADDING  MACHINE 
CASH  DRAWER 
CASH  REGISTER 

Choice  of  three  keyboard 
arrangements. 

One  or  two  rows  of  9 
symbol  keys  will  give 
complete  Department  and 
Clerk  control. 

CASH 
DRAWER 


A  Cash  System  for  all 
lines  of  business — without 
equal  in  price  and  service. 

Sold  on  liberal  monthly  pay- 
ment terms. 

A  Two  Years'  Guarantee  with 
each    Machine. 

Another  addition  to  the  already 
famous  "McCaskey"  line  of 
specialties  in  Account  Systems. 


McCaskey  Systems  Limited  ^Ztu^T^Z 

Gait,  Ontario  Pads,  Counter  Check  Books 

Several  good  territories  open  jor  live  and  able  Salesmen. 


What   is    Your   Idea  of  O 
Financial  Independence  • 

You  save  money;  each  year  you  draw  from  your  business  profits  which  you  put  away  with  some  definite 
end  in  view.  You  are  aiming  at  financial  independence.  It  may  mean  a  bigger  and  better  business;  it 
may  mean  an  education  for  your  children,  a  trip  around  the  world  or  just  assvrance  of  prosperity  for 
your  family  in  the  event  of  your  death.  But  whatever  your  conception  of  financial  independence  you 
can  only  attain  it  by  saving  and  by  conserving  what  you  save. 

A    Knowledge   of    Investing    Will    Save    You   Money 

Every  dollar  you  have  placed  by  can  be  made  to 
earn  more  dollars  for  you.  Dollars  that  are  in- 
vested in  securities  that  do  not  provide  the  fullest 
in  safety  and  income  return  are  lazy  dollars.  It 
is  essential  that  every  man  should  keep  informed 
on  all  investment  matters  if  he  is  to  make  the 
most  of  his  savings. 

What  Kind  of  Securities  Have  You   in  Your  Strong  Box? 


The    Financial    Post    Can    Serve    You 

It  will  bring  you  each  week  news  and 
views  relating  to  stocks  and  bonds, 
insurance,  estates,  mortgages  and  real 
estate.  It  will  give  you  a  personalized 
investment  service,  for  in  addition  to 
the  52  valuable  numbers  that  will  come 
to  you  each  year  you  have  the  privilege 
of  having  your  own  particular  prob- 
lems answered  by  the  editor  at  any 
time  and  as  often  as  you  wish.  The 
Post  is  helping  9.000  other  Canadian 
business  men  to  invest  efficiently.  It 
can  help  you.  Fill  in  the  coupon 
to-day. 


Is  every  bond  you  hold  paying  interest  regularly  and 
are  all  your  stocks  paying  dividends?  Are  you  sure 
that  your  life  insurance  policies  are  best  adapted  to 
your  needs  ?  Are  your  investments  the  kind  that 
will   help   you   to   attain   your  ambitions  ? 

These  are  the  questions  you  ask  yourself  from  time 
to  time.  If  you  read  The  Financial  Post  each  week 
you    will    find    these    questions    answered. 


QPFPIAI  **  you  nave  any  investment  or  fin- 

Jl  dV/lALi  ancial  problem  at  the  moment  write 

ftFFFR  '*  on  a  separate  sheet  of  paper,  en- 

Orrfjfx  close    it    with    the    coupon    and    the 

editor  will  give  you   the  benefit  of   his   advice. 


FINANCIAL  POST, 
143-153  University 

I    enclose    $5.00.     Send 
one  yefcr   (52  issues). 


Avenue,  Toronto. 

me   THE   POST   for 


ADDRESS 
H.M.2. 
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Post  Matter 25-26 

Editorial 27 
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Does 28 

Men's  Wear  Section  29-31 

Fabrics 

An  Active  Yardage  Department  32 

The  Edgecombe  Store   of  Fred- 

ericton    33 

Merchandise  Fair  a  Big  Success  34 
New    Materials    Used   for   Rain- 
coats         35 

Furs 

Demand  Lively,  Average  Prices 

Up 46 

The  Making  of  a  Fur  Garment.  .  47 

New  Models  in  Fur  Garments.  .  48 

Coats  and  Wraps  Longer  Than 

Skirts 49 

Millinery 

Soft  Shades  for  Fall  Millinery.  .  50 

Present    Demand    is   for   Larger 

Shapes 51 

Knitted  Goods 

Spring  Showing  of  Hosiery  Lines  54 

Many  Novelties  in  Knitted  Lines  55 

Specialized  Newspapers  and  the 

C.N.E 56 

New    Knitted    Lines    Here    and 

There   57 

Dress  Accessories 

Autumn  Novelties  Are  Numerous  76 


Decorative  Jewelery  in  Demand  77 

New  York  Shows  Many  Novelties  79 

Corsets  and  Lingerie 

Novelties    Being    Seen    in    New 

York 82 

The  Making  of  Corsets 83 

Fancy  Goods 

Lace  Veils  on  French  Millinery.  90 

Promoting  Sales  of  Toilet  Goods  91 

Notions 

Varying   Prices    Create    Difficul- 
ties    98 

The  Manufacture  of  Silk  Threads  99 

Equipment  and  Display 

The  Art  of  Showcard  Writing.  .102-103 
Methods  of  Display  in  the  Halle 

Store 104 

Study  Women  Behind  the  Coun- 
ter           105 

Homefurnishings 

Points  About  Laying  Linoleums.  110 

Multi-Colors  Will  Help  Retailer.  Ill 

New  Developments  in  Curtains.  112 

Want  Readjustment  of  Tariff.  .  .  113 

Ready-to-Wear 

New  Modes  by  Paris  Couturiers        122 

Fashion  Revue  at  Almy's 123 

Style  Notes  Gleaned  From  C.N.E. 

Displays 124 

Mid-Winter      Fashions      Reflect 

Gracious  Dignity 125 

General  Trade  News 

Dry  Goods  Markets  at  a  Glance  128 

Organizing  the  Cotton  Trade.  .  .  129 

Conditions  in  Maritime  Provinces  130 


THE  INQUIRER'S  CORNER 

You  may  want  to  know  where  a 
certain  line  of  merchandise  in  the 
Dry  Goods  Trade  can  be  procur- 
ed; you  may  have  on  your  hands  a 
problem  in  connection  with  your 
business  that  is  difficult  to  solve. 
Dry  Goods  Review  can  render  you 
a  service  and  will  cheerfully  do'  so 
if  you  will  fill  in  this  blank. 


INFORMATION  WANTED 

Dnj  Goods  Review, 

153  University  Ave.,  Date 1922 

Toronto,  Ontario. 

Please  tell  me    

Name    

Address    
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Why  the  Congoleum  Gold-Seal  Guarantee 

Protects  You  and  Your  Customers 


Six  clear,  easily  understood  words  tell 
the  story: 

"Satisfaction  guaranteed 
or  Your  Money  Back." 

That  is  the  straightforward  pledge 
given  to  every  purchaser  of  QoldSeal 
Congoleum.  No  "ifs"  or  "buts" — no 
loopholes — we  stand  back  of  this 
pledge  squarely  and  firmly. 

What  better  assurance  could  you  have 
of  satisfied  customers  —  what  better 
assurance  could  a  customer  have  of 
honest  money's  worth? 

Small  wonder  people  prefer  to  buy 
QoldSeal  Congoleum.  And  because 
they  have  confidence  in  a  man  who 
sells  guaranteed  goods  they  come  to 
your  store  for  other  purchases. 

Should  it  ever  be  necessary  to  make 


good  on  a  sale,  the  Congoleum  Com- 
pany, Ltd.,  will  adjust  the  matter 
promptly,  courteously,  satisfactorily — 
and  cheerfully. 

You  and  your  customer  are  judge  and 
jury.  We  accept  your  verdict  without 
question. 

The  combined  output  of  the  several 
plants  of  the  Congoleum  Company  far 
surpasses  that  of  any  other  manufac- 
turer of  hard-surfaced  floor-covering. 
Doesn't  the  size  of  our  business  and  our 
reputation  for  manufacturing  quality 
goods  convince  you  that  QoldSeal 
Congoleum  has  made  good  with  the 
housewife? 

Doesn't  the  confidence  we  place  in 
QoldSeal  Congoleum  convince  you 
it's  the  best  line  of  printed  goods  to 
stock  and  handle? 


CONGOLEUM  COMPANY  OF  CANADA,  LIMITED 

Factory  and  Offices:  1270  St.  Patrick  Street,  Montreal 

zMade  in  Canada  —  by  Canadians — for  Canadians 


& 
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This 

Advertisement 

has  been  read 

by  several 

hundred    thousand 

Consumers  in 

Canada. 

Are  you  cashing 

in  on  our 
Expenditures  ? 


Send  3c  stamp  for  knitting  directions  for  this 
and    other   models. 

Belding-Corticelli   Lintitid,    Toronto. 


A  beautiful  scarf  knit  with 
Corticelli  Fingering  Yarn, 
easily  and  inexpensively 
made. 

Any  Corticelli  Dealer  can 
supply  you  with  knitting 
directions  for  this  and  man\ 
other  charming  models. 

Choose    your    own    colors 
thev  are  all  to  be  had  in — 


Fingering  Yarns 


Makers  oi  Corticelli  Snool  Silk.  Corticelli  Crochet  and  Embroidery  Cotton,  cte 


You  know  that  Corticelli  Fingering  Yarns  are  good  yarns  which  will  give  your  customers 
lasting   satisfaction;   and   satisfied   customers   are  your  greatest  asset. 

Corticelli  starts  the  ball  rolling  with  good  lines  well  advertised,  and  this  advertising  helps 
you  to  make  more  sales.  You  can  cash  in  on  Corticelli  quality  and  Corticelli  advertising  with 
just  a  little  special  sales  effort  at  your  knitting:  yarn  counter.  It  will  pay  in  both  cash 
profit    and    increased    good-will    to    make    that    effort. 

Our  Free  Knitting  Direction  Leaflets  are  provuia  n   real  Sales  Stimulus  for  many  merchants. 

Are    iioii    suvpHed? 

Welding ^W^ofticelll 

Manufacturers  of 

Beldings  Spool  Silk,  Corticelli  Spool  Silk. 

Beldings  Ribbons,  Corticelli  Crochet  Cottons,  etc. 


Montreal 


Toronto 


Winnipeg 


Vancouver 


'ry&ooc/s  Mwbh? 


Vnl       YYYIV       N«       Ifl  THE  MACLEAN  PUBLISHING  COMPANY,  LIMITED 

"  WI.       J\.J\J\.l  Y  .       11U.        IV  PIIRI  IfATlON     OFFICF.     TORONTO.     CANADA. 
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The  Alt-Purpose  Habutai — Supreme  in  Quality  and  Price 

SILKS    LIMITED 

Winnipeg 
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Judging  by  Appearances-  -  - 


What  Rating 
Do  You  think 
Your  Store 

Really  Deserves? 


Every  day  your  store  is  being  judged  by  its 
appearance  and  you  are  losing  or  gaining 
profitable  sales  as  a  consequence  of  the  decis- 
ions made. 

Study  your  store  with  the  object  of  making  it 
as  attractive  and  as  sales-compelling  as  pos- 
sible. Give  every  corner  of  it  an  unbiased 
analysis  from  the  standpoint  of  the  customer, 
and  decide  whether,  "judging  by  appearances," 
it  is  all  that  it  should  be. 

Years  of  experience  in  the  planning  and  re- 
planning  of  really  successful  stores  qualifies 
Kent-McClain  to  offer  you  valuable,  expert  ad- 
vice and  suggestions,  upon  all  matters  relating 
to  more  successful  merchandising,  through  the 
medium  of  modern,  sales-producing  store  equip- 
ment. 

"Inter-place-able  Units"  permit  an  infinite 
variety  of  arrangement  and  provide  the  means 
for  the  gradual  upbuilding  of  a  truly  modern 
store.  May  we  send  you  the  catalogue  show- 
ing the  standardized  designs  in  "Inter-place- 
able  Units,"  showcases  and  general  equipment, 
best  suited  to  the  specific  requirements  of  Dry 
Goods  and  Men's  Furnishings  Stores?  It  is 
yours  for  the  asking. 


"Inter  -place  -able    Units  " 

IMfOan 

(7bn(wroSffowCAS£Co)    Lfimted. 

Canada's   Outstanding  Designers  and  Builders  of 
Modern-Merchandising  Store  Equipment 

183  Carlaw  Avenue,    Toronto 
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As  the  Great  Lakes  are  the  vast 
supply  centre  for  the  mighty  St.  Law- 
rence so  is  Greenshields  Limited 
the  supply  centre  for  the  Dry  Goods 
Trade  in  Canada. 

From  varying  corners  of  the  earth 
merchandise  is  brought  to  our 
warehouse  in  Montreal  and  re-dis- 
tributed to  you  in  quantities  you  find 
profitable  to  handle. 

World  markets  not  readily  access- 
ible to  you  are  brought  to  your  door 
through  the  services  of  this  organ- 
ization. 

The  success  of  Greenshields  Limited 
as  distributors,  has  been  built  up 
and  measured  in  terms  of  service 
to  their  customers. 

It  is  the  complete  service  we  render 
that  justifies  us  in  being  known  as 
"The  Hub  of  the  Dry  Goods  Trade 
in  Canada." 

GREENSHIELDS,  LIMITED 

Sales  Rooms  from  the  Atlantic  to  the  Pacific 

Victoria  Square  Montreal 
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Happy  Japan 


Soft  Crepes  and  Georgette 

Leading  for  Fall  and  Winter 


A  tremendous  variety  of  colors 

in  all  weaves  for 

immediate  shipment 


&  &  l^ing  Mik  Company 

limited 

"{TObe  &ilfe  ^ouse  of  Canaim" 

59-61    Wellington  St.    West,  Toronto 


Foreign   Offices: 

Zurich,  Switzerland 

Yolohamo,  Japan 

Lyons,  France 

ChefoO,  China 
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Christmas  Suggestions 


We  want  to  bring  to  your  attention  only 
a  few  articles,  but  those  few  outstanding 
Christmas  sellers  in  every  dry  goods  stock. 


Handkerchiefs  Hosiery 

Ribbons  Gloves 

Papetries  Scarves 

Men 's  Shirts,  Socks  and  Ties 


Looking  ahead  as  we  think  you  should  do,  we  have 
ready  to  ship  now  a  large  stock  comprising  wide 
ranges  of  all  the  above  lines  and  you  will  find  them 
both  attractive  and  fairly  priced. 


John  M.  Garland,  Son  &  Co. 

Limited 

OTTAWA  -  -  CANADA 

Wholesale  Dry  Goods 
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BLUE  STAR  LINE 


For  Present  and  Xmas  Selling 


LACES 

HOSIERY 

EMBROIDERIES 

BRASSIERES 

DRESS  TRIMMINGS 

HANDKERCHIEFS 

GEORGETTES 

WASH  GOODS 

CHIFFONS 

RIBBONS 

Wise  buyers  of  to-day  have  no  trouble  in  finding  what  they 
require  in  every  seasonable  line — The  Blue  Star  Range  un- 
questionably stands  first  in  presenting  the  smartest  and  new- 
est fancies  that  fashion  decrees. 

We  can  give  you  immediate  delivery  in  anything  you  require 
for  present  selling — But  make  sure  you  see  our  full  range  of 
Fall  and  Xmas  offerings. 


Jffluser  Jfrotfjer*  (Canatra)  £mtiteb 


New  York 

Boston 

Philadelphia 

Chicago 

Baltimore 

Los  Angeles 

San   Francisco 


Manufacturers  and   Importers  of    Laces 
Dress      Trimmings     and     Embroideries 

Importers  of  Fancy  Dry    Goods 

12  ST.  HELEN  STREET 

MONTREAL 


London 

Nottingham 
Paris 
Calais 
Caudry 
Le  Puy 
St.  Gall 
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Fashions  Lend  Themselves 

To  Lavish  Use  of  Ribbons 

Trend  toward  "Fancier"  Clothes  means  —  more  Ribbons 


For  Millinery 

all  kinds  of  ribbons  are  in  use.  Very 
wide  velvet  ribbons  arc  shirred  into 
great  rosettes  or  tied  into  tre- 
mendous bows  to  add  decoration 
to  the  smart  velvet  and  silk  beaver 
hat. 


For  Frocks— 

Taffetas,  Satins,  Grosgrain  and 
other  plain  Silks  in  soft  weaves 
and  in  wide  range  of  plain  and 
two-toned  colors  are  used  on  many 
dresses. 


Gapes  for  Evening  Wear- 
some are  made  petal  fashion,  with 
the  ribbon  graduating  as  to  width 
and  length  and  often  as  to  color, 
while  others  are  made  of  a  single 
layer  of  ribbon. 


Girdles  and  Collars— 

for  the  low  girdle,  the  collar  and 
the  facing  of  the  loose  sleere,  « 
wide  brocaded  ribbon  lends  the 
smart   touch    of   color. 


Collars— 

for  Winter  wear  the  collars  of  Rib- 
bon Roses  and  wide  Ruches  are 
giving  way  to  fur  and  velvet. 


For  Lingerie 


ribbons  in  the  better  grades  of 
heavy  satins  o>-  double-faced,  two- 
toned  Satins,   continue    in   demand. 


The  surest  way  to  improve  your  ribbon  business  is  to  show  your  cus- 
tomers a  reason  for  buying  them. 

Show  cards  suited  to  above  suggestions  placed  about  your  store  will 
bring  to  your  customer's  mind  the  uses  Ribbons  can  be  put  to,  especially 
in  the  Christmas  season. 


Ribbons  Limited 


Montreal 


TORONTO 


Winnipeg 
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If  you  Bought 
Silk  Stockings 
by  the  Pound— 


you  would  quickly  realize  why  "Winsome  Maid"  is 
better  value  than  ordinary  Hosiery.  Because  it  is  a 
closer,  finer  weave,  it  takes  more  silk  to  make  Win- 
some Maid.  This  gives  better  appearance  and 
longer  wear. 

This  season's  styles  in  "Winsome  Maid"  include 
two  attractive  lines  in  clocked  hosiery,  and  a  new 
variety  in  colors  with  a  range  of  25  shades. 

Write  for  prices 

Allen  Silk  Mills,  Limited 


43  Davies  Ave. 


Toronto 


The  finest  Trade  buys  "Winsome  Maid" 


Wnsojjjg 

1      PURE  THREAD 

SILK  HOSIERY 


MADE  IN  CANADA 


Smart  Winter  Hosiery 

Shows  Wide  Ribbing 
In      Heather     Effects 

A.  B.  C.  Hosiery 

has  an  attractive  line  (7  and  1  rib)  in  good  range  of 
heather  effects,  including  "Camel,"  "Lovat," 
Brown,  and  "Mallard,"  in  sizes  from  8  to  10  inch. 

Other  popular  A.B.C.  lines  include: 

Fr«-  fkiUrpn  Heather,  34  length  with  roll  top  and  regular  length. 
ror    V^llliurcn      gi)k   and   WQol>    ^    length   with    novelty   roll   top   and 

regular    length. 


Silk   and   wool   heather   mixtures. 
Cashmere    heather   mixtures. 


For  Men  and  Women 

All  A.B.C.'s,  seamless  with    reinforced    heels    and    toes 


Allen  Bros.  Co.,  Limited 

883  Dundas  St*  E.  Toronto 
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Five  out   of  every   seven    wir 
homes  in  your  locality,  it  may 
be  safely  estimated,  are  reached 
regularly    bv    Hoover     national 
advertisements 


Department  Store,  in  Eighteen  Months, 
Sells  Hoovers  Worth  $20,965 


MEN  WANTED 

to  sell  The  Hoover 

The  expansion  of  our  business 
continually  creates  openings  for 
alert,  energetic  young  men  oi  goi  id 
character,  appearance  and  address 
to  be  trained  as  retail  Hoover 
salesmen.  Many  of  our  men 

Earn  $200  to  $600 
per  month 

The  average  runs  J>2(IU  to  £250, 
Some  make  #500  to  #600,  however. 
It  is  simply  up  to  the  man  and 
how  willing  he  is  to  be  taught  the 
best  methods  of  selling.  Von  sell 
the  best  known,  best  advertised 
and  best  cleaner.  We  train  you 
free  and  pay  you  liberally.  Ex- 
cellent opportunities  f-n  promo- 
tion. Apply  in  person  at  Hoove 
district  offices  in  principal  citie 
(consult  phone  book)  —  or  b\ 
mail  to  factory.  There  may  be 
an  opening  right  in  your  locality 


On  an  average  stock  investment  of only 
$753,  the  Department  Store  of  R.  H. 
Williams  6k  Sons,  Limited,  in  Regina, 
Sask. — a  city  of  5,541  wired  homes  — 
has  sold  $20,965  worth  )f  Hoovers  in 
a  year  and  a  halt. 

During  1921,  162  Hoovers  valued  at 
$1  2,555  were  sold.  The  first  six  months 
of  1 922,  sales  amounted  to  1 2 1  Hoovers, 
worth  $8,410.  It  is  evident  that  splen- 
did gains  are  being  achieved  this  year. 

Thirteen  stock  turnovers  per  annum 
have  been  the  average,  due  to  the 
ready  salability  of  Hoovers  on  our 
famous  Co-operative  Plan  and  to  the 
aggressive  sales  methods  which  R.  H. 
Williams  &  Sons  have  adopted  and 
carried  out. 

A  demonstration  table  is  maintained 
at  the  center  of  the  store.  Newspaper 
space    and   windows    are    consistently      representative  see  you  ? 

The  Hoover  Suction  Sweeper  Company  of  Canada^  Limited 


used  to  attract  people  to  The  Hoover. 
Special  campaigns  are  conducted  at 
intervals,  even  though  homes  are  con- 
tinually canvassed  throughout  the  year. 

The  Hoover  Co-operative  Plan  is  an 
arrangement  under  which  our  trained 
sales  organization  —  in  close  co-opera- 
tion with  the  Authorized  Hoover 
Dealer — assumes  the  work  of  securing 
leads,  demonstrating,  selling,  deliver- 
ing and  servicing  the  machines. 

Leading  department  stores  in  Canada, 
the  United  States  and  overseas  have 
successfully  operated  on  this  plan  for 
years,  ft  deserves  your  serious  con- 
sideration. 

We  shall  be  glad  to  discuss  it  with  you, 
at  your  convenience,  and  without  obli- 
gation on   your  part.    When   may  our 


■  acton'  am 


General  Offices:    Hamilton,  Ontario 


oJhe  H(§Hi)VER 

//  BEATS  •••  as  it  Sweeps      as  it  Cleans 
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KELILM  CLIENT 


Some  Ten  Years  Ago — 

THE  Schoenfeld-Martin  Company 
opened  a  department  store  in 
Peoria,  Illinois,  right  in  the  heart  of 
the  business  district. 


M 


ANY  merchants  might  have 
made  the  mistake  of  thinking 
that  a  fine  store  and  stock  in  such  a 
good  location  guaranteed  a  successful 
business — but  not  Mr.  R.  A.  Schoen- 
feld,  President  of  the  Schoenfeld- 
Martin  Company. 

HE  FULLY  appreciated  it  was  a 
man-sized  problem  to  keep 
stocks  turning  properly  in  all  depart- 
ments and  have  the  business  show  a 
net  profit  each  year. 

MR.  SCHOENFELD'S  ability  to 
meet  the  competition,  style 
changes  and  price  fluctuation  that  en- 
ter into  merchandising  is  well  recog- 
nized. This  is  shown  in  his  election 
to  the  presidency  of  the  Illinois  Hard- 
ware &  Implement  Dealers'  Associa- 
tion as  well  as  in  his  leadership  in  the 
business  development  of  Peoria. 


WITH  a  view  of  expanding  his 
business  and  getting  more  of  the 
farmer  trade  around  Peoria,  he  called 
in  Kelly  Service  and  he  now  has  a 
bigger  volume,  covers  a  greater  terri- 
tory and  his  overhead  has  been  reduc- 
ed materially  thru  the  adoption  of 
plans  and  methods  put  in  operation  by 
Kelly  Service. 

A/IR.  SCHOENFELD  can  be  relied  on  to  give 
you  definite  information  about  Kelly  Ser- 
vice   and — 

A     REQUEST  from   you  giving  size  and   na- 
ture  of  your  stock  will  bring  full  details 
of  this   Service  as  it  will   apply   in   your  case 
and  incurs  no  obligation  on  your  part. 
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Made 

in 
Canada 


PLAYING  CARDS 


Made  on 

Canadian 

Stock 


*'     <>       -/  i  •         O     0 
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Sports 


Golfer 


Colonial  Bridge 


Buffalo   (Poker) 


Pyramid 


SPORTS  DESIGNS 


Good  values  at  popular 
prices  which  will  meet 
your  customers'  wants. 
Handled  by  jobbers 
throughout  Canada. 


Whippet 


Good  Luck 


4  AV  'H'V<  •  I  rag 


Royal  Bridge 


Oak   Leaf 


Steamship 


O  OIV  «  C  >  IvI  DATED 
LITHOGRAPHING  **  MANUFACTURING  COMPANY, 


LIMITKD. 


MONTREAL,  CANADA. 
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Made 

in 
Four 
Sizes 

000 

00 
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COLONIAL  MAID 


DRESS  r FASTENER 

made:  IN   CANADA. 


It's    all     in 
the    Spring 


Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 

Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


*<  H  IS      IS     NOT     A 

FRICTION  FASTENER. 

O  D      r     '        MADE 

OUt     IS    WITH 

HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS  WHEN  TO  HOLD 
AND  WHEN  TO  LET  GO 


BRASS 
will  not 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE  AND    BLACK.     .-.     .\    SIZES  00-0-1 

To  be  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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STOFFEL  &  CO.,  ST.  GALL 


The  Largest  Manufacturers  of  Cotton  Fabrics  in 

SWITZERLAND 

TRANSPARENT  ORGANDIES  IN  100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

Batistes  Nainsooks  Jaconas  Fancies 

Fine  Muslins  Voiles  Crepes  Calicots 

"IT  IS  STOFFEL'S" 

— the  finest  praise  that  can  be  bestowed  upon  an  Organdie 

STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON  &  TAYLOR 


235  Coristine  Bid;;., 

20   St.  Nicholas   Street, 

Montreal,   Que. 

Tel.   Main   6248 


Sole  Agents  for  Canada 

77    York    Street, 
Toronto 


Tel.  Adel.  2253 


Western  Representatives: 

McRae  &  Walker, 

105  Hammond  Block, 

Albert    Street,    Winnipeg,    Man 

Tel.  A.  7265 


Sunset  Quality 

Has   Never  Been  Approached 
By  Any  Other  Household  Dye 

RpPQllC^*  when  the  making  of  a  powdered  dye  is  finished,  that  is 
J3t;Cd.LIS\3.  where  the  real  manufacture  of  SUNSET  begins.  It  is 
then  that  we  put  into  each  cake  the  "know  how"  of  the  professional  dyer 
that  makes  such  wonderful  results,  so  easy  to  obtain  with  SUNSET. 

It  costs  real  money  to  put  this  quality  in,  and  there  is  no  margin  for  the 
bait  of  "free  goods" -but  there  is  the  positive  assurance  to  the  dealer 
that  he  is  selling  his  trade  the  finest  household  dye  ever  manufactured 
in  any  country— bar  none.  Your  customers  know  this  quality  and  that 
makes  SUNSET  a  sure  repeater. 

Salts  Representatives 

HAROLD  F.  RITCHIE  &  CO.,  Ltd. 

10  McCaul  St.,  Toronto,  Can. 

Manufactured  by 

NORTH  AMERICAN  DYE  CORPORATION,  Ltd. 
Toronto,  Canada 


ONE   Real  Dye    For  ALL  Fabrics 


SUNSET — Costing   more    to   manufacture — having   more    merit — giving    better    service — creating    a    better    opinion 
from  all  who   handle  it — will  maintain  its   standard,    the   highest — and  its  price  15c.  will  not  be  changed. 
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A  BEAUTIFUL  RANGE  OF 

XMAS  NOVELTIES 

Lamps  Candlesticks  Smoking  Sets 

Shades  Work  Boxes  Poker  Sets 

Clocks  Hand  Bags       and       Purses 

Shaving    Sets 

IN  BRONZE,  NICKEL  &  IVORY 

Trays  Fancy  Papetnes 

Cabinets  of  Photo  Thermos 

Cutlery  Albums  Bottles 

AND  A  FULL  RANGE  OF 

French     Ivory     Ware 

IN     OUR 

FANCY  GOODS  DEPARTMENT 

WHICH  REPLACES  OUR 

TOY  DEPARTMENT 

SPECIAL  ATTENTION  GIVEN  TO  MAIL  ORDERS 
ALL  RUSH  ORDERS  SHIPPED  SAME  DAY  AS    RECEIVED 


y< 


i\ 


HODGSON,  SUMNER  &  CO.,  LIMITED    [ 

83-91  St.  Paul  St.  W.  2  1  St.  Sulpice  St.  84-92  LeRoyer  St. 

MONTREAL 

SAMPLE  ROOMS  : 

7  Charest  St.,  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.  W.,  TORONTO 

Can.  Bank  of  Commerce  Bldg.,  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

503  Mercantile  Bldg.,  VANCOUVER  50  Bon  Accord  St.,  MONCTON,  N.B. 

Empire  Bldg.,  HAMILTON  The  Grigg  House,  LONDON  j^ 


B 
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None  Quite  So  Durable 

— Sell  Them  Now 

THERE'S  no  exaggeration  about  the  statement  that 
Rock  Rib  and  Hercules  hose  for  youngsters  give 
longer  wear  and  save  mother  mending.  These  are  facts — 
and  also  the  reasons  for  their  wonderful  popularity. 
There  are  no  stockings  made  quite  so  durable  as  Rock 
Rib  and  Hercules.  They  have  double  elastic  leg,  and 
three-ply  heels  and  toes — making  them  not  only  wear  and 
wear  but  giving  them  ample  warmth  as  well. 
You'll  soon  have  a  double  selling  argument,  therefore. 
They'll  stand  the  strain  of  winter  sports — they'll  keep 
boys  warm. 

Sizes  5  to  lOV-j?  in  boxes  of  one  dozen. 
Get  a  window  and  counter  display  in  your  store  of  these 
"cold  weather"  stockings  as  quickly  as  possible.     Your 
wholesaler  can  supply  you  if  your  stock  is  incomplete. 

The  Ghipman-Holton  Knitting  Company,  Limited 
Hamilton,  Ontario 

Mills  at  Hamilton  and  Welland,  Ontario 

ROCK  RIB  HERCULES 

JBojSs  and  Girls 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


PRINCESS 


Princess  stockings  are  ex- 
cellent for  the  girls.  Made 
from  two- fly  English  Lisle 
yarn.  These  stockings  are 
hard  wearing,  and  have 
a  most  attractive  appear- 
ance.    Sizes  4  1-2  to   10. 


R  EGISTER  E  D. 
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When  This  Happens 


You  have  a  particular  customer.  Competition 
is  keen.  It's  not  a  question  of  money,  although 
that  counts.  The  main  thing  is  to  find  just  the 
right  fabric — the  exact  shade. 

When  this  happens — and  it  does  happen  every 
day — what  is  it  worth  to  know  that  you  are  back- 
ed by  a  range  of  fabrics  not  surpassed  in  Canada. 

This  means,  first,  that  you  have  almost  endless 
variety  of  fabrics  at  your  command,  second,  that 
your  orders  will  be  shipped  promptly. 

Such  assurance  has  a  very  definite  value. 

Homespuns,  Flannels,  Crepe  Marocain, 
Poiret  Twills,  Tricotines,  Burberry, 
Polo  Coating,  Velvets,  Cotton  Linings. 

Samples  on  Request. 


Dress  Fabrics  Limited 


11  Specialists  in  Fabrics  " 


Montreal  Toronto  Winnipeg 


A 


h*: 


^V 


•*«H3Ex^ 


-•*-^I«v 


««»•»■  "  'is.-' 


"^^^rS^ 


C°~v^*-' 


/' ' 
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"OLD  BLEACH" 
DAMASKS 


WE  COULD  write  a  scientific  treatise  tell- 
ing how  these  damasks  feed  on  the  rays 
of  the  sun  and  give  back  i  s  lus  re  during  a  gen- 
eration of  service. 

We  could  talk  with  the  delight  of  an  ant  iquar  an 
about  the  beauty  of  "Old  Bleach  '  Designs. 

We  could   chant    poetry    about    "Old    Bleach" 
Damasks. 

But 

— in  this  age  of  the   Dollar  we  will   say     hat 

"Old  Bleach"  Damasks  make  profi  s — and  limn 

departments. 


Canadian  Representative: 

W.  H.  STELEY,  22  West  Wellington  Street, 

Toronto,  Ont. 


44-46  East  25th  Street 


New  York 
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A  Buying  Appeal 
The?  Carit  Resist 


Shrewd  merchandisers  will  at  once 
grasp  the  selling  idea  back^of  Mer- 
cury Heathers. 

Women  won't  be  satisfied  j,with  one 
pair — not  when  they  see  the  attrac- 
tive shades  you  can  show  them  in 
the   Mercury   line. 

A  display  of  Mercury  Heathers  will 
make  a  big  increase  in  your  Hos- 
iery sales  this  Fall. 

The  smart  Mercury  colorings  come 
in  either  fine  or  ribbed  wool,  or  in 
silk-and-wool. 

Be  in  on  this  profitable  Fall  line. 
Check  up  your  heathers — and  be 
sure  you  are  well  stocked  with  the 
new  Mercury  shades. 

MERCURY  MILLS  LIMITED 
Hamilton,  Canada 


Makers  of  Underwear  and   Hosiery 
for  men,  women  and  children 


Heather 

Hosiery 
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°7Ae  Gloves  and  Tiosiozy  °Hou&e  <g/  Ganadci 
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Glove  Silk  Lingerie 

A  line  of  beautifully  designed 
Lingerie  which  will  appeal  to  the 
woman  of  taste  on  account  of 
its  extreme  daintiness.  Its  won- 
derful washing  and  lasting 
qualities  will  earn  and  keep  the 
highest   opinion  of  each  purchaser. 

IMMEDIATE   DELIVERY 
SPRING    1923    PLACING 

St.  Catharines  Silk  Mills 

Limited 
ST.   CATHARINES      -      ONTARIO 


"Venus  PureThread  Silk  Hose 

Makes  Firm  Friends  Where'er  It  Goes" 

When  a  customer  asks  for  VENUS, 
she  is  not  merely  fastidious.  Of  the 
great  number  of  silk  hosiery  buyers 
she  represents  the  majority — the  wo- 
men who  from  experience  know  that 
VENUS  stands  for  delicacy  and  ap- 
pearance,   utility    and    long    wear. 

Venus  Silk  Hosiery  Mills 

Limited 
TORONTO  -  ONTARIO 


PURE  SILK 

HOSIERY 


Sole  SelUr 

Richard  L. 


Aaetits 

teker^Ca 


84WellingtonStWest 
Toronto 
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Griffin 

For  Spring  1923 

Again  lead  the  way  in  originality 
and  beauty  of  design.  Gauntlet 
styles  in  two  tone  or  contrasting 
effects,  reversed  cuff  styles  beau- 
tifully embroidered  and  many 
other  new  creations  feature  a 
repertoire  of  gloves  never  equalled. 

Representatives    are    showing    these 
now. 

MADE    IN   CANADA 

Griffin  Gloves,  Limited 

TORONTO,   ONTARIO 


[ONDONKN1T 

Hose 


The  fame  of  London  Knit  Hose  has  grown  in  proportion  to 
our  production  and  this  in  turn  has  grown  with  the  ever 
increasing  demand  for  our  products  until  now  London  Knit 
is     recognized     by     trade     and    consumer     alike     as     the     Hose. 

"For  Wear  and  Fit" 


fONDONKNIT 

Hose 


NDONIADY     IQNDONTASS      fONDPNlAD      IQNDQNUAN 


&££     LONDON  HOSIERY  MILLS  u.^    L0°™°S 
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Telegraphic  Address:     "Vicuna"   Bradford 

Codes:     A.B.C.  (5th  Edition) 

Bentley's  and  Marconi. 


Merino,   Crossbred  and   English  Topmaker. 

STANDARD  QUALITIES. 


Cashmere  and  Camel's  Hair 
Tops,  Noils,  and   Cardings. 


Joseph  Dawson 

Cashmere  Works 

BRADFORD         -         ENGLAND 
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Miss  PEGGY  O'NEILL. 
Savoy  Theatre. 
Never  have  I  seen  such  wonderfully 
beautiful  reproductions  of  Oriental 
Pearls.  If  you  can't  have  real  ones, 
you  must  try  "Cintra,"  the  next  best 
thing. 


JOSE  COLLINS 
The   World  Famous    Operatic   Star,    writes: — 

I  am   delighted   with  my  rope  and  bracelet  of 

Cintra  Pearls.  When  I  wear  them  together  with 
my  Oriental  Pearls,  my  friends  are  unable  to  distin- 
guish the  difference.  It  affords  me  great  pleasure 
to  inform  you  that  your  Cintra  Pearls  are  undoubt- 
edly  the   finest   reproduction    I   hr.ve   ever   seen. 

Owing  to  the  great 
demand  for 


Miss    PHYLLIS    MONKMAN, 
Palace    Theatre,     London. 

I  am  very  proud  of  my  Cintra  Pearls. 
All  my  friends  admire  them  and  think 
that   they   are   real. 


CINTRA  PEARLS 

throughout  the  United  Kingdom  and  the  Colonies,  we  have  decided  to  appoint 
AGENTS  in  towns  where  we  have  not   already    arranged    representation,    in 

order  to  give  the  purchasing  public  an  opportunity  of  seeing  these  WONDER- 
FUL REPRODUCTIONS  OF  THE  COSTLY  GEM. 

Not  only  will  this  obviate  the  personal  visit  to  the  London  Stores  or  our  own 
showrooms,  but  it  will  bring  the  local  retailer  into  immediate  touch  with  the 
requirements  of  his  customers.  He  will  also  be  then  in  a  position  to  person- 
ally supervise  each  individual  inquiry  for  CINTRA  PEARLS. 
THE  ABOVE  PHOTOGRAPHS,  WITH  THEIR  PERSONAL  RECOMMEN- 
DATIONS OF  THESE  CELEBRATED  ARTISTS,  will  alone  testify  as  to  the 
recognised  beauty  and  wonderfully  realistic  quality  of  CINTRA  PEARLS, 
which  are,  without  a  doubt,  the  WORLD'S  FINEST  REPRODUCTION  OF 
THE  ORIENTAL  PEARL. 

None  of  these  well-known  actresses  would,  under  any  circumstances,  wear  gems  that  would 
reveal  the  slightest  suggestion  that  they  were   anything  but  real. 

CINTRA  PEARLS  are  supplied  from  our  own  Laboratories,  and  are  on  sale  at  the  largest 
stores  in  the  world. 

Retailers  are  supplied  by  us  with  Booklets  bea"  ng  their  own  names  and  addresses  as  AGENTS, 
together  wi'h  Showcards,  Fhotographs  of  the  r  bove  Actresses,  and  their  personal  recommenda- 
tions, Showcases,  Ivorine  Flxod  Selling  Price  Tickets,   etc..  Free. 

OFFICES  AND  SHOWROOMS  OF: 

The  CINTRA  PEARL  Ltd.,  11,  Argyll  Place,  Regent  Street,  London,  W.l,  England 
Fixed  Retail  Prices  Quick  Seller  Liberal  Trade  Terms 


Gold  Medal  Awards:   Paris  —  Brussels. 


Grand   Prix:    Lyons  —  Turin 
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Correct  —  for  Fall  Wear 

Hawthorn  Velours  are  recognized  as 
the  correct  thing  for  fall  wear. 
Quality  is  in  them  to  the  superlative 
degree.  Finish  is  theirs — soft,  ele- 
gant, and  beautiful.  Styles  aplenty 
and  new  are  tailored  into  them  by 
Canada's  most  exclusive  cutters-up. 

Do  not  fail  to  stock  the  new  coats, 
cloaks,  and  suits  made  from  Haw- 
thorn Velours.  There  is  a  big  adver- 
tising campaign  selling  them  for  you. 

—  AH  Wool  Always 


raraoRNMlic 

GUARANTEED  ALLWQOt;  j 


This  label  is  your  guarantee  that  the 
garment  in  wh"ch  it  appears  is  made 
from  an  all-wool  fabric  which  will  give 
permanent  satisfaction. 


Stiiade  in  Carl&ton  ^Place,  Ont,  hu  Hawthorn  Mtlls,  Limited 
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Suggestions 

about  Christmas  Goods 

Capture  the  Christmas  Trade  with 
the  following  lines : — 

Camisoles      and      Combinations 
Step-ins  Nightgowns 

Underskirts  Princess  Slips 

Complete  Bridal  Sets 

Boudoir  Caps  Tea  Aprons 

Also  the    Popular    Bonnie    Bloomer 


See    the     line     with    our 
salesman  on  the  road. 

Samples  sent  same  day  as 
request  is  received. 


H.  P.  RITCHIE  &  COMPANY 

Manufacturers  Metallic  Laces,  Silk  Lingerie, 

Embroideries,  Handkerchiefs,  Merri-Maid 

Dresses  for  Juniors. 


38-42  CLIFFORD  STREET 


TORONTO 


M  ill  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  in  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  r 


DRY    GOODS    REVIEW 


23 


New   Lines  that   OUR    "LINEN"  DEPT. 

has  passed  into  Stock 


Our  buyer  recently  returned  from  a  visit  to  Belfast  and  other  centres  of 
the  Linen  trade.     The  following  lines  are  each  a  Special  Selec- 
tion, and  can  be  delivered  to    YOU    NOW    in    time    for 
Autumn   and    Xmas   holiday   trade. 


"LINENS" 


All   Linen   Damask   Bleached   &   Unbleached   and    Napkins 
Matching 

Damask  Scarfing 

Coloured  Damask 

Embroidery  Linens 

Art  Linen 

Fancy  Art  Crash  Runners 

Shams  and  Runners 

All  Linen  Tea  Napkins,  Squares  and  Runners 

Luncheon  Sets,  etc. 

All  Linen  Tablecloths  and  Napkins  to  match 

All  Linen  Huck  Towels 

AH  Linen  Hand  Embroidered  Huck  Towels 

Kitchen  and  Glass  Towels 

All  Linen  Huck,  Glass  and  Roller  Towellings 

All  Linen  Rough  Brown  Hollands  and  Canvases 

White  and  Coloured  Terry  Towellings 

White  and  Coloured  Bath  Towels 

Fancy  Turkish  Towels  and  Face  Towels  to  match 


ILe  W.R.  Brock  Company,  (Limited) 

Wholesale  Dry  Goods 


MONTREAL 


Ottawa  Sample  Room 


415  Booth  Bldg. 
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TRUCK 


TRUCK 
CHASSIS 

$545 

CHASSIS        -        -       $395 
RUNABOUT-        -  455 

TOURING  CAR-         495 

Starting    and    electric   lighting 
on  above  models  $85  extra 

COUPE  -        -  780 

SEDAN  -       -        -  870 

Closed     models     are     fully    'equipped. 

Above    prices     F.    0.    B.    Ford,     Onl. 

Government     Sales   Tax    Eilra 


ilOW  are  you  equipped  to  meet  the  business 
improvement  that  is  now  definitely  assured? 

Greater  efficiency — lower  overhead — more 
speed — will   show   old-time   profits   NOW. 

Better  delivery  and  hauling  equipment  will 
prove  a  big  factor  in  expanding  your  business 
and  lowering  your  operating  costs. 

Eighty  per  cent,  of  all  hauling  can  be  done 
quickly  and  economically  with  Ford  Trucks. 

We  have  facts  and  figures  upon  what  the 
Ford  Truck  will  do  in  your  particular  business. 
There  are  Ford  Trucks  operating  successfully 
in  all  lines  of  business.  Let  us  go  over  these 
with  you  and  give  an  actual    demonstration. 

See    the    Ford    Dealer. 


FORD  MOTOR  COMPANY  OF  CANADA,  LIMITED 


\ 


FORD,  ONTARIO. 


135T 
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SEASONABLE    SORTING 
IN   STAPLES 

The  Most  Active  Time  of  the 
Year  is  Now  on  for 

Prints,   Galateas,   Flannelettes, 

Wrapperettes,  Kimona 

Cloths,  Etc. 

We  are  well  prepared  to  Supply  Your  Needs 
Write  at  Once  for 


VICTOR  SERGE 

27-inch  at  173^c 


A  Printed  Wrapper  Cloth  which  we  are  showing  in  a  good  range  of    Patterns — 
A  SPECIAL  STOCK  LOT  AT  25%  BELOW  REGULAR  PRICE. 

36-inch  QUILTING  CHINTZ       I  All  to  Retail  at 
36-inch  DRAPERY   CHINTZ 

36-inch  TURKEY  RED  FANCY  CHINTZ  J 

JVe  have  an   excellent   assortment   of    the   above   much 
wanted  lines — for  immediate  shipment 


30c. 


C'  IX^WHJ) 


Cor.  Bay  and  Wellington  Streets  -  Toronto 
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STOCKINGS    AND    SOCKS    OF 

PURE  WOOL 

Pure  Silk  and  Artificial  Silk  as  well  as  Soft  Cotton  (Cash m ere 
or Llama  Finish ),  Mercerised  Cotton  (Silk  Finish)  and  Lisle 
Thread  are  now  being  dyed  "Hawley's  Hygienic  Black." 


Attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 
Offices  of 

The 

Dry  Goods 

Review, 

143-153 

University 

Avenue, 

Toronto, 

and 

128 

Bleury  Street, 

Montreal. 


To  meet 

the 

Great  Public 

Demand  for 

"Hawley's 

Hygienic 

Dye  "  upon 

Hose  and 

Socks  in  all 

makes  and 

Materials 

Retailers 

should  at 

once  place 

orders 

for  a  full 

range  of 

these  goods 

with  their 

wholesale 

houses. 


Every  pair  is  clearly  stamped  with  the  name  "HawleyV 

and   is   a   guarantee    to    the    purchaser    of   the    Fast    and 

Stainless  qualities  of  the  Dye/ 


1 


Should  any  difficulty  arise  in  respect  to  supplies  of  any  particular  line  of  goods  dyed  "  Hawley  s 
Hygienic  Black,"  names  of  Wholesalers  who  are  in  a  position  to  supply  will  be  gladly  given  m 
answer  to  an  inquiry  addressed  to  the  Publicity  Dept.,  Sketchley  Dye  Works,  Hinckley,  England. 
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Careful  fanning  Hures!  Cf)ri£tma£  Pupmg 


GREAT  BATTLES,  be  they  military,  po- 
litical or  commercial,  were  never  won  with- 
out the  most  careful  planning  and  prepara- 
tion. And  they  were  never  won  without  some 
one  directing  head  on  whom  final  decisions  and 
great  responsibilities  rested.  The  more  victory 
was  courted,  the  closer  this  one  directing  head  got 
to  the  intricate  problems  connected  with  the  plans 
and  preparations  which  preceded  the  final  struggle 
over  which  the  banner  of  triumph  was  raised.  To 
this  directing  head,  nothing  was  more  intimate 
than  the  plans  over  which  he  pored,  day  after 
day,  so  that  the  fruits  of  a  well-deserved  victory 
might  be  garnered. 

It  is  —  or  should  be  —  the  same  with  every 
man's  business.  It,  its  management,  its  activities 
should  be  the  most  intimate  thing  in  that  man's 
life.  It  is  a  vital,  personal  enterprise  in  which  the 
owner  has  staked  his  future  and  the  future  of  his 
family.  To  fail  to  put  the  best  of  himself  into 
his  business  and  to  make  it  a  successful  venture 
is  a  type  of  faithlessness  to  one's  self,  one's  family 
and  one's  staff,  for  those  who  come  within  the 
circle  of  these  three  entities  are  made  the  suf- 
ferers in  disaster. 

CHRISTMAS 

Perhaps  there  is  no  merchandising  season 
throughout  the  whole  year  that  requires  more 
careful  planning  than  the  Christmas  season.  And 
it  is  not  too  soon  now  to  shape  these  plans,  to 
make  these  minute  preparations  for  a  few  weeks' 
campaign  fruitful  in  profits.  The  man  who  is 
most  vitally  interested  in  the  success  of  this  cam- 
paign is  the  head  of  the  firm.  The  closer  he  gets 
to  his  business,  realizing  the  service  to  be  given 
and  the  profits  to  be  had,  the  more  likely  is  he  to 
have  a  successful  holiday  trade.  If  the  essential 
points  of  service  are  grasped  when  planning  for 
the  Christmas  trade  the  response  from  the  buying 
public  will  be  much  more  spontaneous  and  liberal. 
It  is  the  time  of  the  year  when  people  are  giving 
with  a  liberal  hand;  it  is  a  time  when  people  will 
doubly  appreciate  the  service  given  by  others  who 
assist  them  with  their  gift-selecting  problems. 
Every  merchant  can  give  that  kind  of  service  if 
he  will  carefully  plan  and  prepare. 

WANT  HELP 

Every    Christmas    buyer    wants    help    with    the 

selection  of  their  gifts  to  their  friends.     Anything 

the  merchant  can  do  that  contributes  to  the  ease 

and  expedition  with  which  his  customers  can  buy 


renders  a  distinct  service  and  increases  his  own 
prof.ts.  It  is  one  time  in  the  year  when  people 
want  definite  information  about  Christmas  mer- 
chandise, its  newness,  its  price,  its  suitability  ac- 
cording to  classifications  of  people.  No  item  of 
information  is  too  small  to  be  considered  if  it 
contributes  to  the  customer's  desires.  If  you  are, 
for  instance,  specializing  on  gifts  of  one  character 
and  are  re-arranging  your  departments  so  that  this 
merchandise  will  be  gathered  together  in  one  sec- 
tion of  the  store,  let  the  customers  know  about  it. 
They  have  become  used  to  a  certain  arrangement 
of  your  departments;  if  you  change  them  without 
imparting  the  information,  confusion  results.  That 
is  but  one  instance  of  many.  Most  stores  effect 
some  changes  for  their  Christmas  trade.  Let  the 
customers  know  about  it.  Let  the  customers  know 
everything  about  your  Christmas  merchandise 
that  will  help  them  make  quicker  and  more  satis- 
factory selections.  The  judicious  and  artistic  use 
of  showcards  and  price  tickets  can  often  take  the 
place  of  a  busy  salesperson  in  giving  information 
{hat  the  customer  desires.  The  modern  cafeteria 
and  groceteria  have  gone  a  long  way  toward  teach- 
ing people  to  help  themselves.  By  counter  and  table 
displays,  by  showcases  and  windows,  by  newsy 
advertising,  information  can  be  quickly  conveyed 
that  will  result  in  quicker  sales  and  more  of  them. 
If  something  of  the  ordinary  artist;c  arrangement 
of  the  store  and  the  various  displays  is  lost  in 
the  greater  quantity  displays  necessary  at  this 
time  of  the  year,  this  can  be  made  up  by  the 
use  of  suitable  decorations  that  give  a  Christmas 
atmosphere  to  the  store. 

CHRISTMAS  IDEAS 
These  are  only  incidental  suggestions  which 
centre  round  the  thought  to  be  kept  uppermost  in 
planning  the  Christmas  campaign  —  service  to  a 
host  of  people  who  are  out  to  spend  money  and 
are  looking  for  all  the  assistance  they  can  get 
in  spending  it  wisely,  economically,  and  with  the 
greatest  ease  and  satisfaction  to  themselves.  Every 
store  has  to  make  its  own  plans  to  suit  its  particu- 
lar locality  and  the  character  of  its  clientele.  In 
the  following  pages  in  this  Christmas  merchandis- 
ing section  we  try  to  tell  the  reader  of  some  ideas 
that  have  been  worked  out  successfully.  No  idea 
is  too  big  for  the  smallest  store  in  Canada.  Its 
application  in  the  way  it  worked  out  in  the  store 
referred  to  may  be  too  big  for  your  store,  but 
the  idea  is  not.  For  the  idea  was  service,  and 
every  store  can  give  that. 
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Dry  Goods  Revieu? 


The  "Wise  Bird/'  Santa  Claus  and  Fairy  Goodwill 
Were  Popular  Drawing  Cards  to  Montreal  Shop 

The  "Wise  Bird"  at  Almy's  Conveyed  Information  of  a  Useful 

Character  to  Friends  Who  Sought  Gifts  for  Other  Friends — A 

Gift  Selecting  Personal  Service — How  Santa  Claus  and  Fairy 

Goodwill  Lured  Children  to  Goodwin's 


THE  PEOPLE  of  Montreal  must 
have  experienced  considerable 
difficulty  last  year  in  deciding 
which  of  all  the  numberless  stores  in 
which  Christmas  gifts  were  to  be  pur- 
chased, offered  most 
in  the  way  of  shop- 
ping facilities  anc) 
seasonable  attrac- 
tiveness, for  in 
nearly  every  in- 
stance store  win- 
dows and  interiors 
were  transformed 
into  bright  lit  pal- 
aces, filled  with  dis- 
tinctive attractions 
calculated  to  delight 
and  enchant  child- 
hood as  well  as 
grown-ups. 

Perhaps  never  be- 
fore was  such  a  de- 
termined effort 
made  to  interpret 
the  spirit  of  Christ- 
mas in  regard  to 
gift  giving  on  the 
part  of  the  larger 
stores,  each  of 
-which  originated 
some  novel  plan  un- 
tried before,  which 
was  in  each  case 
entirely  successful. 
Take  for  example, 
the  clever  idea  used 
by  Almy's  Limited, 
which  resulted  in 
considerable  busi- 
less  of  an  entirely 
satisfactory  kind  due 
to  the  efforts  of  a 
"Wise  Bird"  who 
was  perched  in  a 
small  booth  on  the 
main  floor  of  the 
store  and  who  un- 
dertook to  find  out 
what  one's  friends 
wanted  without  de- 
vulging  the  name  of 
the  donor.  The  way 
in  which  this  idea 
was  carried  out 
was  quite  simple.  A 
customer  who  was 
in  a  quandary  as  to 
what  presents  to 
give       to      different 

friends  or  relatives  had  only  to  visit 
the  booth  and  give  the  names  and  ad- 
dresses of  the  recipients  of  the  Christ- 


mas gifts,  as  well  as  her  own  address, 
to  the  your.g  lady  who  was  in  charge  of 
the  booth.  These  particulars  were  duly 
recorded  and  within  a  few  hours  after- 
wards,   an    attractively    prepared    letter 


"THE  WISE  BIRD" 
How  this  was  used  by  Almy's  during  their  last  Christmas  trade  is  told  in  the 

accompanying  article. 

would  be  mailed  from  the  store  address- 
ed to  each  of  the  friends  in  question, 
worded  in   this  wise: 


Dear  Madam: 

The  Wise  Bird  has  been  asked  what 
you  would  really  like  and  thoroughly 
enjoy  as  a  Christmas  gift. 

Will  you  write  on  the  reverse  of  this 
sheet,  a  list  of  your 
desires  and  the  Wise 
Bird  will  do  his  ut- 
most in  the  matter, 
(signed)  The  Wise 
Bird   at  Almy's. 

An  envelope  ad- 
dressed to  the  Wise 
Bird,  Almy's  Lim- 
ited, was  enclosed 
so  that  the  recip- 
ients of  the  letter 
might  be  enabled  to 
reply  with  all 
promptitude,  which 
they  invariably  did! 
The  first  enquirer 
was  asked  to  return 
in  the  course  of  a 
few  days  when  the 
information  she  de- 
sired was  usually 
awaiting  her. 

This  service  was 
of  course  entirely 
gratuitous  and  wis 
not  only  mutually 
helpful  to  both  giv- 
er and  recipient  01 
Christmas  gifts, 

but  it  resulted  in 
considerable  busi- 
ness for  the  store 
which  might  other- 
wise have  gone  else 
where. 

This  suggestion, 
by  the  way,  was 
adapted  from  a  sim- 
ilar idea  used  by  an 
American  store  a 
year  or  so  ago, 
namely,  "Gift  Gran- 
nie's Chimney  Cor- 
ner" which  fanciful 
title  was  given  to  an 
identical  form  of 
service  to  that  sup- 
plied by  Almy's. 
The  letter  sent  out 
by  Grannie  was 
rather  more  person- 
al in  tone  and  the 
proviso  was  added 
that  no  information 
would   be   given   over  the  telephone. 

Of  course,  there  was  the  usual  trium- 
phant reception  given  to  Santa  Claus  by 
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the  Almy  store  during  the  month  of 
November  which  has  been  described 
fully  in  other  years  in  Dry  Goods  Re- 
view. Last  year  Santa  arrived  in  Mon- 
treal with  his  usual  escort  of  Indian 
braves,  squaws,  papooses,  cowboys, 
clowns,  soldiers  and  bands  of  music  and 
drove  from  the  train  to  the  store  on  a 
sleigh  decorated  with  spruce  trees.  At 
the  toy  department  of  the  store  Santa 
held  a  daily  reception  until  Christmas, 
keeping  interest  in  the  various  sections 
of  the  toy  department  up  to  concert 
pitch. 

"Gift   Selecting"   Personal  Service 

Another  idea  which  helped  hundreds 
of  weary  shoppers  last  year  was  that  in- 
troduced by  the  Jas.  Ogilvy  store  and 
called  a  "Gift  Selecting  Service,"  the 
mission  of  which  was  to  help  customers 
to  choose  just  the  gifts  their  friends 
would  appreciate,  as  well  as  to  make 
holiday  shopping  pleasant  and  as  little 
tiring  as  possible. 

By  means  of  a  Personal  Service  de- 
partment specially  inaugurated  to  help 
those  who  experienced  difficulty  in 
choosing  gifts,  Ogilvy's  solved  many  a 
Christmas  gift  problem.  A  competent 
lady  shopper  was  in  readiness  to  give 
suggestions  and  advice  either  by  tele- 
phone or  in  person  at  the  store,  and  this 
service  was  particularly  helpful  to  men 
shoppers  in  search  of  something  appro- 
priate for  their  women  folk. 

Santa  Claus  Visits  Hospital 

Santa  Claus  was  Knight  of  Revels  at 
Murphy's  of  Montreal  during  December, 
and  in  his  honor  a  gift  section  was  ar- 
ranged where  daily  receptions  could  be 
given.  On  a  specified  morning  just  be- 
fore Christmas  Day,  Santa  drove  in  state 
from  the  Murphy  store  to  the  Children's 
Memorial  Hospital  and  paid  a  special 
visit  to  all  the  wards  distributing  toys 
to  all  the  children,  telling  them  stories 
and  playing  music  on  all  sorts  of  instru- 
ments. Murphy's  Santa  Claus  was  the 
recipient  of  a  vast  number  of  letters 
from    children      with    regard      to      their 


Christmas  wants  and  these  he  endeavor- 
ed to  satisfy  wherever  names  and  ad- 
dresses  were   supplied. 

Santa  and   Fairy  Goodwill 

As  usual  Goodwin's  Limited  prepared 
a  spectacular  Christmas  feature  for  the 
month  of  December  for  children  and  oth- 
ers, in  which  Santa  Claus  and  the  Fairy 
Goodwill  shared  equal  honors.  Santa 
was  enthroned  amid  an  elaborate 
scenic  setting  representing  the  North 
Pole  with  icy  crags  and  frosty  clouds 
about  him,  upon  a  dais  reached  by  an 
entrance  and  an  exit  along  which  a 
steady  stream  of  kiddies  passed  during 
2  hours  of  the  morning  and  2  hours 
each       afternoon        except        Saturdays. 

Behind  the  throne  on  which  Santa 
held  court  was  a  gauze  curtain  compos- 
ed of  vari-colored  rays  of  chiffon 
through  which  could  be  glimpseeJ  the 
crescent  moon  and  stars  overhead,  and 
every  now  and  then  the  delighted 
crowds  of  kiddies  could  see  the  lovely 
little  Fairy  Goodwill  dancing  across  the 
grotto  behind  the  throne,  her  golden 
curls  flying  and  her  star-tipped  wand 
casting  a  gleam  of  light  through  the 
shadows.  Fairy  Goodwill  was  imperson- 
ated by  a  little  girl  of  twelve  or  thir- 
teen who  wore  a  bouffant  anc3  beruffled 
frock  of  blue  silk  with  a  crown  in  her 
hair.  The  picture  of  the  old  saint 
seated  in  his  North  Pole  home  with  the 
dainty  fairy  pirouetting  behind  him, 
Lecn   through    th  2     cloud-like      screen   of 


tulle,  formed  a  very  effective  Christmas 
scene,  and  one  which  would  linger  in  the 
memory.  To  announce  this  joyous  event 
the  store  issued  a  personal  letter  from 
Santa  which  ran  as  follows: 
My  dear  little  boys  and  girls  at  Goodwins: 
Dear  children,  I  was  sorry  when  Mrs. 
Santa  Claus  couldn't  come,  because  I 
wanted  someone  to  keep  me  company, 
and  I  knew  you  would  like  to  see  her 
again.  "Never  mind,"  I  said,  "I  will 
call  on  the  Twinkles  and  see  if  Toj  and 
Doj,  or  perhaps  Snoj  will  come."  But, 
alas,  they  were  all  too  busy  working  day 
and  night  to  make  toys  for  all  the  world- 
children.  You  see,  the  Googlums,  who 
cut  down  the  trees  to  make  the  toys 
from,  had  been  on  strike.  They  wanted 
their  wages  raised  from  ten  lollypops  a 
day  to  twelve  lollypops.  Oh  dearie, 
dearie  me.  What  a  trouble.  And  Oh!  I 
did  feel   so  lonely. 

Your  own  dear  Santa  Claus 
P.   S.   Write  to  me,  care  Toyland,  Good- 
wins. 

A  -day  or  so  later  the  children  of  Mon- 
treal were  apprised  that  Fairy  Good- 
will would  accompany  Santa,  and  an  in- 
vitation was  issued  to  be  rpresent  at 
their  arrival  in  the  store  at  9.30  a.  m.  on 
a  Saturday  morning. 

Toy  Sale  at    25  cents  is  Popluar 

Goodwin's  ran  many  interesting  sales 
of  interest  to  parents  during  the  weeks 
preceding  Christmas,  not  the  least  of 
which  was  a  "Quarter"  Day,  when  hun- 
dreds of  toys  were  cleared  at  25  cents 
apiece.  The  announcement  of  this  event 
was  in  rhyme  according  to  the  method 
employed  in  many  of  the  store's  adver- 
tisements   during    December. 


Messrs.  Kingsbury  and  Dempsey  have 
taken  over  the  business  formerly  owned 
by  Walter  Blois,  1453  Queen  St.  West, 
Toronto.  Mr.  Kingsbury  was  previous- 
ly with  the  Gordon,  MacKay  Company 
and  Mr.  Dempsey  with  the  Grant  Com- 
pany, Orillia,  Ont. 


Opening  of  the  Toy  Season 

The    first,    faint    foot-falls    of    Santa    Claus    are    heard  by   millions   of  children   through   the   efforts   of   the  dis- 
play manager.     Windows  full  of  toys,  cleverly  arranged  as   they   are   above,  are   like   magnets   to   the   little  folks 
who   are   irresistibly    drawn    to    them   to   get   some   idea  of    what    their    unseen   jolly   old   friend    has    been    doing 
during  the  year  to  fashion  new  toys  for  them.  The  above  display  is   one   of   Goodwin's   of  Montreal. 
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Twelve  Tips  on  Bigger  Xmas  Selling 

Many  Gifts  Can  be  Sold  by  Suggestion — Combination  Box  Con- 
taining Useful  Presents — Open  December  Selling  With  Hand- 
kerchief Day — Ribbons  and  Hand  Bags  Are  Popular  Christmas 
Things — Hosiery  a  Strong  Feature 


SUGGESTIVE  selling  is  one  of  the 
most  necessary  means  of  assisting 
Christmas  shoppers  and  the  profit  to 
a  store  can  scarcely  bj  estimated.  This 
fact  should  be  impressed  upon  the  sell- 
ing force  by  some  means,  emphasizing 
the  fact  that  holiday  shoppers  appre- 
ciate suggestive  selling  actuated  by  the 
spirit  of  real  service.  The  profit  to  the 
store  comes  not  only  in  the  extra  sale 
itself  but  in  the  profitable  sale  of  much 
merchandise  which  otherwise  might  be- 
come difficult  to  dispose  of  after  Christ- 
mas 

The  following  suggestions  are  offered 
in  the  hope  that  they  may  lead  to  extra 
sales  due  to  merchandise  being  present- 
ed in  a  slightly  different  manner  than 
usual: 

1.  Combination  gifts  are  very  popu- 
lar of  late.  Try  these  in  the  accessory 
department,  boxed  together  and  topped 
off  with  a  sprig  of  holly. 

a.  1  pair  silk  hosiery. 
1   pair  kid  gloves. 

1    handkerchief. 

b.  1  chiffon  scarf. 
1  ribbon  sachet. 

1   corsage  bouquet. 

c.  1  veil. 

1  wool  scarf. 
1  pair  gauntlets. 

2.  Veilings  by  the  yard  can  be  given 
an  additional  stimulus  by  boxing  three 
assorted  lengths  of  one  yard  apiece, 
either  all  black  or  in  such  fashionable 
shades  as  brown,  navy  and  black.  The 
winter  season  is  the  best  of  all  times 
for  playing  up  veilings  and  even  quite 
inexpensive  qualities  will  prove  popular 
as  gifts  when  attractively  shown.  Made 
veils  nee:)  litt!  •  pushing  either,  as  gifts. 

Ribbons  Sell  Fast  This  Way 

3.  When  displaying  ribbon  novelties 
for  Christmas  trade,  it  is  a  good  idea  to 
include  cards  in  the  displays,  giving 
quantities  and  kind  of  materials  requir- 
ed for  copying  the  models.  If  these 
cards  are  shown  so  that  customers  can 
read  the  instructions  and  study  the  fin- 
ished novelty,  time  and  energy  will  be 
saved  for  both  sales  clerks  and  custom- 
ers.    One  such  card  reads: 

"To  Make  This  Girdle  You  Will  Need 
3  yards  metallic  ribbon,  4  inches  wide. 
0  "ards  metallic  ribbon,  1   inch  wide. 
3  hooks    and    eyes. 

"We  ran  supply  any  color  or  quality  in 
ribbons." 

4.  Be»;n  to  nush  gloves  for  gifts  at 
on"-.  The  selling  season  is  short  and 
customers  will  not  think  of  buying 
gloves  for  gifts  until  reminded.  Pla"  un 


the  newest  glove  styles  prominently, 
varying  displays  frequently.  Provide 
plenty  of  dainty  glove  boxes  in  which  a 
reminder  about  exchanging  gloves  with- 
in 10  days,  is  placed.  Push  the  novelties 
in  particular  for  gifts,  for  in  many 
cases  of  exchange  after  Christmas  the 
recipient  has  asked  for  guantlets  in 
preference  to  short  lengths,  paying  the 
additional  difference  in  price.  Introduce 
the  subject  of  sports  gloves  in  wool  as 
well. 

"Handkerchief    Day"      Begins    Decmeber 
Selling 

5.  Along  about  the  end  of  November 
hold  a  Handkerchief  Day  and  feature 
some  eight  or  ten  special  offers  of  var- 
ious kinds,  boxed  if  desired.  The  fol- 
lowing items  were  especially  popular  in 
a  sale  held  last  year,  advertised  as  fol- 
lows by  a  Montreal  store: 

"Women's  sheer  lawn  handkerchiefs 
with  embroidered  corner  in  white  or  col- 
ors. Novelty  colored  lawns  with  con- 
trasting shades  in  embroidered  corner 
patterns.  White  centres  with  narrow 
colored  hems,  etc.  To-day,  three  for  50 
cents. 

"A  new  line  just  received  from  Ire- 
land of  very  fine  sheer  white  lawn  with 
fancy  colored  hems  and  corners.  Espec- 
ially dainty  initials  in  all  wanted  styles. 
To-day  three  for  $1. 

"A  new  handkerchief  for  the  children, 
comprising  seven  hankies  embroidered 
in  colors  with  the  names  of  t\e  days  of 
the  week.  Made  of  fin^  white  lawn 
with  rolled  edfps.  Special  price  to-day, 
50  cnts  a  seV 

"Little  Gifts" 

6.  Many  people  are  desirous  of  find- 
ing gift  articles  which  can  be  easily 
mailed  to  absent  friends,  slipped  into 
envelopes    accompanying    letters.    A    dis- 


play of  "Little  Gifts"  suitable  for  this 
purpose  would  prove  a  great  attraction, 
if  selected  with  taste.  An  assortment  of 
accessories,  including  dainty,  sheer 
neckwear,  veils,  handkerchiefs,  silk 
hosiery,  hair  ribbons  or  ribbon  orna- 
ments, sachets  and  flat  vanity  cases — 
all  of  a  convenient  size  to  slip  into  or- 
dinary long  envelopes — should  be  fea- 
tured. 

Hand    Bags   Appeal    Through    Linings 

..  In  aisplaymg  handbags  for  the 
Christmas  trade,  remember  that  it  is  as 
much  the  lining  as  anything  that  sells 
the  bag.  Display  such  merchandise 
opemd  so  that  the  dainty  fittings  can  be 
seen  and  examined.  Leather  bags  of 
all  sorts  promise  to  be  exceptionally 
smart  this  coming  winter  and  the  colors 
are  both  novel  and  attractive.  It's  a 
good  idea  to  display  such  bags  accord- 
ing to  color,  keeping  brown,  grey  and 
black  bags  distinct. 

8.  P'or  the  woman  who  likes  to  make 
things  herself,  a  special  sale  of  ribbons 
at  the  beginning  of  December  will 
draw  well.  Advertise  a  "Satin  Ribbon 
Sale"  like  this:  "Satin  Ribbons  for 
Christmas  Work  in  V*  to  5%  inch 
widths.  The  widest  is  only  65  cents  a 
yard  and  can  be  used  for  making  bou- 
doir caps,  camisoles,  baby's  carriage 
bows,  party  sashes  and  hair  bows,  etc. 
It  is  pure  silk  ribbon  with  one  side  fin- 
ished satin.  Not  one  shred  of  cotton  in 
it.  For  40  cents,  we  have  a  three-inch 
satin  ribbon  just  the  right  width  for 
making  coat  hangers,  novelty  sachets 
or  camisoles   combined   with   laces." 

Mourning   Accessories    Solve   a    Problem 

9.  There  are  gift  possibilities  in  a 
display  of  accessories  for  those  in 
mourning.  In  particular,  sheer,  dainty 
white  neckwear  in  the  approved  styles 
for  widows  or  others,  together  with 
black  bordered  handk- rchiefs,  silk  hos- 
iery, white  or  black  gloves  of  suede  or 
kid,  moire  or  corded  silk  handbags,  cor- 
sage bouquets  of  violets  without  other 
flowers,  as  well  a~  plenty  of  smart 
jewellery  in  jet.  onyx  or  ivory  orna- 
ments hung  on  b'ack   ribbons. 

10.  Fancy  girelles  and  belts  will  be 
quickly  snanped  up  as  gifts  if  displayed 
on  cards  showing  a  sketch  of  the  type 
of  frock  or  coat  with  which  th-v  should 
be  worn.  Many  shoppers  confess  they 
do  not  know  whit  type  of  girdle  to  se- 
lect without  try'ng  one  first  against  a 
dress.  A  display  of  new  cabochons  or 
clasps  which  fasten  draned  dresses  this 
season  will  be  a1  so  effective. 

(Continued   on   page   32) 
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The  Appeal  of  the  Christmas  Window 

Here  Are  Some  Descriptions  of  Actual  Christmas  Windows  That 

Drew   Thousands  to   Them — The   Display   Manager  Will   Find 

these   of  Help  to  Him  in  Planning  His  Holiday  Windows — 

Montreal  and  London  Displays  That  Got  Business 


THERE  is  no  escaping  the  spell  of 
Christmas  windows  filled  to  over- 
flowing with  toys  gay  and  color- 
ful, sparkling  trees,,  and  a  thousand  and 
one  decorative  effects  which  entrance 
grown-ups  and  children  alike.  The 
store  window  in  fact,  is  the  one  potent 
reminder  that  Christmas  is  again  ap- 
proaching, and  its  most  effective  appeal 
lies  in  the  fact  that  it  is  the  incarnation 
of  the  spirit  of  giving,  that  magic  emo- 
tion which  loosens  purse  strings  and 
makes  children  of  us  all.  The  dreariest 
business  thoroughfare  becomes  trans- 
formed into  a  veritable  fairyland  of 
light  and  color  when  store  windows  be- 
gin to  reflect  the  coming  of  Santa  Claus, 
and  on  all  sides  people  are  heard  to  ex- 
claim "Let's  go  down  town  and  see  the 
store  windows,"  which  means  that  they 
will  be  irresistibly  drawn  inside  to  be- 
gin the  fascinating  search  for  Christ- 
mas  gifts. 

"Christmas  Spirit"  Featured 

Now  and  then  a  Christmas  window  is 
noticed  which  follows  out  another  kind 
of  appeal  to  the  passerby.  Such  was  the 
unusual  display  featured  last  year  by 
the  Montreal   store   of   Goodwin's  Limit- 


ed, which  gave  over  one  of  its  largest 
St.  Catherine  St.  windows  for  a  week 
previous  to  December  25th  to  portray  a 
charming  conception  of  the  Christmas 
spirit.  The  background  was  composed 
of  a  thick  hedge  of  cedar  growing  above 
a  fence  and  the  floor  of  the  window  was 
thickly  covered  with  snow  com.posed  of 
sparkling  powder.  Two  wax  figures,  a 
man  and  a  woman,  were  placed  side  by 
side  as  though  returning  from  a  day's 
shopping,  each  carrying  tissue  paper 
parcels  wrapped  in  red  ribbons  and 
wearing  warm,  serviceable  coats,  wool 
gloves  and  overshoes,  carrying  out  the 
idea  of  plain  everyday  wearing  apparel. 
A  little  further  across  the  window  a 
child's  wax  figure  was  placed  dragging 
a  sled  on  which  more  presents  were  pil- 
ed, the  child  holding  a  snowball  in  one 
hand.  Just  above,  perched  on  the  fence, 
was  a  tiny  stuffed  bird,  possibly  intend- 
ed to  represent  the  Blue  Bird  of  Hap- 
piness, adding  a  realistic  outdoor  touch 
to  this  wintry  and  natural  effect,  which 
was  lighted  with  greenish  blue  illumin- 
ation, exactly  reproducing  a  twilight  in 
late  December.  A  show  card  bore  the 
words  "The  Spirit  of  Christmas"  and 
completed  t^e  picture. 


No  merchandise  of  any  sort  was 
shown  in  this  remarkable  window,  the 
entire  appeal  of  which  was  to  be  found 
in  the  wintry  landscape  and  the  happy 
family  returning  home  laden  with  gifts 
for  others.  No  better  interpretation  of 
the  Spirit  of  Christmas  could  be  worked 
out   in  window   decoration. 

In  several  other  windows,  however, 
Goodwin's  Limited  provided  a  feast  of 
delight  for  the  kiddies  to  gaze  upon, 
piling  up  every  imaginable  kind  of  toy 
amid  a  setting  of  Christmas  trees  and 
revolving  bells  with  a  most  amusing  as- 
sortment of  grotesque  animals  includ- 
ing monkeys,  giraffes,  elephants  and 
so  on,  used  to  liven  the  display.  Big 
Noah's  Arks  out  of  which  animals  were 
in  the  act  of  tumbling  were  also  fea- 
tures of  smaller  windows,  with  dolls 
grouped  around.  A  notable  feature  of 
Goodwin's  windows  was  the  fact  that 
quite  small  windows  along  side  streets 
were  as  carefully  and  cleverly  dressed 
as  the  larger  one  on  St.  Catherine 
Street,  so  that  shoppers  were  attracted 
unconsciously   from    one  to   another. 

Handkerchief   Display    Fills   Windows 

Toys  formed  the  main  theme  of  decor- 


A  Christmas  window  of  china  and  glassware.    The  background  of  white,  festooned  with   tinsel,  gave  great  bril- 
liancy  to   the  gift  suggestions  shown.  All  these  articles  were    from    the    Economy    Basement,    a    feature    of    the 
Christmas  campaign  of  the  J.  C-   Turnbull    Company    of   Peterborough. 
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ation  in  most  of  the  larger  stores  in 
Montreal  last  year  but  scarcely  less  ef- 
fective in  point  of  display  were  ths  in- 
numerable handkerchief  windows  which 
formed  quite  unique  pictures  in  them- 
selves. Henry  Morgan  &  Company  fea- 
tured several  of  these  handkerchief  dis- 
plays during  the  weeks  preceding  Christ- 
mas, filling  up  their  largest  windows 
with  dozens  ai:d  dozens  of  white  and  col- 
ored bits  of  linen,  mounted  on  tree 
forms  to  represent  conventional  fir 
trees.  Handkerchiefs  may  be  said  to 
have  reached  a  climax  of  popularity  as 
an  inexpensive  gift  in  1921  and  were 
shown  in  boxes  or  singly,  priced  at  a 
range  which  would  interest  all  classes. 
Several  highly  successful  sales  of  hand- 
kerchiefs were  staged  in  connection  with 
these  window  displays,  the  most  (popular 
of  which  were  those  featuring  3  hand- 
kerchiefs for  50  cents.  Handkerchiefs 
were  also  cleverly  displayed  in  the  form 
of  a  huge  snow  man  surrounded  by 
tanks  of  snowy  white  cotton  kerchiefs, 
great  bunches  of  scarlet  poinsettias  pro- 
viding the  requisite  touch  of  color. 

The  G.  A.  Holland  &  Son  store  of 
Montreal  is  another  which  is  annually 
sought  out  by  kiddies  on  account  of  its 
wonderful  window  displays.  Last  year 
a  scenic  effect  was  carried  out  in  their 
double  deck  windows,  the  upper  section 
being  laid  out  as  a  winter  scene  against 
which  a  living-  Santa  Claus  could  be 
glimpsed  as  he  passed  too  and  fro.  A 
realistic  fringe  of  icicles  was  painted 
on  beaver  board  with  a  deep  blue  sky 
behind  on  which  stars  shone  brightly. 
An  old  church,  a  mill  and  a  schoolhouse 
were  likewise  artistically  painted  in  to 
give  a  still  more  life-like  setting.  Snow 
was  used  everywhere  and  small  spruce 
trees  heightened  the  realism. 

Special    F/eatures    for    Toy    Sections 

More  and  more  the  idea  of  offering 
a  distinctive  attraction  in  the  store's 
toy  department  is  gaining  ground,  the 
feeling  being  that  the  store  must 
possess  an  individual  personality  at  the 
holiday  season  in  order  to  differentiate 
itself  from  its  competitors.  Although 
this  idea  of  a  special  attraction  has  been 
worked  out  for  several  years  in  the 
larger  American  stores,  it  has  remained 
an  unexplored  field  for  Canadian  trade. 
In  this  connection,  some  ideas  which 
were  used  by  the  more  important  shops 
over  in  London,  England,  last  year,  are 
worth  considering,  as  an  indication  of 
what   is   done    to   attract     English   chil- 


dren  and   emphasize     the   spirit  of     the 
season. 

How    English    Stores    Win    Business 

Harrod's  turned  their  toy  department 
into  a  setting  for  Alice  In  Wonderland, 
where  Alice  in  the  flesh  held  court  in  a 
magic  grotto  surrounded  by  a  couple  of 
pirouetting,  somersaulting  clowns  as 
.well  as  the  White  Rabbit,  Cheshire  Cat, 
Mad  Hatter,  Knave  of  Hearts  and  the 
Duchess,  who  all  united  to  perform 
some  enchanting  tableaux  out  of  this 
immortal  story  book.  At  the  end,  the 
Mock  Turtle  and  the  Walrus  did  a  fox 
trot  on  the  sea  shore  and  Alice  ended 
the  performance  by  calling  out  "You 
are  only  a  silly  little  pack  of  cards,  af- 
ter all!"  and  then  the  delighted  audience 
passed  on  through  the  toy  bazaar  where 
electrical  railways  and  other  moving 
toys  were  being  demonstrated  to  charm 
still   further   the   youthful   visitors. 

A  Goblin  Market  and  Fairy  Wood 
were  the  features  employed  by  Pont- 
ing's  of  London.  In  this  store  was  an 
old-world  market-place  of  little  stalls 
and  shops,  leading  to  a  village  green 
with  merry-go-round  and  trees,  and  be- 
yond that  to  a  grassy,  banked  river  with 
a  mill  and  rustic  bridges.  A  ticket  pur- 
chased at  a  picturesque  "Wendy's  Hut" 
procured  a  boat  trip  to  a  wonder  cavern, 
where  lurked  a  gorgeous  wizard  with  a 
cauldron  out  of  which  each  child  receiv- 
ed a  little  souvenir.  The  whole  was  lit 
up  by  an  eerie  electric  moon  to  give  the 
illusion  a  festive  night  scene. 

Whiteley's  "Joyland"  was  designed  in 
the  form  of  a  marine  fairyland,  admit- 
tance to  which  was  gained  by  way  of  a 
"submarine"  into  which  40  kiddies  could 
be  packed.  This  conveyance  trundled  the 
children  past  ocean  bed  scenes  disclos- 
ing fishes,  marine  plants  and  divers 
working  at  wrecks.  After  which  the 
submarine  would  drop  down  over  a 
waterfall  or  wabble  under  distorting 
mirrors  and  collide  with  mermaids 
which  kept  bobbing  up  on  rubber  sup- 
ports. A  Santa  Claus  with  presents 
was  awaiting  the  arrival  of  the  sub- 
marine at  the  other  end  where  all  sorts 
of  new  and  wonderful  toys  were  on  view. 

In  Marshall  &  Snelgrove's  the  toy  de- 
partment was  transformed  into  Balloon- 
land,  and  all  the  walls  were  hung  with 
gaudy  floating  balls  of  air  which     kept 


up  a  constant  bobbing  and  fluttering 
under  a  breeze  from  electric  fans.  Bal- 
loons, by  the  way,  offer  all  sorts  of  de- 
lightful possibilities  in  the  way  of  gift 
souvenirs,  as  well  as  for  selling  pur- 
poses, since  no  party  nowadays  is  com- 
plete without  a  balloon  chase  of  some 
sort.  English  stores  use  them  in  all 
sizes  and  colors  with  their  name  print- 
ed in  plain  letters  on  the  rubber. 


TWELVE    TIPS    ON    BIGGER    XMAS 
SELLING 

(Continued    from    page    30) 

Silk  Hosiery   the   Favorite   Gift 

11.  According  to  a  merchandise 
manager  who  has  had  considerable  ex- 
perience in  the  matter  of  Christmas 
sales,  there  is  no  gift  so  popular  as 
silken  hosiery.  He  estimates  that  silk 
hosiery  is  'the  one  item  which  is  peren- 
nially popular  and  is  given  more  fre- 
quently than  any  other.  Not  only  fancy 
but  staple  varieties  sell  well  all  through 
December  and  a  good  way  to  give  sales 
an  extra  stimulus  is  to  feature  a  three- 
day  sale  of  the  finer  qualities  of  thread 
silk  hose,  preferably  full  fashioned,  so 
as  to  give  everyone  an  opportunity  to 
lay  in  a  supply  for  gift  giving.  At  such 
a  sale  it  is  advisable  to  feature  half 
dozens  as  well  as  sets  of  three  pairs  of 
hosiery  and  quote  the  price  total  rather 
than  individual  figures.  Put  the  hosiery 
up  in  holly  boxes  in  which  a  dainty  card 
is  enclosed  reminding  the  recipient  that 
the  stockings  may  be  exchanged  for  the 
correct  size  if  necessary.  It  has  been 
found  that  this  idea  appeals  especially 
to  men  who  will  buy  freely  if  the  ad- 
vertisement of  the  event  reaches  their 
eye. 

12.  Earrings  in  drop  and  hoop  vari- 
eties are  very  smart  this  winter  in  the 
novelty  effects  of  jade,  coral  and  jet. 
Bracelets  and  necklaces  of  jet,  amber 
and  crystal  are  also  exceptionally 
fashionable.  All  these  lines  would  be 
certain  to  appeal  to  a  wide  number  of 
Christmas  shoppers  if  put  up  in  smart 
boxes  suggestive  of  jewellery  stores. 
The  pearl  necklace  is  still  papular  with 
all  classes  of  women  as  well  and  makes 
a  fine  display  when  shown  upon  black 
velvet  under  a  brilliant  light. 


The  Davies  Hat  Stores,  Montreal, 
celebrated  their  sixth  anniversary  re- 
cently. From  one  to  four  successful 
stores  in  six  years  is  the  record  this 
firm  has  gained. 
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Children  Love  Mysteries  and  so  Almy's  of  Montreal 
Provided  Them  With  a  Real  One  Last  Year 

Thousands  of  People  Who  Did  Not  Even  Borrow  a  Child  for  the 

Occasion  Turned  Out  to  Witness  the  Arrival  of  the  Popular  Saint 

— Escorted  by  Chief  Tew-A-Ser-Ake — Unfolding  tha  Story  and 

Working  Up  the  Enthusiasm 


Written  Specially  for  Dry  Goods  Review  by  MISS  MARION  E.  FARRELL,  Advertising 
Manager  of  Almy's,  Limited,  of  Montreal 


T 


HERE  he  is— there  he  is!"  "Oh, 
lookut  Jimmie,  lookut  his  bag." 
'C'est  la-Tomette,  Le  Pere 
Noel!"  "Ow  are  you,  Sandy  Claws — 
hup  there  on  the  chimbly!"  Little  child- 
ren of  many  nations  voiced  their  delight 
at  the  arrival  of  Santa  Claus,  and  for 
the  first  few  minutes  had  no  eyes  for 
the  gorgeously  garbed  escort  of  Iroquois 
Indians,  led  by  Chief  Tew-A-Ser-Ake — 
(Two-Axe,  in  English.) 

Back  of  all  the  pomp  and  show  lay  a 
campaign  of  publicity  which  ended  in  the 
gathering  of  thousands  of  kiddies,  their 
mothers,  fathers,  aunts,  uncles  and 
grandparents,  to  view  the  triumphal 
entry  of  Santa  Claus. 

Many  grownups  were  present  who 
hadn't  even  borrowed  a  child  for  the 
occasion,  they  were  quite  frank  about  it, 
they  wanted  to  see  Santa  Claus  again, 
to  take  themselves  back  to  the  days  when 
fairy  tales  and  happy  illusions  were 
solemn  truths. 

The  Idea   Behind 

Let's  analyze  the  idea  behind  the  cam- 
paign. Children  love  mysteries,  and  to 
be  led  on  from  one  exciting  point  to  an- 
other, until  at  last  the  great  event  un- 
folds itself,  is  one  of  childhood's  great- 
est joys,  so  the  plan  of  a  search  for 
Santa  Claus  was  worked  out,  with  per- 
haps the  best  aid  to  imagination  pos- 
sible, the  knowledge  that  a  number  of 
real,  live  Indians  from  the  reservation 
at  Caughnawaga  would  form  the  escort 
on  arrival. 

A  member  of  the  executive  who  is  a 
chief  of  the  Iroquois  by  special  adoption, 
made  the  arrangement  with  Chief  Tew- 
A-Ser-Ake,  photographs  were  taken  of 
some  of  the  braves,  and  their  names  se- 
cured, to  be  used  later  in  the  story. 

Plot  of  the  Story 

The  plot  was  simple — a  runner  from 
a  Northern  tribe  brought  word  to  Chief 
Tew-A-Ser-Ake  that  on  a  hunting  trip 
a  strange  village  had  been  found,  a 
place  that  was  unapproachable  because 
the  Snow  Fairies  had  driven  them  away 
when  they  sought  to  investigate.  They 
asked  for  assistance  from  them  to  in- 
crease their  numbers  before  setting  out 
on  another  trip. 

After  consultation  with  his  warriors, 
the  chief  sent  back  word  that  the  request 
would  be  granted,  and  that  he,  the  young 


MISS   MARION   E.   FARRELL 

Advertising  manager  of  Almy's,  Limited, 
of   Montreal. 

chief,  his  son,  and  five  braves,  would 
start  at  once. 

The  little  chief,  Sa-Wa-Tis,  was  sup- 
posed to  take  with  him  sheets  of  birch 
bark,  on  which  messages  were  to  be  sent 
back  each  day.  The  sketches  that  illus- 
trated these  messages  were  apparently 
drawn  on  birch  bark  in  a  rather  crude 
way,  and  brought  news  of  the  progress 
of  the  search  and  the  doings  in  partic- 
ular of  the  little  chief. 

At  last  the  boy,  on  a  self  planned  trip 
of  investigation,  when  all  the  Snow  Fair- 
ies and  the  braves  were  asleep — a  state 
of  affairs  never  known  to  exist,  but 
quite  permissible  under  the  circum- 
stances— found  a  big,  jolly  man  who  was 
apparently  the  leader  of  the  strange 
people  of  the  mysterious  village. 

The  Arrival  of  Santa  Claus 

So  we  excited  the  imagination  of  the 
children  from  day  to  day  until  the  final 
announcement  of  Santa  Claus'  arrival 
on  the  following  day,  and  apparently  all 
our  readers  and  all  their  friends  turned 
out  in  full  force  to  welcome  Santa  Claus, 
the  Indians  who  had  made  the  search  and 
the  successful  capture,  the  musicians,  the 
cowboys  and  clowns  who  formed  the  es- 


cort, marching  before  the  float  on  which 
Santa  Claus,  standing  in  a  big  chimney, 
waved  a  welcome  all  along  the  route  of 
the  parade. 

An  expected  snow  storm  having  failed 
to  arrive  we  were  under  the  necessity  of 
inventing  some  plausible  excuse  for  not 
presenting  Santa  Claus  in  the  conven- 
tional sleigh,  so  we  announced  that  the 
snow  fairies  baffled  in  their  attempt  to 
delay  the  Indians,  had  turned  back,  and 
the  party  had  made  the  rest  of  the  trip 
by  train! 

The  man  who  was  to  take  the  part  of 
Santa  Claus  had  a  room  at  the  Place 
Viger  Hotel,  where  he  donned  a  scarlet 
suit  liberally  trimmed  with  white  fur, 
and  as  the  2  o'clock  train  from  the  North 
steamed  in,  he  mingled  with  the  passen- 
gers. A  small  boy  and  girl  were  waiting 
to  offer  him  a  special  welcome,  and  with 
one  on  either  side,  followed  by  the 
pipers  of  one  of  the  Scotch  Regiments, 
he  emerged  from  the  depot  to  find  the 
Indian  escort  waiting  in  gala  array. 
Santa  Claus  was  assisted  into  his  chim- 
ney and  the  procession  started  under  a 
battery   of  moving   picture  machines. 

Keepfng  Order 

It  was  a  raw,  cold  day  but  the  tem- 
perature didn't  seem  to  affect  in  the  least 
the  thousands  of  youngsters  and  grown- 
ups who  lined  the  streets,  leaned  out  of 
open  windows,  yelled  out  of  passing 
automobiles,  and  surged  in  an  excited 
throng  around  our  building,  where  a 
platoon  of  police  was  necessary  to  clear 
the  way  and  keep  order. 

On  arrival  at  the  store,  Santa  Claus 
disappeared,  as  it  was  not  thought  ad- 
visable to  bring  such  a  mob  of  young- 
sters into  an  already  crowded  building  in 
the  middle  of  a  busy  Saturday  after- 
noon, but  bright  and  early  Monday 
morning  he  was  in  the  toy  department, 
ready  to  meet  the  children. 

The  children's  letters  to  Santa  Claus 
were  answered  on  gayly  colored  postal 
cards  showing  Santa  Claus  in  varied 
ways,  and  each  card  stressed  the  point, 
"Come  and  see  me  at  Almy's,"  for  the 
important  thing  was  to  get  the  children 
and  their  parents  into  the  store.  They 
came,  Santa  Claus  talked  to  each  one 
and  then  they  visited  Toyland  where  the 
toys  that  Santa  Claus  had  brought  from 
the  North  Pole,  were  displayed  for  their 
pleasure. 

MARION  E.  FARRELL. 


34 


CHRISTMAS   MERCHANDISING  SECTION 


Dry  Goods  Review 


Christmas  Services  of  Smallman  &  Ingram  Have 
[j|  Mailing  Booth  and  a  Bazaar  Among  Others 

Also  Provide  a  Special^Counter  for  Those  Who  Are  Looking  for 

Presents  for  Men — Mailing  Booth  Relieves  Customers  of  Great 

Deal  of  Trouble  in  Eespatching  Gifts — Feature  Popj.ia.   ^ines 

Down  Main  Aisles  of  Store — The  "Granny"  Service 


ANYTHING  that  will  contribute  to 
the  facility  with  which  Christmas 
buyers  can  make  their  selections 
during  the  last  and  busiest  month  of  the 
year  is  a  service  well  worth  providing. 
It  is  the  store  that  gives  this  kind  of 
service  that  garners  the  biggsst  profits. 
Despite  all  the  urging,  based  on  un- 
doubted common  sense,  to  "buy  early," 
the  vast  majority  of  the  consuming  pub- 
lic have  not  done  so  nor  are  not  likely 
to  do  so  for  many  years  to  come.  Per- 
haps it  is  that  a  grand  rush  is  part  of 
ihe  enjoyment  of  the  Christmas  season. 
At  any  rate,  rush  there  will  be,  people 
will  want  to  make  quick  decisions  and 
the  better  the  service,  the  quicker  the  de- 
cisions and  the  more  the  satisfaction. 

A    Mailing   Booth 

Smallman  &  Ingram,  Limited,  of  Lon- 
don, have  given  a  very  useful  and  much 
appreciated  service  to  their  customers 
for  a  few  years  back  in  the  shape  of  a 
mailing  booth.  This  is  on  the  third  floor 
of  their  store  and  its  services  to  the 
buying  public  are  widely  advertised.  For 
the  buyers  who  are  sending  presents  out 
of  town  this  is  a  great  boon  and  an  un- 
doubted service  to  them.  Thev  know 
they  can  purchase  and  despatch  their 
presents  in  the  same  building,  thereby 
avoiding  carrying  the  parcels  to  the 
post  office,  ascertaining  the  cost  of  send- 
ing and  being  put  to  all  the  trouble  of 
addressing,  stamping  and  insuring  their 
parcels.  Smallman  &  Ingram  relieve 
them  of  this  part  of  their  Christmas 
shopping.  The  mailing  book  is  put  in 
charge  of  those  who,  ordinarily,  are  in 
charge  of  their  regular  mail  order  de- 
partment and,  therefore,  know  all  that 
is  to  be  known  with  regard  to  the  send- 
ing of  parcels.  The  extent  to  which  this 
booth  is  used  by  patrons  of  the  store 
is  an  indication  to  the  firm  that  it  is 
much  appreciated  and  the  service  itself 
has  proven  to  be  a  good  business-getter 
for  the   firm. 

A  Bazaar 

A  bazaar  has  also  proven  to  be  a  suc- 
cessful feature  of  the  operations  of  this 
store  during  the  Christmas  season.  Into 
this  bazaar  which  is  usually  held  on  one 
of  the  upper  floors  of  the  store  are 
gathered  lines  of  merchandise  from  all 
departments  that  are  suitable  for  Christ- 
mas gifts.  It  goes  without  saying  that 
people  are  looking  for  suggestions  at 
this  time  of  the  year  and  this  bazaar  is 
an  effort  to  assist  them  with  their  gift 
selections.      In    operating     this      bazaar 


Smallman  &  Ingram  make  use  of  their 
millinery  staff  which,  at  this  time  of  the 
year,  is  practically  idle.  In  talking 
with  Dry  Goods  Review,  Major  Ingram 
stated  that  no  extra  clerks  were  required 
to  run  this  bazaar  at  all  and  that  a  con- 
siderable saving  in  extra  help  was  ef- 
fected. 

Counter   For   Men 

"The  Man"  is  always  a  problem  at 
Christmas  time  for  many  a  mother, 
sister  and  sweetheart.  Smallman  & 
Ingram  have  tried  to'  help  this  worried 
mother,  sister  and  sweetheart,  by  set- 
ting aside  one  counter  expressly  for  the 
purpose  of  featuring  suitable  gifts  for 
men  and  young  men.  It  has  become  a 
very  popular  counter  in  their  store  dur- 
ing the  Christmas  rush  and  it  is  put  in 
charge  of  a  young  lady  who  is  capable 
of  rendering  all  manner  of  assistance 
to  those  who  are  in  doubt  as  to  a  suitable 
gift  for  "him."  Lines  of  merchandise 
from  the  different  departments  in  their 
men's  wear  sections  are  gathered  on 
this  counter.  They  have  found  it  a  serv- 
ice to  their  customers  and  a  profitable 
service,  too. 

The    Main    Aisles 

Smallman  &  Ingram  have  found  that  a 
re-arrangement  of  some  of  their  de- 
partments during  the  Christmas  rush  is 
advisable  both  from  the  standpoint  of 
service  to  their  customers  and  profits  to 
themselves.  Some  of  the  counters  along 
the  main  aisles  of  their  stores  are,  during 
the  rest  of  the  year,  devoted  %  to  lines 
that  are  more  or  less  staple  lines.  For 
instance,  linen  is  one  of  them.  But 
while  linens  are  good  Christmas  gifts 
they  are  not  bought  as  freely  or  as  quick- 


ly as  some  of  the  other  lines  that  are 
more  distinctly  Christmassy  so  far  as 
popular  demand  is  concerned.  The  re- 
sult is  that  they  now  use  the  main  aisles 
of  their  main  entrance  for  the  displaying 
and  selling  of  distinctly  Christmas  lines 
of  merchandise,  such  lines  as  are  pop- 
ular for  that  particular  Christmas  and 
because  of  their  popular  demand  are 
sold  quickly.  In  this  way,  they  hope  to 
serve  the  customer  more  quickly  and  in- 
crease the  turnover  of  their  December 
merchandise. 

The  "Granny"  Idea 

The  "Granny"  idea  to  assist  Christmas 
shoppers  is  one  that  has  been  worked  out 
rather  successfully.  It  is  a  useful  serv- 
ice. "Granny"  is  a  clerk  in  charge  of 
a  department  that  makes  an  effort  to  find 
out  what  a  friend  of  someone  wants  for 
Christmas.      For    instance,    suppose    Mr. 

A.  wants  to  buy  a  present  for  Miss  B. 
He  either  calls  "Granny"  over  the  tele- 
phone or  goes  in  to  see  her.  Quite, 
frankly,  he  tells  "Granny"  that  he  wants 
to  buy  a  present  for  Miss  B.  He  hasn't 
the  faintest  notion  what  she  wants  but 
perhaps  "Granny"  can  help  him.  And 
"Granny"  certainly  can.  The  service  is 
widely  advertised  and  people  have  faith 
in  "Granny"  that  she  will  keep  confi- 
dences because  she  is  with  a  reputable, 
firm.  She  gets  in  touch  with  Miss  B.  and 
tells  her  that  a  certain  person — without 
mentioning  the  name,  or  sex,  of  course — 
wants  to  give  her  a  present.  Would 
she  mind  ennumerating  a  number  of 
things  she  would  like  for  Christmas  and 
perhaps  Santa  Claus  will  bring  it.     Miss 

B.  entering  into  the  spirit  and  mystery 
of  the  occasion  consents  and  the  list  is 
subsequently  given  to  Mr.  A.  Or  again, 
Miss  C.  knows  she  wants  to  buy  a  pair 
of  gloves  for  Miss  D.  but  she  doesn't 
know  the  size.  "Granny"  can  find  out 
for  her  and  will  do  so  with  pleasure. 
And  she  does. 

There  is  another  feature  of  the 
"Granny"  service  that  is  worth  consid- 
ering. It  gets  rid  of  a  good  many  ex- 
changes that  would  otherwise  develop 
and  does  develop  with  most  stores.  As 
a  matter  of  fact,  the  clerks  throughout 
the  store  can  be  made  to  keep  this  serv- 
ice in  view  when  a  customer  has  decided 
on  a  certain  article  of  merchandise  but 
may  be  in  doubt  as  to  the  size  or  some 
other  detail  of  it  that  can  be  ascertained 
by  the  "Granny"  service.  A  reference 
by  the  clerk  to  this  service  can  be  made 
to  wipe  out  many  exchanges  that  prove 
to  be   rather  expensive 
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Drawing  Contest  and  Santa  Claus  Post  Office 

Box  are  Featured  in  Christmas  Selling  Plans 

C.  H.  Smith  Company,  Limited,  Have  Found  Them  to  Be  Big 

Contiibutors  to  Their  Christmas  Profits — Theatre  Parties  Given 

at  Which  Santa  Claus  Makes  Personal  Visit— Many  Charities  Are 

Helped  Through  Post  Office 


CHRISTMAS  is  the  children's  sea- 
son. 
That  is  the  foundation  of  the 
plans  for  Christmas  buying  which  are 
formulated  by  the  C.  H.  Smith  Com- 
pany, of  Winasor.  Thar  greatest  ef- 
forts centre  round  the  children  of  the 
border  cities,  but  they  do  not  overlook 
any  possible  service  to  the  adult  popu- 
lation at  this  important  season  of  the 
year. 

Drawing   Contest 

There  are  three  or  four  features  of 
interest  to  children  in  the  Christmas 
plans  of  this  firm.  The  fiist  one  U  the 
drawing  contest.  There  are  six  classi- 
fications in  this  contest — children  under 
six  years,  under  eight  y.ars,  ten  years, 
twelve  years,  fourteen  years  and  six- 
teen years.  There  is  a  first  aid  second 
prize  for  each  classification — a  fivs  and 
a  three  dollar  prize.  To  get  the  contest 
started  forms  are  sent  out  to  their  mail- 
ing list  of  children  or  may  be  obtained 
by  application  at  the  store.  These  forms 
are  sent  out  on  a  paper  that  is  suitable 
for  drawing  and  the  contestants  are 
requested  to  make  their  drawings  on  the 
reverse  side  of  the  form.  The  form  is 
called  the  Santa  Claus  Drawing  Contest, 
and  space  is  reserved  for  the  applicant's 
name,  address,  school  and  age.  An- 
nouncements of  great  interest  to  chil- 
dren are  made  on  this  same  form.  For 
instance  a  reference  to  the  ooening  of 
toyland  is  made,  and  mention  is  also 
mads  of  a  theatre  entertainment  to  be 
given  by  this  firm  to  its  friends  at 
which  Santa  Claus  will  appear  in  per- 
son. Care  is  taken  not  to  run  this  draw- 
ing contest  too  far  into  the  month  of 
December  and  it  is  closed  on  the  7th  of 
that  month  so  that  the  early  rush  of 
children  to  the  store  may  be  over  with 
when  the  inevitable  rush  just  before 
Christmas  comes1.  To  keep  up  interest 
in  the  contest  some  of  the  drawings  are 
reproduced  in  the  daily  papers  of  that 
city.  The  list  of  names  secured  is  used 
for  the  activities  of  the  store  through- 
out the  year  which  are  of  interest  to 
children  or  for  the  next  Christmas 
plans. 


Theatre  Parties 

The  C.  H.  Smith  Company  rent  0112 
of  the  local  theatres  for  three  days  to 
give  parties  to  their  friends.  Free 
tickets  are  given  but  they  must  be  se- 
cured by  the  parents  or  guardians  of 
the  children  at  the  Exchange  Desk  of 
the  store.  This  insures  a  visit  of  the 
parents  to  the  store  when  they  see  many 
of  the  Christmas  lines  of  merchandise 
on  display.  Santa  Claus  makes  a  per- 
gonal appearance  at  these  theatre  par- 
ties and  a  parade  is  formed  in  which 
many  hundreds  of  children  are  enthus- 
iastic to  join.  The  first  interest  in  the 
forthcoming  visit  of  Santa  Claus  is 
created  by  a  telegram  which  appears  in 
the  daily  advertisement  of  the  firm 
from  Santa  Claus  from  some  very  dis- 
tant point  in  which  the  children  are  in- 
formed that  he  is  on  his  way  to  the 
Santa  Claus  headquarters — the  C.  H. 
Smith  Company,  Limited — to  display 
the  toys  he  has  made  during  the  year 
for  the  children  of  the  border  cities. 
This  first  telegram  is  followed  by 
others,,  indicating  the  nearer  approach 
of  the  old  saint.  By  and  by  a  parade  is 
outlined  and  the  route  to  be  traversed  is 
shown  in  the  paper.  It  is  needless  to 
say  that  the  route  is  lined  with  many 
thousands  of  children  who  are  thus 
brought  face  to  face  with  all  the  mer- 
chandise that  is  of  interest  to  children 
at  this  time  of  the  year. 


A   Santa  Claus  Box 

For  iour  years  the  C.  H.  Smith  com- 
pany have  had  a  Santa  Claus  mail  box. 
i'his  is  essentially  for  the  children, 
though  it  may  be  used  for  others  as 
well.  These  boxes — as  mar  liKe  the  reg- 
ular ones  as  it  is  possible  to  get — are 
placed  at  the  main  entrance  of  the 
stores.  Announcement  is  mad  through 
their  daily  advertising  that  this  mail 
box  may  be  used  by  all  the  children  to 
write  Santa  Claus  telling  him  what  they 
want  for  Christmas.  It  is  also  made 
plain  that  an  answer  will  be  sent  by 
Santa  Claus  to  every  letter  received. 
Very  particular  care  is  taken  that  this 
is  done  and  a  form  letter  in  which  re- 
ceipt of  the  letter  is  acknowledged,  its 
contents  noted  and  a  promise  that  tha 
very  best  will  be  done  to  satisfy  the 
numerous  requests  sent  out.  To  en- 
liven the  interest  in  this  feature  three 
or  four  of  the  letters  are  reprinted  in 
the  daily  advertising  without  the  full 
names  of  the  children  being  used;  only 
the  first  name  is  used  in  each  case. 

Helps    Desirable    Charity 

This  Santa  Claus  post  box  has  proved 
to  be  a  valuable  aid  to  the  firm  in  dis- 
pensing its  usual  Christmas  charity 
amongst  the  needy  of  the  border  cities 
and  to  the  regular  charitable  organiza- 
tions of  the  city.  There  are  many  let- 
ters coming  in  from  sources  where  it  is 
known  the  requests  cannot  be  met  by 
the  parents  of  the  children.  The  firm 
itself  takes  care  of  many  of  these,  and 
organizations  which  seek  to  give  Christ- 
mas cheer  ask  the  firm  to  hand  over  as 
many  of  such  letters  as  they  can  to 
them.  In  this  way,  che  r  's  brought  to 
many  a  home  that  otherwise  might  be 
overlooked. 


Samuel  D.  Crother?,  who  died  in  Sep- 
tember last,  after  an  illness  of  eleven 
months,  had  been  in  the  dry  goods  busi- 
ness in  Wallaceburg,  Ont.  for  27  years. 
He  was  57  years  of  age.  All  of  the 
stores  of  Wallaceburg  were  closed  dur- 
ing the  funeral  as  a  mark  of  respect  to- 
ward  this   well-known    merchant. 
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Christmas  Ideas  That  Pulled 

The  First  Appeal  Might  be  Made  to  Those  Who  Send  Gifts  Across 

the  Seas — A  Christmas  Slogan  Can  be  Made  to  Pull  Business — 

Advertising  and  a  Few  Samples  That  Carried  a  Strong  Appeal 

— A  Gift  Booth  Helps  Uncertain  Buyers 


PROPAGANDA  about  "shopping 
early"  is  usually  wasted  because  the 
average  store  fails  to  begin  its  ad- 
vertising campaign  with  reference  to 
Christmas  goods  early  enough  in  the 
season.  People  have  to  be  worked  up 
to  the  right  pitch  of  feeling  before  they 
will  begin  to  plan  gift  buying  in  earn- 
est and  it  is  not  to  be  wondered  at  if 
they  postpone  buying  until  the  eleventh 
hour  if  no  steps  are  taken  to  arouse  the 
proverbial  Christmas  spirit  and  the  feel- 
ing that  it  is  more  blessed  to  give  than 
to  receive.  There  are  a  number  of  ways 
in  which  to  emphasize  the  Christmassy 
atmosphere  early  without  incurring  the 
danger  of  exhausting  interest  long  be- 
fore December  25th  arrives.  Consider, 
for  instance,  those  people  who  must  send 
gifts  abroad  which  mu.- 1  be  posted  not 
later  than  the  middle  of  December  and 
in  many  cases'  earlier  to  ensure  prompt 
delivery.  Consider  the  suggestion  that 
lies  dormant  in  such  an  advertisement 
as  this,  for  instance,  timed  to  appear 
about  the  third  week  of  November. 

"Send  a  Gift  to  Some  One  in  the  Old 
Home" 

"The  Old  Home  has  changed  since  you 
were  there  last,  but  ho  matter  how  it 
changes,  it  will  always  be  the  Old  Home 
to  you.  When  Christmas  comes  your 
thoughts  fly  there,  and  an  irrepressible 
sadness  seizes  you.  There  is  somebody 
in  the  Old  Home  or  the  Old  Home  Town 
you  want  to  remember  with  a  gift — 
perhaps  the  Dear  Old  Folks — can't  you 
feel  their  fingers  tremble?  Can't  you 
see  their  eyes  glisten  as  the  parcel  is 
opened?. 

"Perhaps  the  Old  Home  Town  is  far 
acrot  s  the  sea.  It  will  take  the  post- 
man a  long,  long  time  to  deliver  your 
gift.     Choose    it    now — don't    put    it    off 


for  another  day — a  gift  that  arrives  on 
December  27th  is  not  like  a  gift  that 
arrives  on  December  24th  or  on  Christ- 
mas Day.  The  psychological  moment 
has  gone  by.  So — do  it  now.  Let  us 
help  you  in  your  choice,  for  this  store 
is  crowded  with  things  of  beauty  or  of 
usefulness." 

Suggest    Gifts    For   Overseas 

A  store  might  go  still  further  and 
publish  lists  of  articles  which  can  be 
tucked  into  an  envelope  for  mailing,  or 
sent  with  a  minimum  of  trouble  in  pack- 
ing, or  still  again,  without  fear  of  in- 
jury and  duty  charges  when  delivered  at 
the  journey's  end.  Enquiry  at  any  post 
office  will  produce  much  information  re- 
garding periods  of  time  required  for  de- 
livering mail  in  different  foreign  coun- 
tries, rates  of  postage.  Something  of 
all  this  should  be  posted  up  in  the  store 
in  a  prominent  location  as  a  reminder  to 
those  who  have  relatives  or  friends  in 
far   away   lands. 

Christmas   Slogans 

Adopting  a  Christmas  slogan  is  the 
usual  plan  adopted  by  stores  which  make 
a  feature  of  gift  selling.  These  slogans 
are  of  course  merely  temporary  innova- 
tions to  enhance  and  emphasize  the 
Christmassy  atmosphere  of  the  store 
and  they  usually  supplant  the  regular 
slogan  for  a  month  or  so.  Since  Christ- 
mas is  linked  up  with  the  idea  of  gifts  in 
the  mind  of  the  average  customer,  the 
store  should  accentuate  this  word  if  pos- 
sible in  selecting  its  Christmas  slogan. 
Here  are  a  few  such  phrases  selected  at 
random  from  last  year's  advertisements. 

The  store  of  practical  Christmas 
gifts. 

The  store  for  the  better  kind  of 
Christmas  gifts. 


Gifts  from  Blank  &  Co.,  last  the  year 
round. 

The   store   of  many  gifts. 

The  Christmas  gift  shop  since  1850. 

The  spirit  of  Christmas  is  another 
motif  suitable  for  use  in  a  store  slogan. 
An  Edmonton  shop  used  this  phrase  last 
year,  "The  store  of  the  Christmas 
spirit,"  while  another  sponsored  the 
phrase,  "The  store  with  smiling  Christ- 
mas service."  A  third  ran  "The  store 
with  the   REAL   Christmas    spirit." 

Certain  stores  may  find  the  economy 
appeal  to  be  more  practical  this  year 
and  to  such  might  be  recommended  these 
three  slogans: 

The  store  of  Christmas  economies. 

We  double  the  power  of  your  Christ- 
mas money. 

The  Christmas  store  where  values 
come  first. 

The  other  Canadian  stores  used  San- 
ta Claus  in  their  slogans  thus,  "Santa 
Claus  Headquarters"  and  "Santa  Claus 
favorite  shopping  place."  A  few  others 
of  a  more  miscellaneous  character  like- 
wise play  up  the  spirit  of  the  season, 
"Shop  now  to  ensure  efficient  service," 
"This  store  is  beginning  to  look  like 
Christmas,"  "D-E-C-E-M-B-E-R  spells 
Christmas  here."  "The  Christmas  store 
for  all  the  family." 

Christmas  Copy  Should  be  Informal 

The  regular  advertising  should  be  as 
different  to  ordinary  store  copy  as  it  is 
possible  to  have  it.  There  is  no  inspira- 
tion in  cut  and  dried  sales,  and  so  on, 
when  Christmas  preparations  are  in  the 
air  and  the  holiday  spirit  upsets  all  the 
customary  routine  in  the  lives  of  cus- 
tomers and  store  personnel  alike.  It  is 
worth  while  to  adopt  a  more  informal 
note  and  to  make  the  advertising  as 
festive  and  joyous  as  possible,  avoiding 


A  display  of  carriage  rugs  featured  by  Goodwin's  of  Montreal.     A  dead  white  light   was  used  for  illuminating, 
giving   a   decided  chilly   and  wintry  effect    to    the   entire   display. 
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the  phrasing  and  lay-outs  which  are 
customarily    employed. 

Last  year  the  Henry  Morgan  &  Com- 
pany store  of  Montreal  scored  a  notable 
success  in  this  respect  with  an  Alphabet 
of  Christmas  presents  which  filled  up  an 
entire  page  of  one  of  the  local  newspa- 
pers. From  A  to  Y  there  was  a  com- 
prehensive list  of  gift  suggestions  given 
with  descriptions  and  prices  included, 
artistically  illustrated  with  appropriate 
cute.  Each  letter  and  its  suggestions 
were  boxed  in  a  space  about  threa  by 
four  inches  and  just  twenty  of  these 
boxes  were  used,  some  letters  being 
"doubled  up"  to  save  space.  As  an  ex- 
ample of  the  idea,  the  letter  S  might 
be  quoted.  "Sewing  cabinets — Martha 
Washington  style  in  t  olid  mahogany  at 
$40.  Slippers — English  made  house 
slippers,  opera  style,  in  vici  kid,  black 
at  $8  brown  at  $9.  Smoking  jackeU — 
fine  quality  and  colors.  Every  man 
welcomes  a  smoking  jacket.  $13  and 
up." 

Gift  sugge.-tion  ideas  formed  the 
theme  of  another  original  and  unusual 
advertisement  featured  by  the  same 
Montreal  store.  This  was  designed  to 
assist  "Last  Day  Shoppers"  and  in- 
cluded lists  of  suggestions  for  Mother, 
Father,  Big  Sister,  Little  Sister,  Big 
Brother  and  Little  Brother.  About 
eighteen  items  were  listed  with  prices 
under  each  caption.  Santa  Claus  in  full 
flight,  with  reindeer,  sleigh  and  all,  de- 
corated the  centre  of  this  full  page 
spread. 

Still  another  Christmas  suggestion 
for  advertising  copy  was  used  by  the 
Montreal  store  of  Goodwin's  Limited, 
featuring  a  huge  Christmas  tree  which 
filled  up  an  entire  page  of  newsprint 
from  root  to  tip.  Each  bough  of  the 
tree  was  laden  with  gift  suggestions 
carefully  illustrated  by  the  store  artist 
from  actual  merchandise  and  shown  in 
boxed  form  imtead  of  hanging  in  the 
customary  manner.  Across  the  top  of 
the  page  a  wreath  of  holly  was  design- 
ed to  bear  the  words,  "The  Tree  Bear- 
eth  Fruit  According  to  Its  Root,"  and 
the  root  in  this  case  proved  to  be  the 
name   of  the   store — Goodwin's. 

All  sorts  of  merchandise  were  illus- 
trated including  furnishings  for  men, 
lingerie  and  accessories  for  women, 
house  furnishings,  jewellery,  luggage 
and  books.  A  list  of  Christmas  gro- 
ceries occupied  a  prominent  corner  of 
the  copy  while  odd  corners  were  filled 
up  with  announcements  of  seven  "most 
extraordinary  morning  specials"  to  re- 
lieve afternoon  congestion. 

Gift  Booths  Save  Steps 

And  finally,  do  not  overlook  the  im- 
portance of  a  special  Gift  Booth  in  the 
store  in  which  all  sorts  of  merchandise 
of  the  more  attractive  kind  is  shown 
boxed  and  displayed  amid  bowers  of 
holly  or  poinsettas.  All  that  is  nece.  - 
sary  is  about  four  square  feet  of  space, 
a  desk  and  a  courteous  and  efficient 
sales  woman  who  can  render  personal 
service  in  connection  with  sales  and 
whose  advice  will  be  acceptable  to  "hard 
to   please"   customers. 


New  Setting  for  the  Old  Story 

A   Series    of   Advertisaments   Run    by    Almy's    of 
Montreal  Tells  How  They  Wove  the   Mysterious 
Story  of  Santa  Claus  in  a  New  Way 


JUST  how  Almy's  of  Montreal  worked 
up  the  enthusiasm  of  the  children, 
both  old  and  young,  over  the  appear- 
ance of  Santa  Claus  last  year  was  told  in 
a  series  of  advertisements  that  appeared 
from  day  to  day.  In  case  some  retailer 
is  looking  for  a  new  setting  to  herald 
the  arrival  of  Santa  Claus  at  his  store, 
this  series  of  advertisements  will  give 
it  to  him.  Dry  Goods  Review  has  copies 
of  the  advertisements  which  have  suit- 
able cuts  with  them.  We  cannot  repro- 
duce all  of  these  advertisements  with 
the  cuts  but  would  be  glad  to  pass  them 
on  to  anyone  who  would  like  to  get  some 
idea  of  suitable  cuts  for  the  story.  The 
wording  of  the  advertisements,  how- 
ever, can  be  given.  They  appeared  as 
follows: — 

Children  Read  This 

Greetings  from  the  Chief  of  the  Glacier 
Indians  to  Chief  Twe-a-Ser-Ake  of  the 
Caughnawaga  Tribe:  My  braves  have 
been  hunting,  for  we  needed  meat  before 
the  winter  sets  in  and  they  brought 
word  on  their  return  of  a  strange  thing, 
a  village,  where  no  village  was  ever 
known  before  in  our  history.  They  can- 
not get  near  it,  for  the  snow  fairies 
drive  them  away,  but  they  can  hear 
sounds  of  many  people  talking  and 
laughing  and  working.  This  strange 
village  is  in  our  land  and  we  must  find 
out  who  these  people  are.  Will  you  come 
and  help? 

The    Journey    Begun 

(Second  advertisement). — The  chief 
starts  out  with  his  son:  Tew-a-Ser-Ake 
and  his  councillors  talked  quietly  to- 
gether while  the  runner  rested  after  his 
long  journey.  Then  the  big  chief  spoke. 
"Tell  Chief  Kar-Ha-Kon  that  I  will  leave 
tonight  with  5  braves  and  the  young 
chief,  my  son.     It  is  well,  go." 

The  runner  Senvie  ran  swiftly  and  was 
soon  out  of  sight.  Chief  Tew-a-Ser-Ake, 
his  little  son,  Sa-Wa-Tis,  and  five  of  the 
Caughnawaga  braves  made  ready  to 
leave  at  sundown.  Sa-Wa-Tis  will  take 
with  him  sheets  of  birch  bark,  for  he 
will  send  back  pictures  each  day  that 
will  tell  the  story  of  the  journey. 

(Third  advertisement). — More  news 
from  Chief  Kar-Ha-Kon.  We  have  come 
a  long  way  and  early  this  morning  met 
another  runner  from  Chief  Kar-Ha-Kon 
with  more  news.  Scouts  who  managed 
to  get  nearer  the  mysterious  village  in 
spite  of  the  snow  fairies'  vigilance  said 
they  saw  hundreds  of  gnomes  and 
dwarfs,  all  as  busy  as  they  could  be, 
using  lots  of  red  paint,  hammering  and 
sawing.  Evidently  everybody  was  hap- 
py, so  it  can't  be  a  very  bad  place,  and 
one  scout  said  he  saw  a  big  man  with 
a  white  beard.     Who  can  he  be? 

An    Adventure 

(Fourth    Advertisement). — Sa-Wa-Tis 


sees  the  Mysterious  Man:  Sa-Wa-Tis, 
the  Chief's  son  is  a  brave.  He  heard 
of  this  mysterious  man  and  he  deter- 
mined to  see  him.  So  last  night  when 
the  snow  fairies  were  asleep,  he  slipped 
through  their  lines  unnoticed.  Soon  he 
saw  a  glorious  sight:  the  lovely  crimson 
lights  of  the  Aurora  Borealis  made  a 
path  for  him  across  the  snow  and  as  he 
drew  near  he  saw  hundreds  of  merry 
little  "workers  who  were  as  jbusy  as 
bees. 

As  he  watched,  wondering  and  be- 
wildered, he  saw  the  big,  jolly  man  look- 
ing at  him  and,  just  for  a  moment,  he 
felt  so  frightened  that  he  wanted  to  run 
away,  but  he  remembered  that  he  was 
the  Chief's  son  and  walked  right  up  to 
him  and  said,  "Where  did  you  come  from 
and  what  are  you  doing  in  our  land?  My 
father,  Chief  Tew-A-Ser-Ake,  seeks 
council  with  you  and  wishes  to  see  you. 
Will  you   come?" 

Evidently  there's  a  storm  up  north 
that  has  delayed  the  second  runner  with 
the  rest  of  the  message;  we'll  just  have 
to  wait  till  it  comes.  Isn't  Sa-Wa-Tis 
having  an  exciting  time? 

Important  Message 

(Fifth  Advertisement). — -Here  is  the 
Message:  The  runner  came  through  a 
terrible  storm,  the  snow  fairies  were 
angry  because  Sa-Wa-Tis  found  them 
asleep.  The  big  man  said,  "Of  course 
I'll  come  to  meet  your  father.  I  didn't 
know  this  land  belonged  to  anyone,  so 
I  just  stopped  here  to  make  all  these 
beautiful  things." 

Sa-Wa-Tis  took  the  big  man  by  the 
hand  and  went  back  to  camp.  The  Chief 
watched  the  young  brave  approaching 
with  the  big  stranger  and  waited  to  hear 
his  story. 

He  told  about  his  trip  from  a  far 
land,  about  his  busy  helpers,  about  the 
toys  he  was  gathering  for  the  boys  and 
girls,  and  how  anxious  he  was  to  find  a 
guide  to  Montreal,  for  he  said,  "I  am 
Santa  Claus.  All  the  children  will  be 
watching  for  me  at  Almy's  and  I  must 
get  there  soon.  The  snow  fairies  will 
help — what  can  you  do?" 

Tew-A-Ser— Ake  said,  "Good,  we  will 
lead  the  way,  tell  the  snow  fairies  to  lay 
a  magic  carpet  of  white  and  we  will  go 
with   you." 

Coming 

(Sixth  Advertisement)  — We  Are  Com- 
ing. Travelling  fast  all  the  way,  not 
even  stopping  to  camp,  for  we  are  in  a 
great  hurry  to  see  the  boys  and  girls 
on  Saturday,  yes,  we'll  reach  Almy's  on 
Saturday — won't  that  be  fine?  Tomor- 
row night  we'll  tell  you  just  when  we'll 
arrive  and  where  you'll  be  able  to  see  us. 
Don't  forget  to  look  in  the  papers. 

The  last  advertisement  defines  the 
route  of  the  parade. 
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GIFT-Giving-  at  Christmastide  is 
a  custom  that  will  endure  as  long 
as  the  heart  of  the  world  throbs 
with  sentiment.  And  because  of  that 
happy  circumstance,  merchants  at  this 
period  of  the  year  are  becoming  radiant- 
ly nterested  in  ideas  and  suggestions 
which  will  direct  the  eyes  of  shoppers 
to  their  establishments.  Countless  are 
the  arrangements  of  practical,  work- 
able plans,  but  here  we  are  going  to  dis- 
cuss a  method  which  forever  holds  an 
original  interest  and  a  new  charm — the 
decorated   Christmas   showcard. 

Marks    of    Christmas-Gift    Store 

You  can  tell  the  wide-awake  appre- 
ciated Christmas-gift  store  the  minute 
you  cast  eyes  on  it.  It  is  the  store 
where  the  stocks  are  in  holiday  mood 
and  where  the  v  gor  of  the  season  is  ob- 
servable in  the  showcards  placed 
throughout  the  interior  and  in  the  win- 
dows. Such  cards  as  are  fascinating 
beyond  the  ordinary  are  the  perpetual 
accomplice  of  the  merchant  at  Christ- 
mas time. 

The  rare  art  of  emphasizing  the 
Christmas  spirit  in  and  about  the  store 
does  not  hinge  upon  the  lavish  display 
of  wreaths  and  hanging  garlands  paint- 
ed on  full  sheets  and  banners  and 
stretched  from  pillar  to  post;  rather,  its 
success  lies  with  the  little  things,  well 
and  artistically  done. 

Some  Christmas  showcards  before 
which  the  writer  has  been  tempted  to 
halt  and  admire  are  examples  of  pa- 
tience and  slowness  beyond  comparison. 
Excellent  to  be  sure,  yet  happily  not  in- 
dispensable since  showcards  of  that  type 
are  hardly  within  the  reach  of  many 
stores  if  desired. 

Some  Samples 

The   showcards   illustrated   in   this   ar- 
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The  accompanying  article  by 
Jalexo  was  written  especially  at 
the  request  of  Dry  Goods  Review 
for  this  Christmas  Merchandising 
section.  For  this  one  month  his 
regular  article  on  showcard  writing 
is  dropped,  but  it  will  appear  as 
usual  in  the  November  issue. 


tide  are  representative  of  current  of- 
ferings of  manufacturers.  By  examin- 
ing them,  you  not  only  can  familiarize 
yourself  with  noteworthy  ideas  and  apt 
phrases  but  you  very  probably  will  find 
something  which  can  be  applied  to  your 
own  store.  Designed,  colored  and  let- 
tered in  all  their  details  and  all  their 
aspects  these  showcards  possess  the 
hue  of  Christmas  which  makes  an  in- 
stant Christmas  appeal  to  the  aesthetic 
taste.  They  project  the  desired  at- 
mosphere. 

The  showcard  which  implies  "Every- 
body is  going  to  find  some  hankies  un- 
der the  Christmas  tree"  ought  to  say  so 
with,  perhaps,  a  touch  of  holly  for  effect. 
Similarly,  the  suggestion  of  artistic  re- 
finement as  showcards  attesting  other 
merchandise  can  be  made  through  a 
variety   of   symbolic   illustrations. 

In  the  showcards  reproduced  here- 
with the  ornament  obeys  a  splendidly 
balanced  rhythm.  The  illustration  "A" 
shows  a  cards  11  by  14  inches  with  the 
inscription  "Gifts  that  truly  express  A 
Merry  Christmas."  The  word  "gift:/' 
s  in  showcard  writers'  script  and  exe- 
cuted in  holly  green.  The  body  mat- 
ter is  in  lower  case  Roman  and  is  done 
in  flat  black.  The  candlestick  decora- 
tion shows  a  rich  red  holder  with  a 
white  candle  emitting  yellow  rays  and 
flame.  The  whole  is  on  a  pale  green 
card  finished  with  a  thin  green  border 
to  match  the  caption.  The  ensemble  is 
at  once  attractive,  likeable  and  Christ- 
massy. 

Second  Example 

The  showcard  "B"  reads  "Holiday 
hints  of  beauty  and  practical  utility" 
and  is  pleasing-  without  being  crowded. 
The  caption  is  in  Egyptian  block  italic 
done  in  black  with  a  red  initial  "H"  in 
the    holiday.     The    body    matter    is    Ro- 
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man  in  black.  The  tree  is  of  evergreen 
shade  showing  red,  yellow  and  blue 
candles  thereon.  The  pot  is  red  for  a 
contrasting  bit  of  color.  The  whole  is 
on  a  white  card  finished  with  thin  red 
border. 

"C"  showcard  is  the  ever-popular  hol- 
ly wreath  ornament  with  its  flutter  of 
red  ribbon.  The  Inscription,  "Sugges- 
tions brimful  of  Christmassy  remem- 
brance" is  modified  Roman  executed  in 
black  to  contrast  with  the  decoration. 
The  whole  is  on  a  light  gray  card  finish- 
ed with  the  red  border,  an  unusually  in- 
teresting display. 

"D"  showcard  11  by  16  inches  which 
is  unsurpassable  in  layout  and  coloring. 
The  wording  "Gifts  that  delight  the  re- 
cipient" is  done  in  holly  green.  The 
poinsettia,  unrivalled  among  the  ,de- 
i  orative  plants,  is  done  in  natural  colors. 
The  iridescent  red  of  the  bloom  provides 
coIct  balance  for  the  entire  card.  Holly 
leaves  are  in  a  pale,  shadowy  green 
which  does  not  detract  from  the  letter- 
ing. The  whole  is  on  a  white  card 
finished  with  a  thin  light  green  border. 

Colorful  Specimens 

The  quartet  of  showcards  above  de- 
scribed are  colorful  specimens  of  a  prac- 
tical and  positive  kind.  Through  their 
emotive  appeals  they  catch  the  fancy 
and  pleasantly  urge  the  gift-seeker  to 
do  his  Christmas  shopping  here  and 
now.  The  card  writer  who  desires  beau- 
ty combined  with  simplicity  will  find 
that  in  following  the  examples  herewith 
described  he  will  experience  no  difficulty 
in  achieving  his  aim  completely. 


A  new  departure  for  the  D'Allaird 
Manufacturing  Company,  is  the  making 
of  lingerie.  All  of  the  twenty-one  re- 
tail shops  will  carry  high-grade  silk  un- 
dergarments. 


that  radiantlq  express 

A  Hern)  Christmas' 


0ff&    brimful  of 
VS   Christmassy 
]c   Rgmembran.ee 


A  Christmas  tree  of  handkerchiefs  was  the  novel  display  featured  by 

Henry  Morgan  &  Company  of  Montreal,  for  one  of  their  displays  last 

year.  Holly  wreaths  and  streamers  of  holly  ribbon  lent  a  cheery  note 

to   this   snowy   setting. 


FASHION  PARADE  IN  ST  JOHN, 
N.  B. 

A  highly  successful  fashion  revue  was 
held  last  month  at  the  Provincial  Exhi- 
bition, St.  John,  N.  B.,  under  the  auspices 
of  a  number  of  leading  dry  goods  and 
furriers'  establishments,  at  which  local 
girls  as  well  as  professional  models  pre- 
sented the  latest  in  ready-to-wear  and 
wraps  as  a  feature  of  the  event. 

The  revue  was  staged  most  ai-tistic- 
ally  in  the  Amusement  Hall  of  the  Ex- 
hibition Buildings,  and  reflected  great 
credit  upon  those  in  charge  of  the  ar- 
rangements. Among  the  firms  exhibit- 
ing models  at  the  revue  were  F.  W. 
Daniel  &  Company,  Scovil  Brothers,  F. 
A.  Dykeman  &  Company,  F.  S.  Thomas, 
H  Mont  Jones,  Marr  Millinery  Company, 
Waterbury  &  Rising  and  others.  The 
revue  occurred  each  evening  during  the 
entire  week  of  the  Exhibition  and  drew 
large    crowds    of    interested    spectators- 
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Stop  Thief!     Stop  Thief! 

Who  Steals  My  Purse  Steals  Trash  and  Also  Makes  a  Hole  in  My 
Christmas  Profits — Operations  of  the  Shoplifter  Become  Very 
Active  Around  Christmas — Dope  Fiend  the  Greatest  Enemy  of 
Stoie — The  Professional,  Amateur,  and  Small  Boy  All  Ply  Their 

Trade  With  Great  Vigor 


CHRISTMAS  brings  with  it  a  rush 
and  with  the  rush  comes  the 
greater  activity  cf  the  shoplifter, 
the  professional  thief,  the  small  boy 
who  haunts  the  toy  department  and  gets 
away  with  little  things,  and  the  regular 
•criminal  who  seizes  every  opportunity 
to  mix  with  the  crowd  if  it  presents 
him  with  a  chance  to  reap  ill-gotten 
gain.  Shakespeare  said  "Who  steals 
my  parse  steals  trash"  and  the  modern 
merchant,  while  subscribing  to  the  spirit 
of  the  saying  is  apt  to  add  when  think- 
ing of  it  in  terms  of  Christmas  mer- 
chandising: "And  also  makes  a  hole  in 
-my  Christmas  profits."  The  unusual 
crowds  that  throng  all  of  the  depart- 
ment and  other  large  stores  at  this  time 
of  the  year  provide  the  very  opportunity 
that  the  thief  is  looking  for  and  it  is  a 
certainty  that  many  thousands  of  dol- 
lars' worth  of  merchandise  is  stolen 
during  the  few  weeks  of  intensive  buy- 
ing that  precedes  the  25th  of  December. 

The  Professional 

The  professional  shoplifter  is  well- 
known  to  the  detective  department  of 
the  big  department  stores.  He  ha;,  or 
she  has,  probably  served  time  in  orison 
but  immediately  upon  release  goes  back 
to  the  eld  haunts  and  habits  and  is  ready 
to  pick  up  the  game  where  it  was  drop- 
ped before  the  long  arm  of  the  law  ga- 
thered him  in.  And  they  know  they 
are  known  by  the  detective  department. 
The  only  way  they  can  get  into  the 
.'tore  is  by  sneaking  in  through  one  of 
the  many  entrances  to  a  large  store, 
unobserved,  for  if  they  are  seen  by  any 
of  the  staff  of  the  detective  branch  they 
either  make  a  hasty  exit  or  are  ordered 
out  of  the  store.  Practically  all  of 
their  activities  are  concentrated  on  the 
more  expensive  merchandise  because 
they  steal  for  purposes  of  re-sale.  They 
will  usually  try  to  lift  merchandise  out 
of  the  ready-to-wear  or  the  fur  depart- 
ments, for  if  they  can  lift  a  $50  article 
they  can  sell  it  for  $10  or  $15  and  that 
is  clear  gain.  These  departments  are 
much  more  alluring  to  them  than,  for 
instance,  the  glove  or  the  hosiery  de- 
partments where  a  $1.00,  a  $2.00  or  a 
$3.00  article  could  only  be  sold  for  a 
comparatively  few  cents.  Probably  80 
per  cent,  of  all  the  attempts  made  by 
the  professional  thief  in  these  depart- 
ments are  detected,  arrests  made  and 
convictions  secured.  Their  methods 
vary  but  usually  they  try  to  operate 
when  there  is  a  crowd  about;  they  lift 
the  merchandise  from  the  counter,  get 
in  behind  a  crowd  of  women  and,  under 


The  accompanying  article  was 
written  on  information  supptied 
Dry  Goods  Review  by  the  head  of  a 
detective  department  in  a  depart- 
ment store.  Every  merchant  knows 
that  shoplifting  flourishes  during 
the.  Christmas  rush;  that  means 
that  a  considerable  loss  is  sus- 
tained, a  loss  which  could  in  the 
opinion  of  this  store  detective,  be 
considerably  obviated.  He  is  en- 
tirely of  the  opinion  that  all  of  the 
average-sized  department  stores  in 
this  country  could  with  profit  to 
themselves  engage  the  services  of 
a  detective  for  at  least  a  couple  of 
months  prior  to  the  25th  of  De- 
cember, and  he  suggests  that  stores 
could  co-operate  in  engaging  the 
services  of  a  detective  where  it  did 
not  seem  possible  for  one  store  to 
meet  the  whole  expense  of  this 
necessary  protection. 


cover  of  the  rush  and  rapid  movement, 
hide  the  piece  of  merchandise  in  a  muff 
or  a  bag,  or — in  the  case  of  a  man — 
under  the  coat  which  he  invariably  car- 
ries over  his  arm. 

The   Dope   Fiend 

The  dope  fiend  is  one  of  the  mo.  t 
cunning  of  thieves  and,  when  in  dope,  is 
very  hard  to  catch.  The  dope  gives  him 
a  courage  and  a  cunning  and  a 
recklessness  that  helps  him  ply  his  ne- 
farious trade  and  seek  to  make  escape 
after  he  has  been  caught.  In  the  case 
of  a  certain  dope  fiend  caught  in  a  large 
department  store  known  to  us,  an  at- 
tempt was  made  to  jump  from  a  window 
four  storeys  high  even  though  the  cul- 
prit was  surrounded  by  store  detectives. 
Many  of  these  dope  fiends  have  been 
sentenced  to  imprisonment  of  various 
terms  but  few,  if  any  of  them,  are  bene- 
fited by  these  short  terms.  While  in 
prison  they  are  denied  dope  but  as  soon 
as  they  get  out  they  again  get  in  touch 
with  their  old  friends  and  old  habits  are 
resumed. 

The  dope  fiend  seldom  make.-  an  ef- 
fort to  steal  more  than  one  article  at  a 
time.  He  is  easily  detected  by  his  jerky 
habits,  the  unusual  palor  of  his  skin 
and  the  cast  of  the  eye.  He  will  lift  an 
article  and  make  a  quick  get-a-way  if 
he  can.  He  is  the  only  type  of  shop- 
lifter that  the  clerk  behind  the  counter 
can  accost  and  hold  till  a  member  of  the 
detective  branch  arrive?  to  take  him  into 
custody  because  there  is  no  mistaking 
a  dope  fiend  and  there  is  no  risk  to  run 


to  the  store  in  apprehending  him  which 
is  not  the  case  with  the  amateur  or  the 
professional  thief  who  have  to  be  caught 
in  the  act  or  with  the  goods  on  them. 
It  was  stated  by  our  informant  that  the 
dope  fiend  was  the  worst  enemy  of  any 
department  store. 

Main  Floor  Stealing 
By  far  the  greatest  number  of  thefts 
take  place  on  the  main  floor  of  the  de- 
partment store  where  the  smaller  ar- 
ticles are  sold  quickly  over  the  counter. 
Here  the  amateur  works  witn  the  great- 
est success  and  20  per  cent,  detections 
is  a  good  record  for  any  detective  de- 
partment. A  clerk  may  be  morally  cer- 
tain that  some  shoplifter  is  operating 
but  is  not  permitted  to  take  any  notice 
of  it  so  far  as  any  action  is  concerned 
between  her  and  the  shoplifter.  She 
gets  into  immediate  touch  with  the  de- 
tective department  and  lets  it  be  known 
that  a  certain  person  is  suspected.  A 
member  of  the  department  then  follows 
on  the  track  of  the  suspect,  because  it 
is  very  rare  that  shoplifters  o-f  this 
kind  will  stop  at  the  theft  of  one  article. 
They  go  from  counter  to  counter.  If 
it  is  a  woman  usually  a  muff  or  a  bag 
i  the  receptacle  of  the  stolen  goods. 
If  it  is  a  man  he  will  often  have  a  slit  in 
the  side  of  his  coat  through  which  he 
reaches  to  the  merchandise  on  the  coun- 
ter. It  is  by  following  the  suspect  after 
it  is  morally  certain  that  one  article 
has  been  stolen  that  an  arrest  is  usu- 
ally made. 

Powers  of  Observation 

So  far  as  the  actual  members  of  the 
detective  branch  are  concerned,  much  of 
their  work  in  arresting  thieves  is  the 
result  of  experience  and  observation.  A 
movement  of  the  hand,  a  twist  of  the 
head,  a  side-long  glance — these  are  the 
common  indicators  of  the  shoplifter. 
Detectives  are  very  familiar  with  them 
where  the  ordinary  person  would  take 
no  notice  of  them  at  all.  The  greatest 
care  has  to  be  taken  in  all  cases  to 
catch  them  in  the  very  act  or  with  the 
goods  on  them.  Otherwise  some  very 
expensive  litigation  may  result,  for  a 
person  wrongly  suspected,  is  a  very 
irate  person.  The  quicker  a  settlement 
is  made  with  this  person,  the  better  for 
the  store,  because  the  longer  the  wrong- 
ly accused  thinks  of  the  matter,  the 
more  incensed  they  become  and  the  set- 
tling fee  mounts  ever  higher. 

Co-operation   With  Sales   Force 

The  head  of  a  detective  branch  usu- 
allv  finds-  it  very  advantageous  to  have 
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a  good  understanding  with  the  sales 
force  throughout  the  store.  The  first 
word  that  ultimately  leads  to  detection 
and  final  arrest  very  frequently  comes 
from  them  and  if  there  is  a  good  feeling 
between  the  detective  branch  and  the 
sales  force  this  word  is  given — if  not 
many  a  detection  is  not  made.  When  the 
sales  force  know  that  their  word  is  not 
taken  as  the  final  thread  on  which  the 
arrest  is  made  they  are  more  inclined 
to  co-operate;  they  know  that  the  final 
movement  in  the  game  has  to  be  taken 
by  the  detective  department  on  undoubt- 
ed evidence. 

The  Small  Boy 

The  toy  department  is  a  very  enticing 
and  fruitful  field  for  the  operations  of 
the  small  boy  during  the  Christmas  buy- 
ing season.  The  career  of  many  a 
criminal  is  started  here.  In  many  in- 
stances the  boy  who  is  detected  ;n  petty 
thieving  of  some  small  toy  is  only  the 
tool  and  not  the  master-mind  behind  the 
theft.  He  is  usually  to  be  found  out- 
side the  store.  He  knows  that  his  age 
will  mean,  if  detected,  imprisonment; 
whereas  the  small  boy  who  commits 
the  first  offense  will  only  be  reprimand- 
ed and  let  go.  The  real  villain  of  the 
play  has  gone  through  the  department 
and  knows  what  he  wants.  He  gets 
hold  of  a  small  boy  and  tells  him  where 
the  article  is  and  offers  him  a  small 
sum  of  money  to  go  in  and  get  it  for 
him,  probably  twenty-five  cents.  Some- 
times the  master-mind  is  caught.  If  it 
is  the  small  boy's  first  offense  his  crim- 
inal career  may  be  cut  short  by  a  stern 
warning;  but  if  he  is  an  old  hand  at 
the  game  the  future  is  less  certain  and 
he  may  return  to  his  old  ways. 
A    Suggestion 

The   only   way  in  which   some   of  the 


They  Hanged  Shoplifters  in  Dickens'  Time 

The  preface  of  Barnaby  Rudge,  by  Charles  Dickens,  recounts  the  case 
of  Mary  Jones,  a  shoplifter,  who  was  sentenced  to  capital  punishment  in 
England  for  stealing  in  a  draper's  shop.  Sir  William  Meredith  in  a  speech 
in  Parliament  made  in  1777  is  quoted  by  Dickens  as  follows: 

"Under  this  act  (the  shoplifting  act)  one  Mary  Jones  was  executed, 
whose  case  I  shall  just  mention.  It  was  at  a  time  when  press  warrants 
were  issued,  on  the  alarm  about  Falkland  Islands.  The  woman's  husband 
was  pressed,  their  goods  seized  for  some  debts  of  his,  and  she,  with  two 
children,  turned   into  the  streets  a-begging. 

"It  is  a  circumstance  not  to  be  forgotten,  that  she  was  very  young, 
about  nineteen  years,  and  remarkably  handsome.  She  went  to  a  linen 
draper's  shop,  took  some  coarse  linen  off  the  counter,  and  slipped  it  under 
her  coat.  The  shopman  saw  her  and  she  laid  it  down.  For  this  she  was 
hanged. 

"Her  defence  was  that  she  had  lived  in  credit,  and  wanted  for  nothing, 
till  a  press-gang  came  and  stole  her  husband  from  her.  Since  then  she  had 
no  bed  to  lie  on,  nothing  to  give  her  children  to  eat,  and  they  were  almost 
naked;  and  perhaps  she  might  have  done  something  wrong  for  she  hardly 
knew  what  she  did. 

"The  parish  officers  testified  the  truth  of  this  story,  but  it  seems  there 
had  been  a  good  deal  of  shoplifting  about  Ludgate  and  an  example  was 
thought  necessary.  So  this  woman  was  hanged  for  the  comfort  and  satis- 
faction of  the  shopkeepers  in  Ludgate  Street.  When  brought  to  receive 
sentence  she  behaved  in  such  a  frantic  manner,  as  proved  her  mind  to  be 
in  a  distracted  and  desponding  state.  A  child  was  nursing  at  her  breast 
when  they  set  out   for  Tyburn,  scene  of  the  execution." 


large  competing  department  stores  co- 
operate is  through  their  detective  de- 
partments. In  the  case  of  any  new  pro- 
fessional shoplifter  who  may  creep  up, 
his  name,  methods  and  any  other  infor- 
mation concerning  him  is  freely  ex- 
changed between  the  two  stores.  It  is 
not  infrequent  that  a  member  of  one 
detective  staff  will  follow  a  suspect 
across  to  another  store  and  set  a  mem- 
ber of  the  detective  staff  of  that  store 
en  the  tracks  of  the  suspect.  In  this 
way  many  an  arrest  is  made  that 
would  otherwise  go  undetected. 


In  many  of  the  cities  in  Canada  there 
are  two  or  three  department  or  large 
stores.  Reference  was  made  to  these 
by  Dry  Goods  Review  in  talking  with 
the  head  of  this  detective  department 
and  it  was  suggested  by  our  informant 
that  it  would  well  pay  these  stores  to 
co-operate  in  providing  themselves  with 
detective  protection  during  the  few 
weeks'  rush  before  Christmas.  He  could 
serve  such  stores  and  would  doubtless 
save  many  hundreds  of  dollars'  worth  of 
profits  that  go  during  these  weeks  to 
the  ubiquitous  shoplifter. 


You  Weigh 


THE   PROPER  WAY  to  look  the  best 
is   to  buy   your   wearing   apparel   from 

C.  H.  SMITH  COMPANY 

LIMITED 
DEPARTMENT  STORE,  WINDSOR 


first  Prize  $5.0)      Second  Prize  $3.03      Third  Prize  $2.00 


For  the  lucky  weight  to  be  drawn  by  the  President  of  the 
Fair  on  the  last  day  of  the  Exhibition. 

Orders  will  be  given  at  the  Store  for  above  Amounts. 


Weight 


Name 


Address 


DROP    THIS    COUPON    IN    THE    BOX 
AT    THE    FAIR    GROUNDS 


Fall  Fairs  are  popular  occasions  for  being  weighed.  One  of  the  liveliest  spots  in  the  Midway  of  tlie 
Canadian  National  Exhibition  is  where  a  man  takes  a  guess  at  your  weight  and  collects  from  you  if  he  can't 
come  within  a  certain  number  of  pounds  of  it.     He  usually  collects. 

The  C.  H.  Smith  Company  of  Windsor  take  advantage  of  all  the  Fall  Fairs  in  that  district  to  satisfy 
visitors  as  to  their  weight — only  they  don't  collect.  Theirs  is  a  free  weigh  scale,  and  the  person  whose 
weight  is  chosen  by  the  president  of  the  Fair  gets  a  $5  bill;  the  second  $3  and  the  third  $2. 

The  form  shown  above  is  perforated  and  the  stub,  when  torn  off,  forms  the  basis  of  a  very  good  mail- 
ing list. 
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500  Children  Enter  This  Contest 

Sutcliffe  Company,  of  Lindsay,  Ont.,  Held  Competition  Which 

Attracted   Attention    of   Whole    City — Helped    After-Christmas 

Business — Local  Editors  Were  Judges 


MOST  live  merchants  have  some 
method  of  attracting  particular 
attention  at  Christmas  time.  The 
trouble  is  to  get  a  merchandising  method 
which  is  new  to  the  public,  who  have 
learned  to  take  Christmas  activities  for 
granted.  The  Sutcliffe  store  in  Lindsay, 
Ont.,  tried  out  a  plan  with  which  they 
were  very  highly  pleased  and  which  Dry 
Goods  Review  believes  would  be  inter- 
esting to  all  its  readers.  Though  many 
stores  in  this  country  have  tried  con- 
tests, the  Sutcliffe  firm  believe  that  the 
contest  idea  as  it  worked  out  in  this 
case,  has  never  been  tried  before.  It 
was  one  of  their  own  department  heads 
who  originated  it. 

A  button  manufacturer  was  most 
anxious  to  sell  the  store  buttons  bear- 
ing their  name  to  be  distributed  among 
their  customers.  This  seemed  tj  W.  J. 
Ferguson,  the  advertising  manager,  a 
good  foundation  for  a  better  scheme.  He 
had  these  buttons  made  with  pictures  of 
Santa  Claus,  above  which  appeared  the 
words,  "Get  your  toys  at  Sutcliffe's." 
Now  buttons  alone  are  no  attraction  to 
grown-ups-  who  pass  in  and  out  of  a 
store  and  there  are  not  enough  children 
buying  under  ordinary  conditions  to  get 
much  publicity  through  them.  Some 
scheme  which  contained  the  element  of 
competition  was  necessary. 

Prizes  were  therefore  offered  for  the 
best  drawings  of  the  picture  on  the  but- 
ton, which  was  called  the  "Sutcliffe 
Santa  Claus."  Buttons,  pinned  to  circu- 
lars announcing  this,  were  sent  to  five 
thousand  school  children  in  Lindsay  and 
the  surrounding  district.  The  three 
counties  of  Victoria,  Brock  and  Durham 
were  covered.  The  radius  varied  from 
39  to  50  miles.  So  much  attention 
was  attracted  that  those  children  who 
did  not  receive  buttons,  called  at  the 
store  or  wrote  for  them. 

The  conditions  were  very  few.  The 
drawing  was  to  be  made  not  less  than 
three  inches  each  way.  As  the  button 
was  only  an  inch  and  a  quarter  in  dia- 
meter, tracing  was  in  this  way  prevented. 
The  drawing  was  to  be  colored  like  the 
original  one.  Two  drawings  might  be 
submitted  if  desired.  Names  were  not 
allowed  to  be  placed  on  the  face  of  the 
drawing,  so  that  there  would  be  no  reas- 
on to  think  that  the  firm  was  showing 
favoritism  in  the  matter  of  selecting 
winners.  Each  child  was  asked  to  place 
on  a  separate  paper,  his  or  her  name, 
age,  Post  Office  address  and  parents' 
names.  December  21  was  set  as  the  last 
•day  on  which  drawings  would  be  accept- 
ed. 

There  were  announeemlents  in  the 
daily  and  weekly  papers  regularly  dur- 
ing the  twenty  days  allowed  the  children 


This  illustration  shotvs  hoiv  well  the  children  of  Lindsay,  Ontario,  draw. 
In  the  centre  is  the  original  button.     The  other  four  are  the  winning  draw- 
ings.      Upper  left,  Boys'  Senior;  Upper  Right,  Girls'  Senior;  Lower  Left, 
Boys'  Junior;  Lower  Right,  Girls'  Junior. 


to  make  the  drawing.  The  public  was 
iold  that  by  a  system  carefully  planned 
the  judges  would  not  know  who  made 
the  drawings  until  after  the  awards  had 
been  made.  This  system  was  as  follows: 
as  the  drawings  were  received,  numbers 
were  placed  on  the  back  of  them  and 
the  same  number  in  a  large  ledger  which 
contained  the  name,  age,  address  and 
parents'  names.  When  the  prize  was 
awarded,  the  name  was  found  in  the  book 
by  means  of  the  number. 

That  interest  was  aroused  in  Lindsay 
and  its  environs,  can  be  judged  from 
the  fact  that  the  number  of  entrants  in 
the  contest  was  slightly  over  500. 

Hand  in  hand  with  this  competition, 
went  the  usual  real  Santa  Claus.  Ten 
days  before  Christmas  he  came  in  on  a 
train  from  the  west,  the  announcement 
of  which  in  the  paper  brought  hundreds 
of  children  to  the  station.  On  Christmas 
Eve  he  arrived  from  the  east  and  was 
met  by  the  Sutcliffe  truck,  which  had 
gone  through  the  town  before  train 
time,  heralding  the  gh>d  news  of  his 
arrival  and  inviting  the  children  to  come 
and  meet  him. 

Believe  Santa  Claus  Should   Be  True  To 
Type 

Mr.    Ferguson      says      that    too    many 


people  in  trying  to  have  a  Santa  Claus 
use  the  youthful,  boisterous  modern  one. 
Children  have  learned  to  think  of  him 
as  an  old  man,  bent  with  his  heavy  pack 
and  the  weight  of  years.  In  their  minds 
he  is  gentle-voiced  and  kind.  For  that 
reason,  the  Sutcliffe  store  used  a  cos- 
tume which  tended  to  give  the  character- 
istics they  wanted  and  chose  a  secluded 
corner  of  the  ^tore,  for  the  children  to 
visit  him  in.  The  hushed  air  about  the 
place,  showed  that  the  hundreds  of  child- 
ren who  stood  around,  felt  the  spirit 
which  the  store  tried  to  give  them.  The 
glowing  fireplace,  the  darkened  room,  the 
dull  lig-hts  and  the  mystic  atmosphere  of 
the  whole  place  seemed  more  in  keeping 
than  bright  sunlight  and  a  Santa  who  used 
modern  slang  words.  Moreover,  the  firm 
was  careful  not  to  have  Santa  Claus  ap- 
pear at  their  store,  on  days  that  he  was 
to  be  at  any  church  charity  or  school 
function.  They  loaned  the  costume  to  or- 
ganizations who  requested  it  and  as  it 
was  made  in  such  a  way  that  it  gave  al- 
most the  same  appearance  to  every  fig- 
ure, many  children  believed  that  it  was 
the  Sutcliffe  Santa  Claus  who  went 
everywhere. 

Santa   boxes  were  distributed   from    a 
corner   of   the    Santa    booth    for   twentv- 
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five  cents.  These  were  guaranteed  by  the 
store  to  contain  thirty-five  cents'  worth 
or  more  of  merchandise  at  regular 
prices.  The  element  of  chance  appealed 
to  parents  who  came  with  their  children 
to  see  Santa  Claus  and  thousands  of 
packages  were  sold. 

This  regular  Santa  Claus  of  the  Sut- 
cliffe  store,  linked  up  very  well  with  the 
contest.  Many  children  came  to  leave 
their  drawings  and  to  tell  Santa  Claus 
about  them. 

Local    Papers    Judged    Winners 

The  editors  of  the  Lindsay  papers,  the 
"Warder"  and  the  "Post,"  were  judges  of 
the  prize-winners.  The  prizes  were  as 
follows: 

For  boys  and  girls  over  eight  years 
and  under  fifteen: 

First  prize  for  boys — large  type- 
writer. 

First  prize  for  girl — large  doll. 

Second  prize  for  boy — krazy  auto  car. 

Second  prize  for  girl — a  doll. 

For  boys,  and  girls  eight  years  old  or 
under: 

First  prize  for  boy — large  meccano 
set. 

First  prize  for  girl — large  doll. 


Second  prize  for  girl — large  doll. 

Second      prize      for      boy — mechanical 
auto. 

Second  prize  for  girl — doll. 

The    judging    was    done    on    Christmas 
Eve;   the   prizes   were    sent   immediately 


to    the    winners    and    their    names    were 
published  in  the  papers. 

After   Christmas   Publicity 

On  the  Tuesday  following  Christmas, 
which  comes  in  the  slowest  week  of  the 
year,  a  window  was  given  over  to  dis- 
playing the  drawings.  Every  one  of  the 
five  hundred  odd  entrants  had  the  priv- 
ilege of  seeing  his  or  her  drawing  in 
the  group.  They  were  attached  at  uni- 
form distances  to  long  ribbons  so  that 
none  were  hidden.  During  that  week, 
scores  of  people  of  every  age  were  to  be 
found  standing  before  the  window  at  all 
hours.  Many  odd  purchases  during  those 
quiet  days,  can  be  directly  attributed  to 
that  window. 

The  store  has  now  a  complete  list  of 
the  names,  and  addresses  of  probable 
purchasers  in  Lindsay  and  in  nine  towns 
in  the  district  as  well  as  on  the  farms 
within  a  radius  which  is  never  less  than 
thirty  miles,  and  in  some  directions  is 
fifty  miles. 


J.  A.  Coriveau  of  the  Model  Tailoring 
Shop,  Fort  William,  Ont.,  has  open  d  a 
special  order  department  for  women, 
through  which  they  can  secure  man- 
tailored  winter  coats  from  fabrics  of  the 
same  quality  as  men  wear. 


An  Alphabetical  List 


m^m 


PMEL  Wkr  P*  lr\S$ 


!  ~  I  I  <w  «•» 


B^i^J^ 


Above  are  shown  sections  of  three  full  page  advertisements,  ttvo  of  which  were  run  by  Henry  Morgan,  of  Montreal, 
and  trie  other  by  Goodwins  of  Montreal.  The  one  to  the  left  "Suggestions  for  Last  Day"  contains  many  suggestions 
for  suitable  gifts  for  different  members  of  the  family.  Mother,  father,  big  sister,  little  sister,  big  brother  and 
little  brother  are  all  taken  care  of  in  this  useful  list  of  suggestions,  carrying  the  prices  of  each  article  with  it.  The 
cut  of  Santa  Claus  in  the  centre  of  the  page  gives  the  advertisement  the  necessary  Christmas  atmosphere.  The  one 
in  the  centre  shows  an  attractive  grouping  of  many  gift  suggestions  with  the  price  given  in  each  case.  Articles 
for  both  men  and  women  are  shown.  The  one  to  the  right  shows  a  great  many  articles  illustrated  and  alphabetically 
arranged.     A   great  deal  of  news   is   to   be   had  from    this  advertisement — a   very   desirable  feature  of  Christmas  ad- 

vertising. 
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Tips  On  Xmas  Business-Getting 

Many  Little  Services  Can  be  Given  During  the  Holiday  Buying 

Season  Which  Will  Add  to  Your  Profits;  Many  Little  Methods 

and  Schemes  Employed  Which  Make  Your  Store  More  Attractive 

— Here  Are  Some  of  Them 


A    SPECIAL  department  where  custom- 
ers can  buy  ordinary  wrapping  paper 
and   twine,   as   well   as   shipping  tags,   is 
sure  to  be  appreciated. 

*     *     *     * 
T^HE  infants'  departments  will  register 
greatly   increased   sales     if     various 
items   are   prettily  boxed   and   a   special 
Baby  Day  is  staged  during  December. 

!^  $:         $  3|e 

A  TABLE  of  25-cent  trifles  will  at- 
1  tract  a  big  crowd.  Have  the  goods 
arranged  so  that  they  can  be  examined 
with  a  minimum  of  handling  by  custom- 
ers. 

A  LARGE  New  York  store  headed  its 
■^  advertising  on  November  1st  by  the 
words,  "Begin  To-day  to  Plan  for 
Christmas  Shopping."  It  brought  re- 
sults. 

A  SALE  of  gift  items  priced  at  $1, 
^*  $2.50  and  $5  went  well  last  year  in 
a  Montreal  store  on  December  16th. 
These  were  all  boxed  and  included  gifts 
for  every  member  of  the  family. 

£  3|S  ♦  # 

HPIE  up  household  linens,  blankets, 
sheets  and  towels  with  plenty  of  red 
ribbons;.  Nothing  is  more  Christmassy 
and  pleasing  to  the  eye  than  piles  of 
snow  white  napery  with  a  touch  of  scar- 
let. 

ift  jj:  *  ^ 

IT'S  a  good  idea  to  enclose  a  slip  of 
paper  in  the  box  with  gift  of  gloves 
pointing  out  that  the  gloves  must  be 
brought  back  to  the  department  to  be 
tried  on  otherwise  exchanges  will  not 
be  made. 

■%         ijc         *         * 

TN  featuring  cut  lengths  of  dress  ma- 
terials  for  Christmas  selling,  avoid 
any  semblance  to  remnants  by  boxing  the 
lengths  attractively  and  providing  a' 
holly  tag.  A  gift  certificate  entitling 
the  recipient  to  any  paper  dress  pattern 
desired  would  be  greatly  appreciated  as 
well,  and  the  additional  cost  would  be 
trifling. 


A  DEMONSTRATION  of  electrical 
goods  just  prior  to  Christmas  is  a 
sure  way  to  sell  goods.  Have  a  com- 
petent woman  demonstrate  toasters, 
percolaters,'  irons  and  hair  curlers  right 
in   the   store. 


FA1SPLAY  windows  should  be  all  dress- 
ed  in  full  Christmas  trim  by  Decem- 
ber 10th.  If  Santa  Claus  is  to  visit  the 
store  be  sure  he  is  located  where  he  will 
not  interfere  with  regular  selling.  Two 
hours  a  day  is  enough  for  a  reception. 

f\NE  store  tried  the  plan  of  stamping 
^^  Christmas  post  cards  as  well  as  en- 
velopes so  that  customers  were  spared 
the  trouble  of  buying  postage  and  suf- 
fering delay.  The  extra  cost  was  scarce- 
ly noticeable  and  was  added  in  the  price. 


/CUSHIONS  are  becoming  more  and 
^  more  popular  as  gifts.  A  sale  of 
fancy  cushions  as  well  as  of  kapok  forms 
and  different  sorts  of  covering  ma- 
terials of  the  more  elaborate  variety 
will  be  especially  successful  in  early  De- 
cember. 


A  SALE  of  early  spring  millinery  a 
few  days  before  Christmas  is  cer- 
tain to  attract  buyers.  A  Montreal 
store  sold  27  Spring  hats  on  Christmas 
Eve  last  year  for  gifts.  Offer  to  ex- 
change  the  hats   if   the   headsize   is   not 

correct. 

*     *     *     * 

TN  marking  goods  for  Christmas  gift 
purposes  make  the  figures  as  easily  re- 
movable as  possible  so  that  customers 
are  not  obliged  to  use  an  eraser,  etc.,  to 
make  their  gift  book  look  less  "bought." 
Never  mark  book  price?  on  the  first 
page  if  it  can  be  avoided. 


j"AON'T  let  the  supply  of  tie  ribbons  for 
gifts  run  out.  Keep  bins  full  or 
cut  lengths  or  bolts  plainly  priced  out 
on  the  counters.  Have  the  sales  girls 
posted  on  attractive  ways  to  wrap  gifts. 
Suggest  gold  seals  with  gilt  ribbon  for  a 
change,  with  a  sprig  of  holly  tucked  into 
the  bow.  The  value  of  crepe  paper  for 
wrapping  is  not  fully  appreciated.  Tissue 
paper  can  be  sold  as  usual  in  rolls  of 
2  dozen  sheets.  Gummed  paper  ribbon 
is  becoming  very  popular  as  well  for 
fastening  up  gifts. 


A  DINING  table  fully  set  with  linen, 
^*  silver  and  china,  as  though  for  the 
Christmas  dinner,  and  displayed  on  the 
main  floor  in  a  roped  off  section,  will 
result  in  a  variety  of  purchases  sug- 
gested by  the  sight  of  a  well  equipped 
service. 


\ITHEN  displaying  dolls  try  to  get  away 
'  *  from  the  stereotyped  method  of 
piling  them  in  rows  of  boxes.  Remove 
them  from  the  box  and  place  them  in  a 
sitting  position,  on  beds,  or  on  dolls' 
high  chairs.  This  method  often  results 
in  a  double  sale. 


TTAVE  your  store  envelopes  printed 
■*•  with  a  Christmassy  message  and  a 
sprig  of  holly  instead  of  the  conven- 
tional store  name,  and  if  the  lettering  is 
done  in  red  instead  of  black,  so  much  the 
better.  Where  regulation  envelopes  are 
not  used  by  the  store,  provide  Christmas 
stickers  for  the  parcel  girls  to  paste  on 
the  wrapped  parcel. 


fANE  OF  the  most  successful  sections 
^  of  a  Montreal  store  last  year  was 
that  described  by  the  words,  "Everything 
for  Grandmother's  Christmas."  It  is 
difficult  to  select  appropriate  gifts  for 
the  older  woman  and  this  corner  proved 
exceptionally  helpful.  Books,  candy, 
knitted  goods,  slippers,  hosiery,  station- 
ery, flowers,  hosiery,  gloves,  scarves, 
toilet  goods  and  handkerchiefs  were 
among  the  gifts  featured. 

*  *  *  * 
A  GIGANTIC  painted  Santa  Claus 
"**■  standing  by  a  ten-foot  spruce  tree 
was  set  outside  the  store  of  Almy's  Lim- 
ited, of  Montreal,  last  year,  one  on  each 
projection  over  the  entrance  doors.  These 
symbolical  figures  remained  up  all 
through  December.  Goodwin's  Limit- 
ed, erected  a  gigantic  colored  rainbow 
lit  by  electricity  comrosed  of  the  letters, 
"Goodwill  Unlimited,"  this  sign  filled  the 
space  across  the  first  story  of  the  build- 
ing. 
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Percentage  and  How  to  Figure  it 

Percentage  is  a  Standard  of  Comparison  for  Amounts,  Just  as  a 
Thermometer  is  a  Standard  of  Comparison  for  Temperature  or 
an  Inch,  Foot  or  Yard  is  a  Standard  of  Comparison  for  Lengths 

By  G.  W.  Hafner,  Manager  G.  W.  Hafner,  Inc.,  Auditors   and  Industrial  Engineers, 

Chicago 


TRADITION  says  figures  don't  lie. 
Yet,  the  wrong  interpretation  of 
figures  may  throw  the  head  of  the 
business  completely  off  the  track.  Mer- 
cantile agencies  report  that  a  large  num- 
ber of  commercial  failures  are  directly 
due  to  the  proprietor's  or  manager's  be- 
lief that  the  business  is  making  a  prof- 
it, when,  as  a  matter  of  fact,  it  is  run- 
ning at  a  loss.  And  the  reason  for  this 
is  that,  in  at  least  the  majority  of  cases, 
the  business  man  has  been  deceived  by 
the  use  of  percentages  in  allowing  for 
profits. 

What  is  Percentage? 

In  using  percentages  as  a  tool  to  work 
with,  we  should  have  a  clear  understand- 
ing of  what  percentage  is.  Percentage  is 
a  standard  of  comparison  for  amounts, 
just  as  a  thermometer  is  a  standard  of 
comparison  for  temperature,  or  an  inch, 
foot  or  yard  is  a  standard  of  comparison 
for  lengths.  The  word  "percentum" 
means  100  parts,  or  lOOths.  Therefore, 
amounts  are  compared  by  per  cent,  or 
hundredths,  as  lengths  are  compared  by 
inches  and  feet,  and  temperature  by  de- 
grees. 

Accordingly,  one  amount  compares 
with  another  amount  as  each  contains  a 
less  or  a  greater  number  of  lOOths,  in 
the  same  manner  that  one  temperature 
compares  with  another  temperature  ac- 
cording as  it  contains  a  greater  or  less 
number  of  degrees,  or  that  one  length 
compares  with  another  length  as  it  con- 
tains a  greater  or  less  number  of  inches. 
It  is  seen  from  this  that  percentage  is 
simply    a   means   for   measuring   figures. 

How  To  Find  Percentages 

In  finding  percentages,  we  always  have 
a  clearer  view  of  the  matter,  if  we  put 
the  figures  in  the  shape  of  a  fraction. 
Percentage,  from  the  viewpoint  of  mathe- 
matics, is  fundamentally  nothing  else  but 
decimal   fractions.       You   say  that  50  is 


one-hali  of  100.  That  means  that  50  is 
fifty  one-hundredths  or  50  per  cent,  of 
100.  Likewise,  20  is  twenty  one-hun- 
dredths or  20  per  cent,  of  100;  and  ten 
is  10  per  cent.;  and  5  is  5  per  cent.  The 
principle  here  is  the  same  as  that  govern- 
ing the  change  of  common  fractions  into 
decimals,  which  is:  "Divide  the  numer- 
ator by  the  denominator,"  or  "divide  the 
upper  figure  of  a  fraction  by  the  lower." 
To  illustrate,  let  us  assume  that  the 
annual  sales  of  a  certain  business  amount 
to  $100,000.00,  and  that  the  annual  ex- 
penses aggregate  $25,000.00.  What  we 
want  to  determine,  first,  is  what  percent- 
age of  $100,000.00  is  $25,000.00.  To  do 
this  we  put  the  figures  in  the  shape  of  a 
fraction,  and  divide  the  upper  figure 
by  the  lower,  thus: 

25,000 


100,000)25,000.00(.25 


20000.00 

500000 
500000 


We  find,  then,  that  the  total  yearly 
expenses  of  $25,000  represents  25  per 
cent,  of  the  total  yearly  sales  of  $100,- 
000.  And  we  know  from  this  that,  in 
making  up  our  selling  prices,  we  must 
add  25  per  cent,  for  expenses,  plus  what- 
ever margin  of  profit  we  desire  to  make. 

Why  Anticipated  Profits  are  Not 
Realized 

This  is  all  apparently  simple  enough. 
And  yet  it  does  not  always  work  out 
just  right,  it  seems.  Let  us  see,  then, 
what  is  it  that  tangles  up  so  many  of  us 
in  attempting  to  handle   percentages. 

For  purposes  of  illustration  let  us  take, 
first,  the  method  of  the  business  man 
who  knows  nothing  about  what  his  ex- 
penses are.  He  has  perhaps  heard 
some  other  man  in  the  same  trade  or  in- 


dustry say  that  he  figures  to  make  10 
per  cent,  profit,  and  because  that  is  what 
he  thinks  others  are  asking,  he  will  fig- 
ure something  like  this  on  a  sale,  which 
costs  him,   say,   $20.00. 

Cost  of  goods  $20.00 

Add  10%  of  $20.00  for  profit  2.00 


Total  $22.00 

He  will  probably  mark  the  goods  to 
sell  for  $25.00,  thinking  that  the  extra 
$3.00  will  cover,  his  overhead  expense, 
and  that  he  will  make  his  10%  profit  and 
perhaps  a  little  over. 

Let  us  see,  now,  what  has  really  hap- 
pened : 

Cost  of  goods  $20.00 

Expense,  25%    (not  of  $20.00,  but 

of  $25.00,  which  will  be  explained 
later. 6.25 


Total   cost 
Sale  price 


$26.25 

25.00 


Net  loss  $  1.25 

or  5  per  cent,  of  the  selling  price. 

Next  let  us  illustrate  the  method  of 
the  business  man  who  knows,  from  last 
year's  figures,  that  his  expenses  amount 
to  25  per  cent,  of  his  sales,  but  does 
not  know  how  to  apply  that  knowledge 
correctly. 

Probably  his  estimate  will  show  up 
like  this: 

Cost  of  goods  $20.00 

Expenses,  25%  of  $20.00  5.00 

Profit,  10%  of  $20.00 2.00 


Total  $27.00 

Let  us  see  what  has  happened  in  his 
case: 

Cost  of  goods  $20.00 

Expenses  25%  of  $27.00  (instead  of 

$20.00  6.75 


Total   $26.75 

Sale  price  27.00 


Net  profit  $  0.25 
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which  is  .926  per  cent,  (less  than  one 
per  cent.)  of  the  sale,  and  not  ten  per 
cent. 

The  difference  between  actual  and  an- 
ticipated profit,  developed  in  the  above 
illustrations,  are  due  entirely  to  the  fact 
that  two  different  bases  have  been  used 
in  arriving  at  the  results.  In  the  first 
instance,  the  percentage  of  expense  of 
25  per  cent,  was  arrived  at  by  using  the 
sales  at  selling  prices.  In  the  second 
instance,  this  percentage  was  applied  to 
the  sales  at  cost  prices.  This  is  the 
error  too   often  made  by  business   men. 

Suppose  the  cost  of  a  given  article  or 
commodity  is  $1.00,  and  a  merchant  wish- 
es to  add  a  margin  of  33-1/3  per  cent. 
to  the  seling  price,  how  would  he  figure 
it?  Adding  33-1/3  per  cent,  to  the 
cost  will  not  give  the  desired  result,  be- 
cause: 

33-1/3%  of  $1.00  equals  33-1/3  cents. 

$1.00  plus  33-1/3  cents  equals  $1.33- 
1/3,  or  the  selling  price. 

33-1/3  cents  divided  by  $1.33-1/3 
equals  25%. 

Hence,  instead  of  earning  33-1/3  per 
cent,  on  the  selling  price,  as  he  had  plan- 
ned, the  business  man  would  actually 
earn  25  per  cent,  only,  because  different 
bases  were  used  in  the  calculation. 

The  following  table  gives  the  equiva- 
lent percentage  to  be  applied  to  cost 
prices  in  order  to  secure  a  given  margin 
of  profit  on  selling  prices. 

Rate  for  Figuring  Percentages 

Per  Per  Per  Per 

Cent,  on  Cent,  on  Cent,  on  Cent,  on 


Selling 

Cost 

Selling 

Cost 

Prices. 

Prices. 

Prices 

Prices. 

25 

.333 

38 

.613 

26 

.351 

39 

.639 

27 

.370 

40 

.666 

28 

.390 

41 

.695 

29 

.410 

42 

.724 

30 

.430 

43 

.754 

31  .450      44       .786 

32  .471       45       .818 

33  .493       46       .852 

34  .515       47       .887 

35  .538       48       .923 

36  .563       49       .961 

37  .587       50     1.00 

In  this  matter  of  figuring  percentages, 
the  very  first  thing  we  must  get  a  firm 
hold  on  is  this: 

To  figure  by  per  cent,  intelligently  we 
must  have,  somewhere,  something  that 
represents  100  per  cent.,  which  in  this 
case  is  the  SALE  PRICE.  When  we 
attempt  to  figure  any  part  of  the  whole 
as  100  per  cent.,  we  immediately  get  into 
difficulty.  All  component  parts  are 
measured  as  lOOths  of  this  100  per  cent. 
Hence: 

If  expenses  represent  25% 

And  profit  represents  10% 

We  have  accounted  for 35% 

And  the  cost  of  the  goods  must, 
therefore,  represent  65% 

Making  the  sale  price  100% 

In  other  words,  the  $20.00  cost  of  goods 
is  65  per  cent,  of  the  sale  price,  which 
sale  price  is  represented  by  the  total  of 
100  per  cent. 

In  figuring  percentages  of  this  kind, 
the  following  rule  must  always  be  observ- 
ed: 

Divide  the  amount  of  the  cost  by  the 
percentage  it  represents. 

The  answer  will  be  the  sale  price. 

$20.00  divided  by  65%  equals  $30.77, 
which  should  be  the  selling  price  of  the 
merchandise,  provided  the  price  paid  for 
the  goods  is  $20.00,  expenses  are  25%  of 
the  sales,  and  the  dealer  wishes  to  make 
a  profit  of  10  per  cent.  net. 

How  do  we  know  this  is  correct?  A 
method  to  be  of  any  value  must  be 
susceptible  to  mathematical  proof.  Let 
us  therefore  prove  the  proposition  thus: 


Cost  of  goods  65%  of  $30.77  equals  $20.00 
Expenses  ....25%  of  30.77  equals  7.69 
Profit  10%   of     30.77  equals      3.08 


Total  100%  of  $30.77  equals  $30.77 

This  method  is  absolutely  correct, 
whether  it  is  applied  to  a  50c  sale  or  to 
a  $500.00  sale. 

The  selling  price  is  100  per  cent.,  or 
the  whole.  All  component  parts  are 
represented  by  lOOths,  or  percentages  of 
the  whole.  There  is  nothing  in  the  en- 
tire equation  that  represents  100  per 
cent,  except  the  selling  price.  Hence,  all 
percentage  computations  should  be  based 
on  the  selling  price. 


CHARITY   FASHION  SHOW 

The  London  Advertiser,  London,  Ont., 
assisted  by  the  Harrkt  Boomer  Chapter, 
I.  O.  D.  E.,  and  the  Grand  Opera  House, 
held  a  very  attractive  fashion  show  in 
aid  of  the  Sick  Children's  War  Memorial 
Hospital.  Some  of  the  stores  represented 
were: 

Artistic  Store,  Royal  Millinery  and 
Fur  Co.,  Raphael-Mack  Co.,  Mason  & 
Risch,  Hudson  Store,  Ontario  Furniture 
Co.,  Thomas  Furniture  Co.,  Orth's  Limit- 
ed, Dick's  Floral,  J.  P.  Cook  &  Co.,  R.  R. 
Bland,  Willow  Hall,  Miss  McEwan.  Grey 
Beauty  Parlors,  John  Nash  (My  J:wel- 
er),  Oak  Hall,  Barnard's,  Grafton  &  Co., 
Hydro  Shop,  Standard  Drug  Co.,  Dar- 
ragh  (Official  Photographer),  O.  B. 
Graves. 


A.  J  Herris  has  opened  an  upstairs 
store  at  the  corner  of  King  and  Fred- 
erick Sts.,  Kitchener,  Ont.  He  is  carry- 
ing piece  goods,  silks,  trimmings  and 
dress  accessories.  Mr.  Herris  has  had  32 
years'  experience  in  these  lines  in  Kitch- 
ener and  Waterloo. 
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$2.00 


C.  H.  SMITH  COMPANY,  LIMITED 

WINDSOR,  ONT., 192.. 

WILL  PAY  TO  THE  BEARER  OF  THIS  NOTE 

TWO  DOLLARS  IN  CASH 

READ  PARTICULARS  ON  SIDE  OF  THIS  NOTE 

C.  $.  gmtttfj  Company,  Htmtteb 


"Acquaintance  money"  is  a  new  kind  of  money  which  the  C.  H.  Smith  Co.  of  Windsor  has  issued  and  finds  very  profit- 
able. It  is  one  of  those  little  advertising  schemes  which,  if  vjell  conceived  and  distj-ibuted,  will  bring  results  more  than 
commensurate  with  the  effort  and  expense.  As  a  matter  of  fact  the  scheme  which  is  fully  explained  in  this  form  costs 
something  less  than  five  per  cent.     It  has   been  used  with   good  results   by   this  company  for  two  years  and   the  form    is 

distributed  at  the  Fall  Fairs  in  that  vicinity. 


Dry  Goods  Review 


GENERAL    SECTION 


47 


FASHIONS  IN  FILMLAND. 

Agnes  Ayres,  Paramount  star,  in  two  of  the  twenty  distinctive  gowns 
she  tvears  in  "The  Ordeal."  Miss  Ayers  has  the  "most  perfect  class- 
ical profile  in  America,"  according  to  critics,  and  her  taste  in  dress  is 
highly  approved  of  by  fashion  experts. 

Right — Wearing  a  pure,  white  ermine  wrap  and  real  Spanish 
toque  of  the  same  fur.  The  hat  is  trimmed  with  white  coque 
feathers.     Her  gown  is  of  white  pleated  canton  crepe. 

Below — Here  she  appears  as  a  young  widow,  in  a  soft,  cling- 
ing gown,  the  skirt  of  which  is  quite  long  and  banded  with  con- 
trastina  material.  A  girdle  of  crushed  ribbon  is  tied  by  hand 
almost  at  the  natural  waistline.  She  has  a  dainty  lace  collar, 
long  wrinkled  gloves  which  meet  her  short  sleeves  and  black 
suede  shoes.  Her  becoming  rolled  turban  is  faced  with 
white  crepe  and  has  a  beautiful  long  veil — the  correct 
touch  for  the  widow  who  would  be  well-dressed. 

Photos   shown    by   courtesy  Famous   Players   Canadian 
Corporation,  Limited,  Toronto. 
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A,  Christmas;  Puping  Htsit 


HAND-PAINTED  novelties  are 
promised  leaders  for  holiday 
business.  Most  of  the  jewelry 
and  department  stores  in  Toronto  are 
showing  them  extensively.  A  real  gal- 
axy of  artists  has  turned  out  to  meet  the 
demand,  v  One  is  specializing  on  bridge 
slates — just_  .the  ordinary  kindergarten 
slates,  with  ornate  borders.  These  are 
meeting  with  approval  from  the  smart 
set  who  make  bridge  a  daily  pastime 
because  they  are  more  economical  and 
attractive  than  printed  pads.  Another 
artist  is  tinting  shoe-trees  and  adding 
clever  little  designs.  Ash  trays  of  glass 
or  china,  which  usually  go  in  sets  of  four 
for  fifteen  cents,  are  being  sold  by  sev- 
eral stores  at  $1,50  when  painted  in  at- 
tractive colors.  All  of  these  Christmas 
sellers  are  offered  to  the  trade  at  spe- 
cial prices,  if  the  order  is  placed  direct 
with  the  artists. 

A  MANUFACTURER  of  knitted  un- 
derwear is  making  a  two-piece  set 
of  pure  silk.  It  consists  of  bloomer  and 
chemise  and  comes  in  several  shades. 
These  sets  cost  $10.50  wholesale.  One 
or  two  Toronto  stores  are  featuring  them 
in  boxes  with  hose  to  match. 

ANE  manufacturer  is  using  gift  boxes 
^  for  all  his  Chesterfield  cushions  and 
down  comforters.  They  are  of  card- 
board covered  with  holly  paper.  The 
contents  are  tied  in  the  boxes  with  satin 
ribbons  and  attractive  Christmas  tags. 
These  go  to  the  trade  whenever  re- 
quested. 

/~^IFT  parasols  are  being  turned  out  in 
great  numbers  this  Pall.  One  dis- 
play includes  handles  and  ferrules  of 
amber  with  silver  cleverly  deposited  in 
attractive  designs.  These  are  a  pleasing 
change  from  the  all-amber  handle, 
which  by  the  way  is  being  carved  instead 
of  in  plain  finish   as  formerly. 

A  MONG  the  hundreds  of  baby  gift  lines 
which    most    of    our      manufacturers 
are  giving  attention  to,  is  the  coverlet  of 
guaranteed  pure  wool  down  which  comes, 
in  two  sizes  and  with  silk  or  cotton  bind- 
ing.    These  are  made  in  white  and  in  the 
regulation  baby  colors.     They  go  to  the 
trade   at   from    $1.05   to    $2.30   each.      If 
ordered  in  individual  boxes  for  gift  sell- 
ing, 10c  extra  is  charged. 


/^RDINARY  aluminum  is  now  enamel- 
^^  led  and  offered  with  or  without  a  de- 
sign for  novelty  and  art  counters.  Salt 
and  pepper  sets,  children's  dishes  and 
table  bells  ave  three  of  the  most  attrac- 
tive of  these  novelties. 

ANOTHER  novelty  for  the  childrens' 
counter  is  a  doll  coat-hanger.  It  is 
made  of  plaster,  the  arms  being  stretch- 
ed out  to  serve  as  holders.  When  a 
garment  is  hung  on  them,  the  effect  is 
cf  a  very  dainty  little  child  all  ready  for 
play.     These  sell  at  $9  00  a  dozen. 


Clip  out  items  you  are  interested 
in  and  send  them  in  to  Dry  Goods 
Review.  The  name  of  the  manu- 
facturer or  wholesale  house  having 
these  goods  will  be  sent  to  you  im- 
mediately. 


T?OR  the  needle-work  counter  which  fea- 
tures  Christmas  lines,  there  are  sev- 
eral new  powder-puff  holders  and  needle- 
cases  on  the  market.  They  are  of  coarse 
white  linen,  with  picot  or  crocheted  edge 
and  they  have  very  neat  designs.  The 
vanities  are  $1.50  a  dozen  and  the  needle- 
cases  $2.50. 

'"pHE  finger-puff  is  the  latest  addition 
to  the  powder  toiletries.  This  is 
of  Toronto  manufacture,  and  is  made 
with  an  opening  at  one  end  in  which  the 
fingers  may  be  inserted.  This  makes  the 
puff  much  more  convenient  when  apply- 


ing powder  and  is  a  distinct  novelty 
for  Christmas  gift  counters.  It  is  priced 
about  the  same  as  the  ordinary  good 
velour  puffs. 

/"VNYX  clocks  may  be  bought  in  sets  of 
^^  assorted  colors  and  several  shapes.  A 
set  consists  of  11  pieces,  each  ranging  in 
price  from  $3.50  to  $7.00. 

QPANISH  lace  scarves  for  wear  with 
^  afternoon,  dinner  and  evening  gowns 
are  carried  by  one  importer  at  a  cost  of 
from  $4  00  to  $15.00  to  the  retailer.  As 
the  dance  season  approaches,  interest  is 
growing  in  Toronto  and  other  centres  for 
these  dainty  accessories.  They  are  in 
several  shades,  but  black  is  shown  most 
of  all. 

T^HE  Tindeco  is  the  name  of  a  new 
■*■  box  for  those  retailers  who  like  con- 
tainers at  Christmas  time.  All  are  lac- 
quered inside  so  that  candy  and  perish- 
able wares  may  be  kept  in  them.  Some 
are  covered  with  a  cretonne  design, 
others  are  colored  and  some  are  plain. 
They  come  in  a  variety  of  shapes,  large 
and  small,  and  range  in  price  from  a 
few  cents  to  several  dollars. 

T?OR  Christmas  decoration,  wreaths  of 
*■  holly  or  everlasting  flowers  with  elas- 
tic bulbs  are  shown  by  one  novelty  house. 
Metal  poinsettias  and  appetizing  fruits 
of  wax  are  featured  also.  Probably  the 
newest  of  the  display  .family  is  the 
plaque,  which  is  about  18  inches  in  dia- 
meter, is  covered  with  satin  of  any  shade 
desired  and  has  a  fringe  of  beautiful 
flowers.  This  makes  a  charming  wall 
decoration   for  any  display. 

DEAUTIFUL  display  stands  are  being 
made  by  a  Canadian  firm  for  those 
stores  which  like  to  make  their  depart- 
ments artistic.  Besides  those  of  zybel- 
line  cloth,  tinsel,  and  metallic  cloth,  all 
of  which  are  selling  well  this  year,  this 
manufacturer  is  making  a  line  of  vases, 
wall-pockets,  pedestals  and  flower  stands 
of  metallic  clay.  It  is  very  durable  as 
it  does  not  lose  its  lustre  or  peel.  The 
stands  shown  now  are  in  the  golden, 
bronze  and  other  Autumn  tints,  as  well 
as  Oriental  hues.  Most  of  these  go  in 
sets,  consisting  of  holder  and  flowers  to 
match.  They  come  in  a  big  range  of 
prices. 
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Smuggling 

HPHERE  has  recently  come  to  light  some  startling 
information  with  regard  to  the  smuggling  of 
enormous  quantities  of  silks  from  the  United  States 
into  Canada.  Montreal  and  Toronto  appear  to  be 
the  principal  centres  in  which  a  supposed  gang  of 
smugglers  are  operating  on  a  very  extensive  scale, 
their  contraband  amounting  to  over  half  a  million 
dollars.  Importers  have  expressed  alarm  at  the 
magnitude  of  the  operations  and  say  that  it  is 
proving  very  harmful  to  business.  It  is  affecting 
retail  trade  also  because  this  contraband  merchan- 
dise is  handled  by  only  a  certain  type  of  retailer. 
The  Canadian  Manufacturers'  Association  have  in- 
terested themselves  in  it  and  are  doing  what  they 
can  to  check  the  operations  of  the  silk  smuggling 
organization. 

There  are  not  a  few  retailers  in  this  country 
who  will  see  in  this  latest  breach  of  law  an  old 
story  in  a  new  form.  Along  all  the  border  towns 
and  cities  one  may  hear  every  day  of  the  week  a 
cry  against  the  evils  of  smuggling  and  the  harm 
it  does  to  their  business.  In  spite  of  the  fact  that 
a  score  of  representations  have  been  made  to  the 
government,  and  appeals  have  been  made  to  the 
Retail  Merchants'  Association  to  get  some  definite 
action  in  the  matter,  nothing  effective  has  been 
done  and  retailers  are  still  suffering  from  an  un- 
fair competition  which  tariff  regulations  try  in  vain 
to  prevent. 

It  is  probably  true  that  the  smugglers  of  silks 
and  the  smugglers  of  liquor  are  closely  allied.  It 
would  be  strange  if  these  men  who  have  made 
hundreds  of  thousands  of  dollars  out  of  illicit  in- 
ternational dealing  in  liquor  would  not,  sooner  or 
later,  discover  a  tremendous  loss  in  overhead  ex- 


penses in  returning  from  the  United  States  empty 
handed.  They  have  figured  out  that  they  might 
just  as  well  double  their  profits  and  there  is  every 
indication  that  they  have  done  so  to  the  financial 
hurt  of  many  importers  and  retailers.  Bootlegging 
can  be  done  in  silks  and  other  lines  of  merchandise 
just  as  easily  as  it  can  be  done  in  liquors  of  one 
kind  and  another. 

Smuggling  goes  on  every  day  along  the  border 
towns  and  cities  of  this  country;  now  there  is  a 
new  angle  to  the  smuggling  evil  in  bringing  car- 
loads of  silks  back  after  delivery  of  a  carload  of 
liquor.  But  it  is  all  the  one  problem,  the  problem 
of  every  day  smuggling.  And  it  should  be  tackled 
as  one  problem.  Of  what  use  is  it  to  pass  a  law 
without  a  commensurate  effort  being  made  to  en- 
force it?  That  applies  to  silks  as  it  does  to 
whiskey.  If  law  is  brought  into  disrespect  be- 
cause it  is  not  enforced,  the  tendency  will  be  to- 
ward bolshevism,  for  that  is  what  bolshevism  is — 
a  disrespect  of  all  law.  It  is  not  to  be  supposed 
that  even  the  Ontario  government  is  ignorant  of 
the  innumerable  cases  of  whiskey  smuggling  going 
on  day  after  day  even  though  the  law  which  is  of 
their  creation  is  not  properly  enforced.  Silk 
smuggling  or  bootlegging  is  just  a  new  phase  of  it. 

It  is  our  hope  that,  sooner  or  later,  the  retail 
trade  will  be  so  well  organized  that  it  can  go  to 
the  government  and  demand  that  rigorous  steps  be 
taken  to  put  a  stop  to  this  evil.  Retailers  along 
the  border  towns  and  cities  say  the  whole  evil  is 
winked  at  even  though  the  politicians  protest  in 
tones  iof  righteous  indignation.  It  is  not  more  law 
that  we  want;  it  is  the  enforcement  of  laws  that 
already  exist,  and,  so  far  as  enforcement  goes, 
seem  to  have  been  well-nigh  forgotten. 

Christmas 

\A/E  ARE  devoting  the  first  sixteen  pages  of  this 
number  to  outlining  merchandising  methods 
that  have  worked  successfully  in  some  Canadian 
stores  during  the  Christmas  season.  All  through 
the  issue  we  have  kept  Christmas  and  its  problems 
uppermost,  conveying  to  our  readers  information 
about  late  Christmas  merchandise  and  suggesting 
newer  methods  of  disposing  of  it  with  profit. 

The  time  to  plan  for  the  Christmas  campaign  is 
not  the  last  two  weeks  of  November  but  right  now. 
We  confess  to  being  somewhat  surprised  in  talking 
to  a  retailer  during  the  first  week  of  October  in 
being  told  that  they  had  already  had  customers 
buying  Christmas  handkerchiefs.  In  discussing 
Christmas  plans  with  a  number  of  retailers  we  have 
been  told  that  plans  which  they  had  followed  in 
pre-war  days  were  dropped  between  the  years 
1914-18  and  have  not  again  been  revived.  The 
Santa  Claus  idea,  for  instance,  is  a  case  in  point. 
It  is  the  most  popular  Christmas  appeal;  it  only  re- 
mains for  the  retailer  to  give  some  new  angle  to  it 
each  year  to  keep  its  appeal  fresh  and  strong.  It 
is  the  time  of  the  year  when  every  person  is  mak- 
ing some  sort  of  a  special  effort;  the  retailer  should 
not  lag  behind. 
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Dry  Goods  Markets  at  a  Glance 

Weather  is  Big  Factor  in  Trading — Retail  Trade  Generally  Looks 
for  Good  Fall  and  Winter  Business — Big  Demand  for  Velvets — 
Colorful  Wash  Fabrics  for  Spring — Unusual  Showing  of  Acces- 
sory and  Fancy  Goods  Lines — Long  Skirts  Help  Several  Lines 


TRADE  keeps  step  with  the  weather — the  ther- 
mometer is  a  correct  indicator  of  both.  The 
first  few  days  of  the  month  seemed  like  a  few 
days  of  August  gone  astray  and  the  very  bottom 
fell  out  of  the  retail  trade,  generally  speaking. 
But  with  seasonable  weather — both  before  and 
since  those  days — there  has  been  a  briskness  to 
business  that  has  been  very  encouraging.  Now 
that  the  harvest  has  been  garnered  the  retail  trade 
is  more  certain  of  its  forecast  than  ever,  namely, 
that  Fall  and  Winter  business  will  see  a  decided 
improvement  over  that  of  a  year  ago.  Men  who 
have  been  through  the  West  during  recent  weeks 
say  that  the  feeling  there  is  much  better  as  a  result 
of  the  abundant  harvest  that  will  set  in  motion 
some  $600,000,000.  It  means  that  this  new  money 
will  be  in  circulation  and  will  constitute  a  large  in- 
stalment on  an  outstanding  debt;  it  will  re-est.iblish 
lines  of  credit.  In  short,  it  is  the  salvation  of  many 
businesses,  for  if  another  crop  failure  had  over- 
taken the  West  this  year  many  financial  wrecks 
would  have  lined  the  shores  of  1922  and  1923. 

Fabrics 

There  has  been  a  wonderful  run  on  velvets  and 
wholesalers  who  had  hundreds  of  boxes  on  their 
shelves  have  been  entirely  cleaned  out  of  them  and 
are  unable  to  get  sufficient  quantities  to  meet  the 
demand.  Blacks  and  browns  have  been  particu- 
larly good.  Crepes  are  still  leaders  in  the  fabric- 
market  though  there  is  a  growing  demand  for 
satins.  In  novelty  lines,  metallic  cloths  and  silks 
with  oriental  colorings  are  good.  Velours,  duve- 
tyns  and  all  pile  fabrics  still  occupy  a  leading  posi- 
tion in  retail  demand,  while,  in  some  districts, 
tweeds  continue  to  enjoy  a  lively  sale. 

Some  of  the  Spring  lines  in  wash  fabrics  are 
being  shown  in  the  wholesale  houses  and  the  first 
indications  point  to  a  very  colorful  season.  Whole- 
salers state  that  ginghams  have  already  been  pick- 
ed up  very  quickly  and  it  would  not  be  surprising 
if  it  would  be  as  difficult  to  meet  the  demand  from 
the  retail  trade  as  it  was  a  year  ago.  A  buyer 
who  has  just  returned  from  New  York  states  that 
the  price  tendency  down  there  on  all  cotton  mater- 
ials is  decidedly  stiff  with  a  slight  upward  angle. 

Furs 

Quite  a  demand  has  sprung  up  for  fur  as  a  cloth 
trimming  and  considerable  quantities  are  being 
disposed  of  for  this  purpose.  Owing  to  the  contin- 
uance of  the  warm  weather,  the  fur  season  has 
been  somewhat  late  in  opening  but  dealers  are 
looking  for  a  good  season,  believing  that  the  new 
models  will  create  a  lively  interest  in  their  mer- 
chandise. According  to  reports,  Canadian  women 
are  still  demanding  the  average  length  coats  in  the 
more  staple  lines  but  in  the  more  expensive  and 
exclusive  furs,  wraps  and  the  long  skirt  are  said  to 
be  good.  Among  the  novelty  trimmings  on  the 
market,  caracul  and  monkey  are  going  well. 


Manufacturers  have  placed  many  new  and  at- 
tractive things  on  the  market  for  the  Fall  and  holi- 
day trade  and  hope  for  early  buying  by  the  retailer. 
Leather  goods  men  are  finding  it  difficult  to  meet 
the  demand  for  some  of  their  novelty  bags,  their 
travelling  accessories  and  several  novelties  that 
have  been  introduced.  Many  of  these  lines  are 
good  profit-makers  for  the  trade  and  should  prove 
to  attract  Christmas  shoppers  at  an  early  date. 
There  is  a  lively  demand  for  handkerchiefs  in  col- 
ors and  the  demand  for  the  pure  white  seems 
steadily  to  be  on  the  increase.  Handkerchiefs 
suitably  boxed  for  the  Christmas  trade  are  finding 
a  ready  market  with  the  trade.  The  Bertha  collar 
that  has  been  so  much  talked  of  in  style  centres  is 
making  its  appearance  here  and  is  being  picked  up 
by  early  buyers.  The  Bramley  and  the  circular 
collars,  are,  however,  still  very  strong. 

The  range  of  fancy  goods  being  shown  by  the 
manufacturers  seems  to  be  larger  than  ever  before. 
It  is  increased  by  novelty  import  lines  such  as  new 
English  metal  pottery,  onyx  ornaments,  new  lamp 
shades,  display  fixtures  for  show  rooms  consisting 
of  stands  made  of  metallic  clay  and  flowers,  and 
English  plush  needle  cases. 

Large  shipments  of  German  dolls  have  reached 
Toronto  and  are  to  be  had  at  very  low  prices.  The 
unbreakable  Canadian-made  dolls,  however,  still 
sell  well  and  an  added  attraction  to  them  this  year 
is  that  they  are  neatly  boxed.  The  Eskimo  and 
mama  dolls  are  going  well.  Some  of  the  new 
creations  imported  from  England  include  stuffed 
animals.  Wooden  toys  are  hailing  from  Czecho- 
slovakia. There  is  a  sprinkling  of  new  mechan- 
ical toys  to  be  seen. 

Other  Lines 

The  coming  of  the  long  skirt  is  helping  the  sale 
of  a  number  of  notion  lines.  Soutache  is  particu- 
larly strong  among  the  braids  and  dress  linings  are 
featuring  very  strongly  in  the  several  notion  nouses 
these  days.  Glittering  ornaments  are  being  dis- 
posed of  very  quickly,  especially  the  rhinestones 
and  jet. 

The  long  skirt  is  always  bringing  a  demand  to 
the  fixture  houses  for  new  wax  forms  because  the 
present  ones  are  unsuitable  for  up-to-the-minute 
display  work.  There  is  also  a  demand  for  more 
set  pieces,  a  demand  that  is  livelier  than  it  has  been 
for  some  years.  Flowers,  vases  and  pedestals  are 
selling  well ;  apparently  the  display-manager  is 
looking  for  accessories  to  cut  down  the  time  and 
effort  expended  in  his  work  of  interior  and  window 
display. 

In  millinery  lines  there  is  a  tendency  toward 
fairly  high  prices  with  the  exception  of  the  very 
cheap  hat.  Velvet  and  metal  cloth  are  vying  one 
with  the  other  for  first  place  in  demand,  but  it  is 
certain  that  both  are  selling  exceedingly  well. 
There  is  a  growing  prominence  of  feathers. 
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The  Glove  of  Distinction 

Embracing  a   reputation   earned 
and  maintained  by     ... 

Perfect  Workmanship 

True  and  Unalterable  Quality 
Styles  of  Delicate  Attractiveness 
Colors — Rich  and  Correct 

A  Worthy  Glove  to  Feature  for 
Spring    1  923 

"Niagara  Maid" — Double- tipped 

Manufactured  in    Brantford 
J  by 

NIAGARA  SILK  CO.,  LIMITED 

Sole  Sales  and  Distribution    Representatives : 

MdNTYRE,  SON  &  CO.,  LIMITED 

I  MONTREAL 
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The  Better   Made  Hosiery 

High  grade  hosiery  continues  to  be 
the   preference,    therefore  feature 


i 


Glove  Silk  Hosiery 

and 

Thread    Silk   Hosiery 

(Plain  and  Ribbed  Top) 

' Niagara  Maid" — A  Hosiery  Leader 

for     1923 

Manufactured  in  Brantford 

by  ,     | 

NIAGARA  SILK  CO.,  LIMITED 

Sole  Sales  and  Distribution  Representatives  : 

MdNTYRE,  SON  &  CO.,  LIMITED 

MONTREAL  | 
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Glove  Silk   Underwear 

Garments  of   complete  satisfaction 

Attractive    Styles 
Wearing  Qualities  Unsurpassed 


Glove  Silk   Underwear 

Manufactured  in    Brantford 
by 

NIAGARA  SILK  CO.,  LIMITED 


Sole  Sales  and  Distribution  Representatives : 

MdNTYRE,  SON  &  CO.,  LIMITED 

MONTREAL 
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NO  -  CHARGE 

This  Season 
For  -  Single  -  Holiday  -  Boxes 


ALSO 


SECRETARY   and    BULL    TERRIES 
Quality        -       Workmanship        -        Value 

Dominion  Suspender  Company,  Ltd. 

niagara  falls 
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A  Window  Display  and  Its  Faults 

Reader  Asks  Our  Opinion  on  a  Maritime  Window  Display — 

Windows  in  One  District  Unsuited  to  Another  District — The  Case 

of  a  Retailer  Who  Found  Out  His  Mistake — Secret  is  in  Studying 

the  Community  and  What  it  Wants 


A  READER  of  Dry  Goods  Review 
who  was  recently  traveling 
through  the  maritime  provinces 
sent  us  the  description  of  a  window  dis- 
play seen  in  one  of  the  small  centres, 
and  asked  us  what  we  thought  of  this 
type  of  window  display.  The  following 
description  shows  that  it  was  a  general 
store;  here  is  what  was  in  the  window 
and  how  it  was  arranged. 

Curry  comb  next  to  bread  knife. 

Violin  string  saddle  next  to  dairy 
thermometer. 

Paint  brush  next  to  towel  rack. 

Paring  knife  next  to  harness  snap. 

Spring  screen  door  fastener  next  to 
fish  line. 

Umbrellas  next  to  patent  window  lock. 

Door  knob  next  to  dressmakers'  trac- 
ing wheel. 

Dry  cell  batteries  next  to  vinegar 
barrel  tap. 

Safety  razor  next  to  barn  door  bolt. 

White  wash  brush  next  to  carpenter's 
gauge. 

Pair  of  hammock  hooks  next  to  whet- 
stone. 

Fishing  rod  next  to  syrup  barrel  tap. 

Violin  strings  next  to  rings  for  pig's 
nose. 

Mouth  organ  next  to  patent  soldering 
outfit. 

Carpenter's  draw  knife  next  to  egg 
beater. 

Silver  table  spoons  next  to  auto  en- 
gine gas  priming  cups. 

Saw  setter  and  wood  hatchet  next  to 
spark  plug  and  battery  tester. 

Automobile  oil  can  next  to  can  of  sani- 
flush. 

Bunch  of  carpet  beaters  next  men's 
and  women's  raincoats. 

Set  of  steel  plates  for  men's  shoe  heels 
next  can  floor  paint. 

Conglomerate,  But — 

We  need  hardly  point  out  that  this  is 
a  very  conglomerate  lot  of  merchandise, 
but  it  is  not  to  be  wholly  condemned  on 
that  account.  Not  by  any  means.  The 
arrangement,  perhaps,  is  not  of  the  best, 
for  there  are  some  articles,  possessing 
similar  uses,  which  might  have  better 
been  put  together.  This  retailer  keeps 
a  general  store  in  a  small  place.  Those 
two  facts  need  to  be  carefully  considered 
by  him  when  arranging  his  window  dis- 
plays. Merchandising  includes  the  buy- 
ing, displaying,  advertising  and  selling 
of  goods  and  the  methods  employed  in 
one  place  will  not  do  at  all  in  another; 
as  a  matter  of  fact  methods  of  necessi- 
ty have  to  vary  even  in  one  city.  Artis- 
tic or  unit  displays  would  be  absolutely 
lost  in  certain  sections  of  some  of  our 
larger  cities  and  would  represent  an  un- 
wise policy  and  a  financial  loss  to  the 
retailer  who  employed  them.     We  have 


in  mind  a  certain  retailer  whose 
success  is  undoubted.  He  has  "made 
good"  in  every  sense  of  the  word. 
He  started  a  new  store  in  a 
growing  district,  committed  to  the  idea 
of  artistic  displays,  with  elaborate  vel- 
vet colorings  and  all  the  equipment  that 
is  used  in  the  bigger  stores  in  the  cen- 
tre of  this  city.  Other  stores  in  this 
section  were  filling  their  windows  full  of 
merchandise  with  only  a  casual  consid- 
eration of  the  artistic.  It  was  a  district 
where  a  good  deal  of  the  men's  shopping 
is  done  at  nights  and,  with  the  recrea- 
tion which  men  sought  at  nights,  they 
did  not  want  to  spend  more  time  than 
was  absolutely  necessary  at  shopping. 

Saw  His  Mistake 

This  retailer  soon  saw  his  mistake. 
His  windows  were  admired  but  they  did 
not  sell  merchandise.  The  too  elabor- 
ate display  made  men  afraid  of  the  pri- 
ces, and  the  assortment  shown  did  not 
convey  to  them  much  of  an  idea  of  the 
really  large  and  fine  stock  which  he 
carried  on  the  inside  of  the  windows. 
He  changed  his  policy  and  began  to  show 


"PAR" 


"Par"  is  the  new  Arrow  Col- 
lar for  Fall,  introduced  by 
Cluett,  Peabody  &  Co.  of  Can- 
ada, Limited.  It  is  a  timely  in- 
troduction, a  style  toward  which 
men,  who  like  comfort  and 
smartness  in  dress,  have  been 
gravitating  for  years.  From  the 
high  band  to  the  low  band  and 
from  the  lock  front  to  the  spac- 
ed front  has  been  the  tendency 
and  here  is  the  result — A  med- 
ium width  band,  with  deep 
points  not  widely  spaced  at  the 
bottom,  and  with  a  half  inch 
space  at  the  top,  an  opening 
that  conforms  perfectly  with  all 
the  weaves  offered  in  cravats, 
from  the  soft  foulard  to  the 
knitted  fabric.  It  is  something 
of  a  relief  from  the  prevailing 
styles  and  those  that  have  dom- 
inated every  departure  in  col- 
lar styles  for  the  past   decade. 


lots  of  merchandise  in  a  setting  certain- 
ly not  altogether  inartistic  but  in  such 
a  way  that  it  did  not  scare  his  prospects. 
The  results  were  immediate.  The  win- 
dows began  to  sell  merchandise.  The 
kind  of  window  he  arranged  at  first 
would  be  a  down-town  window,  appeal- 
ing to  the  very  well-to-do  men  of  the 
city  rather  than  to  the  type  of  men  who 
lived  in  his  district.  It  was  utterly  out 
of  place  and  altogether  unappreciated  in 
his  district.  His  initial  mistake  caused 
him  to  study  more  closely  the  communi- 
ty and  this  study  started  him  along  the 
right  path. 

Studying  the  Community 

That,  after  all,  is  the  secret  of  win- 
dow display  work.  Successful  mer- 
chandising implies  the  buying,  display- 
ing, advertising  and  selling  of  goods, 
and  behind  all  these  is  the  study  of  the 
community  one  serves.  Window  display 
requires  a  study  of  the  community  just 
as  much  as  the  buying,  advertising  and 
selling.  The  display  manager  must  be 
just  as  alert  as  the  advertising  manager 
or  the  merchandising  manager  if  he  co- 
operate successfully  with  the  other  de- 
partments of  the  organization.  He  will 
discover  that  the  down-town  window 
will  not  do  for  the  new  district  window 
or  vice  versa.  He  will  find  that  a  win- 
dow display  in  a  city  will  not  do  for  a 
small  town  where  the  men  of  all  classes 
of  the  community  are  to  be  appealed  to 
rather  than  one  or  two  classes  of  men  in 
the  community.  He  will  discover  that  a 
"stunt"  window  will  take  in  one  place 
where  it  would  be  altogether  wasted  in 
another  place.  He  will  find  that  one 
kind  of  appeal  through  window  display 
would  be  lost  in  another  place.  He  will 
find  that  rich,  artistic  settings  used  to 
display  a  mere  handful  of  articles  would 
fail  altogether  in  one  district  where 
the  merchandise  type  of  window  is 
wanted  rather  than  the  artistic.  In  fine, 
he  will  discover  that  the  secret  of  his 
work  lies  in  the  community  and  its 
needs. 

We  do  not  say  that  some  leadership 
should  not  prevail  or  that  the  artistic 
temperament  should  not  be  encouraged. 
No  matter  what  merchandise  or  how 
much  is  shown,  some  consideration 
should  be  given  to  the  arrangement. 
Many  of  the  retailers  in  the  smaller  cen- 
tres fail  in  this  very  respect;  first,  be- 
cause they  lack  attractive  store  fronts 
and,  second,  because  they  do  not  take 
frequent  enough  trips  away  to  study 
window  display  methods  used  by  larger 
stores  with  splendid  results.  The  retail- 
er whose  window  is  described  above,  it 
would  seem  to  us,  knew  his  commmnty 

(Continued   on   next   page) 
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Difference  Between  Intensive  Persuasion  and 
Meeting  the  Wishes  of  the  Prospective  Customer 

Some  New  Thoughts  on  Merchandising — Studying  the  Needs  of 

the  People  Must  Precede  the  Selling  of  the  Merchandise — What 

Gordon  Selfridge  Says  About  European  and  American  Methods 

of  Salesmanship  and  the  Respective  Results  of  the  Same 


IN  ANOTHER  article  in  this  issue  of 
Dry  Goods  Review  dealing  with 
some  of  the  causes  that  have  con- 
tributed to  the  success  of  business  men 
who  have  built  up  world-wide  organiza- 
tions, something  has  been  said  about  the 
necessity  of  studying  one's  community 
and  its  needs.  The  intensive  and  scien- 
tific study  of  this  question  is  one  of 
the  main  foundation  stones  of  any  re- 
tail organization.  To  fail  to  do  so  soon 
puts  one  out  of  touch  with  one's  pros- 
pects and  the  only  thing  that  stares 
such  a  retailer  in  the  face  is  either  in- 
different success  or  failure  outright. 
First  Duty  of  Salesmanship 
As  a  matter  of  fact  this  study  of 
community  needs  is  the  first  essential 
of  salesmanship,  that  is;  salesmanship 
of  the  entire  organization  rather  than 
the  single  articles  of  merchandise  that, 
in  the  course  of  the  years,  pass  over  the 
counter.  It  is  possible  for  a  store  to 
achieve  a  reputation  on  two  distinct 
scores— its  faculty  for  supplying  the 
needs  of  the  community  it  serves,  and 
the  character  of  its  sales  force.  It  may 
possess  a  most  accurate  faculty  for 
studying  the  requirements  of  the  people 
of  a  community  and  in  placing  such 
merchandise  at  the  disposal  of  the 
people.  At  the  same  time,  it  may  lack 
the  right  kind  of  a  sales  force,  or  it  may 
be  lacking  in  certain  elements  of  store 
service  which  result  in  too  few  sales. 
Or,  on  the  other  hand,  it  may  lack  the 
faculty  of  selecting  the  proper  kind  of 
merchandise  for  the  community  it 
serves  but,  at  the  same  time,  have  a 
sales  force  that  by  intensive  persuasion 
effects  a  great  volume  of  sales.  The 
ultimate  success  of  such  an  unhappy 
combination  of  points  is  problematical. 
But  the  accurate  faculty  of  selecting 
acceptable  merchandise  combined  with 
a  thoroughly  efficient  sales  force  can 
only  lead  to  pronounced  success. 
What  Gordon  Selfridge  Says 
Anything  that  Gordon  Selfridge,  head 
of  the  great  London  house,  has  to  say 
on  the  question  of  salesmanship  is  worth 
listening  to.  In  a  recent  interview  with 
"System"  he  outlines  the  (perhaps)  dif- 
ferent view-points  on  salesmanship  on 
the  two  hemispheres — the  new  and  the 
old.  And  by  quoting  a  few  figures  he 
shows  the  result  of  this  type  of  sales- 
manship. He  cites  five  retail  houses  in 
Paris  (whose  population  is  smaller  than 
New  York)  each  of  which  last  year  did 
a  volume  of  business  in  excess  of  $100,- 
000,000,  taking  into  account  the  value 
of  the  franc  at  par.  There  are  some 
geographical     reasons     for  this     which 


need  not  here  be  mentioned,  but  the 
main  reason  is,  if  one  can  read  between 
the  lines  of  Mr.  Selfridge's  interview, 
that  "they  depend  very  little  upon  forms 
and  very  much  on  the  ability  of  their 
people  to  know  values,  to  watch  details, 
and  to  sense  what  it  is  that  people  want 
to  buy  and  at  what  price."  In  other 
words,  through  their  sales  force  they 
make  a  very  careful  study  of  their 
community,  what  the  people  want  and 
how  much  they  are  able  to  pay  for  what 
they  want.  The  turnover  of  these  five 
stores  is  between  7  and  8  and  their  cost 
of  doing  business  18  per  cent. — much 
less  than  it  costs  to  do  business  either  in 
Canada  or  the  United  States. 

A  Good  Reason 

"You  will  scarcely  find  a  salesperson 
in  London  or  Paris,"  says  Mr.  Selfridge, 
"who  has  not  a  wholly  expert  knowledge 
of  what  he  is  offering  for  sale.  If  the 
prospective  customer  states  his  wants, 
the  salesperson  knows  what  it  is  that 
will  satisfy  those  wants  and  why.  The 
buyer  is  as  a  rule  equally  expert.  It 
is  extremely  difficult  abroad  for  anyone 
to  cheat  by  selling  poor  stuff  as  good 
stuff*.  In  the  United  States,  on  the  other 
hand,  poor  stuff  may,  as  we  all  know, 
often  be  sold  as  good  stuff  without 
either  the  seller  or  the  buyer  knowing 
the  difference. 

"In  England  we  do  not  have  sales- 
manship in  the  sense  that  it  is  under- 
stood in  the  United  States.  While  in 
America  I  read  two  books  on  salesman- 
ship that  were,  I  believe,  supposed  to 
represent  the  highest  methods  of  sell- 
ing. They  appeared  to  me  to  be  crude. 
They  seemed  to  be  founded  on  the  be- 
lief that  salesmanship  was  more  a  mat- 
ter of  intensive  persuasion  than  of  meet- 
ing the  wishes  of  the  prospective  cus- 
tomer. The  methods  outlined  would  not 
do  at  all  in  England.  They  would 
simply  be  regarded  as  being  in  bad 
taste  and  the  house  using  such  methods 
would  not  get  trade.  And  I  am  won- 
dering, without  the  slightest  desire  to 
criticize,  but  rather  with  the  thought  of 
making  a  constructive  suggestion, 
whether  or  not  a  waste  exists  in  Am- 
erican distribution  through  an  over- 
emphasis upon  selling  and  whether  it 
might  not  be  worth  while  to  investigate 
whether  the  people  as  a  whole  respond 
as  readily  to  being  sold  to  as  they  would 
to  having  their  wants  and  needs  studied 
and  met." 

Unwise  to  Force  Sales 

Mr.  Selfridge  goes  on  to  point  out 
that  forcing  sales  is  not  a  wise  policy, 
that  it  is  better  first  to  select  that  which 


people  ought  reasonably  to  want,  and 
then  by  quality,  price  and  convenience 
of  offering  to  make  the  buying  of  it 
very  easy  indeed.  "The  best  retail 
sales  training"  he  says,  "is  not  in  the 
persuasive  arts  but  in  a  knowledge  of 
the  goods,  in  courtesy  and  in  the  realiza- 
tion that  the  purchaser  must  at  all  odds 
go  away  not  only  satisfied  but  with  a 
desire  to  return." 

It  is  of  interest  to  know  how  some  of 
these  theories  are  actually  worked  out 
in  practice  in  the  Selfridge  store.  For 
instance,  the  term  "employee"  is  not 
used  at  all;  they  are  all  "members  of 
the  staff,"  and  a  large  part  of  the  edu- 
cating of  the  members  of  the  staff  is 
directed  to  convincing  them  that  the  in- 
terests of  the  institution  and  their  own 
interests  are  identical.  A  record  of  all 
their  sales  is  kept  but  they  thoroughly 
understand  that  to  show  less  court- 
esy when  a  sale  is  not  made  than  when 
it  is,  is  extremely  bad  form  and  is  not 
done. 

Studying  their  community  in  this 
fashion  has  certainly  shown  results  in 
Selfridges.  According  to  Mr.  Selfridge 
they  took  their  "losses"  early  in  the  late 
Spring  of  1920  and  they  let  it  be  known 
that  their  prices  were  down  to  bedrock. 
The  result  was  that  in  October  of  1921 
their  number  of  transactions  over  the 
same  month  of  1920  increased  by  200,000, 
the  same  increase  or  greater  followed 
in  November  and  there  has  been  an  in- 
crease ever  since. 


A  WINDOW  DISPLAY  AND  ITS 
FAULTS 

(Continued  from  previous  page) 
fairly  well,  but  there  appears  to  be  little 
about  the  airangement  that  is  arMstic. 
No  doubt,  he  has  enough  merchandise  in 
his  store  to  mak-?  a  better  selection  for 
a  window  display,  a  display  that  would 
not  lack  the  necessary  quantity  for  a 
merchandise  window  and,  at  the  same 
time,  not  altogether  lacking  in  aitinic 
arrangement. 


JOHN  MACKAY 

The  death  occurred  at  Wellesley  Hos- 
pital, Toronto,  on  October  7,  of  Mr.  John 
MacKay,  former  Mayor  of  Renfrew,  fol- 
lowing a  brief  illness.  The  deceased  was 
68  years  of  age  and  for  many  years  con- 
ducted a  departmental  store  in  that 
town.  Since  retiring  from  business  he 
had  resided  at  Port  Colborne,  Ont.  He 
was  a  prominent  member  of  the  Masonic 
Order  and  the  Mystic  Shrine.  In  religion 
he  was  a  Presbyterian. 
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Salesmanship  is  More  Than  Selling  Merchandise: 
Medium  Through  Which  Success  May  be  Achieved 

.  This  is  the  Underlying  Thought  Which  L.  Howard  Whittaker  in 
the  Efficiency  Department  of  the  B.  R.  Baker  Company,  of  Cleve- 
land, Tries  to  Impress  on  Salesmen — The  Danger  of  Always 
Watching   the    Other   Fellow — Success    is    Blending    of    Many 

Characteristics 


THROUGH  the  efficiency  depart- 
ment of  the  B.  R.  Baker  Company 
of  Cleveland,  Ohio,  which  is  in 
charge  of  L.  Howard  Whittaker,  the 
salesmen  in  this  organization  are  hear- 
ing talks  on  salesmanship  that  vary 
somewhat  from  that  type  of  talk  on 
salesmanship  which  the  mind  usually  as- 
sociates with  that  subject.  Usually 
one  thinks  of  a  talk  on  this  subject  as 
outlining  the  methods  of  approaching 
the  customer,  the  description  of  the 
merchandise  desired,  the  bearing  of  the 
salesman  toward  the  customer,  the  ser- 
vice which  the  store  seeks  to  give  its 
clientele,  and  general  points  of  this 
character  which  are  involved  in  the 
immediate  transaction  called  "selling." 
But  Mr.  Whittaker  believes  there  is 
something  behind  all  these  casual  points, 
something  that  goes  deeper  into  the  be- 
ing, the  personality  of  the  salesman. 
If  he  were  to  enunciate  one  principle 
on  which  he  works  out  his  courses  in 
salesmanship  it  would  probably  be  a 
very  simple  one,  namely,  that  to  make 
a  success  of  life's  work  one  must  like 
it,  one  must  be  contented  with  it  and 
see  in  it  the  opportunity  to  make  good. 

Liking  the  Other  Fellow's  Job 

It  is  a  common  weakness  of  human 
nature,  says  Mr.  Whittaker,  to  be  led 
away  into  dangerous  channels  of 
thought  by  advertisements  that  appear 
here  and  there  telling  how  one  may 
earn  $50  or  $75  a  week  in  their  spare 
time.  Or  again,  to  always  be  looking 
at  the  other  fellow,  imagining  what  a 
great  success  he  has  made  without 
stopping  to  consider  that  he  has  prob- 
ably put  in  years  of  preparation  and 
study  prior  to  accepting  the  responsible 
position  which  he  now  occupies.  It  is 
like  the  man  who  started  out  in  search 
of  diamonds  by  first  selling  his  own 
farm  to  get  enough  money  to  start  him 
on  his  travels,  only  to  find  out  after 
many  years  of  wandering  that  the  dia- 
monds were  on  his  own  farm.  In  other 
words,  Mr.  Whittaker  tries  to  impress 
upon  the  minds  of  the  salesmen  of  the 
Baker  organization  that  the  probabili- 
ties -of  success  are  greatly  in  favor  of 
the  very  work  they  are  engaged  in,  the 
work  they  have  deliberately  chosen.  He 
tells  the  salesman  to  achieve  success 
in  the  work  in  which  they  have  had  the 
most  experience  rather  than  always  be- 
ing on  the  lookout  for  something  else 
that  will  likely — likely — bring  better 
results.  If  the  attention  one  gives  to 
one's  work  is  always  to  be  divided  be- 
cause  one  is  always  watching   the  suc- 


cess someone  else  seems  to  be  making 
in  the'r  work,  then  success  will  prove 
to  be  an  elusive  thing.  A  rolling  stone 
will  gather  no  moss,  neither  will  a 
wandering  mind  achieve  that  power  of 
concentration  and  application  which 
leads  to  success. 

A  Fault  With  Many  Courses 

It  is  Mr.  Whittaker's  feeling  that 
many  of  the  so-called  courses  in  sales- 
manship are  too  devoted  to  one  avenue 
of  thought,  that  is,  too  much  emphasis 
is  placed  on  one  thing  as  being  the 
fundamental  of  success  as  a  salesman. 
For  instance,  one  may  claim  that  mem- 
ory is  the  foundation  stone  of  success 
in  salesmanship;  another  that  it  is  will- 
power, another  that  it  is  a  complete 
knowledge  of  the  merchandise  that  is 
being  handled;  still  another  that  it  is 
personality.  He  thinks  that,  by  these 
talks,  the  impression  is  created  that 
there  is  a  short  cut  to  success,  an  easy 
road;  and  that  when  one  has  exhausted 
the  particular  virtue  which  is  lauded  as 
being  the  essential  of  successful  sales- 
manship therefore  one  should  be  a 
successful  salesman.  It  so  happens 
that  this  is  not  the  case,  for  the  perfect- 
ly trained  memory,  the  indomitable 
will-power,  the  masterful  grasp  of  the 
knowledge  of  merchandise,  the  most 
pleasing  personality — the  possession  of 
any  one  of  these  does  not  always  make 
a  successful  salesman.  Memory,  cour- 
age, will-power,  scientific  management, 
personality — it  is  the  happy  blending 
of  these  that  makes  for  success  in  sales- 
manship, rather  than  the  possession  of 
any  one  of  them  to  a  marked  degree. 
It  is  the  blending  of  these  characteris- 
tics that  gives  that  necessary  poise  to 
the  salesman.  It  develops  a  personali- 
ty, pleasing  to  meet  and  capable  of  us- 
ing that  amount  of  persuasion  that  is 
necessary  to  effect  sales  from  behind 
the  counter.  Instead  of  the  salesman 
believing  that  the  possession  of  one 
characteristic  is  the  short  cut  to  success 
in  his  chosen  line  of  work,  he  gets  an 
"ensemble"  view  of  his  profession  and 
realizes  that  salesmanship  is  more  than 
an  achievement  acquired  by  rule  of 
thumb. 

Keeps  Hammering  Away 

Mr.  Whittaker  is  not  impressed  with 
the  fact  that  a  course  of  lectures  on 
salesmanship  is  an  easy  thing  to  under- 
take. What  he  endeavors  to  do  most 
of  all  is  to  get  away  from  "shop  talk" 
and  try  to  engender  a  real  enthusiasm 
in   the   hearts    of   the   salesmen   for   the 


work  they  are  engaged  in  from  day  to 
day.  He  tries  to  develop  the  philosophy 
that,  as  one  must  work  to  live,  one 
might  as  well  make  an  earnest  effort  to 
like  one's  work,  realizing  that  success 
can  only  be  achieved  by  giving  one's 
whole  energy  and  attention  to  the 
particular  work  that  has  been  chosen 
as  a  life's  work.  He  realizes  that  it  is 
as  hard  to  make  a  success  out  of  these 
lectures  as  it  is  hard  for  salesmen  to 
continually  sell  merchandise.  To  dwell 
on  the  simple  points  of  salesmanship 
involved  in  every  transaction  would  be 
to  say  something  that,  more  than  like- 
ly, would  be  forgotten  after  the  sales- 
man had  gone  on  the  floor  again.  That 
is  why  he  tries  to  keep  clear  of  those 
points  which  too  many  courses  are  con- 
tent to  deal  with,  and  go  deeper  into 
the  subject  from  the  psychological  point 
of  view.  He  tries  to  show  that  sales- 
manship is  something  more  than  mere- 
ly getting  rid  of  merchandise;  it  is  the 
medium  through  which  success  in  life 
can  be  achieved  and  power  and  posi- 
tion gained. 


The  W.  E.  Preston  Company,  Limited, 
Midland,  Ont.,  have  opened  up  a  depart- 
ment store  which  is  said  to  be  one  of  the 
most  modern  buildings  of  its  kind  in 
Canada. 


An  autumn  carnival,  musical  festival 
and  fashion  show  were  held  in  the  city 
of  Saskatoon,  Sask.,  on  October  5,  6  and 
7,  in  which  the  following  organizations 
and  stores  took  part:  The  Sir  Johnson 
Forbes-Robertson  Chapter,  I.  O.  D.  E., 
the  Eclectic  Club,  Barries,  Limited,  and 
the  Royal  Shoe  store.  Mr.  and  Mrs.  A.  E. 
Hinett  and  Mrs.  M.  E.  Cameron  were 
responsible  for  the  fashion  display. 


The  forty-eight  children  in  the  pavil- 
ion at  the  Provincial  Sanatorium,  Fort 
Qu'Appelle,  Sask.,  were  made  very  hap- 
py recently  through  the  thoughtfulness 
of  the  manager  of  Woolworth's  Store, 
Regina,  when  a  box  containing  a  present 
for  each  child  was  received.  Each  parcel 
bore  the  name  of  a  child  and  the  gift 
was  appropriate  to  the  age.  The  pleasure 
and  excitement  of  displaying  their  new 
possessions  may  easily  be  imagined.  An 
added  pleasure  was  music  by  the  Elks' 
band,  also  of  the  capital  city.  Members 
of  the  band  arrived  by  motor  early  in 
the  day  and  played  in  front  of  the  var- 
ious pavilions  in  turn,  much  to  the 
pleasure  of  the  patients. 
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Rose  and  Green  Favored  for  Spring 

Rubaiyat,  Strawberry  and  Persian  Pink  in  Rose  and  Eucalyptus, 
Tarraga  and  Pistache  in  Greens — Persian  and  Indo-Chinese 
Printed  Silks,  Velvet  Brocade,  Wool  Crepes  and  Fine  Bolivias 

Popular  Fabrics 


BKOADSILK  houses  in  Toronto 
have  already  given  attention  to 
(he  advance  color  card  for  Spring. 
This  favors  rose  and  green  for  first  and 
second  place  with  the  .and  tones  next. 
The  three  shades  of  rose  which  are 
promised  are  rubaiyat,  strawberry  and 
Persian  p  nk.  The  greens  are  eucalyp- 
tus, tarraga  and  pistache.  Blues  will 
follow  the  royal  blue  order  instead  of 
tht'  purple-biue  which  has  been  so 
strongly  s  tressed  for  the  last  two  sea- 
sons. All  of  the  orange  and  yellow 
shades  are  good  again,  grey  is  less 
prominent,  though  there  are  several 
splendid  tones  shown  and  brown  ap- 
pears in  a  few  dark  shades. 

There  is  some  doubt  expressed  as  to 
the  place  which  sports  materials  will 
take  in  1923.  If  the  long  skirt  takes 
a  definite  hold  in  Canada,  as  present 
tendencies  seem  to  indicate,  sports 
clothes  can  hardly  be  as  popular  as  they 
have  been  for  general  wear.  All  of  the 
wholesale  buyers  believe,  however,  that 
there  will  be  a  fair  amount  of  staple 
business  done  in  these  lines  because 
Canadian  women  who  play  outdoor 
game.-  (and  there  is  an  increasing 
number  of  these)  will  insist  on  being 
comfortably   dressed. 

Silk  Order,    Good 

For  Fall  and  Winter  business,  impor- 
ters are  well  satisfied  with  the  qualities 
and  the  amounts  which  are  being  order- 
ed. Crepes  are  still  best  but  travellers 
report  a  growing  interest  for  soft  sa- 
tins. Duchesse  and  charmeuse  are 
moving  better  than  at  this  time  last 
year. 

The    last    few    weeks    have    shown    a 


strong  revival  for  black  in  every  mater- 
ial, particularly  in  those  silks  and  satins 
of  the  staple  variety  which  have  not 
been  good  for  several  seasons. 

Printed  materials  are  selling  as  much 
for  gowns  as  for  linings  this  Fall.  In 
the  oriental  colorings  particularly,  there 
is  a  large  amount  of  business  being 
done  at  the  moment.  Women  are  using 
these  for  sleeves,  ornaments  and  panels 
on  dresses  of  navy,  brown  and  black. 
Persian  print  on  crepe  de  chine  is  one 
novelty  which  is  selling  for  every  pur- 
pose. 

Metal  Cloths  Persist 

The  promi:  e  made  earlier  in  the  sea- 
son for  a  run  in  metal  cloths  which 
would  surprise  even  the  promoters,  has 
been  well  fulfilled.  All  of  the  light 
shades  are  good  in  the  plain  material 
though  wholesalers  are  showing  gold, 
pink  and  white  most  of  all.  In  the 
darker  hues,  metal  and  tissue  brocades 
are  being  bought  up  by  milliners.  They 
run  in  such  colors  as  copper,  steel  and 
blue. 

The  vogue  for  metal  cloth  has  had  a 
good  effect  on  costume  tunics.  For 
three  seasons  now  European  buyers 
have  tried  to  introduce  these  to  Cana- 
dian trade  and  have  met  with  distinct 
failure.  Along  comes  the  metal  fabric 
and  presto  everyone  wants  an  overdress 
of  sequins  because  the  cloth  is  too  se- 
vere when  used  alone. 

Velvets   and   Novelties 

All  of  the  better  velvets  are  selling 
well  this  season.  Chiffon  velvet  and 
velvet  brocade  are  probably  best.  Black 
is  very  good,  though  almost  every  shade 
rang  ng    from    the    vivid    tones    to    the 


dark  lustrous  ones  are  good.  Velvet  is 
used  extensively  in  combination  with  the 
eastern  designs  of  the  Indo-Chinese 
and  Persian  type. 

New  crepes  have  beeen  recently  im- 
ported of  the  orange  and  nasturtium 
shade.  Lacquer  red,  Lanvin  green  and 
flag  blue  are  other  new  tones  which 
have  been  added  to  brighten  up  mid- 
Fall  collections. 

Medallion  motifs  and  scroll  work  are 
seen  on  some  of  the  luxurious  silks 
which  France  has  sent  over  recently. 
One  beautiful  piece  is  a  flame  colored 
silk  with  velvet  medallions  of  ocean 
green.  Another  has  an  exquisite 
flower  design.  Other  novelty  lines  in- 
clude printed  velvets,  velvet  brocade  on 
silk  voile,  blistered  satins,  two-tone  me- 
tal brocade  combinations,  silver  matel- 
asse  and  printed  canton. 

Besides  the  Indo-Chinese  and  Persian 
prints  referred  to  above,  there  are  sev- 
eral others  supposedly  typical  of  the 
colorings  and  designs  of  European  and 
oriental  countries.  Bulgarian  and 
Egyptian  are  two  of  them. 

Wool  Cloths 

Crepe  marocain  is  the  name  of  the 
wool  crepe  which  is  favored  in  Toronto 
importing  circles.  Though  introduced 
a  year  ago,  it  is  having  a  better  run 
this  season  because  of  its  draping  quali- 
ties. It  is  very  wide  and  quite  expen- 
sive because     it  is     made  of  all     wool. 

Poiret  twills  are  selling  fairly  well 
and  tricotine  is  occasionally  asked  for 
but  neither  are  mentioned  among  the 
best  sellers.  Homespuns  are  good  in 
outside  trade  rather  than  in  Toronto. 
(Concinued   on   nsxt   page) 


A  Fall  fabric  display  arranged  by  A.  A.  Foumier,  of  Ottawa. 
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Spring  Wash  Fabrics  are  Colorful 

Effort  Being  Made  to  Interest  More  Fashionable  Trade  in  Cotton 
Goods  by  Artistic  and  Unusual  Color  Schemes — Big  Showing  of 
Ratines  and  Voiles — Designs  Are  Smaller  and  More  Geometrical 
— Yellow  a  Coming  Shade 


WASH  fabrics  for  next  Spring  are 
now  engaging  the  attention  of 
buyers  according  to  information 
gathered  at  several  Montreal  wholesale 
houses  this  month.  Bu.Vclo  wno  spent 
the  Summer  months  abroad  in  the  inter- 
ests of  cotton  goods  of  various  sorts  re- 
port several  interesting  new  develop- 
ments in  regard  to  this  end  of  the  dry 
goods  trade. 

Color  is  to  play  an  important  part  in 
the  making  of  next  season's  fabrics 
where  wash  goods  are  concerned,  it  was 
declared  by  more  than  one  buyer.  It 
seems  to  be  a  leading  point  with  a  great 
many  of  the  English  manufacturers  for 
several  reasons.  For  one  thing,  there 
is  a  determined  effort  being  made  to 
re-establish  volume  business  on  fabrics 
of  more  or  less  staple  character  by  rea- 
son of  a  washable  fast  color  guarantee, 
while  at  the  same  time  a  decided  effort 
is  being  made  to  increase  interesting  cot- 
ton goods  with  the  fashionable  trade 
through  the  introduction  of  artistic  and 
unusual  color  schemes. 

Samples  of  cotton  goods  bought  over 
in  England  by  Montreal  buyers  show  that 
a  definite  change  is  shadowed  in  the 
trend  of  demand  for  these  goods.  For 
one  thing,  in  the  large  range  seen  this 
month  by  Dry  Goods  Review,  such  ma- 
terials as  organdie  and  dotted  Swisses 
seem  in  the  minority  while  ratines  and 
voiles  formed  the  bulk  of  the  range  to- 
gether with  some  new  tissue  ginghams, 
crepe  effects  and  regulation  ginghams. 
Designs  are  Much  Improved 
Summarizing  the  range  as  a  whole,  it 
is  evident  that  designs  will  favor  small- 
er and  more  geometrical  effects  in  most 
cases  where  voiles  are  concerned,  al- 
though much  is  being  done  with  corded 
overchecks  or  ratine  stripes  upon  these 
sheer  materials.  Floral  designs  where 
shown  are  unusual  and  altogether  charm- 
ing depending  a  good  deal  upon  unique 
color  blendings  and  harmonies  to 
achieve  an  artistic  effect  upon  a  pastel 
or  staple  color  ground. 

Yellow   is  the  Coming  Shade 

Study  of  the  French  products  is  said 
to  be  largely  responsible  for  this  im- 
provement in  design  in  cotton  fabrics, 
and  it  can  be  safely  said  that  the  color- 
ings and  designs  are  much  more  unusual 
than  in  past  seasons,  when  viewed  as  a 
whole.  The  vogue  for  daring  colors 
will  not  lessen  next  Spring  it  is  pre- 
dicted but  will  be  increased  in  certain 
cases  by  being  used  more  sparingly  and 
in  harmonious  combination  with  other 
shades.  A  shade  which  is  noted  again 
and  again  among  the  various  sample 
ranges    is   a   peculiar   yellow,   less    vivid 


than  that  which  was  termed  "dent  de  lion" 
last  Spring,  yet  possessed  of  a  decided 
warmth  of  tone.  This  color  appears  in 
checked  ginghams  in  contrast  to  either 
black  or  white  checks  or  both,  also  in 
ratines,  voiles  and  tissues,  and  accord- 
ing to  one  buyer,  it  is  considered  as  one 
of  the  best  "bets"  in  the  color  line. 
Browns  and  a  peculiar  new  shads  of 
green,  called  "almond"  are  also  numer- 
ous in  the  better  wash  goods. 

Spangled  Cotton  Voiles 

Each  year  something  new  is  done  with 
voiles,  it  appears,  in  order  that  these 
perennial  favorites  may  lose  none  of 
their  extraordinary  popularity.  This 
time  the  English  manufacturers  have 
evolved  a  process  of  treating  plain  color 
cotton  voiles  with  a  pattern  which  is 
hardly  to  be  distinguished  from  beading 
or  spangles,  yet  which  bears  much  the 
same  relation  in  point  of  manufacture, 
as  the  flocking  process  so  much  seen 
last  Summer,  on  voiles. 

This  spangled  effect  is  particularly 
effective  when  seen  under  bright  light 
when  the  iridescence  is  remarkable.  The 
patterns  are  varied  and  put  on  in  imita- 
tion of  beading  as  well  as  in  larger  floral 
effects.  The  grounds  are  fine  cotton 
voile  in  every  wanted  shade.  The  black 
voiles  spangled  in  white  are  especially 
smart  and  unusual  in  appearance. 

The  tissues  seem  to  have  come  in  for 
a  good  deal  of  attention  as  well  and  are 
both  dainty  and  artistic  in  checks  and 
plaids  where  several  shades  are  employed 
together.  Ratine  cords  are  often  intro- 
duced upon  these  sheer  tissues,  one  par- 
ticularly pretty  novelty  being  a  drop- 
stitch  voile  with  a  cross  bar  effect. 

Ratines  are  Still  in  High  Favour 

Ratines  will  reach  the  summit  of  their 
popularity  next  Spring,  according  to  sev- 
eral Montreal  wholesalers  who  are  show- 
ing wide  assortments  of  both  plain  and 
fancy  ratines.  The  overcheck  pattern 
developed  in  black  and  white  upon  a  col- 
ored ground  bids  fair  to  be  an  outstand- 
ing feature  of  next  season's  displays, 
particularly  on  such  grounds  as  blue, 
sand,  henna  or  rose.  Stripes  are  seen 
frequently  as  well,  woven  in  such  a  way 
as  to  resemble  coarse  handwork,  com- 
bining two  colors  together.  Gingham 
plaids  are  likewise  seen  on  ratine  combin- 
ing a  variety  of  colorings  so  that  it  is 
impossible  at  this  early  date  to  forecast 
which  of  all  the  variety  of  offerings  will 
be   adopted   as   the   smartest. 

Small   Checks    for   Ginghams 

Little  change  is  announced  in  the  mat- 
ter of  ginghams  for   Spring   insofar   as 


English  manufacturers  are  concerned. 
Standard  lines  will  be  retained  for  next 
season,  it  is  predicted,  and  producers  of 
ginghams  will  continue  to  feature  checks 
in  approximately  the  same  sizes  as  pre- 
vailed last  Summer.  Many  rumors 
about  the  growing  demand  for  stripes 
led  Dry  Goods  Review  to  make  enquir- 
ies as  to  the  likelihood  of  their  popularity 
on  this  side  of  the  Atlantic,  but  was  told 
that  retail  buyers  are  favoring  the  small- 
er checks  almost  exclusively  for  the  com- 
ing Spring. 

Many  interesting  novelties  in  crepe 
weaves  are  being  featured,  and  box 
loom  cloth  promises  to  advance  into  the 
domain  of  exclusive  materials,  more 
especially  when  elaborated  by  overplaids, 
checks  or  stripes.  The  quality  of  this 
material   also  has  been  much  improved. 


ROSE   AND  GREEN   FAVORED  FOR 
SPRING 

(Continued    from    previous    page) 

The  West  favors  the  tweeds  and  home- 
spuns as  much  as. it  does  the  pile  fabrics. 
The  continuance  of  coats  and  dresses 
this  season  explains  the  demand  for 
wool  crepes  rather  than  serges.  Crepe 
cloth  is  heavy  enough  for  service  and 
more  comfortable  for  dresses  than  tri- 
cotine.  Black  and  plain  colors  are  very 
much  favored  in  the  crepe  but  navy, 
reddish  browns  and  some  plaids  are 
spoken  of  as  well. 

For  coatings,  duvet  dela'ne,  velours 
and  duvetyn  are  very  good.  The  finer 
Bolivias  in  such  shades  as  beaver  and 
blue  are  mentioned.  The  warm  wea- 
ther of  September  and  early  October 
however,  has  delayed  the  sale  of  heavy 
piece  goods  considerably  but  there  has 
been  sufficient  to  warrant  a  thriving 
business  for  the  next  two'  months. 

Separate  skirts  are  being  made  up  by 
some  manufacturers  in  eponge  and 
woollen  ratine.  Both  of  these  will  liven 
up  the  skirt  trade,  it  is  thought,  because 
they  are  so  distinctly  different  from  the 
skirtings  of  last  year.  The  opening  of 
schools  and  colleges  had  a  very  notice- 
able effect  on  the  skirt  business  in  Tor- 
onto stores. 

Plaid-back  materials  and  reversible 
fabrics  of  several  kinds  are  causing  a 
flurry  in  wholesale  circles.  Most  of  the 
yardage  is  going  to  manufacturers  for 
sports  coats  and  schoolgirls'  ukters  but 
retailers  are  showing  some  interest  in 
them  as  well. 


H.  Hollinsworth,  for  many  years  dis- 
play man  with  the  Robert  Simpson  Com- 
pany, is  now  representing  Josephine 
De  Witt,  manufacturer  of  flowers  and 
window  display  novelties. 
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Fur  Fabrics  With  Realistic  Finish 

Many  Garments  in  the  Fall  Ranges  Made  of  This 
Textile — Possesses  Features  That  Real   Pelts  Do 
Not  That  Are  Good  Selling  Points — Designs  Re- 
flect Latest  Styles  of  Big  Fashion  Centres 


FABRIC  furs  are  the  latest  comers 
to  the  realm  of  textiles  and  have  a 
just  claim  to  a  position  of  import- 
ance, due  to  the  perfection  of  finish 
which  now  characterizes  these  materials. 
Until  the  present  year  a  widespread  mis- 
conception has  existed  with  regard  to 
the  use  of  fabric  furs,  for  the  making  of 
wraps  and  other  garments  for  women, 
the  idea  being  generally  held  that  any 
form  of  imitation  fur  was  in  poor  taste 
and  not  deserving  of  recognition  by  the 
woman  of  means.  Fur  fabrics,  how- 
ever, have  been  selling  in  yardage  goods 
departments  to  an  extent  not  credited 
by  outsiders,  to  women  who  found  in 
them  a  satisfactory  substitute  for  genu- 
ine fur  at  a  fraction  of  the  cost.  Of 
late,  the  manufacturers  of  these  fabrics 
located  in  London,  Paris  and  New  York, 


An  entirely  new  sleeve  treatment  is  a 
feature  of  this  superb  wtap  developed 
in  SaWs  Esquimette  Plush,  with  deep 
Persian  Lamb  colla>:  The  sleeve  is 
shirred  into  a  wide  cuff  after  a  typical 
Parisian  model.  Wrap  shown  by  cour- 
tesy of  the  Safunt  Company  of  Canada, 
Ltd.,  Montreal. 


have  been  striving  to  perfect  and  im- 
prove the  quality,  appearance  and  dur- 
ability of  the  various  grades  of  fabric 
furs  so  that  garments  of  really  ex- 
clusive design  could  be  made  up  and 
marketed  to  women  of-  discriminating 
taste.  This  has  finally  been  brought 
to  pass  and  a  noteworthy  feature  of  all 
leading  ready-to-wear  departments  this 
Autumn  is  the  number  of  superb  fur 
fabric  garments  displayed,  showing 
sumptuous  trimmings  of  real  fur,  with 
all  kinds  of  elaborate  sleeve  treatments 
and  trimmings. 

Curly  Finished  Furs 

Fashion  decrees  that  the  curly  finish- 
ed furs  shall  be  given  foremost  atten- 
tion this  season  and  so  the  makers  of 
fur  fabrics  also  have  concentrated  upon 
turning  out  some  realistic  imitations  of 
Persian  lamb,  broadtail,  caracul  and 
baby  lamb.  This  is  a  distinct  achieve- 
ment in  the  domain  of  textile  manufac- 
turing and  is  still  further  deserving  of 
praise  in  that  the  fabric  furs  possess 
csrtain  qualities  which  real  furs  have 
not,  and  which  should  be  used  as  selling 
points  with  distinct  success  in  yardage 
good?  departments  where  such  goods 
are  handled.  For  example,  a  piece  of 
fabric  fur  which  exactly  reproduces 
Russian  caracul  can  be  twisted  round 
and  round  to  the  breaking  point,  tram- 
pled on  under  foot  and  otherwise  ill 
treated,  yet  the  material  will  instantly 
regain  its  former  appearance  on  being 
shaken  out  lightly.  This  is  due  to  the 
process  of  manufacture  which  imparts  a 
wonderful  vitality  to  the  silk  surface  of 
the  fabric,  caunng  it  to  stand  up  under 
the  hardest  treatment. 

Fabric  furs  are  light  in  weight  yet 
are  wind  proof  and  are  thoroughly 
warm,  suitable  for  wear  in  the  coldest 
weather.  For  this  reason  they  are 
ideal  when  made  up  into  garments  for 
older  women  who  find  the  weight  of  a 
fur  coat  excessive  for  their  strength. 

Have  Infinite  Wear 

The  manufacturers  of  these  new 
fabrics  guarantee  them  for  a  life  time 
of  wear  and  recommend  that  all  stores 
provide  customers  with  simple  instruc- 
tions for  the  restoration  of  any  fabric 
furs  which  show  signs  of  wear  after  a 
time,  as  is  sometimes  the  case  with  plush 
fabrics  in  imitation  of  Hudson  seal.  All 
<  eal  plushes  should  be  steamed  over  a 
kettle  and  brushed  with  a  soft  brush 
while  damp,  in  the  wrong  direction,  to 
lift  the  pile  up  thoroughly.  The  gar- 
ment should  be  hung  up  carefully  to 
dry,  when  the  fur  will  again  be  as  good 
as  new.  This  method  is  advised  in 
preference  to  professional  work,  which 
is  not  always  satisfactory. 

Fur  fabrics,  come  in  a   uniform  width 


Salt's  "Lamtex"  forms  this  magnificent 
coat,  tnmmed  with  natural  fitch  cuffs 
and  convertible  collar.  This  new  fabric 
fur  can  not  be  told  from  genuine  lamb 
and  possesses  unexcelled  draping  quali- 
ties. A  richly  brocaded  pussy-willow 
lining  is  used  on  this  model  which  was 
designed  and  shown  by  courtesy  of  the 
Safunt   Co.    of   Canada,    Ltd.,   Montreal. 

of  49  inches  and  can  be  retailed  for  a 
wide  range  of  prices  from  comparative- 
ly inexpensive  qualities  up  to  quite  cost- 
ly varieties  imitating  the  rarer  furs. 
However,  even  the  most  expensive  of 
these  fabrics  will  make  a  garment 
equalling  fur  in  appearance  at  a  cost 
of  60  per  cent.  less. 

The  range  of  manufactured  wraps 
?hown  in  these  fabric  furs  is  of  partic- 
ular interest  to  the  trade  since  it  em- 
bodies many  of  the  most  fascinating 
style  dictates  from  Paris,  including  the 
shirred  sleeve,  draped  backs,  novelty 
girdles,  and  superb  collars  of  real  furs, 
such  as  are  combined  in  wraps  seldom  if 
ever  imported  into  this  country. 


The  Revillon  Whole -ale  Company, 
Limited,  Peace  River,  Alta.,  is  planning 
to  enlarge  its  present  warehouse  capa- 
city. A  fifty-five  foot  extension  will 
be  built  to  the  main  store  building. 


F.  R.  MacMillan,  Limited,  celebrated 
the  twelfth  anniversary  of  their  estab- 
lishment in  Saskatoon,  with  a  huge 
birthday-party. 
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Local  Raw  Silk 

Market  Active 

Advancing  Prices — Shipments  From  Yok- 
ohama Market  Show  Increase 
Over  Last  Year 

New  York,  October  4th.— The  local 
raw  silk  market  is  active  and 
prices  are  advancing  all  along  the  line, 
stimulated  by  rapidly  rising  quotations 
on  all  the  primary  markets.  The  last 
rise  has  come  as  somewhat  of  a  surprise 
to  the  trade,  being  caused  by  very 
heavy  buying  on  the  Yokohama  market 
over  the  week  end,  when  business  here 
was  generally  suspended  by  the  observ- 
ance of  a  Jewish  holiday  and  many  of 
the  mills  which  were  caught  short  of  sup- 
plies, find  it  difficult  to  cover  their  needs. 
While  the  larger  interests  had  purchased 
fairly  liberally  for  a  month  or  two 
ahead,  there  is  enough  demand  coming 
forth  for  current  requirements  on  the 
part  of  smaller  manufacturers  to  roll 
up  a  large  daily  business,  which  is  mak- 
ing considerable  inroad  into  the  reduced 
supply  in  dealers'  hands  on  this  market 
and  abroad. 

Advices  from  Europe  report  the  Milan 
market  strong  with  prices  tending  up- 
ward. European  consumers  are  steady 
buyers,  having  no  surplus  stocks  on  hand 
and  reelers  as  a  rule  have  their  produc- 
tion well  engaged  for  some  time  to  come, 
which  does  not  allow  of  any  considerable 
accumulation  of  ready  silk.  American 
interests  are  still  kept  from  operating  by 
the  high  lay-down  cost  of  Italian  silks. 

The  Yokohama  market  has  registered 
a  general  advance  of  70-80  yen  since  last 
week  on  large  buying  chiefly  for  Amer- 
ican account,  which  has  raised  prices  to 
2,160  yen  for  double  extra  grades  and 
2,080  yen  for  tram  stock.  Statistics  to 
hand  covering  the  first  three  months  of 
the  season  from  July  to  October  reveal 
a  remarkably  strong  position  with  ship- 
ments about  30,000  bales  ahead  of  last 
year  and  stocks  6,000  bales  less  than  a 
year  ago,  not  counting  the  heavy  syndi- 
cate stock  of  42,000  bales  which  has  since 
disappeared.     Comparative  figures  are: 

Bales,  1922     Bales,  1921 
Export    to    America      92,700  70,914 

Export  to  Europe         13,450  4,903 


Total  106,150  75,817 

leaving  stocks  on  hand  26,000  bales,  of 
white  silk  and  1,000  bales  of  yellow  silk. 

The  Canton  market  is  very  active  and 
advancing.  Holders  are  very  firm  in 
their  views  and  not  disposed  to  sell  at 
market  prices,  which  are  quoted  at  $8.20 
for  14/16  new  style  and  $7.75  for  20/22 
and  22/26  size.  Considerable  business  is 
reported  for  American  account. 

The  Shanghai  market  is  very  firm  and 
tending  upward.  Steam  filatures  best 
grades  are  quoted  at  $8.60  shipment  No- 
vember/December. Tsatlee  raws  are  ad- 
vancing under  renewed  buying  for  Am- 
erican account,  while  a  good  demand 
continues  for  Tussah  silks,  which  have 
advanced  to  $4.85  for  December/January 
shipment. 


Surprise  Bargain  Day  Brings 
Biggest  Sale  In  Firm's  History 

Bryson-Graham,  of  Ottawa,  Inaugurate  Novel 
Scheme  at  the  Capital — No  Prices  Announced 
Arouses  Great  Curiosity — Methods  of  Advertising 
and  Window  Display  Help  Along — No  Inform- 
ation Over  the  Telephone 


ANEW  stunt  in  retail  merchandis- 
ing was  put  across  in  Ottawa  re- 
cently by  the  firm  of  Bryson- 
Graham.  At  least  it  was  entirely  new 
to  Ottawa.  It  was  a  Surprise  Bargain 
Day.  The  principle  of  the  scheme  was 
that  the  shoppers  were  kept  absolutely 
in  the  dark  as  to  the  iprices  until  they 
reached  the  store  on  the  particular  day 
of  the  sale. 

First  announcement  of  the  event  came 
in  the  form  of  a  window  filled  with 
cards,  each  bearing  a  large  question  mark 
at  the  top.  Under  the  question  mark 
were  the  words:  Surprise  Day,  Wednes- 
day, Oct.  4,  and  in  smaller  type  at  the 
bottom  of  each  card,  the  suggestion: 
"Watch  the  Papers  To-morrow."  A  life 
size  dummy  policeman  made  out  of 
beaver  board,  whose  hand  was  raised  as 
a  signal  to  every  passer-by  to  stop,  was 
attached  to  the  outside  of  the  window, 
and  commanded  the  attention  of  the 
thousands  of  people  who  passed  the 
store  during  the  two  days  previous  to 
the  actual  sale. 

On  the  night  before  the  day  of  the 
sale,  each  of  the  local  newspapers  carried 
a  full-page  advertisement,  announcing 
full  particulars  of  the  event  without 
stating  the  actual  bargain  prices  which 
were  to  prevail.  Right  down  the  middle 
of  the  page  taking  up  considerable 
space,  was  a  huge  jet  black  question 
mark,  similar  to  the  one  which  appeared 
on  the  cards  in  the  window.  At  the  top 
of  the  page  appeared  the  following  an- 
nouncement: 

A  NEW     EVENT  !     A     BIG     EVENT  ! 
AT    BRYSON-GRAHAM'S 

It  hac  never  been  done  in  Ottawa,  but 
we  are  GOING  TO  DO  IT!  We  are  go- 
ing to  advertise  special  one-day  bar- 
gains in  vvante:!  merchandise,  BUT  we 
are  going  to  OMIT  their  amazingly 
LOW  sale  price!  Think  of  that!  TO 
NOT  tell  the  selling  price!  Yes,  you  can 
guess  all  you  want  to  (that's  part  of  the 
fun) ;  but,  friends,  you  will  have  to  come 
down  to  see  how  really  LOW  the  prices 
are  on  these  items.  And  then — OH! 
my!  What  a  surprise!  Why  you'll  find 
that  the  prices  are  LOWER  than  you 
have  even  guessed. 

We  have  carefully  selected  some  of 
the  newest  and  most  desirable  articles 
wo  could  find  and  marked  them  at — Oh! 
but  that's  the  surprise!  But  we  CAN  say 
that  every  item  will  be  sold  at  a  price 
that  means  big  savings  to  you.  So  IF 
YOU  KNOW  A  REAL  BARGAIN 
WHEN  YOU  SEE  IT,  come  on  Wednes- 
day. 

The  remainder  of  the  page  was  devot- 
ed  to   announcement  of  the  various   ar- 


ticles which  would  be  offered  at  reduc- 
ed prices.  The  regular  prices  were  stat- 
ed but  the  sale  prices  were  left  to  be 
guessed  by  the  reader.  The  following  is 
an  example  of  the  form  in  which  the  ad- 
vertising appeared: 

.  WOMEN'S  ENGLISH  RIBBED 
HOSIERY 
Regular  $1.25   pair 

Knit  of  pure  wool  in  2-4  ribbed  style. 
Full  fashioned  and  has  spliced  heels  and 
toes  and  elastic  tops.  In  light  fawn  or 
brown.  50  dozen  only  to  be  sold  on  Wed- 
nesday at  the  Surprisingly  Low  Price 
of     ? 

One  stipulation  was  that  no  Informa- 
tion was  to  be  given  over  the  telephone. 
Everybody  interested  must  come  to  the 
store  on  the  day  of  the  sale  and  learn 
the  details  there.  Despite  the  fact  that 
this  stipulation  was  outlined  in  the  ad- 
vertisement, quite  a  number  of  .phone 
enquiries  were  received,  but  these  were 
dealt  with  as  politely  and  judiciously  as 
possible. 

The  first  announcement  of  the  event 
in  the  store  windows  also  brought  a 
great  many  people  into  the  store  who 
asked  questions  but  who  were  told  to 
watch  the  newspapers  the  following- 
evening  for  a  full  explanation  of  the 
scheme. 

The  sum  total  was  the  biggest  and 
most  successful  sale  in  the  firm's  his- 
tory. People  actually  came  into  the  city 
from  towns  and  villages  thirty  and  for- 
ty miles  distant,  and  the  city  shoppers 
turned  out  in  great  style. 


Succeeding  Frederick  F.  Harker  in  this 
position,  H.  G.  Munro  of  Montreal,  has 
taken  over  the  reins  of  office  as  gene:  al 
manager  of  the  Hudson's  Bay  Company's 
Edmonton   store. 

For  sixteen  years,  Mr.  Munro  was  con- 
nected with  the  main  store  of  the  T. 
Eaton    Company,  in  Toronto. 

Eight  years  ago  he  moved  from  To- 
ronto to  Montreal,  to  take  over  the 
duties  of  merchandising  manager  of 
AlmyTs  Limited.  This  position  he  held 
until  going  to  Edmonton.  Mr.  Munro 
is  also  a  director  of  the  Gay  chain  of 
stores,  and  just  prior  to  going  to  that 
city,  was  merchandisng  manager  of  that 
concern. 

Mr.    Munro's    present    position    ■ 
h;m  the  honor  of  being     the     youngest 
general    manager   of   the   Hudsonls   Bay 
Company  in   Canada.  He  is  thirty-seven 
years  of  age. 
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We  are  importers  of  the 
best  Silk  Fabrics 

As  in  Paris,  so  in  your  own  city  you  may 
purchase  A.  G.  B.  Fabrics,  for  theirs  is 
not  merely  a  passing  fancy  of  a  single 
country,  but  the  universal  appeal  of 
feminine  loveliness. 


2^> 


On  yellow  boards   only 


Canton  Crepe,  Crepes,  Georgette,  Crepe  de  Chine,  Ninons, 
Liberty  Satins,  Foulards,  Chiffons  and  Printed  Novelties  on 
Georgette  and  Ninons,  Silk  Dress  Nets. 

We  carry  in  our  Toronto  stock  a  complete  assortment 
of  the  latest  shades  in  all  fancy  materials  which  are  now 
in  favor  in  all  the  great  centres  of  the  world. 

Les  Successeurs  de 

ALBERT  GODDE,  BEDIN  &  CIE. 

Paris,  Tarare,  Lyons,  London,  New  York 

Empire  Building:   64  Wellington  Street  West,  TORONTO. 

Telephone:  Adelaide  3062 

E.  Desnoux,  Representative. 

EASTERN  CANADA  AGENTS:  G.  B.  Wynness,  113  Metcalfe,  Montreal. 
WESTERN  CANADA  AGENTS:  Edwin  J.  Kirkbright,  205  Bower  Bldg\,  Vancouver,  B.C. 


Cfjattllon,  Jffloulp, 
&ou££el  $c  Cte 

Silk  Manufacturers 

at  ;  LYONS,  TARARE,  VEYRINS,  CORBELINS, 
(France) 


CREPES 

PARIS 

MUSLINS 

LYONS 

LONDON 

SATINS 

NICE 

NEW  YORK 

DAMASKS 

BROCADES 

FANCIES 

MILAN 

All  tl 

e   Newest    Creations 

M.    AUBIN 


Canadian  Representative 
275  Craig  St.  West       -  -       Montreal 

34  Silvester-Willson  Bldg.     -      Winnipeg 


What  the  eye 
doesn't  see — 


is  nevertheless  an  important 
factor  with  your  cloth.  Unless 
the  cloth  is  properly  shrunk, 
good  tailoring  becomes  wasted 
labour. 

Why  risk  your  customer's 
good-will  by  supplying  him 
with  insufficiently  shrunk 
cloth  with  nameless  stamps 
such  as  "Well  Shrunk"  or 
"London    Shrunk,"    etc.? 

The  best  guarantee  and  abso- 
lute satisfaction  is  obtained 
when  the  cloth  bears  the  name 

JENNENS,  WELCH  &  CO.,  Ltd. 

London,     Huddersfield,       Bradford 

The  world's  premier  firm  of 
cloth  workers,  shrinkers,  fin- 
ishers, etc.,  are  also  proprietors 
of  the  renowned  JENNWEL 
Waterproof  Rubberless  finish 
applied  to  Tweeds,  Serges, 
Coverts,  Fancy  Worsteds,  Cos- 
tume  Cloths,  etc. 


JENNENS,  WELCH  &  CO.,  LTD. 

Springwood  Works,  Huddersfield 
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What  Does  This  Trademark 
Mean  to  Merchants? 

It  means  an  absolute  assurance  of  fabrics  of  excep- 
tional beauty  and  of  the  highest  quality  obtainable.  It 
means  Dress  Goods,  Suitings,  Coatings  and  sheer, 
dainty  fabrics  for  Blouses  and  Lingerie  which  have 
been  dyed  and  finished  by  the  Bradford  Dyers'  As- 
sociation— the  oldest,  largest  and  most  efficient  and 
progressive  association  of  Dyers  and  Textile  Experts 
in  the  world. 


Merchants  and   Buyers  should  write  for  samples 
of  the  newest  and   most   popular  B.D.A.  finishes. 


THE 


Bradford  Dyers'  AssociATiONf  IF 

x 

MANCHESTER 


BRADFORD 


6  OXFORD  ST 
S^  PETERS  5Q. 


Dept.  43 
39    WELL  5: 


LONDON 

128  O  129 
Ct1EAP5IOE.t:C2 


(fOPrRIOIIT) 
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=  OSEPH 


3IMIIIIIIIMIIIHIIIIIIHIIIIIIIIIIIIIIIIIMIIIIIIIIIIIIIIIIJ: 

1  MONTREAL 

|  Mr.  Archer  Robertson  | 

=  327    Board    of   Trade  I 

|  Buildings 

1  VANCOUVER,  B.C.  | 

;  Mr.  C.  S.  McConnell  | 

[  1754  Barclay  Street  1 


',iiiiiiiM»iiii!i;'Mii:iiiiH,ii!i.'hi!iinii!miniiiir. 


□gyle! 

X    J&  SON  LIMITED  = 

PROSPECT  MILLS  ^ 

Longwood  :  :   Yorkshire,   England      = 


Uires:  Hoyle,  Longwood,  Ycrks. 


Codes:  Marconi.  Bentley's,  ABC  5th  Edn.  &  A.l 


High  Grade   Woollen   Fabrics — at  Moderate   Market- 
ing Prices,  in  the  Following  Lines      :  :      :   :      :  :      :  : 

GENTLEMEN'S  SUITINGS,  OVERCOATINGS,  COVERT 
COATINGS    :   :    SPORTS    TWEEDS    &    CAP    CLOTHS 

LADIES'     MANTLE,     AND     DRESS    FABRICS 

"PLRWOL"    (Regd.)    ART    SERGES,    TABLE    CLOTHS 
CURTAINS,*  UPHOLSTERY    CLOTHS    For   Motor    Car 


''iiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiniiiiiiiiiimimiiiii' 


ninmiiiiiimi uiiniiiMiiiiiimiiiiiiiiimii., 


iiii  mi 
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Evolved  and  Sponsored  by  Fred  Butterfield  &  Co.,  Inc. 
Its  exquisite  colors  are  Guaranteed  Fast 


YOU  will  want  much  of  this  Tissu  Charme 
for  your  early  Spring  displays.  It  will  im- 
mediately appeal  to  all  your  customers: — its  beau- 
tiful patterns  and  novel  fancy  weaves  are  worthy 
the  skill  of  the  smartest  dressmakers;  its  practical 
colors  and  excellent  quality  will  win  the  women 
who  do  their  own,  and  their  children's,  sewing. 

Tissu  Charme  has  the  clearly  defined  colorings, 
the  beauty  and  fineness,  the   exquisite,  cool  tex- 


ture that  compare  favorably  with  the  fine  old 
French  "tissus". 

Its  colors  are  absolutely  fast.    Its  price  is  right. 

Merchants  who  know  the  quality,  prestige  and 
brisk  stock  turnover  which  Normandy  Voiles, 
Lingette,  Kirkmuir  Zephyrs,  and  other  Butter- 
field  fabrics  have  netted  them,  will  be  the  first  to 
stock  this  charming  new  Tissu — 36  inches  wide. 

Our  salesmen  are  now  out  with  Tissu  Charme. 


Fred  Butterfield  &  Co.,  Inc. 

361-363  Broadway,  New  York  City 
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Will  the  Customer  Come  Back  Again? 

Head  of  Millinery  Department  at  Almy's,  Montreal,  Says  That 

is  the  Important  Consideration  in  Selling  Hats — Most  Women 

Who  Go  Into  Millinery  Department  Are  "Lookers"  and  Should 

be  Left  Alone  for  a  Time — Discourages  Returns 


MRS.  N.  W.  HIBBARD,  who  is 
manager  of  the  millinery  de- 
partment of  Almy's  Limited  in 
Montreal,  has  built  up  a  particularly 
successful  business-  in  the  more  moder- 
ately priced  range  of  feminine  headwear 
during  her  fourteen  year^'  experience  in 
that  city.  She  believes  that  it  is  the  in- 
dividuality of  the  customer  which  should 
be  the  dominating  factor  in  the  sale  of 
hat  and  gives  frequent  and  helpful 
talks  to  her  staff  on  the  matter  of  sales- 
manship in  order  that  the  important 
matter  of  expressing  individuality  may 
be  thoroughly  understood.  "After  all," 
remarked  Mrs.  Hibbard  in  an  interview 
with  a  staff  member  oi  Dry  Goods  Re- 
view, "it  is  not  so  much  the  tale  of  a 
particular  hat  which  matters  so  much 
but  the  fact  that  the  customer  will  come 
back  again.  If  a  hat  has  been  well  sold 
and  the  customer  is  perfectly  satisfied 
the  foundation  of  a  successful  business 
in  millinery  has  been  well  laid." 

Seated  in  a  corner  of  her  busy  work- 
room, Mrs.  H.bbard  related  some  of  the 
principles  which  in  her  opinion  should 
be  adopted  in  the  average  department. 
"Customers  usually  have  a  price  in 
their  mind  when  thy  have  the  pur- 
chase of  a  hat  in  mind,  but  the  sales 
clerk  need  not  feel  constrained  to  ad- 
here only  to  hats  of  the  price  mention- 
ed by  the  customer  unless  the  latter  ex- 
pressly states  after  having  been  shown 
one  or  two  more  expensive  models  that 
it  is  impossible  to  pay  more.  The  com- 
mon idea  among  customers  at  the  early 
part  of  the  season,  especially,  is  to  pick 
up  an  inexpensive  hat.  It  is  nearly  al- 
ways possible  to  sell  a  better  quality 
hat  by  dint  of  showing  other  models 
which  are  more  suitable  for  all  round 
wear  than  is  possible  with  a  cheap  hat. 
However,  it  is  not  wife  to  say  too  much 
about  better  quality,  workmanship,  etc., 
lest  the  customer  become  dissatisfied 
with  the  less  expensive  model  and  end 
by  buying  none  at  all." 

Millinery  Sells  by   Impulse 

According  to  Mrs.  Hibbard,  the  ma- 
jority of  women  who  enter  the  millin- 
ery department  are  "lookers"  and  really 
have  no  idea  of  purchasing  when  they 
walk  round  looking  at  the- tables.  For 
this  reason  she  advises  sales  clerks  to 
leave  them  alone  at  first  and  avoid 
bothering  them  by  such  requests  as 
"Can  I  show  you  anything?"  In  the 
millinery  department  of  all  others  in 
the  store,  the  selling  staff  needs  to  ex- 
ercise discretion,  keeping  an  eye  on  the 
"looker"  so  that  at  the  psychological 
moment  they  can  step  forward  and  a:  k 
if  there   is   any  particular   type   of   hat 


which    would      be    of    interest.     At      th 
same  time  emphasize  the  fact  that  it  is 
a  pleasure  to  show  hats  at  any  time. 

One  particularly  important  point  was 
emphasized  by  Mrs.  Hibbard  in  discus- 
sing the  question  of  colors  for  certain 
types  of  customers.  "If  we  happen  not 
to  have  a  hat  in  the  color  asked  for  by 
the  customer,"  she  explained,  "we  in- 
variably sell  a  shade  which  will  blend  or 
harmonize  with  the  customer's  apparel 
rather  than  lose  the  sale.  For  example, 
if  a  woman  wants  a  brown  hat  and  we 
happen  not  to  have  a  brown  one  in  the 
style  required,  we  :  how  her  how  a  sand 
or  henna  toned  model  will  answer  her 
purpose  just  as  well  because  it  can  be 
worn  with  a  brown  suit  quite  as  effec- 
tively as   a  brown  hat  can." 

Discourages    Returns 

When  a  customer  asks  to  have  a  hat 
sent  home  C.  0.  D.,  the  tale  is  usually 
discouraged  for  the  reason  that  it  fre- 
quently happens  that  the  customer  does 
not  really  want  the  hat  and  only  asks 
for  this  service  to  avoid  hurting  the 
salesgirl's  feelings.  A  deposit  should 
alway.-  be  asked  for  on  any  hat  not 
paid  for  in  full,  and  this  protection  also 
will  lessen  the  number  of  returned  hats 
which  should  not  have  gone  out  in  the 
first  instance.  According  to  Mrs.  Hib- 
bard, few  hats  are  ever  returned  to  her 
department,  but  in  rare  cases  where  dis- 
satisfaction is  expressed,  customers  are 
permitted  to  exchange  the  hat  or  obtain 
a  refund  of  their  money,  both  policies 
being  proven  the  best  advertisement 
possible  of  the  type  of  service  offered 
in   this   department. 

Mrs.  Hibbard  believes  that  the  older 
woman  makes  the  better  saleswoman 
where  millinery  is  concerned  and  says 
that  in  the  long  run  experience  sells 
more  hats  that  youthful  prettiness,  no 
matter  how  allur'ng  the  latter  may  ap- 
pear in  the  various  models  when  tried 
en.  Only  experienced  clerks  can  make 
a  real  succes:  of  selling  because  they 
can  eliminate  much  of  the  unnecessary 
trying  on  which  only  confuses  the  cus- 
tomer and  makes  her  dissath  fied  with 
her  purchase.  As  a  general  rule,  however 
Mrs.  Hibbard  advises  various  types  of 
saleswomen  in  the  millinery  department 
which  in  the  case  of  the  Almy  store 
comprises  several  distinct  divisions 
calling  for  management  by  expert  sales- 
women. 

French  Room  For  Mourning  Hats 

The  French  room,  for  one  thing,  is  not 
used  to  display  the  more  expensive  and 
elaborate  millinery  but  instead  provides 
a  most  effective  background  for  mourn- 


ing hats  of  all  sorts  which  form  a  large 
part  of  the  activity  in  this  department. 
The  French  room  is  separated  from  the 
main  floor  by  glass  partitions  through 
which  the  hats  can  be  seen.  The  color 
scheme  throughout  is  dull  grey,  and 
three  or  four  trying  on  tables  are  scat- 
tered about  the  open  space  in  the  centre, 
placed  so  that  the  light  will  fall  at  the 
best   angle. 

Another  section  includes  all  the  want- 
ed kinds  of  millinery  trimmings  such  as 
feathers,  fruits,  flowers,  ribbons  and 
mounts  of  all  sorts,  and  the  selling  staff 
in  this  division  are  expert  in  the  arc  of 
hat  trimming,  giving  gratis  instructions 
to  customers  who  purchase  there  on 
how  to  place  the  trimming,  and  how 
best  to  attach  it  to  the  hat.  Although 
few  untrimmed  hats  are  carried  in  stock 
a  great  number  of  buckram  shapes  are 
carried  and  these  also  are  carefully  sold 
with  as  many  directions  regarding  the 
mode  of  covering  and  trimming  the 
hat  as  may  be  needed  by  the  customer. 

"Thoro'-Fare    Specials"    on    Main    Floor 

In  addition  to  the  foregoing,  there  is 
a  flourishing  section  for  children  from 
six  years  of  age  upwards,  a  mail  order 
s  ection  by  means  of  which  many  hats 
are  sold  by  mail  without  any  difficulty 
and  also  there  is  maintained  downstairs 
on  the  main  floor  of  the  store  a  series 
of  tables  where  inexpensive  hats  are 
displayed,  both  trimmed  and  untrimmed 
together  with  appropriate  ornaments. 
These  tables  are  named  "Thoro'-fare 
Specials"  because  the  aisle  where  they 
happen  to  be  placed  is  a  favorite  pas- 
sage way  for  pedestrians  who  pass 
through  the  store  from  one  street  to 
another  in  order  to  save  time  or  per- 
haps on  account  of  bad  weather.  A 
display  of  smart  hats  at  59  cents,  for 
instance,  is  a  never  failing  source  of  in- 
terest to  women,  and  when  these  bargain 
models  are  sold  with  the  same  care  as 
the  millinery  shown  upstairs,  it  is  not 
remarkable  that  fresh  supplies  must  be 
ordered  constantly. 

Although  many  millinery  depart- 
ments complain  of  slackness  once  the 
Fall  season  is  ended  and  Winter  is  well 
under  way,  Mrs.  Hibbard  finds  it  pos- 
sible to  beg'n  on  early  Spring  headwear 
as  early  as  January  and  actually 
achieved  the  record  of  selling  twenty- 
seven  Spring  hats  on  Christmas  Eve 
last  year.  Millinery  can  just  as  well 
be  made  a  suitable  Christmas  gift,  in 
her  opinion,  as  the  proverbial  pair  of 
silk  hosiery  or  gloves,  and  she  offers  to 
exchange  any  hat  not  found  suitable 
within  a  few  days  of  Christmas  if  de- 
sired.    Smart  little  lace  or  metallic  hats 
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M628  With  its  drooping  velvet 
brim,  dipping  low  on  the  side 
and  cut  off  smartly  across  the 
back,  this  hat  combines  a  new, 
draped  crown  of  embroidered 
velvet  and  a  velvet  bow.  Comes 
in  na.vv  embroidered  with  grey, 
black  with  delft  and  brown  with 
sand. 


M637  Duvenor,  stitched  with 
rows  of  silver  for  its  soft  crown, 
a  drooping  brim  of  velvet  and 
a  wreath  of  irid&scent  metal 
wheat,  silver  bearded,  go  to 
make  up  this  attractive  model. 
Comes  in  brown  and  navy. 


M635  A  jaunty  tilted  crown  of 
velvet,  tying  itself  into  a  bow, 
conspires  with  the  embroidered 
medallions  outlined  in  black  fur 
which  decorate  its  sailor  brim 
to  make  an  irresistible  number. 
Comes  in  copen,  black  and  navy. 


M631.  This  stunning  black  felt 
with  its  drooping  brim  and  in- 
teresting short  cut  back  needs 
only  the  large  puff  and  facing 
of  velvet  and  single  pearl  pin 
to  make  it  the  truly  regal  model 
that  it  is.  Comes  in  black,  with 
royal,  wood  broivn  or  peacock 
trim. 


New  Models  From  Gage 
Bros.  &  Co.,  Chicago. 


M636.  The  drooping  brim  of 
this  velvet  hat  is  emphasized  by 
the  long  fringes  of  monkey  fur 
ivhich  edge  it.  Silver  Lamin- 
ette  outlines  the  divisions  of 
the  soft  crown.  Comes  in  taupe, 
black  and  navy. 


M622  A  wide  bell-crowned 
poke  of  felt,  with  softly  rolling 
brim,  chooses  beige  for  itself 
and  draws  upon  the  colors  of 
goldenrod,  asters  and  autunvn 
leaves  for  the  embroidery  of 
the  brown  velvet  trim. 


M620  With  the  short  back  of 
its  rolled  brim  emphasized  by  a 
velvet  bow,  this  poke  of  wood 
brown  felt  is  trimmed  with  a 
drape  of  velvet  of  the  same  tone 
embroidered  in  gold  with  a  je- 
wel for  its  central  motif. 


for  dancing  are  especially  good  at  this 
season,  she  finds,  and  as  for  various 
types  of  corsage  bouquets  and  hair 
ornaments,  she  can  scarcely  keep  the 
supply  up  to  the  demand  for  gift  pur- 
poses. 

Getting    Christmai;    Business 

A  well  arranged  display  case,  bright- 
ly lit  up,  and  filled  with  sparkling  hair 
bands,     colorful      nosegays      for     dance 


frocks  as  well  as  the  usual  ribbon  novel- 
ties required  to  brighten  up  a  hat  or  re- 
novate a  frock,  are  all  of  incalculable 
value  to  the  millinery  department 
through  December  and  January  when 
ordinary  sales  wane  in  volume  tempor- 
arily. A  special  week  end  sale  from 
time  to  time  keeps  interest  up,  Mrs. 
Hibbard  finds,  and  any  store-wide  event 
such  as  a  dollar  day  should  be  partici- 
pated in  by  the  millinery  section  just  as 
is  done  in  any  of  the  other  departments. 


Keeping  the  millinery  department  in 
the  limelight  is  just  a  matter  of  close 
personal  interest  in  the  work,  says  Mrs. 
Hibbard,  whose  constant  aim  it  is  to 
teach  the  customer  what  to  buy  rather 
than  dispose  of  just  one  more  hat.  "I 
try  to  improve  on  her  present  appear-, 
ance  when  I  pick  out  the  model  for  a 
woman,"  concluded  Mrs.  Hibbard,  "and 
under  no  circumstances  do  I  tolerate  the 
habit  of  forcing  a  sale.  The  customer 
mu.'t  be  sold  so  that  she  will  come  back." 


68 


MILLINERY 


Dry  Goods  Review 


OSTRICH 

is  the 

Big  Feature 


The  Large  Hat 
demands  it  and  the 
season  is  here  now. 

Have  you  seen  our 
new 

POM  POMS 

and  Coque  Mounts? 

They    are    made    up    in    the    new 

Persian      colorings      and      Firefly 

effects. 

Order  now.     Immediate   shipment. 

TheBoutonniere 

announced  last  issue  is  meeting 
with  splendid  success.  They  are 
neat  and  attractive,  bright  colors 
and  metallic  effects. 

As  Always 
"The  New  Things  First" 

Stocks'carried  in 
Ottawa-Mon  treal  -  Winnipeg 

DOMINION  \OSTRICH 
FEATHER   CO.,  Limited 

78  Wellington  St.  West  -  Toronto 

Representatives : 
H.  B.  Taylor,  Mappin  Bldg.,  Montreal. 
J.  G.  Martin,  Hammond  Bldg., 

Winnipeg. 
E.  R.  Briggs,  Western  Ontario. 
J.  A.  Ayearst,  Ottawa. 


MOULTON 


MADE  TO 


ORDER 


TRIMMINGS 

Style,  Quality  and  Service  create  an  inces- 
sant demand  for  our  goods.  We  specialize 
in  made-to-order  Trimmings  of  all  kinds. 
IF  IT  IS  NEW  — WE  HAVE  IT,  or  can 
make   it  for  you. 

THE  MOULTON 

Manufacturing  Co.,  Ltd. 

4  Inspector  St.  Montreal 


THE  PRINCESS 

Oblique  Boned  Satin  Faced  Petersham 


This  make  is  superior  to  any  other  make,  giving 
a  decided  support  to  the  skirt,  also  an  excellent 
finish. 

Made  in  straight  and  shaped,  black,  white,  2,  2%, 
3    inch.      To    be    had    from    all    wholesale    houses. 

Also  lower  makes  in  mercerized  art  silk,  silk, 
plain,  boned,  straight  and  shaped.  Bound  edge 
makes,  etc. 

BRAIDS — Plain    black    and   colors;    also 

Cire  makes. 
MEN'S — Felt  and  soft  hat  ribbons. 
LADIES' — Hat  ribbons,  black  and  colors. 
LADIES' — Narrow  fancy  ribbons. 

F.  W.  LLOYD 

115  Fore  Street 

London,  E.  C. 
Wholesale  Only  ENGLAND 

Your  Enquiries    Will   Be   Appreciated. 
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A  Supply  of 

Gage  Hats  and  Gage  Merchandise 

is  the  logical  preparation  to  take  full  advantage  of 
the  great  October  demand  for  millinery  forecast  by 
present  indications.  Why  experiment?    Buy  from 


18  So.  Michigan  Ave. 
Chicago 
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KNITTED    GOODS 
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The  World's  Best 

This  pre-eminent  Scottish  brand  is 
worthy  of  the  consideration  of 
tnose  who  have  established  their 
business  on  the  basis  of  quality: 

It  comes  from  the  home  of  Scottish 
Hosiery,  and  reaches  the  highest 
standard  of  excellence  that  this 
famous  industry  observes.  In  wool, 
in  workmanship,  and  in  worth 
there  is  nothing  comparable  with 
it  throughout  the  world. 

The  Canadian  dealer  stocking  it  will  soon 
convince  himself  of  its  satisfaction-giving 
powers  and  of  its  business-getting  possibil- 
ities, for  Pesco  looks  its  part,  is  as  genuine 
as  it  looks  and  never  fails  to  fulfil  the 
buyer's  expectations. 

We  invite 
your  enquiries. 

Peter  Scott  &  Co.,  Limited 


Canadian  Agents  for  Pesco  Underwear. 

(Pure  Wool,  and  Silk  and  Wool,  for  Ladies,  Gentlemen 
and  Children,  and  in  shapes  for  the  Canadian  Market.) 


Messrs.   C.   and   A.   G.   Clark 

35    Wellington    Street    West, 

Toronto,    Ont.» 

Mr.    R.    C.    Poyser, 

418    King's   Hall    Building,   St. 

Catherine   Street   W., 

Montreal. 


Messrs.    Hanley    &    Mackay    Co.. 

Hammond    Building,   Winnipeg. 

Mr.    J.   J.    Mackay, 

804  Bower  Building.  Homer  St.. 

Vancouver,     B.    C. 


utter/ly  Oilk  Jiosie 


osiery 


IS  EMINENTLY  SATISEACTORT 
IH  EVERT  WAT 

1  he  quality  is  a  delight — sheer,  dainty, 
beautiful  stockings  that  intrigue  the  eye  with 
their  lustrous  sheen  and  please  the  practical 
side  with  their  sturdy  wear. 

1 8  exquisite  shades  including  all  the  most 
wanted  tints  for  evening  wear. 

All  sizes  from  8H  up — handsomely  boxed. 

And  the  moderate  prices  are  additional  at' 
tractions,  both  to  you  and  your  customers. 


Made  in  Canada  by 
W  BUTTERFLY  HOSIERY  CO.  LIMITED 

DRUMMONDV1LLE,  QUEBEC 


-     - 


The  Convenience  to  You 


"BUTTERFLY' 

SILK  HOSIERY 

(  REG'D  TRADE'MARK) 

7irst  of  all,  "Butterfly"  gives  you  the  quality 
and  variety  that  enables  you  to  please  prac 
tically  every  lady  who  asks  for  Silk  Hosiery, 
It  gives  you  sheer,  dainty,  durable  Hosiery  that 
delights  the  wearer  with  its  exquisite  colors,  silky 
sheen  and  perfection  of  fit. 

Second,  it  is  made  in  Canada.  This  means  service — ■ 
because  the  mills  at  Drummondville,  recently  en' 
larged  and  equipped,  enable  us  to  fill  every  order 
completely. 

Third,  this  popular  and  well-advertised  hosiery  now 
comes  in  1 8  different  shades,  packed  in  handsome 
boxes.  Think  what  an  attraction  it  will  be  to  fill 
one  of  your  show  windows  with  "Butterfly"  Silk 
Hosiery  and  show  the  eighteen  different  shades,  in 
their  bright  boxes.  All  one  make — all  made  in 
Canada. 

And  Fourth,  "Butterfly"  Silk  Hosiery  is  the  popular- 
priced  brand.  Your  customers  will  be  well  satisfied 
with  the  price  at  which  you  can  sell  "Butterfly"  and 
which  shows  you  a  handsome  profit  on  every  pair. 
We  are  now  making  "Butterfly"  Silk  Hose  for  men. 

YOUR    JOBBER     CAN     SUPPLY     YOU 

Made  in  Canada  by 
THE  BUTTERFLY  HOSIERY  CO.  LIMITED 

DRUMMONDVILLE,  QUEBEC 


Sole  Selling  Agents:     E.   H.   Walsh  6?  Company  Limited 

TORONTO  MONTREAL  WINNIPEG  VANCOUVER 


M 
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The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cost. 

FIRST  IN  THE  FIELD  AND  STILL  LEADING. 

Manufactured  on  THE  GRADUATED 
PRINCIPLE,  and  Commencing  with  TWO 
THREADS  in  the  TOP,  it  increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS, 
THE    INSTEP   AND    FOOT   FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF  HOSE 
FOR   HARD  WEAR. 

ABSOLUTELY  SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  House; 

tlHTiiiiinmiiitiirniiriimtniiiriiitiiiiiirimiiiiiiiinii^ 


MARK 


REGISTERED 


O.V  BRAND 

PURE  WOOL  UNDERWEAR 

For  Men  cm  cf  Soy  a 

For  15  years  the  standard  under- 
wear for  outdoor  workers.  Made 
in  Combinations  and  two-piece 
Suits 

SOLD  THROUGH 
WHOLESALE  TRADE 

BATES  &INNES  Limited 

Carleton  Place,  Ont. 


Agents: 
C.  E.  WINKS,  W.  R.  MILLER, 

44   Aiken   Bldg.,     807    Mercantile   Bldg., 
Winnipeg  Vancouver 

General  Sales  Office:  35  St.  Nicholas  St.,  Montreal. 


H.  J.  FOX, 

152   Bay  Street, 
Toronto 


When  Winter  Conies 


Let  there  be  no  "IF"  about  it.  Come  it  will,  and  the  question  for  you 
now  is,  will  it  find  your  business  prepared  to  withstand  the  Chills? 
The  live  merchant  will  have  no  need  to  fear  them  if  he  wisely  protects 
himself  against  their  onslaughts  by  strengthening  his  Winter  Selling 
Lines  from  the  following  range — 


fc  BIRD'S  PURE  WOOL 


Mackinaw,  Tweeds,  Flannel  by 
the  Yard  or  in  Clothing.  Overcoating,  Suiting, 
Travelling  Rugs,  Blankets,  Wheeling  Yarns  for 
Socks,  Mitts,  etc. 

We  guarantee  the  above  goods  are  the  finest  quality   manufactured  and  will  give  utmost  satisfaction  in 
the   finished  garment,  both   for  wear  and  appearance. 

We  have  the  reputation  for  the  best  value;  we  intend  to  keep  that  reputation. 

//  you  cannot  get  these  goods  from  your  wholesaler,  write  us, 

The  Bird  Woollen  Mill  Co.,  Ltd. 

Bracebridge,  Ont. 
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Suitable  Novelties  For  Christmas 

Among  Imported  Lines  Sweater  With  Ratine  Finish  is  Smart 
Model— Gossamer  Shetland  Sports  Coats— Some  Very  Smart 
New  Colors  in   Underwear — New  Idea   in   Promoting   Greater 

Sales  of  Hosiery 


JUST  at  this  time  of  year,  when  Fall 
and  Winter  knitted  wear  is  an  old 
story  to  retail  buyers  and  Spring 
samples  have  not  yet  been  shown,  it  is 
of  interest  to  summarize  the  demand  in 
various  lines  of  knitted  wearing  apparel 
which  may  have  some  bearing  on  Christ- 
mas business. 

Knitted  goods  of  all  sorts  are  becom- 
ing more  and  more  popular  as  gifts,  ac- 
cording to  a  Montreal  buyer  who  antici- 
pates a  successful  Christmas  trade  in 
sweaters,  hosiery,  scarvesl  and  sports 
suits,  etc. 

Among  the  smartest  novelties  seen  in 
sweaters  were  some  imported  novelties 
featuring  a  rough  surface  called  a  "ra- 
tine finish."  This  possesses  a  two-tone 
effect  produced  by  the  use  of  a  mixture 
of  cotton  of  white  or  another  shade  upon 
the  wool  ground.  Hungarian  embroidery 
is;  another  'hew  em,bellis1hm<ent  ivhich 
is  finding  favour  with  Canadian  women, 
particularly  -in  pullover  sweaters  with 
starves  to  ma'tdh,  knitted  in  neutral 
colors  with  a  deep  border,  collar  and 
cuffs  developed  in  vivid  Hungarian  or 
Russian  effects. 

Shetland  Sports  Sweaters 

Gossamer  Shetland  sports  coats  in  ex- 
tremely light  weight  yarns,  made  with 
tuxedo  fronts  and  long  sleeves  are  also 
promising  a  wide  vogue  with  smart  wo- 
men. These  coats  should  be  especially 
good  next  Spring  trimmed  with  novel 
inserts  of  Shetland  lace  and  knitted  in 
such  colors  as  orchid,  beige,  fawn,  grey 
and  the  new  red  shades. 

A  feature  of  the  sweater  demand  is  the 
fact  that  so  many  of  these  garments  are 
now  being  worn  in  place  of  blouses  by 
all  classes  of  women.  Nearly  every  girl, 
it  is  thought,  is  wearing  a  slip-over 
sweater  with  detachable  collar  and  cuffs 
or  else  a  simple  blouse  with  Bramley 
collar  and  turn-back  cuffs.  This  fad,  al- 
though profitable  for  the  sweater  de- 
partment, has  its  drawbacks  where  the 
sale  of  blouses  is  concerned;  however  it 
is  still  confined  to  younger  women  who 
look  best  in  the  pullover  type  of  garment. 
The  tuxedo  style  is  still  preferred  by 
matrons. 

Mohair  wool  and  artificial  silk  contin- 
ues to  be  a  much  sought  after  combina- 
tion for  sweaters,  particularly  in  navy, 
brown  and  camel  shades,  together  with 
black.  Scarves  are  sold  to  match  in  near- 
ly every  case.  Wide  stripe  effects  intro- 
ducing a  fancy  stitch  of  artificial  silk 
with  a  row  of  plain  knitting  is  featured 
i'1  the  range  of  a  Montreal  manufacturer 
this   Fall,    showing    two   color   contrasts, 


such  as  blue  and  white,  grey  and  red, 
yellow  and  grey  and  red  and  grey.  The 
artificial  silk  striping  is  very  transparent 
in  effect,  so  that  the  appearance  of  the 
garment  is  lacy  and  delicate.  The  same 
stitch  is  carried  out  in  all  wool  in  the 
tame  color  contrasts  intended  for  Winter 
wear. 

All  black  sweater  coats  are  effectively 
bordered  with  graduated  stripes  of  white 
fibre  silk  running  up  from  the  bottom 
hem  to  a  depth  of  8  or  10  inches.  A  new 
collar  style  has  been  introduced  by  the 
same  firm,  being  circular  and  fulled  on 
round  the  natural  neck  line,  fastened  in 
front  by  two  string  ties.  This  collar 
looks  its  best  upon  a  box  coat 
sweater  developed  in  heavy  fibre  silk, 
falling  straight  and  loose  but  belted  in 
slightly  with  a  string  girdle.  The 
sweater  is  knitted  in  a  pleated  rib  effect 
and  has  a  five  strand  border  of  black 
around  the  lower  edge  and  cuffs.  This 
round  collar  is  introduced  upon  woollen 
sweaters  as  well  with  good  success. 

Silk  Underwear  in   New   Colors 

According  to  one  Montreal  retail 
buyer,  no  woman  ever  has  enough  silk 
underwear,  and  as  prices  are  exceedingly 
reasonable  this  season,  it  is  likely  that 
sets  will  be  as  widely  sold  as  single 
pieces.  Coral  pink  is  a  new  shade  re- 
cently introduced  in  these  lines,  trimmed 
with  a  tiny  black  picot  braid,  very 
sparingly  used.  Cerise  is  also  to  be 
found  among  the  new  colors,  used  in 
combination  with  white  or  taupe  to  form 
points,  used  border-wise  to  trim  certain 
undergarments. 

Montreal  stores  intend  to  push  glove 
silk  underwear  very  strongly  for  the 
coming  few  months,  with  particular  em- 
phasis at  the  holiday  season.  Women 
are  beginning  to  find  that  the  best  qual- 
ity of  silk  underwear  is  the  most  eco- 
nomical purchase  in  the  end  and  in  the 
majority  of  cases,  it  provides  sufficient 
warmth  for  all  Winter  wear,  even  in  Can- 
ada. Silk  underwear,  including  combina- 
tions, vests,  bloomers,  skirts,  and  chem- 
ises, is  to  be  given  much  publicity,  par- 
ticularly in  the  new  shades. 

Wool  and  silk  hosiery  are  the  big 
sellers  this  month  in  Montreal,  particu- 
larly in  ribbed  effect,  it  was  stated  to  Dry 
Goods  Review.  Heavy  imported  woollen 
hosiery  in  soft  heather  or  lovat  mixtures 
is  also  good  and  apparently  taking  the 
place  of  spats  with  smart  women  for 
morning  wear  and  for  sports.  The 
vogue  for  mannish  top  coats  has  led  to 
a   demand  for  heavy  stockings  to  match 


as  nearly  as  possible  the  color  predom- 
inating in  the  coat.  Another  fad  having 
a  bearing  on  the  demand  for  knit  goods 
is  the  vogue  for  sports  hat,  scarf  and 
hosiery  to  match  and  worn  with  a  tweed 
suit.  These  ideas  should  not  be  over- 
looked where  Christmas  buying  is  to  be 
encouraged,  as  sets  comprising  hosiery, 
scarf  and  gauntlets  would  make  a  much 
appreciated  present. 

Speeding    Up    Hosiery    Sales 

An  idea  borrowed  from  the  hosiery  de- 
partment of  a  leading  New  York  store 
has  been  tried  out  by  a  Montreal  de- 
partment with  good  success.  The  plan 
consisted  of  displaying  a  complete  as- 
sortment of  novelty  hosiery  during  a  re- 
cent sale,  upon  a  screen  erected  just 
above  the  hosiery  counter  in  such  a  man- 
ner that  the  samples  shown  could  be 
felt  and  handled  by  customers  without 
being  detached.  The  idea  behind  the 
plan  was  that  by  scanning  the  samples 
hanging  in  rows  against  the  screen,  cus- 
tomers are  saved  the  necessity  of  hunt- 
ing endlesly  through  the  piles  of  stock- 
ings on  the  counters,  thus  keeping  the 
merchandise  in  better  condition  and 
lessening  the  length  of  time  in  serving 
customers.  If  a  customer  cannot  find 
a  pair  of  stockings  like  the  particular 
sample  which  takes  her  eye,  she  has 
only  to  ask  a  sales  clerk  for  the  requir- 
ed style,  mentioning  the  letter  or  number 
attached  to  each  sample.  Plenty  of  re- 
serve stock  can  be  kept  behind  the 
counter,  without  putting  much  extra 
work  upon  the  sales  clerks. 

As  a  sales  aid  during  a  holiday  sale 
of  hosiery,  this  idea  should  prove  a  boon 
to  both  customers  and  those  behind  the 
counters.  In  the  same  connection,  the 
suggestion  is  made  by  another  store 
that  the  most  wanted  styles  of  hosiery 
should  be  displayed  permanently  either 
on  forms  or  in  their  original  boxes  out  on 
the  counters  so  that  customers  may 
readily  examine  and  feel  the  texture, 
thus  saving  the  sales  clerk  the  trouble 
of  taking  down  and  putting  back  the 
same  numbers  a  dozen  times  a  day.  The 
danger  of  soiling  and  wrinkling  stock  is 
thereby  lessened  considerably. 

No  knitted  goods  department  can  go 
far  wrong  in  playing  up  knitted  dresses 
or  suits  for  kiddies  during  the  holiday 
season.  According  to  a  Montreal  buyer, 
all  sorts  of  knitted  apparel  have  a  wide 
vogue  this  Fall  for  children  from  in- 
fants up  to  high  school  age,  and  if  these 
goods  are  nicely  boxed  in  holly  con- 
tainers tint'  knitted  goods  department 
will  reap  the  benefit  of  one  of  the  best 
seasons   in   years. 
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Import  Lines 

Stress  Jacquette 

Scarfs  With  Sweaters  to  Match  Sell 
Well — The  Spring  Line-up 

A  few  weeks  of  cold  weather  and  sev- 
eral snowfalls  would  be  the  best  tonic 
for  knitted  wear,  that  could  be  given, 
according  to  manufacturers.  The  trade 
have  not  yet  felt  the  Christmas  spirit 
and  while  there  is  no  more  merchandise 
in  the  country  than  is  actually  required 
for  the  first  two  months  of  Winter  busi- 
ness, knitters  are  a  little  reluctant  about 
stocking  quantities  until  they  see  how 
greatly  the  trade  is  interested. 

In  sweaters  the  slip-on  seems  to  grow 
in  demand  as  the  season  advances.  The 
tendency  to  save  fuel  which  many  house- 
holders and  office  managements  find 
necessary,  has  considerably  helped  the 
slip-on. 

Several  models  shown  among  imported 
sweaters  are  on  the  jacquette  order,  of 
which  Paris  and  New  York  are  so  proud. 
This  jacquette  is  more  dressy  than,  the 
ordinary  Tuxedo  or  coat  and  lends  it- 
self to  the  bright  shades  which  are  so 
good.  One  Canadian  manufacturer  is 
now  making  a  Cardigan  Jacquette  of 
which  he  is  expecting  a  great  deal  both 
for  mid-winter  and  early  Spring  business. 

Scarfs  are  selling  well  with  sweaters 
to  match.  These  are  even  better  than 
the  separate  scarfs  this  year.  Probab- 
ly the  disinterest  in  the  separate  ones 
is  due  to  the  warmth  of  September  and 
early  October  because  these  are  worn 
as  a  rule  to  replace  furs. 

Several  novelty  houses  are  putting 
their  faith  in  the  Tuxedo  for  Spring,  al- 
though none  are  willing  to  admit  that 
the  slip-on  will  disappear.  One  design- 
er puts  the  demand  for  Spring  1923,  in 
the  following  order:  Tuxedo,  jacquette, 
slip-on. 


Fred  Gow  has  moved  into  new  quarters 
at  the  rear  of  the  Union  Bank.  He  was 
formerly  in  the  Oliver  Block. 


H.  R.  Clarke  has  commenced  business 
at  293  Ottawa  St.,  Hamilton,  Ont. 


Construction  will  be  started  early  in 
January,  1923,  of  a  six-storey  and  base- 
ment addition  to  Woodward's  Limited, 
Vancouver,  B.  C.  The  new  building 
will  have  a  frontage  on  Hastings  street 
of  86  feet  and  a  depth  to  the  lane  of  132 
feet.  It  will  be  erected  immediately  to 
the  west  of  the  present  main  block  of 
the  store  and  will  conform  with  it  ar- 
chitecturally. The  cost  of  the  building 
will  be  in  the  neighborhood  of  $200,000. 

The  foundations  of  the  new  structure 
are  being  made  strong  enough  to  carry 
ten  storeys.  Four  additional  storeys 
will  be  added  when  business  makes  this 
necessary. 


A  leading  writer  in  a  New  York  Fashion  Journal  recently  commented  on 
the  loss  of  beauty  of  the  modern  feminine  ankle,  apparently  caused  through 
the  constant  wearing  of  shoes.  The  freedom  thus  allowed  the  ankles  re- 
sulted in  their  becoming  abnormal  in  size,  and  hence  the  disappearance  of 
the  slim,  and  dainty  ankle  so  noticeable  formerly. 

Commenting  upon  the  alarm  ivith  which  some  stage  and  film  stars  and. 
society  ladies  viewed  the  situation,  he  states  that  they  are  adopting  methods 
to  overcome  the  trouble  by  using  adhesive  tape  which  is  bound  tightly  round 
the  ankles  during  rest  veriods. 

Here  are  anklets  which  are  certain  to  reduce.  They  are  made  of  fine 
elastic  thread,  and  knitted  scientifically  to  fit  th"  nni-i"  «)'"""'  n  -.,--'- 
By  allowing  the  correct  pressure  the 
ankle  is  kept  tightly  covered  without 
hindrance  to  the  blood  flow.  Moreover 
they  are  so  fine  in  weave  as  to  be  indis- 
cernible when  worn  on  any  occasion,  and 
being  of  a  pale  flesh  shade  do  not  show 
through  the  finest  hosiery.  They  can  be 
worn  always,  day  and  night,  without  dis- 
comfort, and  are  washable.  They  give  im- 
mediate gracefulness  to  the  ankle,  and 
ivill  stand  constant  wear  for  some  months. 
They  are  one  of  the  "Elinstar"  series  made 
by  F.  Longdon  &  Company  (Canada) 
Limited,   Toronto. 


Woollen  Mills  for 

Western  Coast 

Canadian   Western  and   Fraser  Valley 

Woollen  Mills,   Limited,  Starting 

in   Vancouver  District 

Two  woollen  mills  will  soon  be  oper- 
ating in  the  Vancouver  district.  One, 
the  Canadian  Western,  has  been  a  pro- 
ducer for  some  time,  while  the  second, 
the  Fraser  Valley  Woollen  Mills  Ltd.,  is 
in  process  of  formation.  Both  will  use 
Western  Canadian  coarse  wools  and 
Australian  fine  and  both  feel  that  the 
market  is  plenty  big  enough  for  them- 
selves and  others,  according  to  those 
interested.  The  Fraser  Valley  company 
will  manufacturer  tweeds,  cheviots, 
mackinaw  cloth,  overcoatings,  flannels, 
yarns,  pullman  blankets,  automobile 
rugs,  shawls.  The  Western  Canada 
is  devoting  its  efforts  to  a  less  varied 
assortment.  O.  J.  Boyer,  a  practical  wool 
man  with  long  experience  in  the  mills  in 
Oregon,  will  have  charge  of  the  new  ven- 
ture. Associated  with  him  as  directors 
are:  Captain  A.  W.  Taylor  and  A.  J. 
Romiril,  both  experienced  in  the  manu- 
facture of  woollen  goods.  They  all  feel 
that  the  climate  of  British  Columbia  is 
peculiarly  suitable  to  wool  work  and 
that  there  will  be  a  great  industry  de- 
veloped here. 


W.   EVAN   CHIPMAN    DIES   AT   EAS- 
TON    HOME 

W.  Evan  Chipman,  pre.  ident  of  The 
Chipman  Knitting  Mills,  of  this  city, 
died  at  his  home  at  Easton,  Pa.,  after  a 
protracted  illness. 

Mr.  Chipman,  who  was  one  of  the  most 
prominent  knit  goods  manufacturers  in 
the  country,  was  50  years  of  age  at  the 
time  of  his  death.  He  was  born  in 
Philadelphia,  but  had  been  a  resident  of 
Easton  dnce  1895.  In  addition  to  his 
affiliation  with  the  Chipman  Knitting 
Mills  he  was  a  director  of  the  Easton 
Truck  Co.;  treasurer  of  Charles  Chip- 
man  Sons  Co.;  vice-president  of  the 
Chipman-Holton  Knitting  Co.,  and  the 
Glendale  Spinning  Co.,  both  of  Canada. 
He  was  also  a  director  of  many  knit- 
ting concerns  in  various  sections  of  the 
country. 

At  one  time  Mr.  Chipman  was  presi- 
dent of  the  Board  of  Trade  of  Easton, 
and  was  delegate  to  the  last  Republican 
National  Convention.  He  was  a  mem- 
ber of  the  Board  of  Governors  of  thft 
Easton  Children's  Home  and  was  prom- 
inent   in    church      and    Masonic      circles. 

He  is  survived  by  his  widow,  a  son, 
one  brother  and  two>  sisters.  Funeral 
services  were  held  to-day  in  the  Trinity 
Episcopal  Church,  interment  being  made 
in  Easton  Cemetery.  A  large  delega- 
tion from  the  many  mills  in  wh'ch  he 
was  interested  attended. 
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It  s  Time  to  Get 
A  New  Viewpoint. 


THE  retail  trade  throughout  Canada  has  had  a  hard  time 
during  the  past  two  years — waiting  for  business  to  "come 
back." 

Conditions  have  been  abnormal  and  the  outlook  has  been 
uncertain  for  so  long  that  PESSIMISM  has  left  its  mark.  In 
fact,  some  retailers  seem  to  have  become  so  disheartened  by 
their  experience  that  they  are  unable  to  view  the  present  or 
the  future  normally.  They  are  not  their  usual  optimistic 
selves;  they  seem  to  have  lost  that  cheeriness,  which,  coupled 
with  service,  enthusiasm  and  courtesy,  has  built  up  a  clientage 
of  85%  of  the  entire  population. 

No  one  knows  better  than  the  manufacturer  what  the  trade 

has  had  to  contend  with — but  the  manufacturer  feels  that  it 

is  now  time  for  the  trade  to  get  a  NEW  VIEWPOINT. 

IT'S  TIME  to  carry  stock  sufficient  to  meet  potential  demand. 

IT'S   TIME  for  dealers   everywhere  to   dissolve   partnership 

with  Old  Man  Pessimism  and  to  give  Young  Mr.  Optimism  a 

chance. 

IT'S  TIME  to  carry  stock  sufficient  to  meet  potential  demand. 

from  behind  the  Cloud. 

IT'S  TIME  to  place  orders  for  incoming  seasons  to  meet  the 

demand  that  enthusiasm  and  service  will  bring  to  you. 

IT'S  TIME  for  every  retailer  to  show  his  faith  in  the  future 

and  in  Canada,  by  getting  back  to  normal  himself.     Business 

can't  get  back  to  normal  unless  you  let  it — unless  you  help  it — 

AND  BUSINESS  IS  WAITING. 


The  Circle-Bar  Knitting  Co.,  Limited 


HOSIEBY 


KINCARDINE  -  ONTARIO 

MILLS  AT  KINCARDINE  AND  OWEN  SOUND 

Makers    of    Circle-Bar    Hosiery    in    Cashmere, 
Silk  and  Cotton  for  Men,  Women  and  Children. 
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T^NITTED  to  impart  to 
-*-*"the  garment  an  elas- 
ticity that  will  stand  the 
most  strenuous  bending  and 
stretching. 

Atlantic  Underwear  is  sold  to 
dealers  at  a  price  that  allows 
a  generous  profit  on  each 
garment. 


UNSHRINKABLE 


The  Underwear 

thatQVevvteavs 

ATLANTIC  UNDERWEAR  Limited 
Moncton,  N.B. 

E.  H.  Walsh  &  Company  46 

Montreal  &  Toronto 
Selling  Agents  for  Quebec,  Ontario  and  Western  Provinces 
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"I've  Brought  You  Dods-Knit  Merino" 

—  The  Underwear  that  Mother  Chooses 

HAVE  you  noticed  the  advertisements  we  are  running  in 
the  daily  papers  with  the  motherly  old  lady  choosing 
underwear?  They  are  big  enough  to  attract  attention,  aren't 
they?     And  they  are  attractive  in  themselves. 

Take  advantage  of  the  favorable  impression  they  are  making 
upon  the  public  mind.  This  advertising  is  seasonable,  it  is 
forceful,  it  is  putting  people  into  mind  for  buying  warmer  un- 
derwear for  cool  weather. 

A  good  window  for  Dods-Knit  would  help  a  whole  lot  now. 
Make  a  display  of  it  at  the  counter  and  don't  be  afraid  to  claim 
all  the  quality  for  it  we  claim  in  our  advertisements.  We've 
been  making  knitted  underwear  in  Canada  for  fifty  years. 

Show  them  the  trade  mark  if  they  want  to  be  convinced — 
the  D-K  monogram  in  the  double  circle  under  the  beaver. 


Knitting 

Company 
Limited 


The  Dods 

Orangeville     -     Ontario 


For  the  Wholesalers  and  Jobbers  only 

Selling  Agents  -  -  Ontario  and  Western  Canada 

R.  READE  DAVIS,  Manchester  Building,  33  Melinda  St.,  Toronto,  Ont. 
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CELTIC 
HOSIERY 


Fine  Cashmere  Hose  with  smart,  hand- 
worked clocking  is  now  being  shown  in 
all  the  season's  newest  shades. 
The  complete  Fall  range  of  the  well- 
known  Celtic  Pure  Silk  Hosiery  is  also 
shown,  plain  or  clocked,  in  new  and  dis- 
tinctive designs. 

Selling  Agents: 

Harvey  Bros.  &  Semple,  Ltd. 


224   Empire  Bklg ., 
TORONTO. 


313  Fort   Si., 
WINNIPtK 


325  Howe  St.. 
VANCOUVER. 


The  Celtic  Knitting  Co. 

LIMITED 
14  Turgeon  St.  Montreal 


Baby  Toilet  Sets 

that  will  get  you  the  Mothers'   trade 


These  dainty, 
hand-painted  in- 
fants' toilet  sets 
are  nicely  boxed, 
and  will  prove  a 
big  drawing  card 
for  the  mothers 
among  your  cus- 
tomers. They  are 
commanding  a 
ready    sale. 


Other  Attractive 
Novelties 

The  above  have  just  been  added  to  our  regular 
line  of  celluloid  novelties,  baby's  safety  straps, 
baby's  books,  high-class  rattles  and  rubber  toys 
and  rubber  sponge  dollies,  etc.,  comprising  about 
100  different  articles.     Let  us  send  you  samples. 

HENRY  DAVIS  &  CO.  LTD. 

259  Spadina  Ave.  -  TORONTO 


Link  Up  With 


our 


Advertising 


Link  up  with  us,  this  fall,  and 
reap  the  benefits  of  our  Burritt- 
Knit  Wool  Hosiery  advertising  cam- 
paign. Our  large,  attractive  ad- 
vertisements, appearing  in  leading 
papers,  are  bound  in  increase  the 
demand  for  Burritt-Knit  Wool  Hos- 
iery. And  we  would  advise  your 
being  prepared  to  meet  this  de- 
mand. Already  some  of  our  most 
popular  heather  shades  are  at  a 
premium. 

Burritt-Knit  are  well  made  and 
comfortable.  They  wear  longer 
and  wash  better  than  ordinary  hose, 
because  they  are  made  from  pure 
wool  yarns  that  have  been  really 
dyed.  Moreover,  every  pair  is 
stamped  "First  Quality— Burritt- 
Knit — Pure  wool." 

Burritt-Knit  are  the  popular  hose 
this  winter — and  wise  indeed  is  the 
merchant  who  gets  his  Burritt-Knit 
stock  into  tip-top  order  at  once. 

Complete  Lines  Available 

A.  Burritt  &  Company 

Mitchell,  Ontario 

Makers  of  Burritt-Knit  Hosiery  in  Silk, 
Lisle,  Cashmere  and  Worsted  for  women, 
children  and  men.  Also  Mitts,  Gloves, 
Toques,  etc. 


urn 

Jtzvxiir 

WoolHosienj 

Established  1875 
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Stockings    That  Save   Mending 


Thread  Silk 

Fibre  Silk 

Mercerized  Lisle 

Plain  Lisle  and 
Cotton 

Heather  and  Cash- 
mere   in    Novelties. 


The  Clin-Knit  Line  makes 
friends  all  the  time. 


Clin  Knit  and 
Wearwell  Products 
are  guaranteed. 

Fast  colors  and 
double  wearing 

qualities. 

Wire  or  write. 

Orders  filled  and 
shipped  date  of  re- 
ceipt. 


Wearwell  will  always  sell 


SIGNAL— SUCCESS   (No.  642) 
SCOUT  HOSE 


Buy  right  the  first  time.  First  impressions  count.  Perfect  satisfaction  is 
guaranteed  in  the  Clinton  line.  Their  superior  quality  coupled  with  reas- 
onable prices  mark  them  as  a  "Good  Buy." 

SEE  OUR  LINE  OF  RIBBED  HOSIERY  IF  ITS  A  GOOD  HOSE  WE  MAKE  IT 

LETTER   ORDERS   RECEIVE  PROMPT  ATTENTION 

See   our   range    before   placing   Fall   and    Spring   orders.      Sample    orders    given    immediate    attention. 

CLINTON  KNITTING  COMPANY,  LIMITED 

CLINTON,  ONTARIO 


S  Established  over  a  Century-and-a-half 


WM.  GIBSON  &  SON 

LIMITED 

Hosiery  and  Underwear  Manufacturer* 


Head  Office  and  Warehouse: 
THURLAND  STREET.  NOTTINGHAM,  ENG 

Telegraphic  Address;  'Wigibson.  Nottingham"' 


Factories:— 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.    Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands: 
ACTION,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 
Allan  &  Macpherson,  31-33  Melinda  St.,  Toronto 


Double  Knee   Sport  Stockings 

PATENT     .     .     .     1922 

No.   1700 

The  best  wearing  and  most  profit- 
making  lines.  For  Ladies,  Boys  and 
Girls. 

7  colors. 

Write  for  Samples 

Lavoie  Knitters 

PETERBOROUGH,    ONTARIO 

Selling    Agents:    RICKERT    AND    McLAUGHLIN, 
275    Craig    Street    West,    Montreal 


247  St.  Paul 
Street  West, 
MONTREAL. 


Bttmmma 
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Superior  Quality  Creates  a  Constant  Demand 

Selling  Peerless  Underwear  is  unusually  easy.  It  is  nation- 
ally known,  recognized  as  above  the  ordinary  in  quality,  fit 
and  satisfaction  and  sells  at  a  reasonable  price. 

There  is  a  good  profit  in  Peerless  Underwear  for  you. 


FOR  WOMEN 


CHILDREN 


MOODIES 


PEERLESS  UNDERWEAR  COMPANY  Limited 

Controlled  by 
J.  R.  MOODIE  &  SONS,  LIMITED,  HAMILTON,  ONT. 


INFANTS 

Representatives  : 

ONTARIO : 

C.    &    A.    G.    Clark,   35    Wellington    Street, 

West,    Toronto,    Ont. 

MONTREAL,    QUE.: 

B.  C.   Pe-yser,  417  King's  Hall  Building,  St. 

Catherine    Street    West,    Montreal,    Qu*. 

PROVINCE   OF    QUEBEC: 

Earnest  Hamel,   66  Rue  de    L'Eglise, 
Quebec,   Que. 

MARITIME   PROVINCES: 
J.    A.    Murray,    Sussex,    N.B. 

MANITOBA,   SASKATCHEWAN    AND 
ALBERTA : 
Hanley    &    MacKay    Company,     407     Ham- 
mond  Building,    Winnipeg,    Man. 

BRITISH    COLUMBIA: 
J.    J.    MacKay.    804    Bower    Building,    Van- 
couver,   B.    C. 


Keep 


ffa*p£&> 


to  the  Front 


Keep  the  counters  piled  high  with  Hor- 
rockses'  Cotton  for  sheets  and  pillow  cases 
— Horrockses'  "Diaphalene,"  Cambric,  Nain- 
sook and  fine  India  Longcloths  for  Under- 
wear— and  Horrockses'  Flannelette  for  Pet- 
ticoats, Crib  Blankets  and  Children's  Under- 
wear and  "Nighties." 

Write  or  wire  if  your  stock  needs 
replenishing. 

JOHN  E.  RITCHIE,   Canadian  Agent 

591  St.  Catherine  St.  West,  Montreal 

BRANCHES:     Toronto  and  Vancouver 

Made    by    HORROCKSES,     CREWDSON     &    CO.,     Limited. 
Cetton    Spinners   and   Manufacturers — MANCHESTER,    ENG. 


Snappy — Conservative 

Jersey  Knit  Products 


See  our  range  of  Bathing  Suits  for  Spring  before 
you  place  your  order.  Some  new  style  ideas  now 
out. 

JERSEY'S   LIMITED 

Manufacturer  8 
455  KING  ST.  W.,  TORONTO 
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Every  Time 
You  Sell 


Perfect 

Fitting 

Underwear 

in  ivool,  wool  and  cot- 
ton, and  cotton  is  up 
to  the  same  high  stand- 
ard as  employed  in 
making  the  famous 
"  CEETEE '"  Under- 
clothing. 

Sorting 
Orders 

We  are  able  to  give 
prompt  shipment  in 
sorting  orders  on  all 
sizes  on  these  lines. 


SOLE  MAKERS 


CEETEE 

THE  PURE  WOOL 

UNDERCLOTHING 


-       THAT  WILL  NOT  SHRINK 

you  make  a  good  profit — a  friend — and  you 
build  good  will. 

Because  you  sell  under-clothing  that  has  no 
equal — for  many  reasons. 

Turnbull's  are  the  only  Canadian  manufactur- 
ers that  make  full-fashioned,  all-wool  under- 
clothing— the  only  makers  that  make  re-inforc- 
ed  under-clothing. 

"CEETEE"  won't  shrink,  it  washes  well  and  it 
sells  BIG  when  it  is  given  a  chance  to  go  on  its 
merits. 

If  you  are  encouraging  the  better  class  of  trade 
you  must  push  "CEETEE." 


TurnbulVs  of  galt,  ont 
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10,000  Canadian  Advertisers 
Invest  $7,000,000  Annually 
in  Canadian  Trade  Papers 


There  are  over  10,000  trade  paper  advertisers  in  Canada. 

They  invest  $7,000,000  annually  in  Canadian  trade  papers. 

There  may  be  some  advertisers  who  have  allowed  the  glamour  of  big 
consumer  circulations  to  blind  them  to  the  concentrated  buying  power 
of  the  average  trade  paper  reader. 

The  average  buying  power  of  a  trade  paper  reader,  since  he  is  a 
merchant  and  distributor  of  goods,  is  a  hundred  times  that  of  the 
average  family.  The  buying  power  of  readers  is  what  counts,  not 
their  numbers. 

An  advertising  message  must  get  to  the  right  people,  in  the  right 
way  and  in  the  rigrht  place,  if  everv  dollar  is  to  perform  up  to  100% 
of  its  potentialities,  and  if  advertising  is  to  serve  as  a  scientific  sales 
instrument,  rather  than  as  a  speculative  plaything. 

Advertising  a  dry  goods  line  to  the  public  without  first  making  it  well 
known  to  the  dealer  through  his  trade  paper  is  largely  a  waste  of 
money.  The  dealer  must  first  be  made  acquainted  with  the  merits 
and  selling:  points  of  the  line  before  he  will  stock  it  and  recommend 
it  to  his  customers. 

The  most  logical  and  effective  way  to  get  adequate  distribution  for 
your  goods  is  to  advertise  them  to  the  distributors,  the  retail  merchants 
of  the  country,  through  the  trade  papers  they  read  for  the  very  pur- 
pose of  securing  information  about  goods  they  buy  and  sell. 

Dry  Goods  Review,  because  of  its  large  paid  circulation  amongst  the 
worthwhile  dry  goods  merchants  throughout  Canada,  is  the  best 
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Average  Length  Coats  are  Selling 

Does  Not  Seem  That  Demand  as  Yet  is  Definitely  Fixed  on  Long 
Coats — Season  for  Fur  Trimmed  Coats,  Remodelling  and  Separ- 
ate Furs — New  Caracul  Fur — Folly  of  Starting  in  Fur  Business 
Without  a  Stock  Pointed  Out 


MANUFACTURING  furriers  say 
that  apart  from  the  orders  re- 
ceived from  early  buyers,  the  fur 
business  has  been  very  quiet.  Retail 
furriers  are  of  two  types,  according  to 
one  Toronto  wholesaler:  those  who  get 
in  their  orders  during  August  and  early 
September  and  those  who  wait  until  their 
first  customers  appear  before  they  put 
in  a  stock.  Had  it  not  been  for  the  in- 
creasing number  of  merchants  who  take 
furs  seriously  during  the  summer 
months,  manufacturers  would  have  fared 
badly,  for  the  heat  of  the  last  six  weeks 
has  made  late  buyers  later  than  ever. 

Should  Carry  Sotck 

In  connection  with  the  volume  of  trade 
done  in  this  country,  one  furrier  in  To- 
ronto who  deals  only  in  exclusive  furs 
and  is  therefore  able  to  give  a  more  or 
less  unbiased  opinion  on  the  general  fur 
trade  says  that  there  are  too  many  re- 
tailers going  into  the  fur  business  with- 
out carrying  a  sufficiently  large  stock 
to  satisfy  their  possible  customers.  In 
Toronto,  for  example,  he  says  that  42 
stores  opened  up  in  the  past  year.  In 
one  month  only  400  fur  coats  were  sold 
in  these  stores,  meaning  an  average  of 
fewer  than  10  coats  for  each  store.  He 
says  that  many  of  the  merchants  have 
complained  about  business  but  that  they 
cannot  expect  to  do  better  with  the  stock 
they  carry. 

In  a  city  or  town  which  has  one  or 
more  large  and  well-known  fur  houses, 
he  believes  that  a  merchant  should  not, 
for  his  own  good,  add  furs  unless  he 
stocks  fairly  well  and  gives  them  regu- 
lar publicity.  Women  have  been  train- 
ed into  thinking  that  they  need  much  try- 
ing-on  of  different  types,  before  buying 
and  retailers  might  as  well  make  up 
their  minds  to  do  it. 

He  thinks  also,  that  this  will  be  a  sea- 
son of  fur-trimmed  coats,  remodelling 
work  and  separate  furs  and  substantiates 
his  statement  with  these  reasons.  From 
1915  until  1920,  it  was  the  working-class 
who  bought  most  furs.  Last  year  and 
for  the  first  few  months  of  this  year, 
people  of  wealth  or  prominence  who  had 
done  without  extravagant  furs  for  many 
years,  were  almost  forced  into  re- 
plenishing their  wardrobes.  This  year 
they  are  fairly  well  equipped  and  the 
working-class  are  holding  to  the  policy 
of  economy. 

This  does  not  mean  that  the  fur  busi- 
ness will  be  poor.  There  will  be  so 
much  of  it  used  in  hats,  on  velvet  suits 
and  on  gowns  that  furs  are  still  upper- 
most in  the  minds  of  the  public.  If  the 
furrier  will  only  follow  the  fur  trend  in- 
stead of  trying  to  push  those  lines  which 


sold  in  other  years,  he  will  do  a  fairly 
brisk    business    all    through    the    winter. 

Average  Length  Coats  Selling 

New  York  says  that  only  the  very  long 
coats  will  be  good.  Our  designers  are 
trying  to  encourage  the  longer  ones  to 
keep  pace  with  the  long  skirts,  which 
have  certainly  taken  a  firm  hold  on  To- 
ronto. Still  the  demand  keeps  up,  how- 
ever, for  coats  not  very  different  from 
the  longest  ones  of  last  year.  The  Can- 
adian woman  is  a  little  hard  to  change 
from  her  accustomed  habits. 

This  applies  more  to  seal,  coon  and 
muskrat  than  to  the  elaborate  furs.  Most 
of  the  wrap  type,  especially  in  mole, 
squirrel  and  mink  are  quite  long,  reach- 
ing to  the  hem  of  the  skirt  or  below  it. 
At  the  Woodbine  races  where  very 
beautiful  furs  were  seen  this  year,  all  of 
those  who  wore  fur  wraps  had  them  at 
least  45  inches  long. 

There  is  a  decided  preference  for  the 
unbelted  model,  which  is  at  least  a  change 
from  the  last  few  seasons.  Plain  seal 
coats  are  being  shown  even  more  than 
the  models  with  skunk  trimming.  Squirrel 
is  good  on  seal  despite  its  proven  poor 
wearing  qualities. 

Caracul  Coming  Strong 

Probably  this  fur  will  not  be  very 
prominent  in  Canada  this  Winter,  but 
certainly  early  Spring  business  will  be 
good  in  it.  Most  of  the  American  fur 
centres  are  selling  this  as  the  next  best 
fur  to  seal.  In  coat  and  cape  models  it 
is  trimmed  with  kolinsky,-  fox  or  mink. 
It  comes  in  the  following  shades:  black, 
beige,  platinum  and  chocolate  brown. 

There  seems  to  be  a  larger  variety  of 
furs  in  the  collections  shown  in  Toronto, 
than  was  seen  last  year.       Some  of  the 


skins  which  have  been  come  into  prom- 
inence are,  civet  cat,  broadtail,  monkey 
chinchilla  and  the  caracul  mentioned 
above. 

Very  short  sports  coats  are  being  feat- 
ured by  several  New  York  houses  and 
there  are  many  women  here  who  like 
them.  Those  who  have  more  than  one 
invariably  choose  the  short  model  for 
walking. 

Nutria  is  still  favored  by  some  manu- 
facturers and  dyed  rabbit  of  the  very 
fine  qualities  is  becoming  more  prom- 
inent. For  trimming  Persian  lamb 
coats,  skunk  and  fox  are  very  good  al- 
though there  are  a  great  many  plain 
lamb  coats  selling  as  well.  It  is  said 
that  some  of  the  furs  which  have  been 
added  to  the  list  of  trimmers,  owe  their 
prominence  to  velvet  and  duvetyn,  the 
season's  choice  in  cloth  suits  and  coats. 

September      Neckpiece  Month 

Every  stylish  woman  in  Toronto  had 
a  fur  piece  of  some  kind  last  month. 
These  were  seen  long  before  the  fur- 
trimmed  suits  appeared.  This  Fall,  only 
a  light  gown  was  required  in  the  day- 
time, for  sometimes  the  heat  was  really 
intense  but  every  woman  felt  the  need 
of  something  about  her  neck  to  make 
her  feel  properly  clothed  during  the  day 
and  warm  during  the  cool  evenings. 

In  regard  to  scarfs,  most  furriers  re- 
port almost  as  good  business  in  chokers 
as  in  the  fox.  Although  platinum  col- 
ored fox  is  by  all  means  best  at  the 
moment,  one  manufacturer,  at  least,  is 
looking  for  business  in  blue  and  brown 
as  the  season  advances.  All  of  the  mar- 
ten family  are  very  strong  in  chokers, 
and  Russian  and  Hudson  Bay  sables  are 
selling. 

The  Silhouette 

The  silhouette  as  applied  to  fur  coats, 
both  wrappy  and  tailored,  falls  into  two 
classes;  the  line  which  moulds  the  fig- 
ure and  the  straight-line  tightened  just 
above  the  hips,  producing  a  Moused  ef- 
fect. Many  models  are  roomy  in  the 
upper  part,  with  big  collars  and  huge 
sleeves.  Moyenage  cuffs  are  shown  on 
the  dressy  models. 

For  ordinary  seal  and  lamb  coats,  many 
furriers  are  making  the  collars  smaller 
than  last  year.  The  chin-chin  type  is 
selling  fairly  well  also. 

Linings  are  worthy  of  note.  Canton 
crepe  is  very  good  with  some  furs.  Plain 
linings  are  shown  especially  in  the  bright 
shades,  while  the  patterned  ones  are 
more  inclined  to  color  combinations  which 
will  stand  the  winter's  wear,  rather  than 
the  delicate  hues  as  in  some  seasons. 
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Fashionable  Furs  Worn  in  Paris 

Season  Has  Reached  Its  Height  a  Month  in  Advance  on  Account 

of  Cool  Summer — Everything  Natural  or  Dyed  in  Brown  or  Grey 

the  Most  Popular — Grey  Monkey  Replacing  Black — Furs  for  the 

High  and  Poorer  Classes  of  Parisians 


DEAR  Mr.  Editor, 
This  letter,  as  announced, 
previously,  will  be  devoted  to 
one  of  the  most  important  items  of 
dressing  at  this  time  of  the  year,  viz., 
FURS. 

Nowadays  one  can  hardly  say  that 
there  is  a  season  for  furs  as  these  are 
worn  all  the  year  round,  especially  when 
Summer  happens  to  be  only  mild,  as  it 
has  been  this  year.  On  account  of  this 
the  fur  business  has  become  very  brisk 
long  before  the  usual  time,  and  now  it 
is  at  its  height,  about  a  month  in 
advance. 

Every  kind  of  fur  is  in  demand,  but 
most  particularly  everything,  natural 
or  dyed,  which  is  either  brown  or  grey. 
\ou  will  remember  what  I  wrote  you 
last  month  about  all  shades  of  yellow  to 
black  being  favored,  consequently  the 
Winter  trimmings  to  match  these  colors 
must  be  either  brcwn,  white,  grey  or 
black.  I  will  just  mention  the  fact  of 
white  monkeys  being  dyed  green,  red, 
blue,  which  were  used  by  one  great 
couturier,  mostly  to  make  a  merry  note 
in  the  collection,  for  there  are  very  few 
women  who  would  dare  wear  these,  un- 
less on  the  stage  or  at  a  fancy  ball. 

Grey   Monkey 

To  be  worn  with  black,  still  fashion- 
able, as  I  wrote  you  formerly,  we  shall 
have  black  monkey  in  many  instances, 
although  I  must  say  that  the  vogue  of 
this  fur  is  declining  on  account  of  the 
enormous  quantity  that  has  been  used 
and  the  imitation  made  of  black  goat. 
It  is  replaced  to  a  certain  extent  by 
grey  monkey  which  is  less  dressy,  but 
rather  stylish,  and  of  a  rather  pretty 
color,  something  like  very  dark  squirrel 
but  longer  in  the  hair.  Undoubtedly, 
for  fancy  purposes,  this  fur  will  be 
adopted  in  many  instances. 

There  are  two  other  fancy  furs  shown 
this  season  with  some  success.  They 
are:  Chinchilla  rat,  which  looks  very 
much  like  real  Chinchilla  but  is  coarser 
and  not  so  fresh  in  color.  Yet,  when  the 
quality  is  good,  it  will  made  some  decent 
capes,  or  come  in  very  useful  as  trim- 
mings. In  the  latter  case  it  will  win 
favor.  The  same  applies  to  the  dor- 
mouse, which  is  even  prettier  in  shade 
but  very  flat  in  the  hair.  As  it  is  very 
supple  and  light  of  weight  it  might 
compete  with  moleskin  to  some  extent. 
The  latter,  however,  is  sure  to  always 
come  first  as  it  has  done  for  several 
years  already  whenever  lightness,  sup- 
pleness and  a  fine  color  is  wanted.  In 
every  branch  of  the  fur  trade  it  has  its 
place,  whether  capes,  short  coats,  scarfs 
or  muffs  be  required. 


All  furs  are  expensive,  and,  in  order 
to  provide  the  poorer  class  with  that 
adornment  which  they  need  quite  as 
much  as  others,  Coneys  are  sacrificed 
largely.  Frc-m  South  America  also  now 
comes  a  small  lamb  whose  skin  bears 
curled  hairs  which  are  sheared  and  dyed 
brown  or  grey  and  sometimes  black  to 
imitate  Persian  lamb.  In  the  former 
colors  it  is  rather  nice  and,  once  made 
into  bands  for  trimmings  or  into  coats 
and  hats  for  children,  ought  no-t  to  be 
neglected.  In  black,  however,  I  consider 
it  lacks  brilliance  and  cannot  compare 
with  the  beautiful  glossy  color  of  Broad- 
tail. 

Fashionable    Broadtail 

The  latter  is  certainly  one  of  the  most 
favored  furs  amongst  the  high  class  of 
people.  In  spite  of  its  high  price  and 
lack  of  solidity  it  is  always  as  fashion- 
able as  can  be.  Now  these  skins  are 
more  easily  procured  than  they  were 
two  or  three  years  ago  and  the  price 
has  slightly  gone  down.  The  same  ap- 
plies to  Persian  skins,  which  are  at 
present  quite  fashionable.  One  might 
think  that  such  a  serious  fur  cannot 
be  adopted  with  the  present  way  of 
dressing  with  nothing  fitting,  for  every- 
one remembers  the  jackets  worn  twenty 
years  ago  with  big  sleeves  and  thin 
waistlines,  frightfully  old  now.  In  many 
instances  one  has  to  fight  against  such 
reminiscences  on  the  part  of  the  cus- 
tomer, especially  amongst  the  younger 
generations  who  want  to  be  more  than 
up-to-date.  _  Matrons  only  care  for  the 
good  strong  fur  that  will  last  their 
whole  life.  Still,  there  is  no  doubt  that 
this  fur,  which  has  already  won  favor 
again,  will  become  one  of  the  most 
staple  articles  (the  bread  and  butter  of 
the  fur  trade),  for  it  is  so  supple  now, 
and  worked  so  artistically  that,  seen 
from  a  little  distance,  it  does  not  look 
any  heavier  than  the  "matelasse"  I  men- 
tioned in  a  previous  letter. 

Amongst  the  brown  furs  I  must  men- 
tion, for  cheap  lines,  the  marmot,  dyed 
sable,  to  imitate  mink.  If  the  skins  are 
good  quality  the  result  is  not  bad  and 
seme  medium-price  costs  may  be  made 
and  sold  readily.  Of  course,  one 
will  prefer  squirrel  or  Kolinsky,  but 
then  prices  are  a  good  deal  higher.  Mink 
is  the  fur  for  rich  capes  in  place  of  Rus- 
sian sables,  which  are  very  much  neg- 
lected at  present.  Ermine  and  Chin- 
chilla are  also  extensively  demanded  fo* 
the  same  purposes. 

For  travelling  coats  we  shall  have 
beaver,  which  is  very  fashionable  this 
year,  and  nutrias,  cheaper  but  not  quite 
so  nice,  and  "castorette,"  which  is  a 
very  good  imitation  of  beaver,  to  be  used 


also  very  often  as  trimmings,  collars 
and  cuffs,  and  bands  around  a  coat  for 
grown-ups  and  for  children  too.  All 
spotted  furs  such  as  leopard,  wild  cat, 
civet  cat,  etc.,  are  also  in  demand,  either 
for  day  cloaks  or  for  travelling  purpos- 
es. In  many  instances  they  are  used 
as  linings  of  capes  with  turned-up  col- 
lar and  cuffs. 

Bands  of  fur  are  still  very  much  used, 
of  all  widths  and  disposed  indistinctly 
on  the  bottom,  on  the  sides,  or  on  the 
i  houlders,  sometimes  across  the  back 
as  belts,  or  to  underline  a  particular  cut. 
When  such  bands  are  narrow,  mink 
tails  are  used  very  often.  Otherwise 
you  have  any  of  the  furs  mentioned 
above  and  also  Hudson  seal,  not  so  often 
used  on  whole  garments  on  account  of 
the  price,  and  skunk,  which  is  always 
the  most  staple  article  in  that  line,  and 
in  the  scarfs  and  muffs  department,  to- 
gether with  skunk  opossum,  as  a  sub- 
stitute. 

In  that  line  we  have  also  all  kinds  of 
foxes,  which  are  worn  in  Summer  quite 
as  much  as  in  Winter.  They  are  made 
into  sets  to  wear  with  tailored  suits  or 
robes  manteaux  early  in  the  season.  The 
"ecossa'se"  shape  is  always  preferred 
to  others  when  the  skin  is  naturalized, 
and  otherwise  we  have  straight  scarfs 
made  of  skunk,  opossum,  mole  in  many 
cases,  squirrel,  dormouse,  Chinchilla 
rats.  The  muff  to  match  is  a  huge  bar- 
rel one,  very  supple,  with  narrow  holes, 
allowing  only  one  hand  to  get  in.  The 
cuffs  of  the  jacket  are  generally  trimmed 
with  the  tame  fur,  which  continues  the 
muff. 

As  written  previously,  we  have  prac- 
tically nothing  but  capes,  which  are 
either  made  entirely  of  fur  or  of  vel- 
vet trimmed  with  a  band  of  fur  all 
round  (blue  and  slate  foxes  in  wide 
bands)  or  they  are  entirely  lined  with 
fur.  I  have  seen  instances  where  a 
beautiful  velvet  cloak  was  completely 
lined  with  pure  ermine,  or  Chinchilla, 
with  only  a  large  collar  in  fur  outside. 

The  linings  are  almost  always  plain. 
I  only  saw  one  house  where  printed  lin- 
ings were  used,  and  they  were  brown 
ground  with  black  or  other  shades  of 
brown  designs.  Otherwise  they  are 
plain  velvet  or  lame  with  chiffon  lin- 
ings gathered  in  fancy  manners  and 
with  ribbon  frilled  to  hide  the  stitches. 

Waterproof  coats  of  the  latest  style 
are  long  straight  coats,  very  much  like 
travelling  coats,  made  of  suede  leather, 
tan  or  black,  with  a  bonnet  to  match. 
Next  month  I  will  tell  you  about  such 
hats  and  Winter  millinery  in  general. 
Yours  truly, 

Jeanne  Gsell. 
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Flesh  Tints  Shown  in  Fall  Range 

Veilings  Shown  Include  French  Spots  in  the  Flesh  Shades  Upon 
Darker  Ground  or  Vice  Versa — New  Treatment  on  Glove  Cuffs 
for  Spring — New  Effects  in  Handkerchiefs — Stand-up  Neckwear 

in  Original  Designs 


NEW  VEILINGS  are  now  being 
shown  in  profusion  in  the  ware- 
house of  a  Montreal  wholesaler, 
the  outstanding  features  of  which  call 
for  more  than  the  usual  comment.  Flesh 
tints  are  now  a  strong  feature  of  the 
Fall  and  Winter  range  in  combination 
with  pearl  grey  or  black  meshes,  the 
prevailing  preference  being  for  French 
spots  in  the  flesh  shades  upon  the  dark- 
er ground  or  vice  versa.  The  outlook 
for  veilings  has  shown  a  marked  im- 
provement in  the  last  month,  it  was  com- 
mented on  in  more  than  one  wholesale 
house,  and  the  demand  at  the  present 
time  is  decidedly  encouraging.  It  is 
assumed  that  well  dressed  women  will 
adopt  the  veil  for  the  coming  Winter 
more  generally  than  heretofore,  and  buy- 
ers are  showing  increased  interest  in 
novelty  meshes  which  means  that  the 
plain  hexagon  may  take  second  place 
for  awhile  in  preference  to  novelties,  in 
two  color  effects. 

All  sizes  of  spots  are  in  demand,  the 
tiniest  pin  dots  vying  with  the  large 
spot  in  border  effect  developed  in  silky 
chenille  the  size  of  a  pea.  Gray  dots 
are  particularly  effective  on  black 
.mounds  set  at  inch  intervals  upon  a 
fancy  mesh.  Much  bright  red  has  been 
in  demand  in  dotted  border  novelty  veil- 
ings, but  at  present  the  demand  is  slight- 
ly more  in  favor  of  the  made  veil  in 
large  fancy  meshes.  One  such  veil 
noticed  by  Dry  Goods  Review  was  form- 
ed of  fine  ribbonzene,  woven  together 
to  form  a  very  large  open  mesh  by 
means  of  silk  chain  stitching  ir  white. 
This  type  of  veil  forms  the  sole  trim- 
ming upon  small  close  fitting  hats  this 
autumn. 

Owing  to  the  definite  lengthening  of 
skirts,  it  is  thought  that  veilings  will  be 
worn  in  draped,  flowing  effects  rather 
than  closely  round  the  face.  Both  all- 
over  and  bordered  veils  are  being  large- 
ly used  upon  dress  hats  this  season.  Ow- 
ing to  the  fact  that  bobbed  hair  is  said 
to  be  gradually  going  out  of  style,  veils 
are  likely  to  be  pressed  into  service  by 
those  who  are  endeavoring  to  camouflage 
their  short  locks.  At  any  rate,  veils 
are  to  be  worn  by  very  young  women  as 
well  as  their  older  sisters,  the  former 
showing  a  preference  for  the  lacy,  en- 
veloping varieties  which  can  be  worn 
about  the  neck  like  a  Bertha  collar. 

New  Cuff  Treatments  on  Spring  Gloves 

A  few  lines  of  gloves  for  Spring  have 
already  made  their  appearance  in  Mon- 
treal sample  ranges  this  month.  In 
partieular,  the  new  styles  in  fabric  and 
silk  gloves  are  of  interest,  showing  the 


Left — The  Avenue  Envelope  bag  is  one  of  the  biggest  features  in  hand- 
bags this  Fall.  This  one  is  of  ribbed  patent  leather  and  is  6V2  in.  x  6 
h'.  in  Hze.  It  is  fitted  with  change  purse  and  mirror.  Right — A  vanity 
b»x  of  ribbed  patent  with  mirror  full  size  of  lid.  It  has  a  silk  moire 
lining  and  enamelled  fittiiigs  (3  pieces).  The  change  purse  is  attached 
■with  a  fine  silver  chain.  This  box  is  7  in.  x  5  in.  but  it  can  also  be  ob- 
tained  in.   size   S  in.  x   6   in.   Shown   by   Canadian  Leather  Products, 

Limited,  Toronto. 


trend  of  fashion  in  the  more  practical 
lines.  Gauntlets  will  as  usual  re- 
tain the  lead  in  popularity,  with  em- 
phasis upon  a  slightly  longer  cuff.  Strap 
wrists  will  be  retained  also  in  many  num- 
bers, but  the  newest  style  features  will 
be  the  variations  upon  the  turn-back 
cuff  theme.  One  pair  of  silk  gloves 
showed  a  Van  Dyked  cuff,  cut  into  sharp 
points,  the  cuff  being  of  brown  upon  a 
sand  colored  glove.  Many  such  color 
combinations  are  included  in  this  manu- 
facturer's range,  including  navy,  black, 
sand,  brown,  grey,  etc.,  all  with  white 
or  a  deeper  shade  of  self  color  for  the 
contrasting  cuff.  Upon  a  pair  of  navy 
blue  silk  gloves  with  the  usual  style  of 
gauntlet  cuff,  a  checkerboard  effect  de- 
veloped in  a  simulated  chain  stitching 
was  used  as  the  embroidery  motif  upon 
each  cuff.  Vertical,  unstitched  folds 
formed  the  unique  cuff  treatment  of  an- 
other pair  of  sand  colored  silk  gauntlets, 
the  cuff  section  being  turned  up  to  the 
usual  depth.  Fluted  edges,  of  simulat- 
ing ruffles,  are  another  edge  finish  upon 
flaring   cuff  gauntlets   of   the   silk. 

The  same  firm  is  having  considerable 
success  with  a  line  of  fine  capeskin 
gloves  in  lengths  suitable  for  evening 
wear.  In  pure  white  as  well  as  in  dark- 
er colors,  the  quality  of  these  gloves  is 
well  adapted  for  formal  wear  and 
possesses  the  requisite  softness  to 
wrinkle  on  the  arm.  Short  length 
gloves  of  the  same  caneskin  are  now 
featured  with  black  embroidery  and  hems 
upon  white.  Chamois  gauntlets  in 
strao  effect  in  the  natural  shade  are 
again   included   in  the   Spring  range.   Al- 


though prices  have  not  shown  any 
change  as  yet  for  Spring,  one  manu- 
facturer told  Diy  Goods  Review  that 
with  the  increased  cost  of  price  on  most 
glove  leathers,  an  upward  tendency  is 
looked  for  in  the  not  distant  future  in 
regard   to  glove   prices. 

"Cross  Span"  Embroidery  On  Handker- 
chiefs 

A  Montreal  handkerchief  manufactur- 
er looks  for  even  greater  demand  for  all 
colored  novelty  handkerchiefs  for  the 
Christmas  and  next  Easter  seasons,  to 
judge  by  the  orders  booked  up  to  the 
present.  Apparently  there  is  no  need 
to  fear  the  end  of  popularity  of  colored 
novelty  lines  for  some  months  to  come, 
as  every  color  is  in  demand.  Colored 
embroideries  or  initials  upon  colored 
grounds  are  leading  still,  the  former 
being  of  the  type  known  as  "Cross  Span," 
which  fills  the  entire  corner  running  up 
either  side  to  a  depth  of  two  or  three 
inches.  This  style  of  embroidery  seems 
to  have  superseded  the  single  motif  ef- 
fect pointing  inward  on  the  handker- 
chief. The  favorite  designs  put  out 
by  this  manufacturer  this  Fall  are  the 
parrot,  blue  bird  and  flower  motif,  eacS 
of  which  designs  are  embroidered  m  sev 
eral  natural  colors  harmonizing  with  the 
ground  of  the  handkerchiefs  the  latter 
being  usually  in  old  rose,  mauve,  green, 
yellow,  pink  and  Cambridge  blue.  An 
assortment  of  these  high  grade  nevelty 
handkerchiefs  put  up  in  dozens  of  assort- 
ed colors  are  being  offered  to  the  trade 
this  Fall  at  the  low  price  of  $1.10  a 
dozen. 
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With  the  Christmas  season  in  the  off- 
ing, some  rather  unique  handkerchiefs 
have  been  imported  with  a  view  to  be- 
ing sold  for  gift  purposes,  including  a 
new  net  handkerchief  with  a  tiny  frill  al- 
so of  net  all  round,  developed  in  ail 
white,  all  black  or  a  black  ruffle  on  a 
white  centre.  The  ruffle  may  be 
cither  of  plain  net  or  of  dotted  point 
d'esprit.  Another  charming  novelty  is 
an  all  white  handkerchief  edged  with 
narrow  Val  lace  and  embroidered  in  one 
corner  with  a  quaint  little  colored 
bouquet  about  which  is  sewed  a  minute 
frill  of  lace,  sewed  along  one  e.lge  only, 
so  as  to  stand  up  about  the  bouquet.  The 
range  of  novelty  handkerchiefs  which 
show  colored  threads  drawn  through  in 
fine  check  effects  is  larger  than  ever 
this  season. 

Boxed  Goods  Appeal  to  Holiday  Shoppers 

Boxed  handkerchiefs  will  go  with  more 
strength  than  ever  for  the  coming  sea- 
son, it  is  said,  and  three  to  a  box  will' 
be  a  popular  line  to  feature  in  all  hand- 
kerchief departments.  The  holiday  box- 
es put  out  by  a  leading  Montreal  man- 
ufacturer are  altogether  fascinating  this 
year,  showing  most  artistic  color  work. 
The  value  of  atractive  gift  boxes  cannot 
be  sufficiently  estimated  in  planning  a 
successful   Christmas  display. 


?.JULI**S*lfc        I 


.4  Christmas  gift  for  the  golfing  man  or  woman.     These  pads  mounted  in  leather  are 

vert)  convenient  in  marking  the  score.     One  is  made  to  hang  about  the  neck,  another 

is  to  be  carriea  on  the  watch-chain  and  one  is  for  the  wrist.     Shown  by  Julian  Sale 

Leather  Goods  Company,  Ltd.,  Toronto. 


New   Neckwear   In    "Stand   Up"   Effects 

P'ollowing  closely  upon  the  heels  of  the 
widely  popular  Bertha  collar,  comes  a 
newer  effect  characterized  as  the 
"stand-up"  style,  which  may  or  may  not 
set  close  to  the  neck  and  is  usually  de- 
veloped in  white  organdy  or  some  other 
crisp  or  sheer  material,  such  as  batiste 
or  net.  Many  of  these  collars  are 
mounted  upon  a  kind  of  bib  extension 
that   slips    under   the   neckline     of     the 


dress,  requiring  no  stitching  to  hold  the 
collar  in  place. 

Owing  to  the  fact  that  the  Bertha  col- 
lar is  not  suitable  for  older  faces,  quite 
a  number  of  dainty  net  and  lace  guimpes 
in  vestee  effect  are  being  shown  for  the 
older  women.  One  such  model  shows 
a  side  frill  of  lace  down  the  front  of 
the  vestee,  while  the  collar  is  of  the 
front  V  variety,  falling  in  soft  ruffles, 
rather  than  in  the  severe  tuxedo   style. 


-  -    . 


Tnis  is  the  crovkery  and  cut  glass  department  of  the  McLaren  Company,  Limited,  of  St.  Catharines 
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Bertha  Collar  is  Popular  Favorite 

In  New  York  it  Reaches  Waist  Line  in  Front  and  Back — Bramley 
Still  Strong  and  New  Importation  From  Switzerland  Has  Attrac- 
tive Features— Bigger  Sales  of  White  Handkerchiefs— Longer 
Skirts  Help  Braids  and  Fringes 

TORONTO  stores  are  becoming 
quite  enthusiastic  over  the  Bei- 
tha  collar,  which  has  been  ,he 
craze  in  New  York  for  the  last  seven 
week:.  Dress  manufacturers  are  also 
promoting  it  on  some  of  their  best 
gowns.  The  outside  trade  has  been  a 
little  slow  in  undertaking  the  sale  of  it 
but  the  few  stores  which  have,  have  met 
with  good  results.  The  Bertha  as  worn 
in  New  York,  comes  almost  to  the  waist- 
line at  both  front  and  back  but  here  it 
has  been  greatly  modified.  Those  lines 
from  6  to  10  inches  deep  have  been  tak- 
en up  first  and  in  colors  white  and  ecru, 
are  strong.  Very  recently  though, 
brown,  navy  and  black  Berthas  have  ap- 
peared. Especially  in  the  pleated 
models,  these  are  more  practical  for  or- 
dinary use. 

The  famous  Bramley  is  still  the  best 
seller  of  all  the  older  models.  Then 
there  is  a  circular  collar  imported  from 
Switzerland  which  is  showing  promise. 
It  comes  in  white  and  ecru  and  is  em- 
broidered in  self  or  in  the  new  Persian 
colors.  This  model  is  only  about  2Vz 
inches  wide  and  makes  a  nice  finish  for 
gowns. 

Other  Models 

The  bib  collar,  which  is  nothing  but 
a  square  which  hangs  from  the  shoul- 
ders is  receiving  a  certain  amount  of 
attention  in  neckwear  stores.  Some  mo- 
dels have  the  bib  at  both  back  and  front 
and  coming  to  the  waist.  This  is  a  col- 
lar which  transforms  a  dress  to  a  sur- 
prising extent. 

Several  manufacturers  are  looking 
for  business  in  the  surplice  collar  with- 
in the  next  few  months.  New  York  wo- 
men are  wearing  it  now  although  not  to 
the  detriment  of  the  Bertha  which  is 
expected  to  outlast  the  winter. 

Metal  is  good  in  the  most  expensive 
collars  and  metal  combined  with  Bul- 
garian and  oriental  designs  and  colors, 
is  shown.  Collar  and  cuffs  sets  are 
selling  in  the  well-known  lines  but  the 
very  new  ones  are  not  featuring  them. 

White  Handerkerchief  Appearing 

Colored  and  white  handkerchiefs  are 
selling  in  about  equal  proportions  this 
month,  according  to  reports  from  im- 
porters and  merchant?.  This  reversion 
to  the  white  handkerchief  came  as  a 
surprise  to  many  stores  and  some  of 
them  were  hardly  prepared  for  it.  The 
tendency  is  toward  white  with  colored 
borders  rather  than  all-white  or  the  all- 
colored  ones. 

For  Christmas,  it  it  expected  that 
hand-embroidered  l'nen  handkerchiefs 
will  have  more  prominence  than  last 
year/  Hand-rolled  hems  are  now  the 
rival     of   the   hemstitched      type   which 


Parisian  women  are  carrying  parasols  with  attractive  national  design*  an 
handle  and  ferrule.  These  five  parasols  are  a  Canadian  product  modelled 
on  the  French  idea.  The  first  four  are  known  as  "The  Sheik,'  'Little  Miss 
Japan,'  'The  Hollanders,'  aiin  'The  Swedish  Girl.'  They  are  ma<lc  with  a 
white  deposit  on  amber.  The  fifth  parasol  has  a  handle  of  carved  amber. 
Points  and  ferules  carry  the  name  d»,sig7is.  Shewn  by  the  Brnpheu  t'm- 
o.ella   Company,  L.nited,   Toronto. 


everyone    was    beginning    to    look    upon 
as  a  staple. 

Again  the  Wide  Ribbon 

Ribbon  is  in  splendid  demand  this  sea- 
son; moreover,  wide  ribbons  are  good 
again.  This  is  partly  due  to  the  larger 
hats  of  this  Fall  and  to  the  long  skirts 
which  can  stand  them  better  than  those 
cf  last  year.  Moires,  tinsels,  satins 
and  failles  are  all  selling  while  cire  is 
still  mentioned  in  some  circles. 

In  colors,  the  following  are  about  the 
be.t:  gold  and  silver,  brocades,  Dres- 
dens,  black,  almond  green,  Persians, 
velvet  in  all  the  high  shades  and  tinsels. 

The  girdle  novelties  have  been  of 
«ome  assistance  to  ribbons.  Many  of 
them  look  best  against  a  ground  of  rib- 
bon. Hat  cocades,  pompoms  of  cut  rib- 
bons and  buckles  of  beads,  rhinestones 
and  pearl  are  used  with  ribbons  very  ex- 
tensively. 

Braid  trimmings  and  fringes  are  be- 
ing promoted  as  another  result  of  the 
lengthened  skirts.  Soutache  is  selling 
and  some  of  the  fancy  braids  come 
mixed  with  metal.  Flat  ornaments  of 
Uvisted  braid  and  cord  ropes  are  partic- 
ularly good.  Braid  makers  are  look- 
ing forward  to  a  good  season  in  plain 
braids  this  Winter,  because  ankle-length 
skirts  will  require  binding  at  the  hem 
to  prevent  fray'ng. 

Umbrella  manufacturers  are  showing 
a  splendid  range  of  parasols  for  the  hol- 


iday trade.  One  line  worthy  of  mention 
is  a  direct  adaptation  of  a  Paris  fad.  In 
that  city  women  are  carrying  huge  par- 
asols which,  when  folded,  are  very 
bulky.  These  have  handles  with  charm- 
ing designs  typical  of  national  charac- 
teristics. Our  designers  have  made  par- 
asols with  handles  of  this  order  but  not 
of  the  size  of  the  French  ones.  Designs 
are  beautifully  carried  out  on  bakelite 
or  amber  and  in  contrasting  shades. 
Carved  handles  are  a  pleasant  relief 
from  the  plain  ones  of  last  year  and  sil- 
ver deposit  on  every  type  of  handle  is 
shown  in  the  most  expensive  parasols. 

The  Snappon  is  selling  in  the  stores 
which  made  a  specialty  of  this  parasol. 
It  requires  demonstration  not  only  when 
called  upon  but  as  a  regular  feature  on 
a  part  of  every  day.  Those  stores  which 
were  willing  to  put  a  salesperson  on  the 
work  report  brisk  business  in  the  Snap- 
pon, while  those  which  carried  it  only 
in  the  regular  way  have  been  a  little  dis- 
appointed. 


After  spending  a  quarter  of  a  cen- 
tury in  their  store  at  the  corner  of  Notre 
Dame  and  McGill  streets  the  C.  A. 
Workman  Co.,  Ltd.,  Montreal,  is  moving 
to  new  premises  on  St.  Catherine  street. 
Increase  of  business,  a  desire  to  follow 
the  times  and  to  keep  in  touch  with  their 
family-trade  clientele  has  caused  the 
move,  according  to  Mr.  Workman. 
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New  Imported 

French  Perfumes 


Alluring  Names  Help  Sales — Fancy  Con- 
tainers  an   Added   Attraction 


Perfumes  cannot  be  excelled  as  Christ- 
mas gifts,  and  the  imported  French  var- 
ieties constitute  a  very  wide  range  this 
season.  According  to  a  Montreal  im- 
porter the  demand  is  tending  more  and 
more  to  the  better  grade  perfumes, 
which  are  no  longer  known  by  such  com- 
mon-place names  as  "Rose,"  "Lily  of 
the  Valley,"  etc.,  but  conceal  their  true 
identity  under  some  tantalizing  title  as 
"L'Heure  Bleue"  or  "L'Or"  which  con- 
vey no  idea  whatever  of  their  character. 
Hence,  the  selling  of  perfumes  has  be- 
come a  matter  of  individuality  and  ow- 
ing to  the  fact  that  no  two  women  are 
alike  in  the  matter  of  selecting  scents, 
no  rules  can  be  laid  down  to  aid  the  sales 
clerk. 

During  the  holiday  season,  special  at- 
tention should  be  given  to  promote  the 
sales  of  fancy  containers  of  perfume 
rather  than  the  same  scent  by  the  ounce. 
The  new  flasks  and  bottles  are  lovely 
beyond  words  and  not  unduly  costjly 
when  it  is  remembered  that  they  form  a 
permanent  ornament  for  the  dressing 
table  and  can  be  refilled  when  empty. 

The  best  grade  French  perfumes  are 
being  put  up  this  season  in  tall,  graceful 
bottles,  with  flat  cut  glass  stoppers,  the 
sole  ornamentation  being  a  small  gilt 
medallion  in  the  form  of  label  indicating 
the  name  of  the  scent.  Thin  and  rather 
oblong  shaped  bottles  seem  to  be  pre- 
ferred to  round  shapes,  and  are  liked  al- 
most as  well  as  tall  upright  flasks. 

The  sale  of  any  one  perfume  is  be- 
coming a  matter  of  fashion,  it  appears, 
and  one  scent  will  be  in  great  demand 
for  six  months  or  so,  only  to  be  quickly 
supplanted  in  popular  favour  by  an- 
other, for  no  apparent  reason.  Owing 
to  the  fact  that  many  high  grade  per- 
fumes by  various  makers  have  fantastic 
names  appealing  to  the  imagination,  it 
is  likely  that  the  name  influences  the 
choice  in  many  cases.  This  is  especially 
true  of  the  scent  known  as  "Chypre" 
which  is  enjoying  an  enormous  vogue  at 
the  present.  Other  intriguing  titles  are 
"Un  Jour  Viendra"  which  means  "A 
Day  is  Coming"  and  "Quelques  Fleurs," 
meaning  "Some  Flowers,"  both  of  wnich 
are  the  fad  of  the  hour  in  smart  shops. 

Cosmetics    As    Christmas    Gifts 

Face  powders  are  in  vogue  as  Christ- 
mas gifts  also,  it  is  pointed  out,  especial- 
ly in  the  more  ornate  effects,  costing 
above  $1.50  retail.  The  new  metallic 
compacts  are  likely  to  occupy  a  leading 
place  on  gift  lists  as  well.  According  to 
a  Montreal  store  buyer,  the  biggest  item 
last  year  in  the  toilet  goods  department 
was  the  "set"  priced  about  $5  including 
face    powder,    toilet   water,    talcum    and 


The  Tukaway  is  the 
name  of  this  new 
folding  umbrella  for 
the  desk-drawer,  the 
auto  side-pocket,  the 
grip  or  the  school- 
bag.  It  takes  only 
two  operations  to 
open  and  to  close  it. 
Neither  handle  nor 
ferrule  are  removed 
in  either  case,  and 
there  are  no  sliding 
parts  on  the  ribs  to 
tear  the  fabric.  It  is 
claimed  t)}iat  the 
smallest  child  can 
open  it.  Shown  by 
the  Brophey  Um- 
brella Co.,  Toronto 
and    Montreal. 


soap,  all  in  the  same  perfume  and  boxed 
in  an  artistic  container.  Imported  bath 
salts  provide  that  touch  of  luxury  which 
is  in  keeping  with  Christmas  giving, 
without  having  too  much  of  the  practical 
about  it.  Perfume  containers  for  the 
handbag,  retailing  about  $1  50,  are  most 
attractive    while    various    little    powder 


puff  cases,  diminutive    in   size,   are   also 
charming    for    inexpensive    gifts. 

If  toilet  goods  are  attractively  boxed 
and  displayed  during  the  holiday  season 
a  considerable  volume  of  business  can 
be  done  in  these  lines  which  would 
otherwise  seem  too  prosaic  and  personal 
to  be  suitable  for  gift  purposes. 


Left — The  Princess  Mary  is  the  name  of  this  charming  little  bag  in  tap- 
estry leather.  It  is  in  a  rich  dark  red  shade  and  contains  a  mirror,  powder 
vnff  and  change  pockets. 

Riqht — An  afternoon  bag  in  a  combination  of  patent  calf  and  elephant 
grain  leather.  It  has  change  purse,  large  mirror  and  celluloid  memorandum 
pad. 

Shoivn  by  Western  Leather  Goods  Company,  Limited,  Toronto. 
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WILLS  PROBATED 

J.  Henry  Peters,  prominent  Toronto 
manufacturer,  who  died  at  sea  on 
August  3rd,  left  an  estate  valued  at 
$600,353.  An  interesting  point  in  the 
will  is  that  it  was  written  in  longhand 
by  the  deceased.  He  makes  provision 
far  the  payment  of  salaries  to  his  sons 
For  industry  in  business,  the  salaries  be- 
ing small  because  he  "does  not  think  it 
wise  for  a  young  man  to  have  too  large 
an  income." 

By  a  will  executed  on  November  23, 
1915,  Jamts  McGowan,  formerly  a  man- 
ager of  the  T.  Eaton  Co.,  who  died  on 
July  11,  bequeathed  an  estate  probated 
at  $120;913  to  his  wife,  Minnie  Mc- 
Gowan. 


ST.  THOMAS,  ONT.  CELEBRATES 

The  fifth  anniversary  rale  of  J.  H. 
Gould,  Limited,  was  held  in  September, 
in  a  most  auspicious  manner,  the  big 
departmental  store  being  fairly  ablaze 
with  wonderful  bargains.  The  celebra- 
tion closed  with  a  birthday  party  and  the 
cutting  of  a  huge  cake,  containing  four 
two  and  one-half  dollar  gold  pieces. 

The  birthday  cake  was  cut  by  one  of 
the  old  employees  of  the  company  on 
Friday,  September  29,  and  a  piece  given 
to  each  person  making  a  purchase  at 
the  soda  fountain  counter  on  Saturday, 
September  30. 


AROUND    TORONTO 

The  sale  of  patent  leather  handbags 
is  a  remarkable  feature  in  Toronto  shops 
and  department  stores.  Every  style 
of  bag  from  the  shopper  to  the  vanity 
is  good  either  in  all-patent  or  in  patent 
trimmed. 

There  is  less  demand  for  high-priced 
bags  than  in  former  years,  salesmen 
saying  that  women  want  lines  at  from 
$5.00  to  $7.50.  They  like  the  large 
mirror  and  the  cases  which  include  file, 
button-hook  and  cuticle  knife. 

Small  afternoon  bags  are  selling  as 
well  as  the  vanity  beauty  boxes.  Cord 
handles  are  very  plentiful  particularly 
with  dainty  tassels. 


FROM  PARIS  TO  TORONTO 
has  come  a  beautiful  selection  of 
Spanish  shawls.  They  are  in  black  and 
designed  for  wear  with  dinner  and 
evening  gowns.  Most  of  the  Fashion 
Shews  featured  them  this  fall.  Then 
are  in  various  widths  and  lengths. 
The  one  shown  here  is  very  effective 
as  a  long  panel  with  the  short  skirt, 
(which,  despite  everything,  the  very 
young  lady  persists  in  wearing.)  In 
attractive     boxes     these     shaivls     are 

splendid   gifts. 

Imported    by    the    Canadian     Veiling 

Company,    Toronto. 

The  A.  J.  Frieman  Company,  Ottawa, 
Ont,  had  for  their  22nd  birthday  anni- 
versary, a  cake  which  was  said  to  be 
the  largest  in  the  world.  It  weighed 
1,000  pounds. 


Tin'  m>d  handle  is  the  correct  note  in 
handbags  according  to  our  Paris  cor- 
respondent.  This  bag  is  of  velvet  and 
comes  in  the  shades  which  are  most 
prominent  in  velvet  dresses  and  suits 
this  year.  Shown  by  Julian  Sale  Leather 
Goods  Company,  Limited,  Toronto. 


Some  of  thc  Toronto  firms  which  have 
been  of  assistance  to  the  sufferers  in  the 
Northern  Ontario  fire  were:  The  T. 
Eaton  Company,  which  sent  two  cars  of 
clothing  and  food,  the  Canadian  Feather 
and  Mattress  Company,  which  provided 
mattresses,  and  pillows,  and  F.  Longdon 
and  Company,  which  shipped  a  supply  of 
chamois  vests  and  chest  protectors.  Em- 
ployees of  the  Murray-Kay  Company 
sent  200  suits  of  women's  underwear. 


Autumn  Fashion  Shows 

Some  of  the  Autumn  Fashion 
Shows  which  attracted  particular 
attention  throughout  Canadian 
Fashiondom  were: 

The  Robert  Simpson  Company, 
at  Regent  Theatre,  Toronto,  Ont. 

A.  J.  Friedman,  Limited,  Ottawa, 
Ont. 

Smallman  &  Ingram  Company, 
London,  Ont. 

London  Advertiser's  Fashion 
Show,  at  Grand  Opera  House,  Lon- 
don, Ont. 

Mills  Bros.,   Sarnia,  Ont. 

Ritz  Fashion  Shops,  Ottawa, 
Ont. 

Fairweather's  Limited,  Toronto, 
Ont. 

Hudson's  Bay  Company,  Home 
Products  Building  and  Capitol 
Theatre,  Victoria,  B.  C. 

Holt,  Renfrew's  Limited,  Toron- 
to, Ont. 

Bryson-Graham  Company,  Otta- 
wa,  Ont. 

Mary  Grant  Society,  at  residence 
of  Alderman  Keyser,  Windsor, 
Ont. 

Hudson's  Bay  Company,  Saska- 
toon, Sask. 

R.  Sharpe  &  Co.,  Wevburn, 
Sask. 

A.  Murray  &  Co.,  Fredericton, 
N.  B. 

Liberty  Company  at  Pantages 
Theatre,   Hamilton,  Ont. 

Hudson's  Bay  Company,  at  New 
Empire    Theatre,    Edmonton,    Attn. 

F.  R.  MacMillan  Limited,  Saska- 
toon, Sask. 

Hudson's  Bay  Company,  Calgary, 
Alta. 

McGowan  &  Co.,  Saskatoon, 
Sask. 

Most  of  these  displays  were  car- 
ried on  with  living  models  to  the 
accompaniment  of  music.  Several 
had  special  dances  and  playlets  as 
added   features. 


NEW  STORES  OPENED 

A.    Wanamaker,    Niagara    Falls,    Ont. 

The  Style  Shoppe,  Oxford  St.,  Tillson- 
burg,  Ont. 

K.   A.   Sweetman,  1169   Eglinton   Aye., 
at    Dufferin    St.,   Toronto. 

John  Sinkiewicz,  14  Eighth  St.,  Prince 
Albert,  Sask. 

Thompson's,    Limited,    2062    Danforth 
Ave  ,  Toronto. 

The  >Classique,   749      King     St.     East. 
Hamilton,  Ont. 

E.  Rive,  2282  Bloor  St.  West,  Toron- 
to. 

Thistle    Dry    Goods    Store,    Sandwich 
St.,  Sandwich,  Ont. 

W.    L.    Wylie,   56    Vaughan    Road,   To- 
ronto. 

Edgeware  Store,  Mimico,  Ont 

Kingsbury  and   Dempsey,   1458   Queen 
St.  West,  Toronto. 
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The  Ribbon  House  of  Canada 


>> 


For  Real  Ribbon  Values 

Select  your  Ribbons  from 
the  largest  and  best  assorted 
stock  in  the  Dominion. 

Walter  H.  Barry  &  Co. 


'The  Ribbon  House  of  Canada 
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6  St.  Helen  Street 

MONTREAL 


502  Canada  Bldg. 
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This  Is  True  About 
Fine  Gloves 


The  first  rush  demand  of  the  season  often  de- 
pletes your  stock  more  than  you  imagine. 

Therefore,  wouldn't  it  be  a  good  idea  to  check 
up  right  now — and  to  send  us  your  order  for 
wanted  sizes?  Immediate  delivery. 

SILK  —  WOOL  —  FABRIC  —  LEATHER 


How  About  Lined  Work  Gloves  &  Mitts  ? 

Will  your  stock  take  care  of  the  big  call  there  will  be  for 
this  merchandise  from  now  on?  We  can  fill  your  sorting 
order  promptly. 


Acme  Glove  Works  Limited 

MONTREAL 
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Buy  Direct  From  the  Maker 


Send  an  order  for  Vanity  Boxes 
$  1 2.00  to  $42.00 


Vanity  Boxes 
Avenue  Bags 
English  Avenue  Bags 
Back  Strap  Purses 
Top  Handle  Purses 
Soft  Leather  Bags 
Velvet  Bags 
Child's  Purses 
Ladies'  Belts 
Music  Rolls 
Writing  Folios 
Collar  Boxes 
Bill  Folds,  etc. 


ENVELOPE  AVENUE  BAG 

Beaver  Grain,  Silk  Lined. 
Black,   Brown,   Grey,  Navy. 

3075— Cord  Handle. 
3069— Leather  Handle. 
$18.00  dozen. 


ENGLISH  AVENUE  BAG 

Beaver  Grain,  Silk  Lined. 
Black,  Brown,   Grey,  Navy. 
3064— $30.00  dozen. 


Our  prices  are  the 
lowest  quoted  in 
Canada  for  perfect 
workmanship.  This 
fact  is  proved  by  the 
continued  patronage 
we  obtain  from  prac- 
tically all  large  firms 
handling  leather 
goods  from  coast  to 
coast. 


Patent  Leather  (ribbed) — Envelope  Bags,  $27.00  to  $60.00. 

Vanity  Boxes,  $36.00  to  $54.00. 


CANADIAN  LEATHER  PRODUCTS 

»  LIMITED  •  • 

144  FRONT  STREET  WEST •  •*»./.«  un.©n  •«».«■  TORONTO 

BUY    DIRECT    fROM    THE    MAKER 
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Your  Glove  Sales 


are  bound  to  be  larger  if  you  stock  a  line  that  is 
widely  known  and  highly  esteemed.  Sales  resis- 
tance is  less,  turnover  more  rapid. 

Dent's  Gloves 

(kid,  suede,  cape,  etc.)  have  won  and  held  the 
confidence  of  the  buying  public.  Prepare  to  fill 
their  needs  by  placing  your  order  at  once  for 
early  delivery. 


Dent's  Ultra-Super 

Double  Tipped  Silk  Gloves 


are  of  the  standard  that  has  made  the  Dent  Organi- 
zation famous  as  glove  makers.  The  exquisite  beauty 
of  texture,  quality,  style  and  finish  make  Dent  Griffin 
Silk  Gloves  popular  wherever  shown. 

Travellers  are  now  submitting  our  complete  range  of 
samples. 


Timely   Advertising  to   the   public  keeps 
Reminding  them   of  Dent's. 


DENT,ALLCROFT&CO. 

|  (Canada)  LTD. 

Montreal  -  Canada 
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THE  SEAL  OF 

SUPERIOR 

SERVICE 


Business  For  To-day  and  To-morrow 

is  secured 

By  Having  The  Goods 


Br  am  ley 

Laces 

Bandings 

Veils 

in  Lace  or  Em- 

Veilings 

broidery. 

Handkerchiefs 

are    leading    sellers    to-day. 
Are    you    interested?      If    so 
a     post    card     will     bring     a 

Embroideries 
Children's  Dresses 

sample    assortment. 
NICELY  BOXED  FOR 

Infants'  Wool  Goods 

QUICK  SELLING 

ORDER  NOW 

ORDER  NOW 

MAIL  ORDERS 

GIVEN  SPECIAL 

ATTENTION 


We  Have  the  Goods 

WESTLAKE  BROTHERS  LIMITED 


24  Wellington  St.  W., 


TORONTO 


ptl!llillllll!llll!lll!lllllll!l!l!l!lll!^ 

I  Preparing  for  Christmas  | 
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Our  salesmen  who  are  on  the  road  constantly,  are  carrying  at 
this  season  a  most  complete  range  of  Novelties  for  your  inspection. 
It  is  not  too  early  to  begin  planning.  Make  your  store  the  centre 
of  attraction  by  displaying  early  seasonable  lines  of  wanted  goods. 

|  Kimonas        Hosiery  1 

|  Linens  Handkerchiefs  1 

Order  from  our  salesman  or  write  to-day 

|        Novelties  Limited        ! 

"The  House  of  Surprises" 

1       MONTREAL  TORONTO  WINNIPEG      I 
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New  Developments  in  Negligees 

Improvement  in  the  Quality  of  Fabrics  Used — The  Use  of  Wool 
Embroidery  on  Simple  Kimonas  and  Wrappers — Growing  Popu- 
larity of  Breakfast   Coat — Descriptions   of  Some   of  the  New 

Developments 

RICHNESS  of  color,  in  all  fabrics 
possible  to  utilize  in  designing 
^  those  garments  worn  by  Miladi  in 
her  hours  of  ease,  whether  the  informal 
kimona  or  the  ultra  elaborate  negligee, 
is  a  notable  characteristic  of  the  fall 
range  of  samples  shown  by  a  Montreal 
manufacturer  this  month.  Delicate 
pastels  or  warm,  vivid  tones  naturally 
have  required  a  studied  simplicity  of 
line  lest  the  garments  appear  too  ornate, 
but  no  hint  of  over  elaboration  is  sug- 
gested in  any  of  the  models. 

Beginning  with  the  informal  little 
dressing  sacque  of  box  loom  cloth,  there 
is  noticeable  a  distinct  improvement 
over  corresponding  styles  of  a  season 
or  two  ago,  for  the  quality  of  this  fab- 
ric has  improved  greatly  and  is  now 
guaranteed  perfectly  washable  retain- 
ing its  lovely  crepy  finish.  Hangers  are 
placed  in  the  necks  of  all  kimonas  or 
negligees  now,  since  it  is  realized  by  the 
designer  that  such  garments  lose  their 
attractiveness  when  the  collars  or  neck- 
line are  crushed  by  being  hung  up  on  a 
hook. 

Wool  Embroidery  on  Kimonas 

The  principal  type  of  elaboration  on 
the  simpler  kimonas  and  wrappers  is 
the  use  of  wool  embroidery,  usually 
done  in  black  and  white  in  conventional 
^notifs.  Wool  embroidery  is  especially 
well  adapted  for  use  on  cotton  crepe 
fabrics  and  washes  perfectly,  hence 
should  prove  popular  with  women  this 
season. 

A  lavender  slip-over  of  sheer  crepe  de 
-chine  had  hemstitched  edges  of  maize 
■color  and  featured  the  uneven  hemline 
at  the  lower  edge.  A  trailing  vine  of 
satin  ribbon  flowers  was  posed  slant- 
wise across  the  front  of  the  negligee 
and  repeated  upon  the  skirt  in  the 
same  manner  but  upon  the  opposite  side. 
Two-Toned  Effects  are  Popular 

A  truly  magnificent  model  develop- 
ed in  misty  blue  and  palest  lavender 
georgette  was  practically  nothing  but  a 
straight  slip,  but  the  two  layers  of 
georgette  were  laid  together  and  at- 
tached by  hemstitching  at  the  edges  in 
a  manner  which  brought  out  the  deli- 
cate color  harmony  of  the  garment 
bearing  all  the  hall  marks  of  its  Paris- 
ian origin.  A  girdle  of  loosely  knotted 
two-toned  satin  ribbon  was  threaded  in 
and  out  of  slots  and  the  long  flowing 
sleeves  were  draped  to  fall  away  from 
the  arm.  Another  lovely  model  of  palest 
blue  georgette  was  lined  with  crepe  de 
chine  for  the  upper  portion,  while  the 
skirt  was  formed  of  a  deep  breadth  of 
lace  flouncing  ruffled  with  blue  georg- 
ette. A  girdle  of  pink  ribbon  finished 
the  waistline. 


Simplicity  Stamps  the  New  Tea  Gowns 

designed  for  next  winter.  This  exquisite  model  combines  a  stiaiyht  lim 
underslip  of  box  pleated  crepe  de  chine  with  a  quaint  little  coat  of  sheerest 
georgette  combined  with  creamy  lace.  The  colors  featured  in  this  mode' 
were  orchid  and  peach,  the  slip  being  made  of  the  latter  shade.  Graceful 
ribbon  ornaments  and  ball  drops  add  a  French  touch  to  this  becoming  model 
which  also  embodies  the  new  neckline  and  the  draped  sleeve  effect. 
Shown  by  courtesy  of  the  Kassab  Kimona  Company  of  Montreal, 


Even  the  bed  sacque  has  been  devel- 
oped in  fine  quality  crepe  de  chine, 
elaborately  trimmed  with  embroidery  of 
coarse  silks  and  clusters  of  fine  tucking. 
This  type  of  wrap  has  no  seams  but 
conforms  to  the  body  by  reason  of  its 
cut,  having  its  side  portions  so  designed 
that  they  fall  softly  in  the  manner  of 
sleeves.  Among  the  newest  colors  for 
negligees  of  this  sort  are  French  laven- 
der and  robin's  egg  blue. 


Blanket  stitching  in  white  wool  is  al- 
so a  favorite  mode  of  finishing  sleeve, 
neck  and  hem  edges  on  these  garments 
or  again  self  ruffles  not  above  an  inch 
in  width  are  effectively  used  to  outline 
the  neck  as  well  as  to  trim  the  cuffs 
and  pockets.  Open  front  effects  are 
still  the  most  preferred  finish  but  the 
number  of  slip-over  kimonas  is  larger 
than  was  shown  last  year.  The  major- 
(Continued    on    page   99) 
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Lingerie  a  Popular  Christmas  Gift 

Some  New  Items  in  Step-in  Combinations,  Costume  or  Princess 

Slips,  Pyjamas  and  Other  Types  of  Sets — New  Ideas  in  Camisoles, 

Bloomers,  Nightgowns  and  Underskirts— Retailer  Can  Promote 

This  Department  With  Profit  to  Himself 


THE  approaching  Christmas  sea- 
son offers  a  promising  opportun- 
ity in  connection  with  the  merch- 
andising of  negligees  and  silk  underwear, 
the  Fall  and  Winter  samples  of  which 
are  now  in  the  hands  of  travelers  and 
are  designed  to  cover  all  the  wants  of 
the  Canadian  woman  from  the  stand- 
point of  style  and  price. 

Commenting  upon  the  current  demand 
from  the  retail  trade  in  lingerie,  a  Mon- 
treal manufacturer  told  Dry  Goods  Re- 
view that  he  believed  that  the  average 
buyer  is  laboring  under  a  misapprehen- 
sion regarding  the  type  of  underwear 
desired  by  women  this  season.  The  at- 
titude of  the  buyer  is  that  only  the 
cheapest  lines  have  any  chance  of  sell- 
ing, and  the  greater  part  of  the  buying 
public  is  no  longer  interested  in  quality 
as  such,  but  in  the  price  ticket  on  the 
garment.  He  maintains  that  this  atti- 
tude is  likely  to  work  untold  harm  if  no 
definite  steps  are  taken  to  trade  up  dur- 
ing the  coming  season.  If  buyers  per- 
sist in  calling  for  the  cheaper  grades 
of  pongees,  wash  satins  or  Jap  silks  in 
lingerie,  it  will  not  take  long  for  the 
public  to  discover  that  it  is  sheer  waste 
of  money  to  buy  these  inferior  qualities 
and  there  will  be  a  reversion  to  home- 
made underwear  in  the  endeavour  to  get 
the  quality  desired. 

In  order  to  keep  the  cost  of  the  var- 
ious lines  of  lingerie  down  to  a  mini- 
mum, one  Montreal  firm  has  concentrat- 
ed upon  a  limited  range  of  fabrics,  out 
of  which  have  been  designed  a  wide 
variety  of  undergarments  showing  the 
simplest  effects,  both  in  cut  and  finish. 
The  result  has  been  that  even  in  the 
most  inexpensive  types  of  camisoles, 
nightgowns  or  chemises,  good  tiste  and 
unusual  style  have  been  attained.  The 
choice  of  colors  chosen  to  include  in  the 
range  of  samples  furthermore,  is  more 
interesting  than  usual,  and  it  is  evident 
that  no  pains  have  been  spared  to  select 
new  and  unusual  shades  in  familiar  ma- 
terials such  as  crepes  and  Kongouri 
silks. 

The  new  items  in  this  Fall  range  which 
have  not  been  shown  previously  are 
step-in  combinations,  costume  or  princess 
slips,  pyjamas  and  various  types  of  sets 
including  three  or  four  pieces  as  de- 
sired. In  the  usual  undergarments  such 
as  camisoles,  bloomers,  nightgowns  and 
underskirts  there  are  a  number  of  novel 
ideas  introduced  which  vary  the  range 
range  considerably  and  provide  suffi- 
cient change  to  make  the  entire  show- 
ing one  of  exceptional  interest. 

According  to  this  firm,  the  camisole 
will  be  in  great  demand  for  the  Christ- 
mas trade  in  several  new  effects.     Quite 


the  daintiest  finish  noticed  in  this  range 
was  the  use  of  sheer  embroidered  Swiss 
medallions  of  organdy  inset  upon  panels 
of  ecru  filet  lace  in  the  form  of  elong- 
ated panels  upon  the  front  of  the  cam- 
isole. Another'  new  finish  was  the  use 
of  contrasting  color  bindings  on  the 
straight  edges  of  the  camisole  instead 
of  the  overdone  hemstitched  finish  or 
lace  edge.  On  a  pale  flesh  camisole,  for 
example,  a  quarter  inch  binding  of 
mauve  was  used,  and  the  shoulder  straps 
in  almost  every  case  were  of  self  ma- 
terial rather  than  ribbons,  which  are 
never  durable  even  in  the  best  qualities. 
Some  camisoles  show  the  new  built-up 
shoulder  which  runs  up  into  points  held 
together  by  extremely  narrow  strips  of 
the  material  finished  in  a  ladderlike 
effect.  The  usual  decorative  note  is 
added  by  the  use  of  handmade  flowers 
of  ribbon  tinted  in  natural  effects  and 
finished   with   green   ribbon   foliage. 

Where  lace  is  employed  upon  under- 
wear it  is  invariably  creamy  in  tint  and 
of  the  variety  known  as  net  lace.  A 
straight  banding  of  this  lace  around  the 
top  of  a  camisole,  threaded  with  palest 
blue  satin  ribbon  and  mounted  upon  a 
flesh  colored  crepe  de  chine  camisole 
is  a  representative  style  which  is  charm- 
ingly dainty  as  well  as  exceedingly  in- 
expensive. 

Call    For   Bloomers    In    Durable    Fabrics 

The  demand  for  bloomers  is  already 
assuming  notable  proportions,  according 
to  this  firm,  especially  iri  materials 
which  have  a  silky  finish  but  are  more 
durable.  Striped  Albion  cloth  is  found 
to  provide  the  maximum  of  wear  with  a 
smart  effect  and  is  made  up  into  pant- 
alette  style  bloomers  with  the  deep, 
double  elastic-run  cuff.  Shantung  silk 
bloomers  are  very  much  in  demand  also 
and  are  featured  in  a  heavy  quality  at 
$2  a  dozen  in  a  style  which  utilizes  the 
full  width  of  the  material.  Knee  length 
bloomers  of  silk  are  also  shown,  finish- 
ed with  especial  care  in  the  fit,  more 
particularly  as  regards  the  front  and 
back  which  are  carefully  shaped. 

Sets  Will  Continue  In  Vogue 

Sets  of  vest  and  step-ins  are  being 
shown  in  very  fine  quality  crepe  de 
chine,  in  a  range  of  pastel  colors  daint- 
ily elaborated  by  inset  Swiss  embroider- 
ed motifs  upon  filet  lace.  One  set  was 
finished  with  a  French  hand-made  Cluny 
lace  top  and  threaded  with  a  quantity 
of  reversible  satin  ribbons  in  blue  and 
orchid,  the  body  of  the  set  being  of 
flesh  crepe  de  chine.  Newer  than  the 
set  idea  however,  is  the  step-in  com- 
bination which  can  be  obtained  in   such 


sheer  materials  as  georgette,  and  made 
according  to  a  French  design  utilizing 
two  straight  lengths  relieved  by  the 
use  of  fine  net  lace  in  ivory  color  upon 
the  deep  lavender  tone  of  the  georgette. 
A  new  style  of  envelope  chemise  without 
any  fullness  is  also  shown  featuring  a 
dropped  waist  line  effect  with  side 
gathers  at  the  hip  only.  This  model  was 
developed  in  flesh  Kongouri  silk  with 
mauve  bindings.  A  set  comprising  cam- 
isole, chemise  and  nightgown  or  pyjamas 
of  finest  quality  Shantung  silk  was 
daintily  elaborated  by  the  use  of  French 
knots  in  three  colors  entwined  about  a 
lover's  knot  motif  done  in  hemstitching. 
The  chemise  of  this  set  is  particularly 
effective  and  is  priced  at  $27  a  dozen. 
For  the  popular  priced  trade  an  at- 
tractive range  of  samples  made  up  in 
Jap  silks  are  also  featured,  the  chief 
trimmings  being  fine  pin  tucking,  net 
lace  and  bindings. 

New  Sleeve  Treatment  In  Gowns 

Nightgowns  show  a  decided  tendency 
to  return  to  the  use  of  sleeves  of  some 
form  or  other,  or  else  an  angel's  wing 
drapery  showing  a  slash  up  the  outer 
edge  to  give  a  glimpse  of  the  arm. 
Simulated  puff  or  cap  sleeves  are  also 
frequently  seen,  the  sleeve  being  kimona 
in  shape  but  slightly  gathered  into  a 
narrow  banding  about  half  way  between 
elbow  and  shoulder.  Square,  oval  and 
shield  shaped  neck  lines  are  about  equal- 
ly represented  and  many  of  the  square 
outlines  are  finished  with  stoles  of  ne?t 
lace  which  is  particularly1  rich  when 
used  with  wash  satin  for  the  body  of  the 
gown.  A  Shantung  nightgown  showed 
shirred  sections  at  the  underarm  seams 
and  a  shield  shaped  neckline  bound  with 
self  material.  The  sleeves  were  slight- 
ly fulled  into  a  tiny  cuff,  while  the  front 
showed  the  French  knot  decoration  de- 
scribed above. 

Orchid  color  is  frequently  noted  as  the 
color  for  nightgowns  in  this  display,  one 
notable  example  being  of  simple  cotton 
crepe  in  a  modified  empire  style.  Tiny 
yellow  rose  buds  were  used  to  give  the 
artistic  touch.  Most  elaborate  gowns  of 
sheer  crepe  de  chine  showed  inset  por- 
tions of  tucked  blue  georgette  and  lace, 
the  wing  sleeves  being  slashed  and  fin- 
ished with  picot  edging.  A  wash  satin 
gown  showed  trimmings  of  inset  Swiss 
medallions  embroidered  in  black  which 
formed  an  unusual  color  contrast  upon 
the  flesh  tone  of  the  gown.  Few  entirely 
sleeveless  gowns  were  included  in  this' 
collection. 

Pyjamas    come    this    season      in    both 
elastic  run  and  plain  ankle  effects  in  two 
(Continued  on  page  99) 
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Corset  Specialty  Shop  in  St.  John 

Operated  by  Mrs.  Percy  Gunn  Who  Has  Built  Up  Large  Business 
in  Four  Years — Superintends  All  Fittings — Uses  the  Card  System 
so  That  She  Can  Keep  Track  of  All  Sales  and  Customers — Fre- 
quent Change  in  Displays 


CORSETRY  is  a  profitable  and 
successful  career  for  any  woman 
who  possesses  the  necessary  quali- 
fications according  to  Mrs.  Percy  Gunn 
of  St.  John,  N.  B.,  who  has  succeeded  in 
building  up  a  large  following  in  that 
province  in  the  short  space  of  four  years. 

Mrs.  Gunn  is  considered  as  one  of  the 
leading  corsetieres  in  Eastern  Canada 
and  her  personal  success  she  attributes 
to  the  fact  that  she  had  an  incentive 
worth  all  the  exertion  and  effort 
could  bring  to  bear  on  her  work.  Left  a 
widow  some  few  years  ago,  Mrs.  Gunn 
found  herself  faced  with  the  necessity 
of  supporting  four  young  sons  as  well 
as  herself,  and  so  she  turned  to  the  pro 
fession  of  corsetry  in  order  to  supple- 
ment her  income  and  give  each  of  her 
sons  the  best  education  that  was  pos- 
sible. 

Her  shop  is  known  as  the  "Corset 
Specialty  Shop"  and  is  well  located  on 
King  Square,  the  most  frequented 
thoroughfare  of  the  city  and  adjacent  to 
the  leading  theatres,  hotels  and  business 
district.  The  store  interior  is  compara- 
tively tiny,  but  is  equipped  with  a  fit- 
ting room  at  one  side  as  well  as  two 
silent  salesmen  and  innumerable  shelves 
for  stock.  It  is  in  all  probability  th? 
smallest  corset  and  brassiere  shop  n 
Canada  yet  the  volume  of  business  done 
ranks  along  with  that  of  the  largest 
stores.  Originally  Mrs.  Gunn  com- 
menced business  with  a  line  of  silk  un- 
derwear and  blouses  in  addition  to  cor- 
sets and  brassieres,  but  has  abandoned 
the  first  two  owing  to  the  increase  in 
business  where  corsets  are  concerned. 
She  confines  her  sales  to  two  well  known 
lines  and  asserts  that  it  only  pays  to 
sell  nationally  advertised  lines  of  cor- 
sets in  a  specialty  shop. 

Prefers  to  Fit  all  Corsets 

To  Dry  Goods  Review  Mrs.  Gunn  said, 
"I  am  simply  catering  to  the  public  mind 
in  selling  corsets  and  believe  I  have 
done  missionary  work  in  St.  John  in  the 
way  of  fittings.  I  do  not  sell  corsets 
over  the  counter  unless  in  an  emergen- 
cy and  prefer  to  superintend  all  fittings 
myself.  I  keep  a  cotton  slip  in  re? 
ness  in  the  fitting  room  for  customers 
to  put  on  in  place  of  their  own  under- 
wear and  I  find  this  plan  more  sani- 
tary." 

A  record  of  all  corsets  sold,  and  cus- 
tomers' names  and  measurements,  is 
consistently  maintained  by  Mis.  Gunn 
on  a  card  filing  systsm,  thus  enabling 
lu t   to    follow   up   all  sales   inte'ligently. 


Orders  Corset  Stock  Often 

Brassieres  are  sold  on  the  same  prin- 
ciples as  corsets,  and  Mrs.  Gunn  is  care- 
ful to  keep  her  stock  up  to  requirements 
constantly,  preferring  to  order  often  in 
small  quantities. 

In  Mrs.  Gunn's  case,  personality  has 
had  much  to  do  with  her  unique  success. 
No  matter  how  inexpensive  the  corset 
may  be,  it  is  not  sold  until  Mrs.  Gunn 
is  perfectly  satisfied  that  it  is  correct 
for  the  wearer.  Her  patience  is  remark- 
able and  she  brings  an  unusual  amount 
of  intelligence  and  interest  to  bear  on 
her  work,  thus  creating  a  reputation  as 
a  specialist  for  herself. 


Windows   Are  Changed  Twice  Weekly 

One  assistant  aids  Mrs.  Gunn  in  man- 
aging the  little  shop,  and  the  proprie- 
tress herself  handles  the  window  di. 
plays  which  are  changed  two  or  thre 
times  each  week,  and  are  always  dainty 
and  attractive,  emphasizing  quality  and 
smartness  first  of  all. 

Although   Mrs.   Gunn  has  taken   se- 
eral    courses    in    scientific    corsetry    s1 
does   not  feel  as   though   she   knew  the 
last  word  upon  the  subject  but  keeps  in 
constant    touch    with    every    change    in 
styles    or   fitting   methods   through   fre- 
quent trips  to  the  upper  Canadian  p 
vinces  or  the  United  States. 


Did  You  Ever  Stop  to  Think 

THAT  if  your  city  is  in  need  of  more  mercantile  establishments  of  any- 
kind— AD  VERTISE ! 

THAT  if  you  want  any  more  farmers  or  homeseekers  to  locate  in  your 
community— AD  VERTISE ! 

THAT  if  you  can  offer  any  special  advantages  as  a  desirable  location 
for  factories,  branch  plants,  etc., — ADVERTISE. 

THAT  your  section  will  attract  greater  attention  today  than  ever  before 
if  you  ADVERTISE! 

THAT  your  vast  resources  will  receive  the  consideration  their  importance 
has  long  entitled  them  to,  if  you  tell  the  world. — ADVERTISE! 

THAT  the  directing  heads  of  manufactures,  investors  seeking  profitable 
outlets  for  their  capital,  as  well  as  those  on  the  outlook  for  good  farms  and 
homes,  are  reading  the  papers  every  day  looking  for  opportunities. 
ADVERTISE! 

THAT  the  best  results  from  any  kind  of  advertising  are  obtained  by 
"KEEPING  EVERLASTINGLY  AT  IT."— ADVERTISE. 

THAT  no  matter  what  you  have  to  sell,  the  columns  of  the  newspapers 
will  fill  your  needs  in  the  surest  and  most  economical  way. — ADVERTISE. 

THAT  if  you  want  increased  business,  ADVERTISE. 

THAT  most  newspaper  readers  are  boosters.  They  pass  on  everything 
good,  whether  found  in  editorial  or  advertising  pages. 

THAT  if  business  is  falling  off,  you  should  step  right  out  of  the  rut  and 
increase  it  by  the  right  kind  of  ADVERTISING. 

That  getting  the  business  is  not  always  a  selfish  proposition.  Modern 
business  entails  a  certain  amount  of  service  that  is  of  as  much  interest  to 
the  buyer  as  to  the  seller.  .  . 

THAT  you  will  find  in  the  stores  of  your  city,  the  obliging  clerks,  the 
ones  who  greet  you  with  a  smile,  who  wait  on  you  courteously,  solicitous  of 
your  every  wish,  who  answer  your  questions  politely,  who  are  willing  to 
take  the  trouble  to  supply  any  information  wanted,  they  help  to  make 
better  business. 

THAT  "mail  order"  houses  succeed  because  they  advertise.  You  can  beat 
them  at  their  own  game  by  advertising  in  your  local  papers. 

THAT  many  citizens  would  be  pleasantly  surprised  if  they  were  to  in- 
vestigate the  various  kinds  and  classes  of  merchandise  obtainable  in  their 
city.  With  this  knowledge,  they  could  spend  all  their  money  at  home. 
A  DOLLAR  SPENT  IN  YOUR  OWN  CITY  HELPS  YOUR  CITY.  A 
DOLLAR  SPENT  IN  SOME  OTHER  CITY,  HELPS  THAT  CITY.  BUY 
AT  HOME. 

THAT  your  city  is  the  best  city  in  which  to  live.  Don't  hesitate  to  tell 
the  world  about  it. 
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NEW   DEVELOPMENTS   IN 
NEGLIGEES 

(Continued  from  page  96) 

ity  of  open  front  styles,  however,  are 
cleverly  designed  to  conceal  the  open- 
ing, doing  away  with  the  awkwardness 
of  the  old  style  which  tended  to  gape 
apart. 

New  Fabrics  For  Breakfast  Coats 

The  breakfast  coat  is  becoming  more 
and  more  popular  with  Canadian  women, 
according  to  this  manufacturer  whose 
range  includes  models  developed  in 
everything  from  cotton  crepe  to  Albion 
cloth,  Jap  silk,  French  delaine,  corduroy 
velvet,  tussa  silk  and  reversible  two- 
toned  taffeta  in  the  newest  metallic 
effects.  Such  coats  are  extremely  sim- 
ple in  design  and  are  cut  short  enough 
to  give  a  youthful,  jaunty  style.  The 
girdles  are  placed  lower  this  season  on 
the  hips  and  there  is  considerable  use 
made  of  silk  tubing  entwined  into  the 
form  of  flowers  used  as  trimming  at 
neck,  pockets,  etc. 

Where  really  elaborate  effects  are 
concerned  this  Montreal  manufacturer's 
range  includes  some  most  effective  crea- 
tions developed  in  lustrous  satins,  pastel 
tinted  crepe  de  chines,  etc.,  and  beauti- 
fully elaborated  with  handwork.  To 
enumerate  one  or  two  is  sufficient  to 
give  an  idea  of  the  improvement  which 
has  taken  place  in  Canadian  lines,  many 
of  which  are  scarcely  recognizable  from 
the  Parisian  models  from  which  they 
were  copied. 

A  straight  falling  robe  of  palest  blue 
silk  showed  long  flowing  sleeves  of  the 
"handkerchief  point"  variety  caught  at 
the  shoulders  to  display  the  bare  arm 
nearly  all  its  length  by  means  of  clever 
draped  effects.  A  tangerine  crepe  de 
chine  negligee  owed  its  distinction  to  a 
simulated  yoke  of  hand  embroidery  to- 
gether with  delicate  sprays  of  the  same 
handiwork  on  sleeves.  A  perfectly 
plain  quilted  coat  of  lavender  crepe  de 
chine  was  lined  throughout  with  white 
Jap  silk — forming  a  charmingly  smart 
but  practical  garment  with  little  or  no 
weight.  This  style  is  procurable  in  all 
colors  in  addition  to  lavender.  A  stun- 
ning coat  of  royal  purple  and  emerald 
shot  taffeta  showed  flying  panels  of  the 
same  silk  caught  with  hand-made  flow- 
ers of  silk  tubing.  A  Bertha  collar  of 
the  silk  was  used  to  finish  the  slightly 
oval  neck  and  the  sash  encircling  the 
waistline  was  placed  very  low  on  the 
hips.  A  rose  and  silver  shot  satin  coat 
had  its  shawl  collar  and  cuffs  made  of 
quilted  crepe  de  chine  as  well  as  its 
two  pockets. 

Tussa  silk  formed  the  fabric  of  sever- 
el  charming  negligees  of  the  less  elabor- 
ate tjipe,  one  of  which  developed  in  rich 
tones  of  green  and  purple  had  bindings 
of  the  purple  on  tVe  edges.  Rich  oriental 
patterns  were  noticed  on  other  models. 

Printed    Corduroys    are    Guaranteed 

English  printed  corduroy  velvets,  in 
effective    oriental    designs     featuring    a 


combination  of  colors  are  smartly  tailor- 
ed in  coat  style  and  lined  with  silk 
throughout.  These  velvets  are  guaran- 
teed not  to  fade  and  are  thus  service- 
able and  practical. 

The  exaggerated  mandarin  sleeve  is 
extremely  graceful  when  it  forms  part 
of  a  blue  satin  negligee,  embroidered  in 
silk  upon  the  fronts.  This  type  of 
sleeve  falls  in  long  pouch-like  ends  al- 
most to  the  floor.  A  "slip  over  the 
head"  model  made  of  salmon-colored 
crepe  de  chine  had  as  its  only  relief  a 
spray  of  flowers  tinted  in  natural  col- 
ors and  outlined  with  silk.  A  ribbon  sash 
was  threaded  through  slots  at  the  waist- 
line. Another  type  of  slip-over  negligee 
was  developed  in  deep  rose  colored  silk 
bound  with  blue,  the  sleeves  being 
weighted  down  with  long  chenille  tas- 
sels, while  the  shoulder  seams  were  but- 
toned   over   the    silk-covered    buttons. 

Dolman  Style  in  Negligees 

What  is  known  as  a  "Burnous"  effect 
in  negligees  was  cleverly  developed  in 
flesh  crepe  de  chine  trimmed  with  the 
new  fagoting  braid  which  simulates  the 
hand-worked  fagoting.  This  negligee 
was  a  dolman  type  with  the  becoming 
looseness  familiar  in  wraps  for  outdoor 
wear.  It  fastened  with  one  invisible 
fastener. 

The  use  of  one  color  upon  another  in 
sheer  fabrics  was  effectively  illustrated 
in  a  negligee  made  of  blue  and  cerise 
crepe  de  chine  in  slip  over  effect  with 
draped,  flowing  sleeves  finished  with 
picot  edging.  Cut  work  was  the  sole 
trimming  used  on  this  garment,  short 
slashes  being  finished  with  picot  so 
that  one  color  could  be  seen  through 
the  other.  A  straight  robe  of  box 
pleated  crepe  de  chine  in  a  soft  maize 
color  was  veiled  with  a  coat  of  lavender 
georgette  elaborated  by  bandings  of 
Paris-tinted  lace.  Festoor/S  of  heavy 
satin  ribbon  finished  the  front  and  un- 
der arms  portions  of  this  superb  host- 
ess gown. 

LINGERIE   A  POPULAR  CHRISTMAS 
GIFT 

(Continued  from  page  97) 

piece  sets,  comprising  a  Mandarin  slip- 
over coat  and  trousers  developed  in 
silks  or  crepe  de  chine.  One  French 
model  set  of  crepe  de  chine  had  a  two- 
inch  contrasting  color  facing  hemstitch- 
ed all  round  the  straight  edges  and  the 
sleeves  were  merely  flowing  draperies 
caught  into  ball  drops  while  a  tinted 
hand  made  ribbon  spray  formed  the  sole 
trimming. 

Variety    In   Costume   Slips 

Two  styles  of  costume  slips  are  offered 
this  season,  developed  in  all  wanted  ma- 
terials, both  silks  and  cottons.  One 
style  has  a  deep  shadow-proof  hem  car- 
ried up  nearly  to  the  hip  line  while  the 
other  has  the  regulation  hem.  Either 
a  built-up  round  neckline  or  the  cam- 
isole   top    can    be    obtained.      All    colors 


can  be  had,  also  in  these  styles  which 
feature  the  lowered  waist  line  with  a 
slight  fullness  at  each  side  to  impart 
the  lines  of  the  present  season's  sil- 
houette. Some  of  these  slips  are  elab- 
orate enough  to  be  worn  as  skirts  be- 
neath one  of  the  new  types  of  over-the- 
skirt  blouse. 


Big  Cotton  Boom 

In  Australia 

Trade  Commissioner  in  Australia  States 
Land  is  Being  Prepared  for  Planting 

Of  more  than  passing  interest  to  Can- 
dian  cotton  spinners  and  to  those  as- 
sociated with  the  distribution  of  cotton 
goods  is  a  recent  communication  receiv- 
ed at  the  Department  of  Trade  and 
Commerce,  Ottawa,  from  Trade  Com- 
missioner D.  H.  Ross,  of  Melbourne, 
Australia.  He  states  that  at  the  mo- 
ment a  veritable  cotton  boom  is  being 
experienced  in  Australia,  and  that  the 
preparation  of  land  for  cotton  planting, 
particularly  in  the  state  of  Queensland, 
is  being  carried  out  rapidly  under  the 
guaranteed  minimum  price  of  11  cents 
per  pound  for  seed  cotton  of  any  variety 
delivered  at  the  nearest  railway  station. 

Mr.  Ross  further  states  that  the 
Australian  Cotton  Growing  Association, 
with  which  several  of  the  largest  British 
cotton  spinners  are  identified,  is  chiefly 
responsible  for  the  practical  results  so 
far  achieved.  Ginneries  and  warehouses 
have  been  established  in  Brisbane  and 
Rockhampton  and  it  is  anticipated  that 
over  75,000  acres  of  land  will  be  seeded 
before  the  next  crop — in  1923.  It  is 
claimed  by  Australian  associations  that 
the  average  yield  in  Queensland  is,  so 
far,  from  100  to  300  pounds  per  acre 
greater  than  the  average  in  the  United 
States,  and  that  Queensland  cotton  pick- 
ed last  year  was  assessed  by  the  British 
Cotton  Growers'  Association  at  from 
twenty-five  to  fifty  per  cent,  higher 
than  "middling  American"  cotton — the 
world's   standard. 

In  the  fiscal  year  ended  March  31, 
1922,  Canada  imported  95,385,978  pounds 
of  raw  cotton  to  the  value  of  $16,321,317, 
and  cotton  yarn  and  thread  to  the  value 
of  $4,325,300.  Excluding  yarn  and 
thread  to  the  value  of  $1,784,827  from 
the  United  Kingdom,  practically  all  the 
imports  were  from  the  United  States.  In 
the  same  period  the  importation  of  cot- 
ton textiles  into  Canada  greatly  exceed- 
ed the  value  of  raw  cotton  and  yarn.  Mr. 
Ross  concludes  his  communication  in  the 
following  words: 

"With  the  probability  that  increased 
domestic  requirements  will  decrease  the 
quantity  of  raw  cotton  available  for  ex- 
port from  the  United  States,  the  devel- 
opment of  the  cotton  industry  in  a  sister 
Dominion  will  likely  interest  Canadian 
cotton   spinners." 
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One  Third  of  YOUR  Customers — 

who  enter  your  Corset  Department  are  in  the  "heavy  figure"  class.  A  large  pro- 
portion of  these  women  want  a  medium  priced  corset  between  $4.00  and  $6.50. 

Jfj&rher's 
Corsets— 

Made  in  Canada 

are  designed  to  care  for  every  figure  type.  Our  stout  models  are  made  to  give  long- 
er service  and  are  reinforced  where  the  greatest  strain  comes.  Particular  attention 
is  given  to  the  correct  control  of  the  figure  to  ensure  pleasing  lines  to  the  wearer. 

We  recommend  the  following  styles  which  have  proven  themselves  popular  with  the 
trade.     Samples  will  be  sent  to  you  upon  request. 


^aid-Proof dorsets-i 


STYLE    197 

Extra  long  skirt,  well 
boned  and  all  rubber  top. 
Double  skirt  and  grad- 
uated clasp.  Soft  finish 
pink  coutil.  Sizes  22-36. 
Price,    $30.00    per    dozen. 


but-Proof  Corsets- 


STYLE   314 

A  very  heavily  boned 
corset  for  stout  figures. 
It  has  a  medium  high 
bust  with  bust  gore, 
reinforced  front  and 
graduated  clasp.  Made 
of  pink  or  white  soft 
finish  coutil.  Sizes  24- 
36.  Price,  $30.00  per 
dozen. 


Turners 

fat-Prvc  rfyrsets- 
STYLE   345 

For  the  full  heavy  fig- 
ure. Medium  high  bust, 
full  skirt  and  a  rubber 
gore  in  front  of  skirt. 
Graduated  clasp.  Pink 
coutil.  Sizes  22-36. 
Price,    $42.00    per    dozen. 


Other  Stout  Figure  Models  up  to  $48.00  Per  Dozen 

The  Warner  Brothers  Company 


356  St.  Antoine  Street, 


Montreal 
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GOSSARD 

TYPE    CORSETRY 

means  better  profits  for  you  and 
greater  satisfaction  for  your  customers 

From    a    Dealer: — 

,"  Alta. 

H.  W.  Gossard  Company, 
Toronto. 

Dear  Sirs: — 

We  have  bought  the  business  of 

of Alta.,  and 

have  put  the  entire  stock  of  cor- 
sets on  the  bargain  tables.    As  we 
have    had    so    much    satisfaction 
with  the  Gossard  at  ...    .   Sask., 
we  will  cut  out  all  other  lines  and 
stock  only  the  Gossard.     Enclosed 
please  find  a  small  order  as  a  start. 
If  you  have  a  traveller  on  this  line 
we  would  like  to  have  him  call  and 
give   us   a   demonstration.      Please 
rush  this  order,  also  selling  helps 
and  order  blanks. 

Yours  truly, 

(Name  on  Request.) 

From  a    Wearer: — 

Montreal,  August  26th,  1922. 

Miss  Jane  Hill, 

Canadian  H.  W.  Gossard  Co., 

Toronto. 

Dear  Miss  Hill: — 

Please    forward    to    my    address 
your    little   book    "You,"    which    I 
will  be  so  pleased  to  receive.     My 
three  daughters  and   myself  have 
worn    Gossard    Corsets    for    years 
and  they  are  everything  you  say — 
comfort  and  fit  and  durability.    In 
fact,  I  am  a  grandmother  and  have 
been  questioned  by  many  as  to  how 
I  preserve  my  figure,  and  my  an- 
swer ds,   I  wear  Gossard  Corsets, 
and  they  feel  so  comfortable   and 
make  me  feel  so  good. 

When    I    read    your    ad.    in    the 
Standard  I  said  I  must  have  one 
of   those    little   books,   so    here   is 
my  name  and   address: — 

(Name  on  Request.) 

Both  the  letters  reproducec 
and  the  originals  are  on  fil 
to  any  merchant  who  call 
names  and  addresses  of  th 

Fewer  Lines- 
The  Same  or 

With  the  Gossard  line  in  stock  you  are 
meet  those  demands  with  absolute  sat 
to  do  the  same — and  even  a  larger — cor 
and  with  no  risk  of  having  dead  stock 
ticulars  of  the  Gossard  proposition.     It 

The  Canadian  H.  W. 

366-378  Adeh 

New  York               London 

1  above  w 
e  in  our  ol 
5  with  a 
e  writers 

-Lei 
Lar 

able   to  me 
isf  action  frc 
set  business 
on  your  hai 
will  pay  you 

Gossa 

lide  St.  V 

Toronto 

ere  received  by  us  recently 
flee.     These  will  be  shown 
iesire  to  see  them,  or  the 
will  be  mailed  on  request. 

is  Investment 
ger  Turnover 

et  practically  all  corset  demands,  and  to 
>m  every  standpoint.     This  enables  you 

with   a   smaller  investment  of  capital 
ids  at  any  time.    Write  us  for  full  par- 

to  do  so. 

rd  Company,  Limited 

^est,  Toronto 

Sydney                Buenos  Aires 
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/^GOSSARD, 

Obi/A 


Model  817 


DECAUSE  these  new  models 
offer  so  many  women  what 
they  have  so  long  wished  for 
and  never  been  able  to  find, 
they  are  selling  with  a  rapidity 
that  makes  generous  profits. 
They  are  especially  designed  to 
meet  the  needs  of  those  hun- 
dreds of  customers  who  require 
special  shaping  to  properly  sup- 
port and  flatten  the  diaphragm 
and  who  need  added  length  to 
prevent  their  brassieres  from 
slipping  up  over  the  low  tops 
of  the  modern  corsets.  Don't 
lose  this  profitable  business. 
Complete  samples  will  be  sent 
upon  request. 

The  CANADIAN  H.  W.  GOSSARD 
COMPANY,  LIMITED 

366-378  West  Adelaide  St.,  Toronto 

New  York    London     Toronto    Sydney     Buenos  Aires 


Model  8A8 


The  "  Frenchmaide"  Line  Makes    Business   "Fine 

SEE  OUR  NEW  ACHIEVEMENTS 


You  are  invited  to  inspect  our  Fall  line  of  Undergarments, 
Negligees,  Kimonas  and  Bathrobes  in  silk  and  cotton — orig- 
inal designs  and  quality  of  manufacture  have  won  the  unqual- 
ified favor  and  continued  business  of  the  country's  leading 
merchants.  The  reason  of  this  remarkable  showing  mani- 
fests itself  at  a  glance. 

"  Most  smart  shops  feature  Frenchmaide   Undies  " 


Showrooms    at 

Van. ouver,  B.C. 

319   Pender  St.   West 
John  Ogilvy,  Rep. 


Showroom    ni 


The    Lingerie    Company      **«*"«>  ««■ 

Manufacturers 


23  Merchants  Bank  BlcU 
364  University  St. 


Winnipeg,  Man. 
124-124A   Phoenix   Block     q  .-.    q  ^    ,y,    ,..  ^        -.yr  r-p 

Geo.  Smith,   Rep.  OV-OZ     Wellington   Ot.     W.,  I  OrOntO  E.   Scroggie,    Rep 
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Corsets  That  Really  Sell  Themselves 

The  coast  to  coast  advertising  that  is  at  present  being  done  for  P-C/s  is 
teaching  the  women  of  Canada  the  special  qualities  of  P.C.'s.  In  addition 
to  this,  every  P.C.  is  so  built  that  it  practically  sells  itself.  When  a  woman 
comes  into  your  store,  notes  the  styles,  feels  the  material  and  learns  the 
price   she   invariably  buys. 

Parisian  Corset   Manufacturing   Co.  Limited 


Montreal 


QUEBEC 


Toronto 


jam 


GUARANTEED 
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October 


J&  (&A*AAJb    917 

This  full  elastic  girdle  is  an  ideal 
corset  for  sports  wear.  It  has 
been  designed  to  give  the  wearer 
the  maximum  amount  of  freedom 
of  action  without  sacrificing  com- 
fort, style  or  support. 

No  Corset  Department  is  complete 
without  it.     Order  now. 

Jjfx  (DMA&Jb  are  friend  making 
Corsets 

CORSET  CO. 

LIMITED 

General  Sales  Office  : 

St.  Hyacinthe,  Que. 

Montreal  :  Coronation   Bldg. 
TORONTO,  York  Bldg.  WINNIPEG,  Canada  Bldg. 


is  not  too  soon  to  plan 
for  the  Christmas  Trade. 

Last  Christmas  season  Men's 
Wear  Review  planned  for  it 
by  collecting  from  all  over  the 
Dominion  the  best  ideas  and 
the  most  unusual  methods  that 
were  successful  in  building  a 
bigger  sales  average  than  ever 
in  the  most  enterprising  stores. 

Several  articles  on  the  best 
methods  of  merchandising  will 
appear  in  Men's  Wear  Review 
October  issue.  Several  un- 
usual "stunts"  will  also  be 
written  up  and  there  will  also 
be  a  large  number  of  window 
displays  and  counter  exhibits 
photographed  from  the  lead- 
ing men's  wear  stores. 

All  of  this  idea-building  in- 
formation is  very  carefully 
chosen — nothing  will  be  pre- 
sented that  could  not  be 
adapted  to  your  own  store  and 
locality  and  so  be  of  benefit  to 
you. 

The  display  manager  who  is 
planning  to  draw  customers  to 
his  store  through  his  unique 
windows  and  advertising 
should  be  receiving  Men's 
Wear  Review. 

The  price  is  reasonable — $2.00 
a  year.  Send  for  a  sample 
copy  to-day — or  better  still, 
send  a  money  order  or  a 
cheque  pinned  to  your  letter- 
head and  you  will  receive  cop- 
ies for  the  next  twelve  months. 


Men's  Wear  Review 

143-153  University  Ave.,  Toronto 
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Metal 
Laces 


Metal 
Laces 


on 


Net 


also 


Metal  Cloth  in  Gold,  Silver,  Steel,  Antique 

New   Veils    and    Veilings 

Spanish,    Radium    and    Wool    Laces 

in  Allovers,  Bandings,  Flouncings 

Real  Spanish  Lace  Scarves, 

Baby  Veils 

Now   Snowing   For  Spring: 
Lace*.    Veilings,   Wash   Goods.   Malines 

— Samples  ? — 

W  e  handle   only   the   Best 
Always   did  Always   will 

CANADA   VEILING   CO.,   LIMITED 

84-86    Wellington    Street    W'est.   Toronto 
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MR.     WM.     MACKIE. 
Manager,    "Dept.    0." 


MR.    J.    A.     ROBERTSON, 
Manager    "Dept.    C." 


MR.    J.     A.     BOUCHER, 
Manager    "Dept.     B." 


MR.     GEO.     OUIMET. 
Manager,     "Dept.     E." 


MR.    J.    M.    0.    GA6N0N. 
Manager,    "Dept.    G." 


MR.     L.     C.     ROBITAILLE, 
Manager    "Dept.     H." 


1922 


MR.     N.     PAULET. 
Merchandise     Manager. 


MR.     ALPHONSE      RACINE. 
President. 


The 
Administration 


MR.      D.      R.     CAMPBELL. 
Director    and    General    Sales    Manager. 


MR.    JAS.    MITCHELL, 
Manager,    "Dept.    A." 


60-68  ST.  PAUL  STREET  WEST,  MONTREAL 

Manufacturers  and   Wholesale  Distributors  of   Dry   Goods 

FACTORIES:  Beaubien  St.,  Montreal 

St.  Denis,  Que.;    St.  Hyacinthe,  Que. 

18   PERMANENT   SALES  OFFICES 
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MR.     E.     A.     DAVIDSON. 
Manager.    "Dept.    J." 


MR.    Z.    BOLDUC. 
Manager,     Dept.     K. 


1923 


MR.    HECTOR    H.    RACINE. 
Vice-President    and    General    Manager. 


&  Sales 
Management 


MR.     A.      ARMAND, 
Manager.    "Depts.    F.    &    I. 


MR.     E.     MONDAY. 
City     Sales     Manager. 


MR.    P.     E.    BISSONNETTE. 
Director. 


60-68  ST.  PAUL  STREET  WEST,  MONTREAL 

Manufacturers  and   Wholesale  Distributors  of   Dry   Goods 

FACTORIES:   Beaubien   St.,  Montreal; 

St.  Denis,  Que.;       St.  Hyacinthe,  Que. 

18   PERMANENT   SALES   OFFICES 


MR.     P.     S.     HARDY. 
Manager.    "Depts.    L.    &    M." 


MR.     J.     BREBNER. 
Production   Manager. 


MR.     WM.     STRAIN. 
Supt.     Factory. 


MR.     J.     S.     BISSETT, 
Floor    Service. 
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Fall  Fashions  in  Neckwear 


Representatives  covering   all   Territories 


Large   range  to  choose  from.        Sample  orders   promptly  filled. 

©reasi  C&sentiate  lift. 

Originators  and  Manufacturers 
Bertha  Pleatings,  Neckwear   and  Blouses 


Toronto 


1  4  Breadalbane  Street 
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WHAT  THE  PUBLIC  WANTS  TO-DAY 
Quality  Goods   at   Moderate   Prices 


10    226 

New  Pouch  Style 

Made  in  One  Piece 
Chiffon  Velvets — Assorted 
Colors — Filipree  Gold  Fin- 
ish Frame 


Avenue  Bags 
Lucille   Bags 
Shopping   Bags 
Beauty  Boxes 
Toilet  Cases 
Frame  Purses 
Combination  Purses 
Card  Cases 


Bill  Folds 
Collar  Boxes 
Music  Cases 
Letter  Cases 
Ladies'  Belts 
Manicure  Cases 
Photo  Cases 
Military  Brush  Cases 


Let  us  send  you  a  few 
up-to-date  samples 


16   928 

English    Avenue    Bag 

Made   in  Morocco — Velvet 

Calf — Beaver  Calf — Moire 

Silk  Lined 


WINNETT  &   WELLINGER,  LIMITED 

MANUFACTURERS     OF  HIGH   GRADE   FANCY   LEATHER  GOODS 

348-350  Sorauren  Avenue,  TORONTO 

ESTABLISHED    1905 


FINNIE'S 

Noveltv  Neckwear 

The  Right  Neckwear  at  the  Right  Price 
— that    is   Finnie   Neckwear. 

Be  sure  and  see  our  Fall  showing  of 
Collar  and  Cuff  sets,  Vestees,  and 
Guimpes  in  the  newest  materials  — 
Ratine,  Linen,  Gingham,  Organdie,  etc. 
You'll  be  interested  in  the  many  smart 
effects. 

Specially    Boxed    for    Christmas    Selling. 

A.  B.  Finnie  &  Co. 

421    Union   Avenue 
MONTREAL 


>'!^iV»4tX«!gi^l^l^!^!^l^l^l^l^l^^ 


Your  requirements  for  the 

INFANTS'  DEPARTMENT 

can  be  supplied  through 

OUR  COMPLETE  STOCK  OF 
NOVELTIES 

HAND  and  MACHINE  MADE 
HOODS,  TOQUES,  MITTENS, 
JACKETS,  OVERALLS,  VEILS, 
RATTLES,  DIAPERS,  BIBS, 
BLANKETS,  SILK  SHOES,  KID 
SHOES,  PRAM  COVERS. 

WE    ALSO    STOCK    FANCY 
WOOLS  IN  ALL  COLORS 

ANGORA  WOOL 

White,    Grey,    Black 

Hambly    &   Wilson    Limited 

11    Wellington    St.    W.,    Toronto 


iMi?*i78flfavift?.^n»^rr«^ 
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"Good  Buys"  For  Christmas  Trade 

Montreal  Warehouses  Contain  Bewildering  Array  for  the  Buyer 

—Good  Range  of  Papeteries— Demand  for  Toilet  Sets  Continues 

—Manicure  Rolls  a  New  Novelty— New  Shapes  in  Imported  Hand 

Bags — New  Artificial  Flowers 


BEWILDERING  selection  of 

"good  buys"  awaits  the  retailer 
in  search  of  attractive  Christmas 
novelties  with  which  to  sweeten  the 
fancy  goods  department  in  the  near 
future.  Wholesale  show  rooms  in 
Montreal  are  overflowing  with  a  com- 
prehensive range  of  all  the  wanted  items 
in  papeteries,  leather  goods,  toilet  sets, 
baskets,  etc.,  for  the  most  part  priced 
at  lower  figures  than  for  a  long  time 
past. 

From  a  representative  collection  view- 
ed by  Dry  Goods  Review  this  month  the 
following  items  are  taken,  as  illustrative 
of  the  gift  merchandise  offered  by  the 
Montreal  market  for  the  Christmas 
trade. 

Manufacturers  of  papeteries  have  put 
out  an  exceptionally  effective  range  of 
fancy  boxes  and  containers  this  season, 
including  cabinets  with  drawers,  fitted 
with  metal  handles,  finished  in  cretonne 
or  fancy  paper  effects.  A  new  style 
of  envelope  is  offered  for  the  first  time, 
namely,  a  medium  sized  oblong  with  the 
flaps  placed  across  the  sides  instead  of 
top  and  bottom.  This  paper  is  finely 
ribbed  and  comes  in  white,  pink,  blue, 
etc.  Another  large  cabinet  of  paper  in 
assorted  colors  has  the  paper  arranged 
in  a  rainbow  effect  by  curving  the  sheets 
inward  around  a  crescent  shaped  sup- 
port. Although  colored  papeteries  are 
decidedly  prominent  in  the  new  Christ- 
mas, range,  yet  it  is  said  that  all  white 
is  considered  the  smartest  choice  and 
heavy  quality,  deckle  edged  styles  are 
given      first      place.  Correspondence 

cards  are  not  nearly  so  much  seen  as 
last  year,  except  in  some  plain  white 
styles,  or  in  mourning  edge  effects. 
Small  sized  note  paper  is  said  to  have 
replaced  the  correspondence  card. 
Nursery  rhymes  and  other  colored  pic- 
torial novelty  papeteries  are  offered  for 
the  kiddies  this  season,  and  are  priced 
most  attractively.  The  price  range 
quoted  genei-ally  on  writing  papers  is 
from  $1.25  a  dozen  boxes  to  $25  whole- 
sale. 

Hand-Painted  French  Ivory 

Toilet  sets  continue  to  be  in  great  de- 
mand as  Christmas  gifts,  not  only  in 
French  ivory  but  in  tortoise  shell  and 
ebony.  French  ivory  sets  are  offered 
in  both  plain  and  DuBarry  patterns  at 
prices  ranging  from  $11.50  to  $25  a  set. 
A  feature  of  the  new  sets  shown  for 
this  season  is  the  addition  of  a  large 
size  powder  holder  and  hair  container 
to  match  any  style  of  ivory,  these  two 
pieces  having  been  found  indispensable 
on  every  dressing  table.       Several  new 


designs  in  de  luxe  ivory  are  shown,  in- 
cluding a  hand-painted  rose  bud  pattern 
and  a  blue  bird  design.  The  latter  set 
is  particularly  effective  owing  to  being 
boxed  in  a  handsome  brocade  cabinet 
lined  with  blue  satin,  against  which  the 
13-piece  white  ivory  set  shows  up  to  ad- 
vantage. 

Tortoise  shell  sets  are  growing  in  de- 
mand but  have  not  by  any  means  sup- 
planted French  ivory  in  favor.  Real 
ebony  sets  with  silver  shields  are  priced 
this  year  from  $10.50  a  dozen  for  the 
small  sets  up  to  $20  a  set  for  the  largest. 

Manicure  Sets  in  Rolls 

Manicure  rolls  are  the  leading  novelty 
among  toilet  sets,  however,  and  come  in 
an  almost  endless  range  of  styles,  in- 
cluding French  ivory,  tortoise  shell, 
mother  of  pearl,  etc.  The  rolls  are 
handsomely  lined  with  satin  or  velvet 
in  vivid  colors  and  the  outside  is  of  real 
leather  in  most  cases  or  else  of  a  good 
imitation.  These  are  all  English  goods 
of  superior  quality,  the  various  mani- 
cure pieces  comprising  all  the  wanted 
articles.  Prices  run  from  $1  to  $10  a 
set  and  the  rolls  contain  varying  num- 
bers of  pieces,  the  largest  ones  including 
every  possible  need  for  the  dressing 
table,  or  for  travelling  use. 

Plated  Ware  is  Gold  Finished 

Silver  plated  ware  is  expected  to  be 
one  of  the  most  popular  of  gift  lines 
this  year,  partly  because  prices  are  par- 
ticularly advantageous  and  also  for  the 
reason  that  new  items  are  being  shown 


which  are  decidedly  novel.  For  ex- 
ample, cream  and  sugars  are  now  shown 
in  gold  finish  which  is  durable  and  ar- 
tistic, yet  can  be  retailed  at  only  $3 
a  set.  Salts  and  peppers,  etc.,  are  also 
obtainable  in  this  new  gold  finish  at 
equally  low  prices  which  should  be  an 
incentive  to  early  holiday  shopping.  A 
combination  set  of  nut  picks  and  crack- 
ers, silver  plated,  is  priced  to  retail  at 
50  c^nts  leaving  a  good  margin  of  prof- 
it. Silver  plated  clocks  are  another 
novelty  jms+  brought  out,  and  come  in 
upright  or  flat  shapes  and  are  suitable 
for  u?e  in  any  room  of  the  home. 

Phofo  frames  are  still  another  peren- 
nial favorite  in  gift  merchandise,  and 
in  this  range  there  is  an  interesting  as- 
sortment of  Canadian  made  mahogany 
frames  in  single,  double  and  triple  ef- 
fects, priced  from  $1.10  upward.  These 
frames  are  artistic  and  come  in  a  var- 
iety of  sizes.  The  new  idea  of  three 
frames  swinging  upon  two  cross  sec- 
tions of  mahogany  is  new  and  very  at- 
tractive. 

Fitted  English  work  baskets  are  again 
offered  in  wide  variety  of  ljather,  wood 
or  wicker,  with  different  assortment  of 
fittings.  The  "housewife"  or  roll-up 
work  basket  is  a  new  idea  just  intro- 
duced and  is  carried  out  precisely  as 
the  manicure  sets  above  described. 
Leather  cases,  satin  lined,  are  fitted  with 
needles,  threads,  thimbles,  scissors, 
emery,  silks,  mendings,  etc.  In  some 
cases,  embroidery  outfits  are  included. 
Japanese  work  boxes  of  lacquer  are  also 
nicely  fitted  up,  although  with  a  cheaper 


Ivory  goods  are  becom- 
ing every  year  more  in 
favor  for  gifts.  This  is 
due  to  the  better  prices 
at  which  they  are  now 
offered.  In  the  accom- 
panying illustration 
these  four  articles  are 
made  to  retail  at  $1.00 
with  a  very  substantial 
profit;  bud  vase,  (411). 
perfume  holder,  (529) 
jewel  box  with  pin- 
cushion top,  (426),  and 
photo  frame,  (105).  The 
other  three,  jewel  box 
with  tray,  clock  and 
piano  jewel  box,  are 
lines  which  are  very 
strong  and  sell  at  med- 
ium, prices.  Shown  by 
the  Pugh  Specialty  Co. 
Limited,   Toronto. 
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APRONS  AND  CAPS  ARE  THE  CRY    THIS  SEASON. 
The  trade  and  even  the  public  are  showing  an  early  interest  in  gift  lines.     The  fancy-work  apron  on  the  standing  figure 
is  of  white  voile  and  Valenciennes  lace.     There  is  a  row  of  hemstitching    which    joins    waist    and    skirt.    Lovely    taffeta 
ribbon  is  used  for  ties  and  to  make  a  little  imitation  pocket. 

The  centre  figure  is  wearing  a  boudoir  cap  of  pale  pink  wash-satin  trimmed  with  cream  lace.  The  ribbon  is  two-toned 
ending  in  a  bow  with  knotted  ends.  In  the  front  of  the  cap  there  are  three  dainty  designs  of  twisted  ribbon  and  hand- 
made  flowers.     The   inset   drawina  is  another  view  of  the  same  cap  from  the  back. 

The  figure  on  the  right  is  wearing  and  holding  caps  made  of  georgette  crepe  and  white  radium  lace.  They  are  wired  in 
Dutch   effect.     Ribbon  in  the  new   golden  glow   shade   encircles  the   head  and  is  caught  with  roses.       Shown  by  H.  P. 

Ritchie  and  Company,  Toronto. 


line  of  accessories  for  fancy  work.  Beads 
are  included  in  the  fittings  as  being  es- 
pecially liked  by  the  children.  These 
Jap  boxes  are  much  in  demand  for  candy 
containers. 

Artificial    Flowers    Are    Realistic 

For  decorating  the  Christmas  table 
there  is  offered  a  wonderfully  realistic 
imitation  carnation,  priced  at  $1.50  a 
dozen,  made  of  a  material  exactly  re- 
producing the  natural  appearance  of  the 
flower.  These  are  heavily  scented  and 
are  finished  with  just  enough  realistic 
looking  foliage  to  complete  the  illusion 
of  reality. 

Baskets  of  all  sorts  and  shapes  and 
sizes  are  certain  to  be  popular  as.  gifts. 
Some   varieties   from    China   are   finished 


with  strings  of  glass  beads  and  Chinese 
coins  and  are  highly  varnished.  Others 
having  covers  come  in  sets  of  three  of 
graduated  sizes  and  make  ideal  baskets. 
Enamelled  wicker  jardinieres  are  ob- 
tainable in  assorted  colors,  and  sweet 
hay  serving  trays  with  ring  handle?, 
come  in  large  sizes.  Baskets  are  now 
sold  for  such  a  variety  of  purposes  that 
it  is  hardly  possible  now  to  designate 
any  variety  as  being  suited  to  a  partic- 
ular purpose. 

English  Hand   Bags  In  New  Shapes 

Leather  goods  as  usual  offer  a  wide 
variety  to  choose  from.  Handbag?  are 
for  the  most  part  of  the  flap  over,  en- 
velope shape  in  popular  priced  goods, 
while  in  the  more  expensive  and  ex- 
clusive   lines,    a    soft   antelope   or   suede 


is  shown  in  pouch  shape,  fulled  on  an 
ivory  frame,  lined  with  shirred  moire 
antique  silk  in  silver  grey  and  fitted  with 
ivory  mirror  and  silk  change  purse. 
These  bags  are  priced  at  $25  wholesale 
and  are  remarkable  for  their  exquisite 
workmanship,  being  the  products  of  lead- 
ing English  makers. 

A  very  smart  little  bag  was  made  of 
dull  blue  suede  leather  in  square  shape, 
opening  down  one  side  to  show  the  usual 
mirror.  Below  however,  was  another 
section  in  which  a  pair  of  opera  glasses 
was  tucked  away.  Some  of  the  English 
bags  showed  rhinestone  settings  in  the 
frames,  or  else  gold  and  black  encrusta- 
tions carried  out  along  the  top  of  the 
frame.  None  of  this  embellishment  is 
conspicuous  but  greatly  enhances  the 
appearance  of  the  bag. 
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Store  With  the  Stock  Does  Business 


Novelty  Stamped  Lines  Are  Selling  Well — Big  Run  on  Aprons 
for  Needlework — New  Uses  Being  Made  of  Factory  Cotton — 
Vanity  Sets  Grow  in  Favor  in  Canada — Fancy  Goods  Lines  That 

Are  Selling  Well  « 


w 


OMEN  of  Western  Canada  are 
great  needleworkers,"  says  the 
head  of  a  Toronto  fancy  goods 
house.  "The  larger  cities  of  the  West 
— Winnipeg,  Calgary,  Vancouver  and 
Victoria — huy  more  stamped  materials, 
embroidery,  threads  and  wools  than  any 
of  the  cities  of  Ontario  or  Eastern  Can- 
ada. In  the  east  there  are  some  cities 
which  do  a  remarkable  amount  of  fancy 
work  while  others  are  rather  quiet. 
Brantford,  London  and  Moncton  are  good 
fancy  work  centres. 

"We  find  that  the  stores  which  stock 
novelty  stamped  lines  do  the  best  busi- 
ness these  days.  Women  are  often 
afraid  to  attempt  working  centrepieces 
but  they  will  undertake  little  things  for 
the  children  and  aprons  and  dress  ac- 
cessories for  themselves." 

Silverware  Holders  in  Demand 

Our  informant  says  there  is  an  in- 
creasing call  for  flannel  and  chamois 
holders  for  knives,  forks  and  spoons. 
Carver  cases  and  serviette  envelopes  are 
very  good,  too.  These  are  not  designed 
for  embroidery  but  they  seem  to  have 
a  special  attraction  for  women  who  fre- 
quent fancy-work  counters. 

Aprons  for  needlework  are  having  the 
biggest  run  they  have  ever  had.  One 
or  two  lines  which  go  to  the  trade  for 
$6.50  a  dozen  are  particularly  strong. 
These  come  in  white  and  natural  and  re- 
quire several  shades  of  embroidery 
thread  to  make  them  effective. 

Appliqued  work  is  holding  its  own. 
The  publicity  which  dress  manufactur- 
ers and  other  firms  not  interested  in 
fancy  needlework,  have  given  it  is  said 
to  have  helped  considerably.  One  or 
two  of  the  musical  comedies  which  have 
been  in  Toronto  lately,  have  even  carried 
curtains  with  flowers  and  other  motifs 
appliqued  on  them  in  gay  colorings.  Pil- 
lowslips are  mentioned  as  one  of  the 
best  applique  items.  One  style  is  work- 
ed in  a  rose  or  blue-bird  design,  is  hem- 
stitched and  has  a  picot  edge.  These 
cost  $18.00  a  dozen. 

Factory  Cotton  Featured 

Counterpanes  of  factory  cotton  in  both 
white  and  unbleached  shades  are  gaining 
in  favor  with  Canadian  women.  They 
do  not  cost  nearly  as  much  as  a  good 
bedspread  of  the  manufactured  kind  and 
are  very  much  more  attractive.  These 
are  stamped  with  blue-bird  and  basket 
designs  for  either  embroidery  or  applique 
work.  The  natural  ones  are  $2.75  each 
and  the  white  $3.50.       Fringe   is  usually 


Two   types   of  needle   cases  -which  the  Julian  Sale  Leather  Goods  Company,   Ltd., 
Toronto,  have  ready  for  Christmas  business. 


sold  with  them.  It  is  about  three  inches 
deep  and  costs  20c  a  yard.  Runners  for 
dressers  have  been  made  to  match  these 
counterpanes  and  those  of  the  trade  who 
have   seen  them,  say  the  set  sells  well. 

The  vanity  sets  which  have  been  good 
in  the  United  States  for  more  than  a 
year,  are  beginning  to  draw  attention  in 
this  country.  They  consist  of  three  pieces, 
one  fairly  large  and  two  small  centres 
for  a  dressing  table.  Some  have  the 
picot  edge,  others  have  hand-crocheted 
lace  borders,  a  few  are  plain  and  all  are 
stamped  for  embroidery  or  applique. 
They  range  in  price  from  $2.90  to  $8.00 
a  set. 

Novelties 

Among  the  lines  which  are  shown  for 
Christmas  trade  are  the  children's  feed- 
ing aprons  of  repp.  The  pieces  for  the 
appliqued  part  are  of  blue  denim.  Pussies 
and  bunnies  are  favored  as  designs. 
These  little  aprons  slide  over  the  head 
without  any  other  adjustment.  They 
cost  $4.50  a  dozen  stamped. 

Pot-lifters  in  tan  crash  with  pads  in- 
side are  good.  They  are  $6.00  a  dozen 
stamped  with  clever  quotations.  Vanity 
powder  puff  holders  and  needle  cases 
were  spoken  of  as  two  favorites  among 
needlework  buyers. 

An  importer  of  notions  and  fancies  re- 
ports having  obtained  the  agency  for  a 
line  of  English  face-cloths  which  are  con- 
sidered better  than  many  lines  now  on 
the  market  because  they  do  not  shrink 
and  are  woven  of  the  best  grade  Terry 
cloth.  They  are  plainer  than  most 
wash-cloths,  although  they  have  pink  and 
blue  borders. 

Boudoir    Caps    Better   Than    Ever 

A  manufacturer  of  fancy  cotton  lines 
in  Toronto,  tells  our  representative  that 
never  since  he  began  the  making  of  lace 
and  ribbon  caps  has  business  been  so  good 


in  them.  In  one  line  which  goes  to  the 
trade  at  35c  each,  he  has  actually  dis- 
posed of  3,000  dozen  in  the  last  two 
months.  It  is  not  only  the  smaller 
towns  which  are  selling  them  this  year, 
but  the  biggest  cities,  especially  Toronto, 
are  featuring  them.  Many  stores  are 
offering  regular  sales  and  the  public 
seem  to  like  them  but  whether  the  buy- 
ers use  them  themselves  or  pass  them 
on  as  gifts,  no  one  seems  to  know  be- 
cause the  general  impression  is  that 
very  few  women  wear  them. 


ASSETS  OF  FUR  FIRM  SOLD 

The  goodwill  and  assets  of  A.  and  E. 
Pierce  &  Co.,  Canadian  raw  fur  dealers, 
owned  for  the  past  few  years  by  the 
Canadian  Fur  Auction  Sales  Co.  Ltd., 
have  been  purchased  by  Dan  Meehan, 
formerly  associated  in  the  management 
of  the  New  York  business  of  this  firm. 

Mr.  Meehan  says  he  will  keep  open 
only  the  Montreal  and  New  York  offices 
of  the  firm.  For  the  time  being  he  is 
sole  owner  of  the  business,  but  declares 
that  he  may  associate  some  others  with 
him   at  a  later  date. 


Travellers  Are    Now  Out  with 
Complete  Lines 

French    Ivory. 

Greeting    Cards   and    Post    Card*  for  every  Season 
and    occasion. 

«-«  ■-—'lies   for   Christmas.    Hallow- 

e'en.   St.    Valentine    and     Easter. 

Pennants,    Cushions,   etc. 

Tags.    Seals   and    Cards,    Toy    Books. 

Souvenir    Novelties    (Biggest    Range   In    Canada). 

Conserve    Lunch   and    Bib   Sets. 

Christmas     Stockings. 

Celebration     Goods.       Powder    Puffs. 

THE     PRODUCT     OF     FIVE     FACTORIES     WE 
OWN    OR    CONTROL. 

We  are  the  Canadian  Representatives  of  S.  Langs- 

dorf   &    Co.,    New  York   City,    makers  of   the   best 

popular  priced   line  of  French   Ivory  Toilet  Lines. 

Toilet    Sets    and    Manicure    Sets    in    the    United 

State.**. 

We    have    a     Christmas    catalogue    worth     having. 
Your    name   on    a    post   card    brings    it. 

PUGH     SPECIALTY    CO..     LTD., 
38    to    42    Clifford    St.,    Toronto.    Canada. 
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Many  Novelties  for  Christmas  Trade 

Cheap  and  Useful  Articles  Aplenty  to  Adorn  the  Christmas  Tree 
— Many  Prices  and   Qualities  Come  Near  to  Pre-War — Radio 
Leaves  Its  Stamp  Upon  Toys — Ten  Cent  Mouth  Organ — Many 
of  the  New  Things  Described 


CHRISTMAS  trees  this  year 
should  no  longer  have  to  depend 
for  their  brilliance  upon  home- 
made strings  of  popcorn  or  gilded  pine 
cones,  for  an  interesting  announcement 
is  made  by  the  wholesale  trade  that  all 
kinds  of  novelties  will  be  cheaper  and 
more  plentiful  than  for  many  years 
.past.  The  five  cent  glass  ball  and  the 
five  cent  string  of  glass  beads  for  tree 
trimming  will  once  again  be  on  hand  to 
keep  cash  registers  tinkling.  Qualities 
and  colorings  are  better  than  ever,  say 
the  wholesalers,  who  emphasize  the 
fact  that  all  types  of  tree  trimmings  are 
back  to  pre-war  quality.  The  newest 
novelty  for  tree  adornment  is  termed 
"iced  effect"  and  consists  of  a  shiny 
coating  upon  all  sorts  of  realistic  fruits 
and  toys  which  closely  resembles  hoar- 
frost but  under  certain  lights  have  an 
iridescent  and  rainbow-like  finish.  Lus- 
cious apples  or  pears,  etc.,  are  finished 
with  this  "icing"  and  can  be  hung  from 
bough  to  bough,  while  amusing  little 
houses  or  carts,  etc.,  are  likewise  avail- 
able. Glass  icicles,  fully  four  or  five 
inches  long  with  realistic  points,  are 
likewise  provided  to  give  the  wintry 
touch  to  the  tree.  Candles  of  all  sorts 
are  said  to  be  lower  in  price  and  feature 
many  attractive  new  ideas,  especially  in 
the  more  elaborate  effects  for  decora- 
tive purposes. 

In  connection  with  the  Christmas 
trade,  the  wholesale  trade  point  out  the 
fact  that  dolls  are  now  cheaper  and.  can 
be  had  with  real  kid  bodies  instead  of 
the  glazed  oilcloth  which  masqueraded 
as  genuine  kid  heretofore.  Japanese 
dolls,  especially,  are  both  attractive  and 
strong,  and  show  a  marked  improve- 
ment over  the  stock  which  was  imported 
last  year.  For  the  cheaper  trade,  re- 
quiring a  doll  to  retail  under  a  dollar, 
the  unbreakable  Canadian-made  doll 
still    gives    the   best    satisfaction. 

Radio  Influences  Toys 

Prices  on  mechanical  toys  are  a  little 
lower  also,  and  there  are  some  amusing 
new  additions  to  the  usual  range  shown, 
including  some  radio  novelties  which  are 
actually  genuine  and  not  trick  toys.  One 
such  is  called  "Radio  Rex"  and  consists 
of  a  ferocious  dog  in  his  kennel  who 
emits  barks  by  means  of  an  electrical 
connection  invisible  from  the  front.  Any 
kind  of  set  which  has  any  connection 
with  radio  is  proving  popular  with  re- 
tail buyers. 

As  far  as  games  are  concerned,  the 
report  is  made  that  the  old  time  favor- 
ites are  just  as  much  in  demand  as  ever. 
There   is,  however,  a   really  marked  re- 


vival of  table  tennis,  formerly  known  as 
Ping  Pong  and  it  is  reported  that  prac- 
tically all  available  sets  are  sold  as  soon 
as  received.  This  craze  is  attributed  to 
the  fact  that  outdoor  tennis  has  become 
a  national  pastime  and  many  players 
miss  playing  during  the  winter  months 
and  turn  to  some  form  of  indoor  tennis 
to  take  its  place. 

The  jig  saw  puzzle  continues  to  sell 
consistently,  especially  as  the  makers 
have  been  wise  enough  to  bring  out 
most  artistic  pictures  which  are  a  de- 
light to  look  at.  For  the  same  reason, 
possibly,  picture  blocks  and  painting 
books  are  selling  better  than  ever,  es- 
pecially those  which  depict  well-known 
fairy  tales  in  vividly  colored  pictures 
done  by  famous  artists.  The  sale  for 
crude,  inartistic  pictures  on  toys  of  any 
kind  is  practically  nil. 

Domestic   Toys   for    Small   Girls 

Little  girls  seem  to  be  inclined  more 
than  ever  to  the  domestic  arts,  to-  judge 
by  the  sale  of  such  toys  as  cook  stoves, 
laundry  and  baking  sets,  sewing  ma- 
chines, etc.,  and  the  range  of  each  line 
shows  fully  half  a  dozen  sizes  in  all 
these  popular  novelties.  Dolls'  houses 
and  toy  shops  are  called  for  as  usual 
and  even  "apartments"  can  be  had, 
consisting  of  one  room,  large  enough  to 
put  up  as  a  miniature  flat,  with  appro- 
priate furniture. 

The  demand  for  dolls'  carriages  is  en- 
tirely for  the  more  expensive  kinds,  and 
although  there  is  a  wide  range  varying 
from  the  inexpensive  little  wicker  car- 
riage, the  leather  go-cart,  up  to  the  lux- 
urious wicker  perambulator,  the  bulk  of 
selling   is    confined  to   the   latter. 

The  ten-cent  mouth-organ  is  once 
again  on  the  market  and  will  gladden 
the  hearts  of  many  youngsters  who  de- 
light to  make  music  of  a  sort.  A  toy 
saxaphone  is  also  introduced  and  makes 
quite  a  tuneful  sound. 

Turning  from  toys  to  more  general 
fancy  goods,  the  outstanding  feature  is 
the  amount  of  fine  glass  ware  now 
shown  at  prices  showing  a  marked  drop 
over  last  year's  figures.  Some  partic- 
ularly beautiful  iridescent  effects  in 
novelty  shapes  such  as  rose  bowls, 
vases,  etc.,  were  noticed  in  one  show 
room  which  came  from  Czecho-Slovakia. 
The  glass  is  more  delicate  in  texture 
than  has  been  used  in  glassware  of  this 
character  and  although  inexpensive  is 
certain  to  prove  popular  for  gift  pur- 
poses. 

Victory  Pattern  in  China 

A  new  style  of  English  dinner  ware 
is   also   shown  for  the   first  time,      the 


principal  feature  of  which  is  the  new 
"Victory"  shape  which  characterizes  the 
large  pieces  of  the  set.  This  shape  fea- 
tures a  convex  effect  which  gives  the 
regular  surface  of.  vegetable  dishes, 
cream  and  sugars,  etc.,  a  pleasing  ir- 
regularity. French  dinner  ware  in 
such  well  known  makes  as  Limoges  are 
now  to  be  had  from  $75  upwards  while 
Japanese  china  is  rapidly  coming  to  the 
forefront  as  a  popular  choice.  Japanese 
tea  sets  in  plain  solid  colors,  imitating 
the  finer  porcelains  from  England  or 
France,  are  especially  good  because 
they  possess  egg-shell  thinness  and  deli- 
cate colorings,  and  can  be  retailed  at  $1 
apiece  for  the  separate  pieces,  thus  sat- 
isfying  a  widespread   demand. 

Perforated  pottery  is  steadily  becom- 
ing an  accepted  part  of  all  novelty 
goods  departments,  and  is  shown  in  a 
wide  range  of  little  jugs,  pots  and 
bowls.  Some  stores  are  recommending 
these  goods  as  receptacles  for  "pot- 
pourri" and  providing  directions  for 
making  the  same  from  rose  petals. 

Beads  of  every  sort  and  description, 
continue  to  sell  well,  it  was  said,  espec- 
ially iii  the  quite  expensive  chains  cost- 
ing as  much  as  $5  a  chain.  Some  very 
lovely  novelties  in  black  beads,  hand- 
colored  in  tiny  sprays,  were  seen  at  this 
price  in  one  show  room.  The  five  cent 
string  is  once  again  possible  to  obtain 
and  is  both  pretty  and  durable,  featur- 
ing transparent  beads  of  graduated 
shape. 

Tin  Boxes  are  Works  of  Art 

Tin  boxes  of  different  sizes  are  an- 
other craze  with  art  and  gift  depart- 
ments which  call  for  all  the  fabric  ef- 
fects as  well  as  plain  black  and  colored 
enamel,  which  are  sold  as  candy  con- 
tainers, work  boxes  and  so  on.  These 
art  boxes  should  receive  much  atten- 
tion from  buyers  for  the  coming  Christ- 
mas  trade. 

Electric  light  shades  in  a  wide  range 
of  lovely  effects  are  included  in  the 
showings  of  fancy  goods  for  next  sea- 
son, and  are  priced  very  reasonably. 
One  effective  globe  for  indirect  lighting 
purposes  which  formerly  sold  at  $3.50 
can  now  be  had  for  75  cents,  owing  to 
the  tremendous  strides  in  manufacture 
which  have  been  recently  effected. 
Lovely  cretonne  effects  are  shown  in 
glass,  which  are  not  painted  or  printed 
but  are  embodied  in  the  glass  itself.  The 
designs  of  the  globes  either  for  large  or 
small  lights  are  more  artistic  than  those 
of  other  years,  showing  that  the  makers 
have  recognized  the  demand  for  simple, 
harmonious  effects  and  are  endeavoring 
to    satisfy  it. 
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The  "JULIAN  SALE"  Book 

WRITE  FOR  ONE  TOD  A  Y 


CATALOGUE 

—No.  43— 


The  "Julian  Sale"  Catalogue  Number  Forty-three  is  "off  the  press"  and 
ready  for  mailing — write  for  your  copy  of  it  today — It  is  the  most  useful 
and  comprehensive  buying  guide  that  we  have  ever  issued,  and  should  be 
in  the  hands  of  every  last  man  in  the  Trade  who  appreciates  these  four 
points  in  buying  such  merchandise :— quality,  novelty,  assortments, 
variety — possibility  of  splendid  profits  in  "Made  in  Canada"  goods— 
"No.  43"  contains  56  pages — over  400  illustrations  made  from  direct 
photographs  of  the  articles  themselves — the  descriptions,  leathers  and 
other  materials — colors,  shades,  and  other  information  are  given  in  detail. 
You  cannot  afford  to  be  without  "No.  43  "—it  will  speak  for  itself. 

All  goods  represented  are  in  stock  today— Write,  phone  or 
wire.     Your  order  will  have  prompt  and   careful   attention. 

The  Julian  Sale  Leather  Goods  Company 

LIMITED 

600  King  St.  West        -        Toronto=— 
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Lace    Goods   Co.,   Limited 

"THE  HANDKERCHIEF  HOUSE  OF  CANADA" 


HA  NDKER  CHIEFS 

For  Christmas  Selling 


We  have  them  in  fancy  boxes  or  in  open 
stock.  The  boxed  line  is  in  a  great  variety 
of  fancy  folds  and  are  attractively  put  up 
in  either  one,  two  or  three  to  a  box,  and 
is  real  merchandise. 

The  Lace  Goods  Company's  line  is  a  range 
that  sell  themselves  and  its  prices  are  just 
as  attractive  as  the  stock. 


The  ready  gift  package  is  popular  for  Christmas.  Have  you 

a  good  assortment? 

LADIES — Plain  Linens,  Lawns  and  Fancy 
Embroidered  and  Initials. 

GENTLEMEN— Plain   Lawn  and   Colored 
Borders  and  Initials. 

CHILDREN— Fancy   Picture    and   Corded 
Borders. 

See  our  range  if  you  need  Handkerchiefs. 


Specialists  in 
Laces 

Embroideries 
Plain  Voile 
Fancy  Voiles 
Organdies 
and 
Handkerchiefs 


Specialists  in 
Curtain  Nets 
Madras 
Casements 

ShsoOWs 

99  Wellington  St.  W.,  Toronto       It"" 

Handkerchiefs 


Lace  Goods  Co. ,  Limited 

"THE  HANDKERCHIEF  HOUSE  OF  CANADA" 
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Goods?  Certainly!  But 

Your  Prime  Interest  is  Turnover 

You're  not  primarily  interested  in  what  you  buy  but 
what  your  customers  buy. 

Descriptions,  prices,  etc.,  interest  you  only  as  they  help  you  to  determine  how 
much  and  how  often  you  can  resell.     Turnover. 

See  what  your  customers  will  think  of  our 

Christmas  Leather  Goods 

We  have  developed  a  number  of  useful  articles  in  the  leather  goods  line  and  a  card  from  you 
will  bring  samples  with  prices  that  will  ensure  quick  turnover.  Our  salesmen  are  showing  the 
best  range  we  have  ever  had.     A  range  your  salespeople  will  be  proud  of. 

A  complete  line  of  Purses  and  Bags,  including  the  popular 


Sports  and  Avenue  Bags  as  illustrated 
in  a  variety  of  leathers.  Also  Music 
Rolls,  Collar  Boxes  for  laundered  and 
soft   collars,   Card   Cases,   Letter   Cases, 


Beauty  Boxes,  Vanity  Cases,  Strap 
Purses,  Belts,  Writing  Cases,  Playing 
Card  Sets,  Bridge  Sets,  Military  Brush 
Sets,  Golf  Score  Pads. 


Prizes  for  Bridge  and  Card  Parties 

A  display  of  leather  goods  for  above  purposes   will  help  your  customers  decide. 

W$t  OTesttem  Heanjer  #oote  Co.,  Mi 

255-257  Richmond  St.  W.  Toronto 
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Perfumed   Pottery  Assortment 

Sold    only    in    case    lots    containing    72    pieces    as  follows:—  Each     i  :ece    decorated     with     the    new    authorized     Canadian 

4    dozen,    3    inch,    at    $3.60 $14.40  $29.05               ,,      .       .     .                    .,            ....                .      „.          .    , 

I    doz.    4    inch    at   $6.25 $6.25         Case  $00  75               Coat    of    Arms    ln    the    original    colors    and    gilt    and    lmpreg- 

I    dozen    6   inch,    at   $8.40 .$8.40  "                  nated   with   a   sweet   and   lasting   perfume,    assorted  finishes; 

$29  05  Net    $29.80              not   two  alike.      Suitable   for   Gifts   and   Souvenirs. 

Per  Assortment  $29.80  Net 

NERLICH  &  CO.,      146- 148  Front  St.  W.,       TORONTO 


A.  BRADSHAW 

42  St.  Mary's  Gate, 
NOTTINGHAM,  ENGLAND 

MANUFACTURER  OF 
Veilings,  Complete  Veils,  Latest  in 
Radium  Silk  Laces,  Flouncings  and 
Allover  Nets,  Cotton  Allover  Nets, 
etc. 

(Wholesale    Only) 

Enquiries  from  responsible  selling  agents  will 
be  favourably  considered. 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND   EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932938  Broadway  New   York  Cor.   22nd   St. 

Canadian   Showroom   and  Factory  : 

Bay  and  Wellington  Sts.,        -        Toronto,  Canada 


Christmas 
Novelties 

including  a  range  of 
Fancy 

Tablecloths 

and 

Kimonas 

Japanese  Goods 

that  will  be  in  demand 
shortly. 

Check  over  ycur  stock  to- 
day and  write  us  about 
this  important  depart- 
ment. 

We  have  the  Goods. 


The  Mikado  Company 

Japanese  Goods 

TORONTO  MONTREAL 

33  Melinda  St.  248  St.  James  St. 
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NERLICH'S  CATALOGUE 

CHRISTMAS  GOODS 

WILL  BE  SENT  ON  REQUEST  TO 
RETAIL  DEALERS  IN  THE  TRADE 

^"^UR  new  Catalogue  is  now  ready  for  distribution. 
^^  It  contains  nearly  300  pages  with  approximately 
5,000  illustrations  of 


Toys,  Games, 

Dolls, 

Fancy  Goods, 


China  and  Glassware,     Leather  Goods, 
Electric  Fixtures,  Druggists*  and 

Tobacconists*  Sundries. 


Prices   Greatly  Reduced. 

WRITE  TO-DAY  FOR   CATALOGUE  53R 

NERLICH  &  CO. 


146-148  Front  St.  W. 


Toronto 
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NOTIONS 
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"The  Foundation  of  Our  Business" 


Manager  in  Department  Store  Says  That  Notions  Occupy  This 
Important  Place  in  Store  Life— Advocates  a  Weekly  Sale— Price 
and  Quality  of  Merchandise  Two  Main  Factors  in  Sale— Im- 
provement in  Notions  Business 


"W 


E  LOOK  upon  notions  as  the 
foundation  of  our  business," 
says  the  manager  of  this 
branch  of  one  of  Toronto's  department 
stores.  "I  know  this  seems  a  surpris- 
ing statement  in  the  face  of  other  huge 
departments  which  seem  so  important  to 
the  general  public  but  the  management 
of  this  house  has  always  looked  upon  the 
day-in  and  day-out  business  done  in  no- 
tions as  one  of  its  steadiest  sources  of 
income. 

"Of  course  there  are  many  merchants 
and  trade  journals  to-day  bemoaning  the 
lack  of  business  brought  in  by  notions 
but  I  believe  this  condition  exists  be- 
cause they  do  not  stress  them  as  they 
do  other  departments.  For  example, 
how  many  stores  have  weekly  sales  of 
notions  to  bring  them  before  the  pub- 
lic ?  I  speak  with  a  certain  amount 
of  assurance  when  I  say  that  probably 
not  fifteen  per  cent,  of  them  do.  As 
manager  of  notions  departments  in  sev- 
eral Canadian  towns,  I  have  watched 
this  line  very  closely.  I  find  that  ad- 
vertisements which  do  feature  notions, 
rarely  have  attractive  cuts.  We  illus- 
trate every  article,  using  exact  draw- 
ings or  photos  of  even  the  smallest 
things.  The  public  want  to  see  these 
just  as  much  as  they  do  hats  or  furni- 
ture." 

Travellers  Could  Help 

This  notions  manager  believes  that  the 
fault  lies  as  much  with  the  travelling 
salesman  as  with  the  merchant.  He  gives 
the  following  reasons:  The  traveller 
for  the  large  wholesale  house  carrying 
almost  every  line  which  the  dry  goods 
man  needs,  goes  into  each  store  with  a 
fairly  definite  idea  of  the  amount  of 
business  he  will  do  there.  Now  it  takes 
a  rather  large  order  of  notions  to  amount 
to  a  tidy  sum.  So  he  goes  to  the  other 
departments  first.  He  leaves  the  no- 
tions to  make  up  any  shortage  of  the 
sum  he  needs.  Naturally,  he  will  not 
push  these  lines  as  hard  as  if  he  had  to 
get  business  from  them  alone.  He  gets 
into  the  habit  of  expecting  to  sell  nothing 
novel  and  of  course  he  pushes  only  the 
regulation  lines.  Both  the  merchant 
and  the  salesman  think  only  of  replenish- 
ing this  stock,  not  of  brightening  it.  In 
other  words,  they  are  like  the  tidy  house- 
keeper who  wants  all  her  cupboards  fill- 
ed with  the  necessities  of  life  but  never 
realizes  that  her  family  need  a  change 
of  food. 

Two   Requirements    for   Notions   Sales 
There  are  only  two  points  to  remem- 


ber in  putting  on  notions  sales,  accord- 
ing to  our  informant.  One  is  that  there 
must  be  a  fairly  big  reduction  on  regu- 
lar prices,  for  people  do  not  come  to  these 
counters  as  they  do  to  others  simply  be- 
cause they  are  sales.  The  woman  who 
is  interested  in  notions  usually  under- 
stands values.  The  other  factor  in  the 
success  of  a  sale  is  the  offering  of  good 
merchandise.  By  this  he  means  stand- 
ard brands.  Thread  is  an  interesting 
example.  The  manufacturer  may  buy 
cheap  thread  because  costs  must  be  kept 
to  a  minimum,  but  the  dressmaker  or 
the  home  sewer  wants  from  the  count- 
er, the  best  she  can  obtain.  It  is  al- 
ways better  in  stocking  notions  to  buy 
only  those  things  which  the  merchant  and 
the  public  know  are  the  best  grade  ob- 
tainable. This  method  builds  for  the 
future. 

In  the  matter  of  display,  the  manager 
believes  that  notions  need  as  good  stands 
as  any  other  lines.  His  department  con- 
sists of  twelve  counter  display  stands, 
each  about  twenty  feet  in  length.  He 
has  dispensed  with  the  counter  of  solid 
wood  which  carries  goods  only  on  top. 
Every  one  of  the  twelve  is  of  glass  with 
mahogany  tops.  In  es$h  there  are 
tiers  (four  or  five  as  required)  the  low- 
est one  being  the  deepest  and  the  top 
one  narrowest  as  are  the  steps  of  stairs. 

Each  tier  is  divided  into  box  compart- 
ments measuring  approximately  12in. 
x  7in.  One  box  contains  a  single  size 
or  style  of  one  line.  These  may  be  slip- 
ped out  from  the  back  by  the  saleswoman 
when  required. 

Besides  the  counter  display,  this  store 
has  at  least  one  table  of  notions  in  every 
aisle  of  the  department.  These  are 
changed  almost  every  day  because  they 
are  there  as  suggestions  for  those  peo- 
ple who  cannot  be  induced  to  look  at 
the  display  stands,  lighted  though  they 
are  all  the  time.  Things  which  fill  every- 
day requirements  were  spoken  of  as  best 
for  these  tables  particularly  for  those 
standing  near  the  doors.  Wash-cloths 
and  coat-hangers  are  two  which  draw 
hundreds  of  unexpected  buyers. 

Scope  of  Notions  Huge 

The  merchant  need  not  sigh  for  a  re- 
turn   of    the    days    when    ready-to-wear 


clothing  was  almost  unheard  of,  days 
when  women  used  dozens  of  hooks  and 
eyes  not  to  mention  interlinings  and 
bindings  to  make  an  ordinary  dresjs. 
With  the  manufactured  garment  has  come 
hundreds  of  notions  articles  where  form- 
erly there  were  only  a  dozen. 

Dress  and  waist  linings  are  a  line 
which  this  store  has  done  a  surpris- 
ing business  in,  in  the  last  six  months. 
American  stores  have  been  boosting  them 
for  nearly  two  years  but  Canadians  did 
not  take  them  seriously  until  very  lately. 
As  these  range  at  regular  prices  from 
59c  to  75c,  there  is  a  much  larger  total 
of  business  done  now  in  the  department. 
At  sales  the  59c  ones  are  offered  for 
39c — on  these  days  it  is  hard  to  supply 
the  demand.  After  all,  according  to 
this  manager,  is  it  not  better  to  sell  39c. 
worth  at  one  fell  swoop  than  the  same 
amount  from  several  counters?  In  the 
olden  days,  of  which  so  many  like  to 
think,  four  saleswomen  at  least  would 
be  required  in  selling  the  things  needed 
for  the  dress  lining  made  at  home.  More- 
over, only  three  of  these  lines  came  from 
the  notions  (the  hooks  and  eyes,,  the  belt- 
ing and  the  neck-braiding);  the  cotton  or 
silk  was  obtained  from  the  dress  goods. 

Sanitary  Goods   Draw   Business 

Do  many  dry  goods  stores  leave  their 
sanitary  lines  to  drug  stores?  This 
merchant  believes  they  do.  He  says 
that  business  in  his  store  has  increased 
one  hundred  per  cent,  in  this  branch  in 
the  last  five  years.  Women  are  becom- 
ing educated  to  them.  They  want  them 
for  themselves  and  for  their  children. 
In  rubber  pullovers  for  infants,  he  esti- 
mated that  between  the  notions  and  the 
children's  department,  a  thousand  are 
disposed  of  in  one  sale  day. 

Other  Big  Lines 

Cashmere  feet,  especially  for  men  and 
children,  are  selling  well.  People  are 
economizing  and  these  are  valuable  helps 
in   doing  so. 

Hair  pins  are  coming  back  very  fast, 
now  that  fashion  has  turned  her  back 
on  bobbed  hair.  These  need  special  dis- 
play attention.  Every  woman  thinks 
she  needs  hair-pins  whenever  she  sees 
them. 

Fancy  combs  sell  to  women  who  would 
never  think  of  going  to  the  hair-goods 
department. 

Hose-stretchers    are    given    a    special 
table  here,   along  with  the   dainty  baby 
coat-hangers.       Both  of  these  things  are 
(Continued  on  page  155) 
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Manufacturing  the  Humble  Pin 

Montreal  is  Important  Centre  in  This  Industry — Process  Describ- 
ed From  Large  Spools  of  Wire  to  the  Finished  Article — First 
Pins  Were  Made  of  Brass — Industry  Started  in  England  in  1626 

— Early  History 


OF  ALL  the  miscellaneous  array 
of  smallwares  to  be  found  on  the 
notion  counter  perhaps  none  pos- 
sesses so  great  a  degree  of  interest  as 
does  the  humble  pin.  It  is  the  oldest 
known  type  of  fastener  and  possesses  a 
historic  pedigree  which  can  be  traced 
back  to  earliest  antiquity,  while  at  the 
same  time  the  process  of  manufacture 
of  ordinary  straight  pins  is  one  of  the 
most  interesting  to  be  found  among  the 
various  types  of  dry  goods  merchandise. 
It  is  not  generally  known  that  a  large 
percentage  of  the  common  brass  and 
steel  pins  used  in  Canada  are  made  in 
the  city  of  Montreal  where  a  large  fac- 
tory is  busily  engaged  the  year  round 
producing  tons  of  pins  of  all  sorts  and 
descriptions  as  well  as  snap  fasteners, 
hooks  and  eyes,  and  safety  pins,  etc. 
During  a  visit  to  this  factory,  a  staff 
member  of  Dry  Goods  Review  was 
shown  the  various  interesting  process- 
es in  connection  with  the  making  of 
pins  from  the  stage  where  the  wire 
from  which  they  are  made  is  fed  into 
the  machinery  until  the  finished  pins 
are  placed  in  papers  by  another  machine 
almost  human  in  its  ingenuity. 

First  Step  in  Producing  Pins 

On  entering  the  huge  plant  where 
machinery  revolves  with  an  ear-split- 
ting noise  and  sprays  of  sparks  fly  off 
where  the  pin  points  are  sharpened 
against  rapidly  turning  wheels,  it 
scarcely  seems  possible  that  all  this 
complicated  mechanism  is  required  to 
turn  out  a  pin,  scarcely  more  than  an 
inch  long.  Large  spools  of  wire  are 
placed  on  each  machine  from  which  the 
thin  filament  is  fed  into  jaws  which  cut 
off  the  wire  into  the  suitable  length. 
Next,  a  head  is  formed  on  one  end  of 
the  shank  by  compressing  the  metal  into 
shape  as  soon  as  the  head  is  formed,  the 
pin  being  dropped  into  a  slit  which  is 
just  wide  enough  for  the  shank  to  drop 
through  but  does  not  let  the  head  pass. 
Thus  the  pins  travel  along  passing  over 
several  emery  wheels  which  file  the 
points  to  the  required  sharpness,  and 
finally  they  are  dropped  into  a  re- 
ceptacle down  below  in  readiness  to  be 
polished. 

Quantities  of  pins  are  then  placed  in 
large  copper  pans  in  layers  with  per- 
forated sheets  of  tin  placed  between 
each  layer.  A  chemical  solution  com- 
posed of  nitric  acid  is  poured  over  all 
and  the  solution  is  boiled  some  hours. 
After  a  time  the  pins  are  removed, 
when  each  is  found  to  be  plated  with  a 
thin  coating  of  tin  for  prevention  of 
rust. 


After  the  plating  process  the  pins 
are  thoroughly  polished  by  putting 
them  into  a  drum  or  barrel  along  with 
a  quantity  of  sawdust  or  bran.  The 
drum  or  barrel  revolves,  keeping  the 
pins  moving  through  the  mass  of  saw- 
dust, until  the  pins  are  bright  and 
shiny  in  appearance.  They  are  then 
removed  and  sent  to  the  room  where 
still  other  machines  are  installed  for  in- 
serting pins  into  their  papers.  These 
machines,  by  the  way,  are  considered  to 
be  among  the  most  important  improve- 
ments in  the  manufacture  of  pins,  for 
until  a  few  years  back,  the  loose  pins 
were  taken  by  families  living  in  the 
neighborhood  of  pin  factories  and  fixed 
in  their  papers  by  women  and  children 
at  home.  This  proved  to  be  an  incon- 
venient and  wasteful  method  and  not 
easily  handled  on  a  large  scale.  Now, 
by  means  of  improved  machinery,  twen- 
ty pins  are  stuck  into  a  row  with  one 
manipulation  by  the  girl  in  charge.  The 
pins  are  fed  into  a  hollow  cylinder 
which  revolves  on  rollers  and  are  taken 
up  into  its  compartments  by  means  of 
longitudinal  ribs  extending  along  its 
inner  surface.  From  these  ribs  they 
drop  down  upon  an  inclined  plate,  and 
sliding  along  are  caught  in  the  links  of 
an  endless  chain  which  passes  along  the 
lower  edge  of  the  plate.  Each  link  is 
notched  for  as  many  pins  as  make  a 
row,  and  each  notch  receives  its  pin 
hanging  on  it  by  the  head.  The  whole 
row  is  then  left  together  in  the  paper 
while  the  link  is  carried  forward  to  the 
proper  position  for  the  next  row.  The 
number  of  pins  inserted  in  a  paper  de- 
pends upon  size  and  quality. 

Early    History   of  the   Industry 

The  first  pins  manufactured  were  of 
brass  and  were  made  in  France  until  the 
year  1626  when  the  industry  was  intro- 
duced into  England  by  a  man  called 
John  Tilsby.  His  business  flourished 
so  well  that  he  ultimately  employed 
some  1,500  persons  and  the  locality — ■ 
Stroud — became  famous  for  its  pins  due 
to  the  successful  enterprise  of  the  first 
pin  manufacturer.  Later  on  the  indus- 
try became  centralized  at  Bristol  and 
Birmingham   where    it   is    still   located. 

Pins  were  not  always  of  their  present 
type,  the  old  form  being  made  up  of  a 
shank  with  a  separate  head  of  fine 
wire  twisted  round  it.  This  fine  wire 
was  first  wound  tightly  on  spools  to 
form  spirals  when  unwound  and  two 
complete  turns  of  the  spiral  was  suffic- 
ient to  form  a  head.  The  tiny  bits  of 
curled  wire  were  softened  to  permit  the 


shanks  being  thrust  into  them,  and  a 
man  called  a  "header"  then  compressed 
both  parts  together.  Many  other  steps 
such  as  straightening  the  wire,  cutting, 
pointing,  etc.,  had  to  be  separately  per- 
formed, all  of  which  processes  were 
slow,  complicated  and  inefficient.  With 
the  introduction  of  a  machine  to  make  a 
pin  in  one  piece  the  industry  received 
its  first  real  impetus,  about  the  year 
1838.  This  machine  was  successfully 
used  by  an  Englishman  of  Birmingham 
called  Daniel  Foote-Taylor,  who  is 
probably  the  pioneer  as  far  as  modern 
methods  of  manufacture  are  concerned. 
Black  pins  which  are  used  so  much 
nowadays  are  made  in  the  same  manner 
except  that  instead  of  being  plated  they 
are  japanned  with  black  enamel  and 
then  dried  in  an  oven  to  produce  an 
even,  glossy  finish. 

Snap   Fasteners    Also   Made  in   Pin 
Factory 

In  most  factories  a  considerable  num- 
ber of  different  kinds  of  pins  are  manu- 
factured, including  snap  fasteners,  pa- 
per clips,  hair  curlers,  and  so  on. 
Formerly  the  bulk  of  snap  fasteners 
used  in  this  country  were  of  German 
origin  but  now  it  is  possible  to  pro- 
duce an  equally  good  article  in  Cana- 
da. Four  sizes  of  snaps  are  turned  out 
by  the  machines  and  these  in  the  form 
of  brass  tape,  are  stamped  with  five 
applications  of  a  heavy  die  which  cuts 
out  the  tiny  discs  and  forms  the  per- 
forations through  which  the  needle 
passes  when  they  are  sewed  on  a  gar- 
ment. The  tiny  springs  which  give  the 
requisite  snap  are  next  added,  being 
fed  into  one  part  of  the  machine  and  the 
finished  part  being  returned  without 
the  human  hand  having  to  adjust  its 
position. 


BEADS 

for  all  purposes 

LARGE     VARIETY,     IMMEDIATE 

DELIVERY. 

Bead    Necklaces    —    Girdles, 

Earrings — Bar     Pins — Combs 

and     Hair    Ornaments. 

Mail    orders    have    our 

prompt  attention 

THE  BEAD  HOUSE 
R.   A.   PHILLIPS 


77  York  St. 


S?    Toronto 
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WM.  E.  WRIGHT  SAYS: 

"We  saw  months  ago  that  there  was  a  real 
need  for  a  line  of  staple  colors  in  fine  taffeta 
silk  so  we  prepared  to  have  it  ready  for  the 
trade  this  Fall. 

"Silk  is  taking  the  place  of  cotton  and  linen 
to  a  considerable  extent  for  women's  lingerie. 
Infants'  clothing-  is  more  plainly  made  but 
enlivened  with  a  touch  of  color;  in  decorative 
work  there  are  innumerable  new  uses  for  silk 
bindings  and  the  labor  of  dressmaking  is 
greatly  decreased  by  leady-made  bindings  and 
folds  which  are  now  ussd  so  profusely.  There 
is  no  sign  of  a  diminishing  vogue  for  bound 
styles;  they  are  increasing  in  popularity  for 
both  women's  and  children's  clothing. 

"The  new  taffeta  line  contains  6  colors  as 
follows:  Pink,  Light  Blue,  Bright  Green, 
Bright  Red,  Brown,  Navy.  Packed  6  6-yard 
pieces  of  a  width  and  color  in  a  box;  or  in 
cabinets  containing  12  6-yard  pieces  of  a 
width  in  assorted  colors  and  can  be  had  in 
widths  No.  4  (7/16  in.),  No.  5  (%  in.),  No.  6 
(9/16  in.).  White  and  black  come  in  8  widths 
from  y±  in.  to  11/16  in.  with  a  full  assortment 
of  widths  in  a  12-piece  cabinet. 

"For  many  purposes  these  bindings  are  vastly 
superior  to  ribbon  as  they  can  be  handled  more 
satisfactorily  and  are  more  economical  than 
ribbon  of  equally  good  quality." 

The  Bias    Tape   with    the    Greatest  Elasticity. 

"It's  in  the  Making" 

Send  for  Color  Card  of 

WRIGHTS  BIAS  FOLD  TAPE 

showing  our  full  line  of  fast  colored  percales 
in  13  plain  colors,  7  colors  checked  and  6  colors 
striped,  with  full  description  of  widths  and  ma- 
terials   for   reference. 


WM.  E.  WRIGHT  &  SONS  COMPANY 


Manufacturers 


350-370      Scotland 

Road 

Orange,  N.J. 


WRIGHT'S 
B1ASF0LDTAPE 

1  It  turns  itself  ' 
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-Pure  Irish  Linen  Thread— 

Fountain  Brand 

For  all  Merchandise  requiring  Linen  Threads 
Manufactured  by 

ISLAND  SPINNING  CO.,  LTD. 

Lisburn,  Ireland 

FOUNTAIN 
BRAND 

has  become  a 
"buy  -  word" 
among  dis- 
criminating 
manufactur- 
ers of  cloth- 
i  n  g  and 
leather  goods 
as  it  is  made 
to  an  un- 
varying standard  of  excellence,  there- 
by giving  unvarying  satisfaction.  No 
snarling,  no  broken  ends.  We  stock 
it.     A  trial  order  will  convince  you. 

Sales  Agents  for  Canada. 

Walter  Williams  &  Co.,  Limited 

MONTREAL       TORONTO       QUEBEC 

508    Read    Building  20    Wellington    St.    W.       553    St.    Valier   St. 

VANCOUVER.    217    Crown   Building. 


Have    you 

renewed 

your  subscription 

to 

Dry  Goods  Review 


Take  a  minute  to  drop  us  your  cheque 
now — it  may  save  you  the  annoyance 
of  missing  the  very  copy  you  want 
most. 
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NEW  WAY 
Equipped 

Ladies' 

Ready-to- 

Wear  Store 

that  won 

Success 

right  from 

the  start 


An 

inexpensively 

equipped 

Store  made 

possible 

by  the 

application 

of 

NEW  WAY 

Units 

and 

Wardrobes 


Before  You  Order  the  Interior  Equipment 
you've  got  to  plan  your  store;  If  you  re  going 
to  win  youve  got  to  plan  it  right 

IN  PLANNING  successful  Ladies'  Ready-to-Wear  stores,  besides  many 
other  things,  the  following  all  require  intelligent  consideration  and  wise 
decision;  proper  grade  of  fixtures  for  the  location — the  right  type  of  fix- 
tures to  store  and  display  merchandise  to  best  advantage — the  utilizing  of 
every  inch  of  available  space — the  proper  relation  of  various  departments 
to  each  other — the  possibility  of  re-arrangement  and  expansion — the  cor- 
rect position  of  fitting  rooms,  office,  a  nd  work-rooms — the  heating  and 
lighting  problem   and  the  harmoniou  s  effect  of  the  store  in  general. 

All  these  things  are  intelligently  treated  anid  carefully  considered  by  our  staff  of  architects. 
In  fact,  it's  one  of  the  important  features  of  the  NEW  WAY  Service.  Our  designers  stand 
ready  to  give  you  the  benefit  of  our  ideas — to  work  with  you  in  planning  your  store,  and 
this  without  the  slightest  cost  or  obligation   on  your  part. 

The  above  store  is  an  example  of  NEW  WAY  methods.  Tlvs  order  was  placed  with  us  in 
open    competition    solely    on    account    of    the    superior  layout  of  our  planning  and  designing 

over  numerous  competitors. 

Let  us  help  you  w  ith  your  problems. 

JONES  BROS.  &  CO.  LIMITED 


Western  Branch  : 

102  Bannatyne  Ave 

WINNIPEG. 


29-31   Adelaide  St.  West 

TORONTO 


Eastern  Branch  : 
71  Bleury  Street 
MONTREAL,  P.Q. 


124 


EQUIPMENT    AND    DISPLAY 


Dry  Goods  Review 


^fefeT^^. 

"^         ""^"If  *             11 

.12 

r 

Pv^Ui*              .         Jp^ 

Iff?  B 

- 

"*'  "                 .    •  v.  '* 

M  Air 

1                                         1  iiitt£tf~. 

^          <£■             ■   «& 

mk       mk 

■  ft     ;**HS 

ii    ja    WFis 

.^L  ^Ji           '^^ffl         B  b  us? 

lj^^i^'ri> 

I i^titfi'ii ' '  7- ' '    ' ~-^-~—* 

"LSSr  WB  FORGET" 

There  is  a  danger  that  the  tremendous  sacrifices  made  by  England  and  her  Allies  and  sister  dominions  across  the 
seas  during  the  Great  War  may  too  soon  be  forgotten.  While  the  arm  of  England's  justice  is  "long  as  the  win- 
ter's night"  it  is  sometimes  charged  that  her  memory  is  short  for  those  over  whose  graves  kings  have  climbed  to 

eminence. 

In  the  upper  picture  Fred  Ashfield,  of  Bryson-Graham's  of  Ottawa,  has  given  an  admirable  balance  and  setting 
in  his  memorial  window  commemorating  Armistice  Day,  1921.  The  entire  absence  of  any  selling  suggestion  lends 
strength  and  dignity  to  the  display.  In  the  lower  picture  Mr.  Bustin,  Display  Manager  of  Macaulay  Brothers,  Ltd., 
of  St.  John,  N.  B.,  has  effectively  used  the  red,  white  mid  blue  to  carry  out  his  idea  of  victory  with  honor  to 
those  whose  "last  full  measure  of  devotion"  br-ought  victory  to  a  hard-fought  cause. 
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Supreme  Test  of 

Lighting  System 

November   is>  Test  Month — Faulty   Light 
Hinders  Sales  Promotion 

Novtmber  is  the  month  of  all  others 
when  the  store's  lighting  system  is  put 
to  the  supreme  test.  Dull,  sunless  days 
close  in  early  and  often' the  afternoons 
are  darker  than  a  summer's  evening. 
Good  illumination  means  no  inconsider- 
able stimulus  to  selling  for  the  reason 
chat  it  relieves  customers  of  any  strain 
and  indecision  and  gives  a  store  an  at- 
mosphere of  cheeriness  and  brightness. 

Many  a  time  a  customer  can  be  seen 
to  pause  in  front  of  a  counter  on  which 
merchandise  is  displayed  and  linger 
there  in  a  manner  implying  decided  ia- 
erest,  yet  in  all  probability  she  is  not  at 
all  certain  that  she  wants  to  buy.  A 
case  in  question  comes  to  mind  in  con- 
nection with  the  trimming  department 
ef  a  Montreal  store.  In  this  section  were 
displayed  all  sorts  of  attractive  metal- 
lic bandings  and  braids  but  although 
these  were  of  the  newest  design  they  did 
not  seem  to  attract  the  amount  of  busi- 
ness warranted  by  the  quality  of  the 
goods.  In  another  store,  the  very  same 
merchandise  sold  almost  as  soon  as 
shown,  and  the  explanation  for  the  con- 
trast in  the  two  cases  lay  simply  in  the 
difference  between  the  lighting  system 
used  in  the  two  stores.  In  the  one  case, 
the  goods  were  not  lit  up  by  an  indi- 
vidual counter  light,  and  depended  upon 
the  ordinary  overhead  indirect  globe  for 
the  necessary  illumination.  In  the  sec- 
ond case,  a  very  powerful  bulb  attached 
to  a  cord  and  socket  was  placed  in  the 
midst  of  the  display  of  counter  merchan- 
dise which  sparkled  and  shone  as  though 
of  pure  gold.  The  bulb  was  coated  with 
a  thin  veneer  of  blue,  with  a  light  filter- 
ing effect,  which  dimmed  the  brilliance 
of  the  light  so  as  to  save  eye  strain,  yet 
did  not  waste  or  absorb  too  much  elec- 
tricity. Merchandise  which  is  shown  un- 
der poor  light  has  a  flat,  dull  appear- 
ance which  in  no  way  tempts  purchasers. 
The  lighting  system  of  the  dry  goods 
store  should  show  up  the  merchandise  in 
the  fullest  detail,  .especially  during  the 
holiday  season,  when  time  is  precious 
and  customers  are  not  inclined  to  waste 
moments  in  deciding  whether  colors 
match,  etc.  No  customer  wants  the  in- 
convenience of  taking  merchandise  to 
the  windows  or  door  to  ascertain  the 
different  shades,  nor  does  the  store  want 
the  trouble  of  exchanging  the  goods 
afterwards  when  it  is  found  that  the 
color    is   different   than   first   thought. 

In  addition  to  having  an  effect  on  the 
presentation  of  merchandise,  the  light- 
ing system  influences  the  customer  and 
the  salespeople.  If  the  lights  are  such 
that  they  irritate  the  customer's  eyes 
it  is  natural  that  she  will  get  through 
her  shopping  and  hurry  out  of  the  store 
as  quickly  as  possible.  Likewise,  if  the 
lights  are  trying  to  the  sales  people's 
eyes   they  are   less     attentive     to   their 


work  and  seem  tired  and  indifferent. 
Eye  strain  is  a  common  defect  among 
employees  in  large  stores  and  should  be 
investigated  before  blame  is  wrongly  at- 
tached. 

There  are  many  kinds  of  merchandise 
which  will  sell  in  any  kind  of  light,  but 
they  are  rarely  found  in  the  dry  goods 
store.  And  even  if  the  merchandise  it- 
self requires  no  special  illumination,  tha 
store  nevertheless,  should  be  so  lit  up 
that  customers  will  be  drawn  into  it  by 
the  hospitable  brilliance  shed  out  of 
doors. 

Often  a  lighting  system  is  criticised 
when  in  reality  the  trouble  is  due  sole- 
ly to  the  color  scheme  and  surroundings, 
which  to  a  great  extent  determine  the 
efficiency  of  any  lighting  system.  Pure 
white  is  the  best  reflecting  color  as  it 
gives  off  fully  70  per  cent,  of  the  light 
falling  on  it.  Next  to  white  comes 
chrome  yellow  which  reflects  62  per 
cent,  and  natural  wood  which  gives  off 
45  per  cent. 

No  matter  what  color  is  used,  it  should 
be  in  a  flat  finish.  If  the  finish  is  glossy 
it  will  reflect  images  and  the  result  will 
be  a  glare,  injurious  to  the  eyes  and 
nervous  system. 


NEW   FORMS   FOR   NEW   FASHIONS 

"Don't  try  to  show  the  new  gowns  on 
last  year's  forms,"  a  display  man  for  a 
Toronto  house  tells  the  trade.  "The 
long  skirts  do  not  look  well  on  forms 
des  gned  for  the  flapper  clothes.  The 
same  thing  happened  to  our  models 
some  years  ago  when  there  was  another 
style  revolution.  I  remember  when  the 
correct  wax  model  had  a  butt  measure 
of  38,  a  waistline  of  21  and  h!ps  42. 
For  the  last  two  years  they  have  been 
made  with  a  bust  36,  a  waist  as  large 
as  38  and  hips  only  an  inch  larger  than 
the  waist.  Though  we  are  not  going 
back  to  the  21  waist,  we  certainly  re- 
quire a  fairly  small  line  for  the  new 
corseted  lady  this  FalL  This  means 
:  mailer  hips  and  nothing  to  my  mind 
looks  worse  than  an  old  model  which 
exaggerates  the  hips  wearing  one  of 
this  season's  draped  gowns.  As  long  as 
women  can  change  their  figures  to  suit 
the  prevailing  fashion,  merchants  wil. 
have  to  do  the  same." 


C.  J.  Connelly  is  in  the  dry  goods  bur 
ness  at  184  Ottawa  St.,  Hamilton,  Ont. 


The  firm  of  Mcintosh  Bros.,  well-known 
merchants  of  Belleville,  have  purchased 
the  block,  stock  and  fixtures  of  W.  E. 
Carnahan,  one  of  the  oldest  dry  goods 
establishments  in  Gampbellford,  Ont. 
This  is  one  of  the  biggest  real  estate 
deals  transacted  in  Campbellford  in 
years. 


KENT-McCLAIN   AGAIN 

G.  T.  Smith,  Toronto 

Mr.  G.  T.  Snvth.  of  Bloor  St.,  Toronto,  has 
recantly  opened  a  branch  store  on  St. 
Clair  Avenue.  Mahogany  finished  "IN- 
TER-PLACE-ABLE" Unit  Wall  fixtures 
together  with  "Dresden"  silent  salesmen, 
give  to  the  shop  a  very  business-like  ap- 
pearance and  provide  for  the  display,  under 
glass,  of  practically  every  line.  These 
fixtures  were  designed  and  built  by  Kent- 
McClain,  Limited,  (Toronto  Show  Case 
Co.) 


Five  new  fixtures 
ready  for  the  trade. 
6060  is  for  blouses. 
6097  is  a  general 
purpose  T  -  s  t  and 
6019  for  gowns  and 
coats,  6096  is  a  cami- 
sole stand,  and  6029 
is  for  millinery. 
Note  the  simple  yet 
artistic  design.  They 
are  finished  in  the 
following  colors:  Old 
ivory,  old  gold,  Ro- 
man gold,  white, 
grey,  rose  and  an- 
tique bronze.  Shown 
by  Dale  Wax  Figure 
Compmiy,  Limited, 
Toronto. 
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DISPLAY.... 

an  important  factor  in 
merchandising  to-day. 

The  day  for  placing  your  goods  on  shelves 
in  boxes  and  parcels  is  past. 

The  day  of  display  is  here  and  the  Merchant 
who  displays  his  goods  in  the  most  artistic 
manner  is  the  merchant  who  gets  the  trade. 

We  have  Fixtures  and  Display  Forms  to 
suit  every  requirement. 

MADE   IN  CANADA 


Dale  Wax  Figure 
Co.,  Limited 

Canada's    Leading  Manufacturers    of  Display 
Forms  and  Fixtures  of  all  kinds. 


86  York  Street 


Toronto 


No.  19  A 


AHentS   •     MONTREAL— P.   R.  Munro,  New   Birks   Bldg.     WINNIPEG— O'Brien,   Allen   & 
*  '     Co.,  Phoenix  Block.     VANCOUVER— E.  R.  Bollert  &  Son,  501  Mercantile  Bldg. 


HIGHER 

STANDARDS 

■w                    i    fm 

It  means  improving  the  char- 
acter of  your  goods — putting 
higher    standards   of   quality 
into    your    merchandise. 

The  best  way  to  render  your 
goods   saleable   is  to   display 
them,  but  display  them  pro- 
perly. 

H                -  ■->*■ 

DELFOSSE 

FIXTURES 

9 

render       these       improvements 

which    are    practical    and    com- 
mand the  attention  of  the  con- 

sumer. 

A   line   from   you   and   we   will 
send    you    immediately    our    re- 
cent    catalogue     showing     the 
newest  in  bust  forms,   fixtures 
and  also  a  recent  set  of  photo- 
graphs showing  wax  figures. 

1  ^1 

Delfosse  &   Company 

247-249  Craig  Street  West 

MONTREAL 

^■K^"! 

jj 

1163  —  Drees 
shoulders     for 
on    Louis    X\ 

Form,    narrow 
advance    style 
I    Base. 

Jnc. 


One  of  our   latest   wu    figures  to  display  children's  wear 
— Write    for   prices,  etc. 

J.  R.  PALMENBERG'S  SONS,  Inc. 
63-65  West  36th  Street  -  New  York 


Boston 

26    Kingston    St. 


Chicago 
204  W.   lacteal 

Houlevard. 


Baltimore 
122  \V.  Baltimore  St 
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First  installation  proves  value   of  new 
Lamson  automatic  cable  desk 


r  1^  HE  results  that  merchants  are 
A  getting  from  the  new  Lamson  au- 
tomatic cable  desk  show  it  to  be  one 
of  the  most  important  recent  improve- 
ments in  store  service  systems. 

The  first  installation,  in  the  store  of 
the  Howard  R.  Ware  Corporation, 
New  Rochelle,  N.Y.,  is  proving  a 
great  success.  Mr.  Knapp  of  the  Ware 
Company  says  of  the  system : — 

"In  our  new  desk,  our  cashiers  are 
handling     more     transactions    with 


greater  ease.  For  example  an  hour's 
record  recently  for  one  cashier  was 
248  transactions — 1369  for  the  day, 
and  the  service  was  uniformly  fast. 

"Charges  come  direct  to  the  authoriz- 
er.  The  relaying  process  is  done  away 
with  and  as  a  consequence  we  can  give 
as  quick  service  on  charges  as  on 
cash." 

It  will  pay  you  to  investigate  this  new 
system.  Our  representative  will  show 
you  how  it  will  serve  your  needs. 


The  Lamson  Company 


Toronto   :  126  Wellington  St.  W. 


Vancouver   :  104  Empire  Bldg. 


lamson  improved  Service 


Flexibility        Economy 
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Crockery  Department  cf  McLaren  &   Company,   Limited,   St.   Catharines,   showing  36   in. 
Wall  Case  for   Cut  Glass   and  Crockery   on  East  Wall  also  Display  Centre  Floor  Counters. 

Show  Cases,   Wall  Cases,  Counters,  Tables   and   Shelving — to   order   for  all  purposes. 
Send  Floor  Plan  with  measurement   and  your  ideas — we  will  work  out   plan   and   quote   you. 

THE  WALKER  BIN  &  STORE  FIXTURE  CO.,  LTD. 

KITCHENER,  ONTARIO 


"Canada's  Oldest  Fixture  House" 

A.  S.  Richardson  Co.,Limi*e(1 

BELLEVILLE,  ONTARIO 


Let  us  figure  your  Display  Fixture  wants. 

Papier-mache     forms,     wood     and      metal 
fixtures,     hangers     and     silent     salesmen. 

AGENCIES— Halifax,      Montreal,      Ottawa,      Toronto, 
Windsor,   Winnipeg,   Regina,    Calgary,    Vancouver. 


Make  Your  Show  Windows  Pay  Your  Rent 

A  Chest  Full  of  Interchangeable 

Window  Display  Fixtures 

For  Displaying  AH  Kinds  of  Merchandise 
That  Will  Give  10  Years  Service  at  Little  Cost. 
Ask  for  Catalog.  Enough  Good  Oak  Fixtures  to  Fill  Your  Windows. 

Shipped  Thru  Jobber  or  Direct  from  Hamilton,  Patented  and   Made  in  Canada 

The  Oscar  Onken  Co.      3851  4th  Si.     Cincinnati.O. 


Further  information 
for  the  asking.  All 
kinds  of  wire  cash 
and  parcel  carriers 
and    pneumatic    tubes. 

Gipe-Hazard    Store    Service 
Co.,  Limited 

113    Sumach    St.,    Toronto, 

Ont. 
Also  318  Homer  St.,  Van- 
couver, B.C. 


Here  is  a  Carrier  affording  the  merchants  better  service  in  return  for  the 
money  it  cost  than  does  any  other  of  its  type  ever  produced.  It  is  also  more 
compact    and    handsome. 

Note  that  it  has  no  cords,  pulleys,  elastic  springs  or  other  frail,  cumber- 
some and  unsightly  toggery,  and  its  means  of  propulsion  are  not  only  the 
most  simple,  but  afford  more  power  than  any  other  made,  and  therefore  the 
Carrier    is   more    rapid    and    dependable. 


There  are  many  users  of  these  machines  throughout  Canada,   and  you  are 
invited  to  inspect  and   make   inquiry   about  them  from  any  one  of  these. 


Dry  Goods  Review 


HOME    FURNISHINGS 


129 


Kenwood 

9s 


KENWOOD 

PURE  WOOL 


BED 
BLANKET 


This  Blanket  Pleases  the  Customer  and  Profits 
the  Dealer  because  of  the  following 

FEATURES 

LONG  WOOL.  The  Nap  is  an  integral  part  of  the 
blanket — does  not  brush  or  wash  away. 

PRE-SHRUNK.  To  hold  shape  and  size  in  washing, 
blanket  is  woven  100  inches  wide  and  pre-shrunk  at 
the  mill  to  72  inches  in  width. 

CONVENIENT  SIZE.  ONE,  easily  handled,  72  x  84 
inch  blanket    equals  in  warmth  an  ordinary  PAIR. 

FAST  COLORS.  Permanent  dyes,  boiled  into  the 
wool  permeating  the  fibres  uniformly. 

DESIRED  PATTERNS.  Approved  designs  in  solid 
tones,  checks  and  Kenwood  three  color  creations. 

Write  for  further  particulars  and  folder  "How  The 
Manufacture  of  Paper  Created  the  Kenwood 
Blanket."' 


KENWOOD  MILLS  LTD.,  Arnprior,  Ontario 
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Shows  Housekeeping  Made  Easy 

Electrical    Co-operative   Association   of   Quebec   Equips   Small 

Home  With  All  the  Latest  Developments  in  Electrical  Labor- 

Saving  Devices  for  Demonstration  Purposes — Estimated   Over 

10,000  People  Saw  it  the  First  Week 


A  MODEL  home,  completely  furn- 
ished with  everything  that  makes 
a  house  comfortable  and  modern, 
was  thrown  open  to  the  people  of  Mon- 
treal for  three  weeks  this  month  by 
courtesy  of  the  Elctrical  Co-Operative 
Association  of  Quebec  in  conjunc- 
tion with  various  Montreal  furniture, 
florists  and  picture  firms.  All  these  or- 
ganizations combined  to  undertake  a 
campaign  to  educate  the  public  in  re- 
gard to  modern  improvements  in  house- 
hold   equipment. 

The  "electrical  home"  as  it  was  called, 
was  built  in  one  of  the  outlying  districts 
of  Montreal  and  embodied  all  the  most 
modern  ideas  in  home  comfort,  chief  of 
which  was  the  uique  system  of  electrical 
wiring  installed,  much  of  which  was  in 
the  form  of  electrified  furniture,  the  first 
of  the  kind  made  in  Canada.  So  in- 
teresting and  informative  was  this  de- 
monstration that  during  the  first  week 
of  the  exhibit  over  10,000  people  visited 
the  model  home  and  studied  its  mani- 
fold conveniences  with  an  eye  to  im- 
proving their  own  dwellings. 

The  outstanding  feature  about  this 
type  of  demonstration  was  the  fact  that 
it  was  purely  an  educational  campaign 
and  no  makes  or  prices  were  visible  in 
any  part  of  the  home  except  in  connec- 
tion with  the  furniture  and  decorations, 
which  were  most  artistically  arranged 
and  resulted  in  splendid  business  for  the 
stores   loaning   the   various   articles. 

Home  Like  Setting  Sells  Goods 
A  staff  member  of  Dry  Goods  Review 
was  conducted  through  the  home  in  or- 
der to  see  how  the  many  new  ideas  in 
home  comforts  look  when  placed  in  a 
natural  setting,  away  from  the  store  at- 
mosphere. 

"The  main  reason  why  salesmanship 
is  difficult  in  this  particular  department 
is  because  the  housewife  is  uncertain  as 
to  the  suitability  of  the  merchandise 
for  her  individual  home.  She  fears  that 
the  furniture  may  be  too  large  or  that 
the  color  of  the  draperies  will  not  lo-ok 
well  under  artificial  light,  or  that  the 
rug  has  too  pronounced  a  pattern,  etc. 
Let  her  see  the  goods  as  they  actually 
look  in  her  own  home  and  all  these  su- 
perficial problems  will  vanish.  This 
year  also,  furniture  prices  have  dropped 
to  a  most  satisfactory  level  and  many 
housewives  express  astonishment  that 
such  splendid  merchandise  can  be  ob- 
tained for  so  little  money.  Housefur- 
nishing  stores  have  been  driving  these 
prices  home  in  their  advertising  for 
months  past,  but  somehow  the  printed 
statement  has  not  so  convincing  an 
effect    as    this    actual    demonsh-ation    of 


chairs,  tables,  curtains  and  rugs  ar- 
ranged in  a  new  and  artistic  home  back- 
ground." 

The  principle  involved  in  this  type  of 
demonstration  is  the  old  adage,  "Seeing 
is  believing,"  for  four-fifths  of  the  visi- 
tors to  the  home  are  overheard  to  ex- 
claim with  incredulity  over  the  scienti- 
fic and  simplified  housekeeping  made 
possible  by  labor  saving  devices.  The 
home  itself  was  small  but  charmingly 
cosy  and  was  decorated  with  soft  tan 
wall  papers,  creamy  white  enamel,  hard 
wood  floors  and  in  conspicuous  wilton 
rugs  downstairs,  while  on  the  floor  above 
the  usual  pretty  pastel  colors  were  ef- 
fectively employed. 

Demonstration    Sells    Electrical    Goods 

Taking  the  various  rooms  one  by  one, 
quite  a  number  of  suggestions  for  im- 
proved salesmanship  come  to  mind.  Be- 
ginning with  the  polished  hardwood 
flooring  of  the  entrance  floor  over 
which  some  1,500  people  walked  every 
day,  the  representative  in  charge  point- 
ed out  that  with  an  electrical  waxer  and 
polisher,  it  was  possible  to  keep  the 
floors  in  perfect  condition  no  matter 
how  much  traffic  passed  over  them.  By 
means  of  electricity  in  various  forms 
the  entire  home  could  be  cleaned  and 
dusted  in  little  over  an  hour. 

Entering  the-  living  room,  one  saw 
visitors  comfortably  seated  upon  a  lux- 
urious velvet  Chesterfield  listening  to 
music  from  a  cabinet  phonograph  run 
by  electricity.  Close  by,  a  warm  fire 
burned  in  the  electric  grate,  while  over- 
head a  soft  light  was  shed  by  means  of 
shaded  electric  candles  attached  to 
sockets  in  the  mantle  piece,  which  could 
be  removed  in  a  second  to  any  part  of 
the  house. 

Through   the  folding  doors  a  glimpse 


A  CORRECTION 

Through  an  error  in  our  Sep- 
tember issue,  the  Old  Bleach  Linen 
Co.,  Ltd..  advertisement  ivas  print- 
ed inith  nn  obsolete  trade  mark 
cut,  giving  an  old  address  and  the 
name   of  a  former  manager. 

We  wish  to  correct  this  by  in- 
forming our  readers  that  Mr.  Ger- 
ard M.  F.  Irvine  is  the  manager 
of  the  American  offices  of  the  Old 
Bleach  Linen  Co.,  Ltd.,  which  are 
now  located  at  UU-U6  East  25th 
Street,  New   York  City. 

Canadian  buyers  are,  however, 
referred  to  Mr.  W.  H.  Steley,  22 
West  Wellington  Street,  Toronto, 
Ont. 


was  seen  of  the  diningroom  furnished 
with  electrified  furniture,  including 
table,  sideboard,  serving  table  and 
china  cabinet.  Here  the  housewife  can 
serve  coffee,  toast,  boiled  eggs,  waffles, 
etc.,  all  cooked  at  the  table  by  means  of 
electric  conveniences.  The  furniture 
was  of  the  fashionable  period  effect  in 
solid  walnut  and  was  plainly  priced  so 
that  visitors  could  appreciate  the  values 
obtainable  in  high  grade  furniture  to- 
day. Another  Montreal  firm  arranged 
the  window  draperies  throughout  the 
house  and  many  interested  comments 
were  made  by  visitors  regarding  the 
treatment  of  casements  and  rther  un- 
usual windows.  An  invitation  was  ex- 
tended to  any  visitor  to  call  on  this  firm 
and  explain  their  window  drapery  prob- 
lems. 

The  kitchen  embodied  all  the  newest 
ideas  in  time  and  labor  saving  devices, 
and  was  equipped  with  a  dish  washer, 
electric  stove,  vacuum  cleaner  and  a 
general  utility  motor  which  will  whip 
cream,  beat  eggs,  pol;sh  knives  and 
other  minor  jobs  usually  requiring  ef- 
fort. Downstairs  in  a  well  ventilated 
and  fro-st  proof  cellar  was  a  large  play 
room  for  kiddies  equipped  with  electric- 
ally run  trains  on  ti-acks  and  other  toys 
all  of  which  were  demonstrated. 

Ascending  to  the  second  floor,  visi- 
tors were  shown  the  pretty  little  nur- 
sery painted  in  cream  with  black  sten- 
cils depicting  fairy  tale  characters,  and 
painted  furniture  stencilled  in  blue.  An 
oilcloth  rug  was  laid  on  the  floor.  Here 
an  electric  milk  warmer  and  a  bed 
warmer  were  supplied  as  well. 

In  one  of  the  bed  rooms  an  unusual 
type  of  reading  lamp  was  hung  over  the 
head  of  a  bed  by  means  of  a  weighted 
strap.  This  little  lamp  can  be  worn 
over  a  person's  shoulder  for  reading  and 
sheds  a  soft  light  on  a  book  while  pro- 
tecting the  eyes  from  any  glare. 

Children  Also  Interested 

Summing  up  the  advantages  of  such 
a  demonstration  as  this  from  the  point 
of  view  of  the  stores  and  electrical  firms 
interested,  their  representative  pointed 
out  the  fact  that  statistics  gathered  by 
the  Dominion  Government  show  that  do- 
mestic servants  have  decreased  in  num- 
ber by  22  per  cent,  during  the  past 
year  or  two,  while  the  use  of  all  sorts 
of  labor  savers  is  steadily  mounting. 
Canada  is  far  ahead  of  the  United 
States  in  regard  to  the  amount  of  elec- 
tric wiring  to  be  found  in  homes.  A 
significant  point  noted  in  reference  to 
the  attendance  at  the  home  was  the  fact 
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that  classes  of  children  as  well  as  col- 
lege students  have  been  brought  to  study 
the  appointments,  while  business  men 
have  also  comprised  a  large  proportion 
of  the  visitors  every  day  during  the 
visiting  hours  from  2  to  10  p.m. 

The  type  of  enquiry  received  from 
visitors  has  shown  those  in  charge  of 
the  demonstration  that  there  is  still  a 
great  lack  of  information  on  the  paTt 
of  the  public  regarding  the  various 
kinds  of  improved  home  comforts  and  a 
widespread  misapprehension  regarding 
the  cost  of  intalling  and  maintaining 
the  same.  Some  of  the  questions  put 
regarding  estimates  for  installing  vari- 
ous items  have  shown  plainly  the  need 
,  there  is  for  educating  the  public  in  the 
matter  of  making  homes  more  livable  as 
well  as  providing  more  leisure  for  the 
housewife.  With  every  explanation  re- 
garding the  furnishings  displayed,  the 
representatives  in  charge  took  care  to 
give  plenty  of  useful  information  on 
how  to  save  electricity,  how  to  choose 
papers  and  hangings  which  will  reflect 
the  most  light,  what  sort  of  fixtures  to 
choose  to  harmonize  with  certain  styles 
of  furniture,  and  how  to  place  the  "out- 
lets" or  electric  sockets  so  as  to  per- 
mit the  most  artistic  arrangement  of 
furniture,  etc. 

Avoided    Costly    Effects 

By  means  of  such  a  demonstration  as 
this,  all  the  co-ordinating  parts  of  a 
home  are  given  equal  emphasis,  the 
matter  of  personal  convenience  and 
comfort,  is  placed  above  everything 
else  and  the  question  of  price  automa- 
tically becomes  a  secondary  considera- 
tion. The  decorative  effects  of  the  mo- 
del home,  incidentally,  were  selected 
with  a  view  to  appeal  to  the  family 
of  moderate  means,  and  in  future  this 
idea  will  be  again  kept  in  mind,  since  the 
object  of  an  educational  demonstration 
of  this  sort  is  completely  frustrated 
when  costly  and  elaborate  furnishings 
are  featured.  It  is  the  average  family, 
on  a  moderate  income  who  are  mainly 
interested  in  improving  the  comfort  of 
their  home  and  who  are  anxious  to  be 
told  about  modern  methods.. 

This  idea  is  to  be  tried  out  again  next 
Spring  under  the  same  auspices,  but 
this  time,  actual  housekeeping  is  to  be 
done  in  the  model  home,  and  housewives 
will  be  invited  to  see  how  dishes  are 
washed,  clothes  are  ironed,  toast  is 
made  or  cooking  done — all  by  electri- 
city, while  at  the  same  time,  Montreal 
stores  will  have  another  opportunity  to 
decorate  and  furnish  the  home  in  the 
latest  effects,  advertising  their  stocks 
of  linens,  draperies,  chinaware  or  kit- 
chen utensils. 

The  progress  made  by  the  Quebec 
Electrical  Association  in  co-operation 
with  retail  stores  is  worthy  of  emula- 
tion in  other  parts  of  Canada,  the  re- 
sults to  participants  being  more  satis- 
factory than  by  any  other  mode  of  pub- 
licity yet  tried. 


SHEER  MARQUISETTE  NOVELTY  CURTAIN 

Designed  for  the  coming  season,  featuring  treatment  of  antique 
lace  motifs  and  insertion  of  Levers  lace  in  motif  effect,  surmount- 
ed by  imitation  Cluny  lace.  The  combination  of  these  laces  is  new 
and  especially  attractive  in  almost  any  room  of  the  home.  Designed 
and  shown  by  courtesy  of  Daly  &  Morin  Company  of  Montreal. 


Revising  Tariff 

on  Madras 

Importer    Says   He   Will   Be  Willing  To 

Share  Expense  in  Having  Views 

Presented 

My  attention  has  been  drawn  to  the 
letters  appearing  in  your  September 
issue  of  the  Dry  Goods  Review,  relative 
to  the  customs  duty  on  imported  British 
Madras  muslins. 

Speaking  as  one  of  the  largest  im- 
porters of  this  curtain  material  into 
Canada,  it  has  always  been  inexplicable 
to  me  why  we  should  have  to  pay  25% 
on  bleached,  unbleached  and  dyed  cotton 
muslins,  whilst  the  duty  on  gray  cotton 
fabrics  and  fabrics  of  flax,  unbleached, 
not  otherwise  provided  for,  enters  Can- 
ada, since  May  of  this  year,  at  12%%. 

Customs  duties  are  levied  for  two  pur- 
poses, the  principal  reason  being  to 
legitimately  protect   domestic  industries, 


and  secondly  as  a  source  of  national  rev- 
enue. 

There  being  no  domestic  manufactur- 
ers of  Madras  muslins,  there  is  obviously 
no  need  for  protection,  and  the  Federal 
Government  should  be  satisfied  with  the 
pre-war  tariff,  namely:  15%  on  natural, 
and  17%%  on  white  and  colored  Madras. 

Speaking  for  the  firm  of  Alexander 
Jamieson  &  Company,  I  would  be  agree- 
able with  other  importers  of  Madras,  to 
share  the  expense  of  the  services  of  a 
professional  man  who  would  be  capable 
of  presenting  our  just  claim  for  a  tariff 
reduction  to  the  Minister  of  Customs  at 
Ottawa. 

Madras  is  a  popular  curtain  fabric  and 
is  British  made;  let  us  get  a  square  deal 
on  the  tariff,  and  give  the  Old  Country 
the  benefit  of  increased  trade,  which 
would  inevitably  result. 

Yours  Failthfully, 
Archibald  McCaig,  General  Manager, 
Alexander  Jamieson  &  Company, 
Toronto. 
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New  Articles  for  the  Housekeeper 

A  New  Cotton  Filled  Puff  Covered  With  New  Type  of  Art  Satin 

or  Chintz — Quilt  and  Pillow  Shams  Combined  in  New  Type  of 

Marcel — Every  Third  Year  Sees  Good  Blanket  Season — Some 

Cotton  Advances— A  New  Lintless  Cotton  Damask 


THOSE  buyers  of  house  furnish 
ings  who  are  looking  for  worth- 
while bargains  in  the  many  lines 
which  go  to  make  up  the  various  com- 
forts of  the  modern  home  will  be  inter- 
ested in  hearing  of  several  new  items 
introduced  this  month  by  a  Montreal 
wholesale  firm.  These  items  have  been 
brought  out  as  a  result  of  a  continuous 
demand  irom  the  retail  trade  all  over 
Canada  for  merchandise  which  com- 
bines quality  with  low  price,  and  con- 
sequently there  is  now  procurable  a 
range  of  Canadian-made,  cotton-filled 
puffs,  covered  with  an  entirely  new  type 
of  art  satin  or  chintz,  finished  with  all 
the  care  and  artistry  that  characterizes 
imported  down  puffs  including  much 
elaborate  stitching  and  panel  designs, 
and  these  new  puffs  can  be  had  for  as 
little  as  $3.50  apiece  in  the  usual  sizes. 
This  line  should  be  especially  popular 
for  Christmas  business  as  the  appear- 
ance alone  would  make  a  noteworthy 
display  in  any  department.  All  the 
popular  colors,  including  rose,  blue,  old 
gold,  mauve,  etc.,  are  procurable  in 
either  art  chintz  or  real  satin,  the  latter 
costing  only  two   dollars  more. 

The  reason  for  this  remarkable  reduc- 
tion in  price  is  partly  due  to  the  fact 
that  the  firm  which  has  introduced 
these  puffs  has  succeeded  in  converting 
a  new  type  of  drapery  fabric  which  pos- 
sesses a  firm  texture,  lovely  designs  on 
the  order  of  period  effects,  and  a 
choice  of  5  colors,  all  this  to  be  had  for 
the  low  price  of  20  cents  a  yard,  al- 
though the  fabric  is  fully  37  inches  in 
width.  By  concentrating  upon  a  limit- 
ed range  of  designs  this  firm  is  able  to 
place  this  fabric  on  the  market  at  the 
lower  price. 

Marcel    "Combination    Quilt" 

Another  novelty  just  received  by  this 
wholesale  house  is  a  new  type  of  Marcel 
quilt  which  combines  quilt  and  pillow 
shams  in  one  by  a  simple  adjustment 
of  the  covering.  The  quilt  comes  with 
a  handsome  design  featuring  a  circular 
motif  in  the  centre,  an  extension  at  one 
end  of  the  quilt  being  emphasized  by 
means  of  a  border  inset  about  a  yard 
from  the  edge,  which  is  intended  to  be 
folded  in  to  simulate  the  usual  appear- 
ance of  a  bed  coverlet,  while  the  sham 
effect  is  attained  by  the  extra  extension. 
A  bed  maae  up  with  a  new  style  quilt 
such  as  this,  presents  a  neater  appear- 
ance than  one  made  in  the  ordinary  way 
with  separate  shams  or  fancy  pillow 
cases,  because  with  the  new  style  all  the 
under  coverings  are  completely  conceal- 


ed from  view.  In  size  80  x  106  the 
price  is  only  $9  to  $9.25  for  a  particu- 
larly fine  quality,  with  rich  mercerized 
finish. 

It  is  predicted  that  printed  bed  cover- 
ings in  colors  will  be  very  much  in  de- 
mand for  next  summer;  already  orders 
are  coming  in  for  both  single  and  double 
sizes  in  these  goods.  Rose  color,  is  said 
to  be  especially  strong  since  it  harmon- 
izes so  well  with  the  average  cretonne 
pattern  such  as  is  used  for  bedroom 
hangings.  Orchid  tones  are  also  favored. 

Crepe  coverlets  are  much  liked  for 
spring  and  summer  sales,  it  is  said,  but 
there  is  little  falling  off  in  the  demand 
for  the  staple  crochet  quilt. 

Blanket  Sales    are  Brisk 

There  has  been  a  heavy  demand  for 
all  wool  blankets  this  month  and  from 
present  indications,  the  demand  is  grow- 
ing heavier  as  winter  approaches.  Ac- 
cording to  this  firm,  every  third  year  is 
a  good  one  for  blankets,  and  this  fall 
sees  the  prediction  proving  accurate 
once  more.  The  manufacturers  have  en- 
deavored to  perfect     the  finish  and   ap- 


pearance of  Canadian  made  blankets  to 
such  a  degree  that  fewer  are  imported 
from  abroad  than  ever  before.  Practic- 
ally the  entire  sales  done  by  this  Mon- 
treal wholesale  house  are  on  Canadian 
made  blankets,  it  was   said. 

Prices  prevailing  for  blankets  most 
in  demand  vary  between  $5  to  $12  a 
pair,  the  average  price  being  about  $1 
to  $1.25  a  pound.  Practically  all  retail 
buyers  call  for  colored  blankets  bound 
with  silk  ribbon  and  there  is  an  appreci- 
able increase  in  demand  for  checked 
blankets  which  can  also  be  used  as  bed 
throws.  Montreal  stores  have  been  hold- 
ing blanket  sales  all  through  the  cur- 
rent month  with  unprecedented  success, 
it  was  reported,  and  consequently  it  is 
likely  that  the  demand  will  continue 
right  up  to  Christmas  at  least,  particu- 
larly in  heavy  six  and  eight  pound 
double  blankets. 

Slight   Advance  in   Cottons 

An  advance  of  5  to  10  per  cent,  has 
just  been  announced  by  a  Montreal 
wholesale  firm  in  connection  with  all 
staple  cottons,  both  greys  and  white,  in- 


E  MP  IRE   DESIGN   IN   ART   SILKO- 

LINE 
for  covering  quilts  and  spreads  as  well 
as  all  general  purposes  where  a  light- 
weight  drapery  fabric  is  called  for.  This 
new  period  pattern  comes  in  a  range  of 
five  colors,  including  gold,  blue,  rose, 
green  and  pink  and  has  a  satin  finish 
and  conm.es  in  38  inch  widths.  It  is  con- 
verted in  Montreal  and  shown  by  cour- 
tesy   of    Greenshields    Limited. 


RAMBLER  ROSE  DESIGN 

in  Canadian  converted  cretonne  printed 
in  a  range  of  eight  colors.  This  new 
drapery  fabric  has  been  brought  out  to 
satisfy  the  demand  for  an  artistic  fabric 
at  an  inexpensive  price,  and  is  copied 
from  the  finest  English  chintz  in  a  37 
inch  width.  For  all  general  purposes 
where  a  cretonne  can  be  used,  this  de- 
sign is  admirable.  Shown  by  courtesy  of 
Greenshields,  Limited,  Montreal. 
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eluding  sheetings,  ducks,  etc.  Demand 
is  exceptionally  heavy  for  this  class  of 
goods  at  present  owing  to  the  approach 
of  the  January  white  sales  which  are  in 
no  danger  of  losing  their  popularity 
with  the  consumer,  if  reports  are  to  be 
credited. 

In  connection  with  household  linens, 
it  it  announced  that  the  supply  of  fine 
Irish  and  Scotch  linen  damasks  is  now 
better  than  for  many  years,  and  it  is 
possible  to  procure  the  purest  linens  in 
a  new  range  of  patterns  at  most  moder- 
ate prices.  For  example,  a  .pure  linen 
table  cloth  which  sold  a  year  or  so  back 
around  $7  or  $8  can  now  be  got  for  as 
little  as  $3.50  to  $4  and  the  finest  qual- 
ity napkins  to  match  are  repriced 
around  $4  a  dozen.  Sales  of  table  cloths 
greatly  exceed  that  of  yardage  damask 
still,  the  reason  given  being  that  by 
purchasing  the  former,  a  merchant  is 
enabled  to  show  greater  variety  of  de- 
signs than  if  he  confines  his  buying  to 
yardage  lengths.  Although  the  round 
dining  room  table  has  become  popular 
with  many  householders  yet  sales  of  cir- 
cular table  cloths  have  not  shown  a  cor- 
responding increase  in  demand,  due  in 
part  to  the  fact  that  they  are  difficult 
to   launder  properly  without  stretching. 

Lintless  Cotton  Damask  is  New 

This  season  the  demand  for  popular- 
priced  table  linens  has  assumed  larger- 
proportions  than  ever  before,  despite 
the  fact  that  real  linens  can  be  got  for 
so  much  less  than  before.  Wholesale 
buyers  attribute  this  to  the  attitude  of 
some  stores  in  catering  to  the  wide- 
spread demand  for  merchandise  at  a 
price  rather  than  of  good  quality.  Much 
inferior  imitation  linen  goods  are  being 
offered  which  can  only  give  dissatisfac- 
tion in  the  end  and  the  pendulum  of  de- 
mand is  certain  to  swing  around  again 
in  the  other  direction  before  long.  One 
way  of  overcoming  the  demand  for 
cheap  goods  has  been  found  by  a  whole- 
sale firm  who  are  preparing  to  feature 
a  new  kind  of  table  linen  manufactured 
by  an  English  firm  after  some  years  of 
experiment.  This  new  type  of  napery 
is  described  as  a  lintless  cotton  damask. 
The  process  of  making  took  years  to 
perfect  and  even  yet,  a  full  range  of 
napery  is  not  as  yet  .placed  on  the  mar- 
ket but  is  to  be  ready  shortly.  Prices 
will  be  moderate,  napkins  in  the  22  inch 
size,  for  example  being  quoted  at  $4  a 
dozen. 

Pure  linen  towels  with  a  damask 
border  at  $4.50  a  dozen  are  the  leaders 
this  month  in  high-grade  goods,  it  was 
announced  by  another  Montreal  tfirm 
which  has  recently  received  shipments 
from  the  other  side  in  various  ranges  of 
towels.  Terry  towels  are  most  wanted 
in  colored  bordered  effects  with  space 
for  embroidering  initials  if  desired,  and 
small  guest  sizes  with  hemstitched 
edges  are  also  selling  quickly  at  pres- 
ent. Very  artistic  and  heavy  quality 
bath  mats  have  just  come  to  hand  in 
new  colors  including  henna  and  unusual 
blues,  etc.,  which  show  a  single  floral 
motif  in  white  instead  of  the  som?what 


unnecessary  wording  "Bath  Mat."  These 
are  English  importations  for  the  most 
part  and  are  reasonably  priced  around 
$3  wholesale. 

Irish  embroidered  household  limns 
such  as  pillowcases,  towels,  etc.,  are  in 
much  better  demand  than  for  some  time, 
and  it  is  likely  that  January  white  saks 
will   give  much  prominence   to  this   line. 


Takes  Issue 

With  Statement 

Manufacturer    Claims    That    Some    Pro- 
tection is  Due  Investors  of  Large 
Amounts 

The  Dry  Goods  Review, 

MacLean  Publishing  Co.  Ltd. 
Toronto,  Ont. 
Dear  Sirs: 

We  notice  on  page  113  of  your  Sep- 
tember number  an  item  on  the  importa- 
tion of  madras,  and  the  suggestion  that 
the  duty  be  lowered. 

We  take  exception  to  the  last  para- 
graph of  this  statement  which  reads  as 
follows: 


"Then    from    a    patriotic    point    of 
view  some  relief  should  be  given,  as 
ecru  and  white   madras   are  among 
the  few  British  lines,  not  manufac- 
tured in  Canada,  which  can  success- 
fully resist  the  invasion  of  cheap  low 
priced   lines  of  scrims  and  marquis- 
ettes, pouring   in  from  the   States." 
Scrim  and  marquisette,  both  plain  and 
figured  have  been  manufactured  in  Can- 
ada for  some  time  past  and  we  ourselves 
have  handled  thousands  of  pieces  of  Can- 
adian-made scrims  and  marquisettes  and 
we  might  say  we  obtain  our  whole  supply 
for  our  manufacturing  dept.  in   Canada 
and  as  manufacturers,  think  we  should 
have  some  adequate     protection     as  we 
have  large  investments  in  plant. 

Yours  very  truly, 
GEO.   HEES    SON   &   CO.   LIMITED. 

D.  E.  WRIGHT, 

Director  and  Sales  Manager. 


Editor's  Note: — The  item  referred  to 
in  the  above  communication  was  con- 
tained in  the  letter  which  reached  us 
from  J.  B.  Henderson  &  Co.,  Limited. 


THE  IDEAL  GIFT! 
This  beautiful  Chester  field  cushion  goes  to  the  merchant  in  a  holly  box  tied 
with  satin  ribbon  and  bearing  a  Christmas  tag.  The  cushion  itself  is  like 
a  lovely  flower  with  petals  of  crushed  satin  and  a  centre  of  contrasting 
shade.  It  is  one  of  a  range  of  new  cushions  carried  (boxed)  by  the  Toronto 
Feather  and  Down  Company,  Limited,  Toronto. 
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CURTAINS  AND  CURTAIN  NETS 

Now  in  stock  in  Montreal  in  an  endless  variety  and  at  prices  which  will  mean 
sales  and  profits  for  you.  Call  on  us  if  in  Montreal  or  send  for  samples. 
Selling  direct.  Manufacturer  to  Merchant. 

T.  I.  BIRKIN  &  CO. 

of  Nottingham,  England 

275  CRAIG  ST.  W.,  MONTREAL 

(around  the  corner  from  Victoria  Square) 

C.  W.  WILLIAMS,  Manager  for  Canada 

Below 

Cut  of  Filet  Crochet  Vandyke  Edge,  matching  our  12  and  18  in. 
Borders  for  Curtains,  Panels,  Bed  Spreads,  etc. 
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KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


X 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WINDOWSHADE  JOBBERS 

Made   by 

JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 
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QUALITY  SHADES  " 

FOR  EVERY  PURPOSE 

PROMPTNESS:  Right  now  is  the  time  to  order  Shades  and  we 
can  make  prompt  deliveries  if  you  will  let  us  know  what  you 
want  and  when  you  must  have  them. 

ARROWS— Untrimmed  edge,  water  colors.  EUREKAS — Hand  made,  oil  opaque. 

DOMINIONS— Trimmed  edge,  water  colors.  PEERLESS— Best  hand  made,  oil  opaque. 

REGALS— Machine  made,  oil  opaque.  DE  LUXE— Hand  made,  oil  tints. 


DALY  &  MORIN,   LIMITED 

LACHINE  -         .         MONTREAL 
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And  Now  for  1922-1923 

Are  you  in  step  with  your  customers* requirements? 

You  are,  if  your  stock  includes  the  Henderson  line.     Our  Motto  is  Service.    Many  of  our  numbers  are 
on  the  looms  now,  so  direct  orders  can  be  filled  from  the  mills  on  time  for  your  Spring  requirements. 

DRAPERY    MATERIALS 


WHITE  AND  ECRU  MADRAS,  36"  to  72" 

AURORA   CASEMENT  CLOTH 

(FLIMSY  GAUZE)  50". 

GRENADINES  36"  and  50". 

FINE  NOTTINGHAM  CURTAINS. 

CRETONNES. 


1NVERORAS  36",  U5" ,  50". 
(SELF  COLOR  MADRAS) 
MUSLINS     (SPOT    AND    FANCY    AS- 
SORTED WIDTHS  AND  PRICES). 
L.V  FLA.T  EDGE  MADRAS. 
TAPESTRIES. 


MARQUISETTES.      50"     MERC.     REPPS     (PLAIN     AND     FIGURED)      NETS. 
JOHN  KING  &  SON'S  IMPORTED  SCOTCH  HOLLANDS.    STOCKED  IN  WHITE, 

CREAM  AND  IVY,  30"  TO  60". 

They  will  well  repay  your  inspection. 

J.  B.  Henderson  &  Company,  Ltd 

Established  40  years 

80  Bay  Street        -:-        Toronto 


WM.   STRANG  &   SON 
Glasgow,   Scotland 


Agents  for: 

HOOD,  MORTON  &  CO. 
Newmilns,  Scotland 


STIRLING-AULD   &   CO. 
Darvel,  Scotland 


HON  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 
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Kingfisher  Linens 

Kingfisher  Embroidery  Linens  are  stocked  in  all  the  principal 
widths  and  carry  our  name  on  the  selvedge — a  guarantee  of  quality. 

Ask  for  our  "372"  Full  Bleached 
and  "658"  Natural  Shade 

Madeira  Goods  in  exclusive  patterns — Embroidered  Swiss  and  Irish 
Handkerchiefs,  specially  boxed  for  Xmas  trade — Fine  Huck-a-back  Tow- 
els and  Linen  Sets,  etc.,  etc.  | 

"Snowcrest"  Lawns,  Nainsooks  and  Madapolams.  | 

1   Mark   Fisher  Sons  &  Company   I 

J  28  VICTORIA  SQUARE  MONTREAL  [ 
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When  buying  MADRAS  you  want  the 

Very   Best   Material,   and 

We  Supply   It. 

There  are  generations  of  experience  behind  our  work,  both  with  employers  and 
employees,  and  we  stake  our  reputation  on  every  piece  that  leaves  our  factories. 
Our  specialized  knowledge  is  at  your  service. 

Superfine  Material      Best  Finish 
Artistic    Coloring  and 

WE  GUARANTEE 

every  color  against  fading  through  exposure  or  washing. 
Send  for  particulars  and  prices  to 

_         .  Gabriel  S.  Young 

Messrs.  Morton  Bros.  Ltd.,        303-  ■afBJjyaSa 

Madras  Manufacturers  Montreal 

Darvel,  Scotland 
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CONTRASTS! 


There  is  a  way  to  help  your  trade  preserve  general  good  humour, 
rather  than  discord,  by  keeping  linoleum  and  its  many  advan- 
tages before  them. 

The  day  when  hard,  back-breaking  labor  in  laying  heavy  rugs 
and  carpets  was  essential,  is  past.     Modern  homes  are  either  sup 
plied  already  with  genuine  linoleum  floors,  or  the  owners  thereof 
are  excellent  prospects. 

"DOMINION  LINOLEUM 
AND  LINOLEUM  RUGS 

For  Every  Customer" 

That  ought  to  be  your  objective,  Mr.  Merchant.  And  we  are  learning, 
from  week  to  week,  that  many  are  planning  along  these  lines.  With  a 
little  planning  on  your  part  you  can  easily 

DOUBLE  YOUR  SALES 

Send  for  window -trirrvmina  material;  it's  free, 
and  we  deliver  it  right  to  your  door  with  in- 
structions  for  use. 

Your  Jobber  will  Gladly  Supply  You 

DOMINION  OILCLOTH  &  LINOLEUM  CO. 

LIMITED 

MONTREAL 
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A  Lovely  Gift, 

Boxed, 

Ready  to  Deliver! 


We  will  supply  an  attractive  Holly  Christmas  Gift  Box  in  which  any 
of  our  Torfeaco  Comforters  may  be  had.  Each  Comforter  is  beauti- 
fully folded  and  tied  into  place  with  a  rich  Satin  Ribbon.  And  a 
Christmas  tag  is  enclosed  for  your  customer's  convenience.  This 
makes  the  package  complete  and  ready  for  delivery! 

Attractive!  Indeed,  they  are  just  irresistible!  Our  Comforters 
have  always  been  popular  gifts,  but  many  folks  have  refrained  from 
buying  them  because  they  have  been  so  awkward  to  make  into  a  nice, 
attractive  Christmas  package. 

You  will  need  some  of  these  special  Torfeaco  Comforters  in  gift 
boxes.  Our  supply  of  boxes  will  be  limited,  so  we  urge  placing  your 
order  at  once  to  avoid  disappointment.  There  will  be  a  minimum 
charge  for  the  box  only;  packing  comforter,  ribbon,  tag,  etc.,  will  be 
our  service  to  you. 

Write  for  further  particulars 
or  ask  your  wholesaler 


^  &  Limited. 

2154-6-8  DUNDAS  STREET  WEST,  TORONTO,  ONT. 
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The  Season's   Leading   Fabric 


¥©MM 


MADE  IN  CANADA 


"Individual  Class" 

as  a  buyer  said  when  he  was  shown 
this  new  Knitted  Fabric,  with  its 
lustre  and  fineness. 


M<s  is  uncrushable  and  comes  in  a  full  range 
of  wanted  colors,  beautifully  lustrous,  with  a 
pile  that  shimmers  like  gleaming  gold  or  shin- 
ing silver.  If  you  have  not  seen  VdMEGGe  we  will 
send  samples  by  return  mail. 

You  need  VeMEIftfte  this  season. 
Your  iohber  will  supply  you. 


Ontario  Silknit  Limited 

Manufacturers 

665  King  St.  West,        Toronto 
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Some  Special  Values  from  Our 
Art  Needlework  Department 


Note  the 
Uniformity 


V   \ 

'    \^^ 

of  the 
Hemstitching, 


Pillow  Cases  of  best  quality  Cotton,  42  inch.     Stamped  and  hemstitched. 

The  most  useful  and  acceptable  Holiday  Gift 
Price:  $9.00  per  dozen 


Child's  Dress  of  Swiss  Embroidered  Lawn,   assorted   designs,   made   up   ready 
to  wear  in  individual  holiday  boxes.     Sizes  1  to  4  years. 


Price:  $15.00  per  dozen 


We  carry  in  stock  a  complete  line  of  Needlework  articles  and  accessories. 


wrinch,  McLaren  limited 


120  Wellington  Street  West 


Toronto 


The  Smalluare  Specialty  House 
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Send    Us    Your    Orders    NOW    for 

HOCKEY 

PANTS- JERSEYS-STOCKINCxS-CAPS 


It  pays  you  to  buy  from  specialty  manufac- 
turers, because  you  get  the  goods  that  will 
be  satisfactory  to  your  customers,  and  you 
get  the  closest  prices  and  the  promptest 
service. 


PfoH 
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Moyer-Made    Full    Padded    Hockey    Pants 
With   Canes. 

The  illustrations  show  our  standard  full  padded  and 
half-padded  cane  hockey  pants.  We  also  manufacture 
the  same  designs,  uncaned.  These  are  the  designs  that 
are  favored  by  the  best  Canadian  teams,  both  amateur 
and  professional.  The  Moyer  line  of  Hockey  Pants, 
Jerseys,  Caps  and  Stockings  is  most  complete  and  com- 
prehensive. We  can  supply  you  with  any  color  combin- 
ation desired  on  jerseys,  caps  and  stockings  and  for  a 
small  extra  charge  will  supply  jerseys  with  any  club 
crest   or   monogram. 


It  s1  ?'  s 


jBgl 


itf$& 


Moyer-Made    Half   Padded    Hockey    Pants 
With   Canes. 


SPECIAL 
NOTICE 

On  November  the  first 
we  shall  remove  to  more 
commodious  premises  at 
204-206  King  Street  East 
to  take  care  of  our  rap- 
idly  expanding   business. 


We  Sell  To  The  Trade  Only 

We  do  not  go  after  Hockey  Team  business  direct,  and  when  we  get  inquiries 
from  teams  we  always  endeavor  to  supply  goods  through  a  local  merchant. 
Our  aim  is  to  play  fair  and  square  with  our  customers — -still  another  good 
reason  why  you  should  place  your  orders  for  all  athletic  clothing  with  the 
House   of   Moyer. 


Aw.MOYER&co 


Manufacturers  of  Athletic  Clothing 

124  KING  STREET  W. 

(Until  November  1st — Afterwards  204-206   King  Street   East) 


TORONTO 
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Fashion  Parades  at  the  Woodbine 

Latest  in  the  World  of  Fashion  is  Seen  at  This  Style  Centre — 

Many  Retailers  Send  Their  Experts  Here  to  Get  Ideas  of  Style 

Tendencies — Racing  Event  Stamps  Its  Approval  of  the  Long 

Skirt — Furs  and  Accessories  a  Notable  Feature 


AMONG  the  many  remarks  which 
the  inimitable  Poiret  is  credited 
with  during  his  recent  visit  to  this 
continent,  was  one  which  suggested  that 
American  women  were  not  devotees  of 
the  racet-course.  This,  to  the  great 
designer,  was  an  important  weapon  in 
his  defense  of  Paris  as  the  fashion  cen- 
tre of  the  world.  Parisian  fashions 
hinge  on  the  races  at  Auteuil,  Long- 
schamp  and  other  famous  places,  because 
at  these,  the  designers-  launch  their  cre- 
ations. 

That  Poiret  knows  little  of  the  interest 
which  Canadian  women  take  in  racing 
and  that  he  has  never  been  present  at 
one  of  the  Woodbine  meets  in  Toronto, 
is  certain.  At  no  other  event  in  Can- 
ada, can  so  large  a  crowd  of  well-dressed 
people,  both  men  and  women,  be  seen. 
In  fact,  during  recent  years,  the  leading 
retail  houses  are  sending  their  buyers 
to  the  meets  before  Spring  and  Fall 
buying  are  done  to  any  extent.  Though 
manufacturers  have  lines  ready  weeks 
before  these  events,  many  retailers  fol- 
low the  policy  of  placing  only  small  or- 
ders until  they  know  which  of  the  lines 
shown  are  really  preferred  by  Cana- 
dians. The  costumes  worn  by  women 
of  prominence  at  the  races,  are  copied 
by  thousands  throughout  the  country,  as 
soon  as  the  descriptions  appear  in  the 
daily  press.  The  retailer  who  wants 
the  best  trade  in  his  locality,  must  there- 
fore, be  able  not  only  to  buy  but  to  speak 
intelligently  of  the  prevailing  modes 
as  exemplified  at  the  Woodbine. 

Long    Skirt   Controversy    Settled 

Whatever  the  critics,  both  men  and 
women,  may  say  of  the  refusal  of  our 
women  to  wear  long  skirts,  the  best 
dressed  women  at  the  Woodbine  did  wear 
their  skirts  very  near  their  ankles.  Those 
who  had  been  abroad  this  Summer,  wore, 
without  exception,  dresses  which  were 
several  inches  longer  than  in  the  Spring. 
There  were  many  short  skirts  of  course, 
but  they  were  usually  seen  on  the 
younger  girls  and  none  of  these  were 
noticeably  short. 

Draping  was  very  much  in  evidence 
on  those  gowns  which  came  from  Paris. 
French  modes  were  more  prominent 
than  they  have  been  for  several  years, 
due,  our  representative  was  told,  not  only 
to  the  fact  that  Canadian  women  do  much 
travelling,  but  because  Canadian  mer- 
chants are   selling     imported     creations 


more  than  formerly.  There  is  always 
a  certain  educative  possibility  in  a  Paris 
model  for  the  buyer  and  for  the  design- 
er, because  every  gown,  wrap  and  hat 
that  comes  from  Fance  represents  orig- 
inal creative  and  artistic  work. 


Cloudless  days,  some  of  them  even  hot 
in  other  spots  than  at  the  Woodbine 
track,  favored  as  it  is  by  Lake  Ontario 
Autumn  breezes,  brought  out  more 
gowns  and  fewer  wraps  than  usual. 
Suits  were  rather  insignificant  although 


The   Long  and  the   Short  of   it 

A  foundation  of  black  was  used  by  the  woman  on  the  left  with  an 
overdress  of  black  net  beautifully  beaded  in  white.  A  white  hat 
and  white  fur  were  used  with  it.  The  little  ingenue  on  the  right 
wore  a  grey  crepe  dress,  grey  hat,  gloves  and  bag.  A  sable  fur 
completed  the  charming  outfit. 
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on  every  day  of  the  meet  some  well- 
dressed  women  were  seen  in  smart  tail- 
ored costumes.  As  to  colors,  every 
shade  from  the  sombre  blacks  and  browns 
to  the  very  gay  hues,  appeared.  There 
might  have  been  a  few  more  blues  this 
year,  if  one  considers  the  wonderful 
range  of  shades  which  are  now  called 
blue. 

Superb  Furs  Worn 
Probably  the  most  interesting  feat- 
ure of  the  meet  was  the  beautiful  array 
of  furs.  There  were  not  many  fur  coats 
because  of  the  warm  weather  but  those 
which  did  appear  were  very  elaborate. 
Seal,  was  less  in  evidence  than  squirrel 
and  kolinsky,  and  these  were  of  three- 
quarter  length  and  in  wrap  style  for  the 
most  part. 


But  the  remarkable  fur  showing  was  in 
separate  pieces.  No  smart  woman  went 
without  a  choker  or  fur  throw  from  her 
shoulders.  All  of  the  brown  furs  were 
worn,  particularly  sable  and  mink,  and 
these  were  usually  of  the  two-piece  nom- 
inal length  type.  They  were  not  clasp- 
ed firmly  about  the  throat  but  allowed 
to  fall  comfortably  back  from  the  neck. 

Foxes  were  prominent,  particularly 
cinnamon  and  taupe  fox.  These  skins 
seemed  particularly  suited  to  the  draped 
silhouette  of  the  season. 

There  was  a  good  deal  of  fur-trimming 
of  every  kind,  on  wraps,  on  suits  and  on 
dresses.  Even  a  few  hats  were  fur- 
trimmed  or  altogether  of  fur.  Most  of 
those  women  who  chose  costumes  of  pile 
fabrics  had  fur  collors  and  cuffs.  Even 


Three  Well-Dressed  Women 


Left   —   A    brocaded 
cloaky     suit    of    leaf 
brown  with  tight  fit- 
ting turban. 


Centre  —  Long  cloth 
coat  with  trimming  of 
monkey    fur    on    col- 
lar, cuffs  and  hem. 


Right — Straight  from 
Paris  came  this  black 
satin  cape  with  white 
hat    ana    white    fox. 


some  of  the  light  crepe  de  chine  and  can- 
ton capes  were  trimmed  with  fur.  With 
the  velvet  suits,  which,  by  the  way,  are 
the  very  last  cry  in  tailored  wear,  grey 
lamb  was  very  good,  probably  because 
most  of  the  velvets  were  navy  or  black. 

Those  Little  Etceteras 

As  ever  with  the  woman  who  is  par- 
ticular, the  infinite  care  with  which  the 
accessories  were  chosen  is  worthy  of 
comment.  Take  gloves  for  example. 
There  may  not  have  been  as  many  white 
ones  as  racing  traditions  called  for  in 
years  gone  by,  but  the  elaborate  work- 
manship used  on  most  gloves  more  than 
made  up  for  their  quietness  of  color. 
Shoes  and  hose  were  much  ornamented 
also.  Some  women  had  those  slippers 
which  Paris  is  feat- 

uring  at  the  moment 

— high  of  heel  and 
beautifully  brocad- 
ed. 

On  the  very  warm 
days,  lovely  parasols 
were  seen,  most  of 
them  being  in  the 
quieter  shades,  how- 
ever. Real  flowers 
made  tneir  appear- 
ance on  the  bodices 
of  many  women 
again — a  custom 

which  disappeared 
with  the  many  ex- 
travagances dealt  a 
blow  by  the  war. 

The  knitted  dress 
was  noted  here  and 
there,  in  fact  much 
more  than  the  knit- 
ted wrap.  One 
young  girl  wore  a 
New  York  gown  of 
knitted  silk  in  a 
muffin  shade,  which 
drew  attention  be- 
cause of  its  tailored 
lines  and  general  be- 
comingness. 

In  the  way  of 
trimmings,  many 
women  favored 
beads  of  every 
shape  and  shade. 
Braidings  and  orn- 
aments in  Persian 
design  and  colorings 
were  another  type 
of  trimming  which 
appeared  on  gowns, 
wraps  and  even  on 
hats. 


Hats    Much    Be- 
feathered 

There  may  have 
been  a  difference  of 
opinion  among  on- 
lookers as  to  which 
predominated,  large 
Jhats  or  small,  but 
certainly  all  agreed 
that  the  best  trim- 
Cont.  on  page  150 


The  coat  was  several 

inches  longer  than  the 

dress. 
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Fall  Opening  Displays  at  Ottawa 

Merchants  Co-operate  in  Simultaneous  Openings  From  Septem- 
ber 20  to  23— Claim  That  it  is  First  Effort  of  its  Kind  in  Canada 
— Fine  Weather  Lures  Many  Thousands  to  See  Attractive  Dis- 
plays— Openings  Described  in  Detail 


THE  first  of  its  kind  ever  attempt- 
ed in  Canada,  was  the  Fall  open- 
ing fashion  display  carried  out  by 
the  merchants  of  Ottawa,  September 
20th  to  23rd.  In  spite  of  it  being  some- 
thing new  for  Ottawa,  it  was  an  undis- 
puted success.  Merchants  throughout 
the  city  co-operated  wonderfully  well 
in  putting  the  simultaneous  opening 
idea  across  and  the  general  public  show- 
ed the  keenest  of  interest.  It  was  an  un- 
surpassed showing  of  new  merchandise 
for  men,  women  and  children,  gathered 
from  the  style  centres  of  the  world.  Win- 
dow dressers  vied  with  each  other  in  ar- 
ranging displays  which  would  attract 
the  greatest  amount  of  attention,  and 
the  result  was  little  short  of  marvel- 
lous. It  turned  the  main  thoroughfares 
into  a  veritable  pageant  of  fashion. 

Fine  balmy  weather  aided  in  stimulat- 
ing action  and  interest  and  large  crowds 
of  people  visited  the  various  stores  es- 
pecially to  witness  the  thrilling  manne- 
quin parades  and  to  examine  the  many 
special  presentations  of  Fall  and  Winter 
fashions  in  gowns,  dresses,  furs,  foot- 
wear and  other  wearing  apparel. 

The  new  creations  were  a  source  of 
wonderment  and  pleasant  surprise.  Thrill 
followed  thrill  as  successive  shops  were 
visited  by  large  crowds  of  smartly  dress- 
ed women,  many  of  whom  make  it  a 
point  to  keep  in  close  touch  with  style 
developments.      The      new      lengths      of 


skirts,  the  circular  effect  of  gowns,  the 
amazing  styles  in  furs,  the  new  wide 
brimmed  hats,  the  new  shoes,  delicate 
lingerie  and  various  other  lines  of  dainty 
and  expressive  wearing  apparel  also 
aroused   interest  and   enthusiasm. 

One  point  that  was  brought  forcibly 
to  the  front  was  that  Ottawa's  stores 
were  well  to  the  fore  in  presenting  the 
very  latest  styles  in  women's  wear.  It 
was  shown  that  the  local  merchants 
were  not  one  whit  behind  the  times 
when  it  came  to  the  attractive  display 
of  last  minute  creations  in  cloaks, 
gowns,  furs,  dresses  and  other  lines. 
They  were  all  to  be  seen  just  as  th^  de- 
signers had  announced  that  they  would 
be  seen  for  Fall.  The  new  styles  were 
revealed  in  all  their  glory  in  a  manner 
that  was  every  bit  as  attractive  as  in 
the  leading  fashion  centres  of  the  world. 

Ottawa's  merchants  adopted  various 
means  of  drawing  attention  to  the  dis- 
plays this  year.  There  was  a  manne- 
quin parade  at  one  of  the  local  theatres 
which  occupied  about  twenty  minutes  of 
the  programme  each  evening  for  three 
nights  and  which  drew  large  crowds  of 
interested  persons  to  the  theatre.  Other 
theatres  also  displayed  slides  announcing 
the  Fall  openings  at  the  various  stores, 
and  the  R.  J.  Devlin  Company  Limited, 
were  responsible  for  the  showing  /of 
moving  pictures  at  one  theatre,  of  the 
latest  models,   and   it  was  a  fact  worth 


noting  that  the  actual  styles  demonstrat- 
ed coincided  with  the  creations  demon- 
strated in  a  film  which  was  taken  at  a 
fashion  display  in  a  large  city  of  the 
United  States  a  short  time  ago.  The 
local  newspapers  were  used  extensively 
by  the  leading  merchants  to  call  at- 
tention to  their  particular  exhibits,  and 
window  cards  of  an  attractive  design 
were  also  used  to  announce  the  Fall 
openings  in  many  of  the  stores. 

A.  J.   Freiman 

With  the  aid  of  five  graceful  living 
models  from  New  York,  and  the  further 
assistance  of  a  series  of  excellent  dis- 
play windows,  A.  J.  Freiman,  Limited, 
put  on  a  most  creditable  fashion  show 
in  connection  with  the  Fall  opening  dis- 
plays in  Ottawa  this  month.  Each  after- 
noon and  evening  for  two  days  the  live 
models  paraded  in  the  windows  land 
thousands  of  people  were  drawn  to  the 
show.  The  models  exhibited  dresses, 
gowns,  wraps  and  hats.  These  included 
smartly  tailored  suits,  chic  afternoon 
dresses,  handsome  gowns  and  richly 
modeled  wraps. 

There  was  a  black  velvet  dinner  gown 
of  simple  lines,  entirely  beaded  in  floral 
design  of  American  Beauty  rose  shade. 
Lovely  in  its  long  lines  was  a  gown  of 
aluminum  grey  georgette  artistically  em- 
broidered in  cut  steel  beads  and  finished 
with  a   scalloped  hem.     Then  there  was 


Some  of  the  live  models  used  by  Charles  Ogilvy  Co.   of  Ottawa  in  displaying   their  fall  fashions   at    the 

recent  fall  openings   at   the   Capital. 
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a  sapphire  blue  velvet  gown  of  rich  pile, 
the  hem  scallops  outlined  with  nail- 
heads  in  steel,  the  entire  surface  of  the 
velvet  having  a  floral  design  embroider- 
ed in  cut  steel  beads.  A  gorgeous 
geranium  rose  velvet  was  embroidered 
in  crystal  beads.  This  was  of  simple 
lines  and  had  very  short  scalloped 
sleeves.  An  orchid  georgette  gown  was 
sewn  with  cut  steel  beads  and  had  a 
cascaded  drapery  to  one  side. 

The  display  of  coats  caused  much 
pleasure.  The  fashionable  black  was 
shown  in  heavy  cloth,  the  wide  sleeves 
trimmed  with  cire  ribbon  braid,  and  the 
collar  being  of  grey  Persian  lamb.  A 
taupe  Bolivia  cloth  coat  had  large  loose 
sleeves,  silk  stitchery  and  collars  and 
cuffs  of  taupe  fox.  One  that  was  model- 
ed of  French  blue  Bolivia  was  also  on 
dolman  lines,  the  sleeves  embroidered 
effectively  in  grey  Chenille,  and  the  col- 
lar was  of  blue  squirrel. 

With  every  gown  and  wrap,  a  model 
hat  was  worn,  some  large  with  drooping 
brirns,  in  panne  velvet  or  smaller  styles 
adorned  with  a  chic  mount,  and  the 
favourite  colors  were  black  and  deep 
browns. 

The  window  decorations  were  exceed- 
ingly striking  and  caused  no  end  of 
favourable  comment.  A.  J.  Freiman, 
with  the  able  assistance  of  Fred  Asselin, 
manager  of  the  mantle  department, 
supervised  the  arrangements. 

Bry  son-Graham 

No  reference  to  the  Fall  opening  fash- 
ion displays  in  Ottawa  would  be  com- 
plete without  mention  of  the  windows  of 
Bryson-Graham  Limited.  As  usual  these 
windows  were  dressed  under  the  careful 
and  able  supervision  of  Mr.  Fred  Ash- 
field,  who  time  and  again  has  won  de- 
served credit  and  honours  for  window 
displays.  One  of  the  most  impressive 
of  these  exhibits  faced  on  Sparks 
Street.  It  had  a  background  of  French 
grey  colour  curtains,  Beaver  board  "*et 
piece  painted  in  grey  and  stippled  with 
blue,  two  shell  with  blue  light  on  each 
end  of  set  piece.     There  were  two  ceil- 


ing shades  lined  with  blue  silk,  and  the 
flooring  also  was  of  Beaver  board 
squares,  painted  in  grey  and  stippled  in 
blue. 

The  lights  were  dipped  in  midnight 
blue  and  white  frosting  and  the  whole 
colour  scheme  was  soft  grey  and  blue. 
The  central  figures  were  two  black  cos- 
tumes with  hats  to  match  and  blouses 
also  in  black.  A  few  silver  grapes  and  a 
sprinkling  of  silver  cloth  completed  the 
picture. 

The  window  immediately  adjoining  had 
a  background  of  French  grey  velour  cur- 
tains with  Beaver  board  set  piece  paint- 
ed in  grey  and  stippled  with  blue,  large 
scenic  placque,  a  flooring  of  Beaver 
board  squares  painted  in  grey  and 
stenciled  in  blue. 

The  lights  were  dipped  in  midnight 
blue  and  white  frosted,  the  entire  colour 
scheme  being  soft  blue  grey.  The  show- 
ing was  of  top  coats  with  hats  to  match 
and  sand  shade  blouses.  There  was  a 
large  vase  frosted  in  the  centre,  with  a 
few  flowers. 

Of  outstanding  interest  were  a  series 
of  silk  windows  on  the  O'Connor  street 
side  of  the  building.  Aided  by  partic- 
ularly appropriate  lighting  arrangements 
these  showed  up  to  special  advantage  at 
night  and  attracted  no  little  attention. 
One  of  these  windows  was  made  up  of 
jade  green  of  satin  canton  and  crepe 
back  charmeuse  satin.  The  central  fig- 
ure was  draped  with  sequin  overdress; 
and  touches  of  metallic  silk  and  French 
chiffon  velvet  lent  a  most  charming 
effect  to  the  display.  The  same  ar- 
rangement was  carried  out  in  browns, 
blues  and  greys  in  the  other  windows, 
and  the  entire  exhibition  was  one  which 
caused  much  favourable  comment. 

In  addition  to  the  windows,  all  the 
latest  shades  in  silk  were  charmingly  ar- 
ranged in  the  store,  under  the  expert 
guidance  of  W.  H.  Kalbfleisch,  who  has 
been  in  charge  of  this  department  for 
many  years. 

Hundreds  of  women  visited  the  drapery 
department  of  Charles  Oglivy  Limited 
during  two  afternoons  and  evenings  on 


which  a  fashion  revue  programme  was 
presented,  with  the  aid  of  visiting  pro- 
fessional models.  This  department  was 
transformed  into  a  veritable  salon  of 
fashion  and  each  day  women  spectators 
came  early — long  before  the  appointed 
hour — and  remained  until  they  saw  the 
draperies  of  the  last  gown  listed  for  ex- 
hibition behind  the  dressing  room  door. 

Harmonious  settings  of  soft  and  blue 
velvet  hangings  and  blue  rugs,  freshest 
flowers,  feathery  ferns,  all  combined 
with  delightful  music  by  an  excellent 
orchestra  to  fire  the  fancy  of  the  fashion 
seeker. 

Miss  B.  E.  Woodbury  of  New  York, 
was  in  charge,  and  associated  with  her 
were  two  young  ladies  from  Montreal. 
One  of  these,  Miss  Marcelle  Gauthier, 
was  the  winner  of  a  prize  in  the  recent- 
ly conducted  beauty  competition  at  At- 
lantic City.,  she  appearing  under  the 
name  of  Miss  Montreal. 

Included  in  this  style  revue  were 
children's  frocks,  coats,  caps  and  hats, 
each  in  color,  material  and  model  ex- 
pressing the  pretty  whims  for  fall,  of 
fashion  junior.  And  the  wee  children, 
with  ease  and  grace  wore  the  little  gar- 
ments, which  included  a  most  pleasing 
showing  from  the  serge  suits  and  knitted 
wool  dresses  to  the  pretty  party  frocks 
of  taffeta  in  black  and  bright  tones. 

Crepe  in  all  its  variations  was  assur- 
edly the  popular  fabric  in  the  afternoon, 
dinner  and  evening  gowns.  A  strik- 
ingly smart  design  displayed  by  one  of 
the  models  was  a  seal  brown  canton 
crepe  dress  with  overskirt  and  Bertha 
collar  of  fan  pleated  georgette. 

A  straight-lined,  long  skirted  gown  of 
King's  blue  vylette,  piped  and  trimmed 
with  beige  crepe  de  chine,  and  made  with 
long  side  panels,  was  much  admired 
among  the  many  garments  shown.  Sim- 
ilar in  design  and  material  was  another 
dress  of  crimson  with  black  pipings.  Both 
of  these  answered  varied  requirements 
and  thus  proved  popular. 

Tailored  English  coats  of  mannish 
(Continued   on   page    50) 


A   beautiful  opening  fall  display   by  Bryson-Graham,   Limited,   of   Ottawa. 
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This    Woodbine    Costume 

Caused  no  end  of  comment  be- 
cause in  every  detail  it  harmon- 
ized with  Dame  Fashion's  de- 
crees for  Fall.  The  suit  was  of 
broadtail  cloth  in  a  golden  brown 
shade.  It  was  bloused  at  the  hip- 
line.  The  French  velvet  hat  was 
of  the  same  shade  and  had  a 
plume  of  glycerined  ostrich 
which  swept  the  shoulders. 


FALL  OPENING  DISPLAYS  AT 
OTTAWA 

(Continued   from   page    149) 

model  were  displayed  in  a  variety  of 
warm  materials  and  tones. 

Smartly  designed  suits,  some  fur  trim- 
med, were  of  broadcloth,  duvetyn  and 
wool  velours.  Brown  in  all  its  tones 
seemed  popular.  Wintry  model  coats, 
mostly  dolman  sleeves,  and  some  with 
long  back  panels,  also  fur  trimmed,  were 
exhibited.  A  revelation  of  beautiful  de- 
sign was  a  black  georgette  gown  entire- 
ly beaded  in  cut  steel,  while  another 
lovely  work  of  art  was  combined  of  a 
long  tunic  heavily  embroidered  with 
French  blue  and  jet  sequins,  the  long 
side  panels  being  of  radium  lace  and  the 
underskirt  of  black  satin. 

One  of  the  departmental  stores  which 
attracted  many  visitors  during  the  week 


The  A.  J.  Freiman  Co.,  Ltd.,  of  Ottawa,  used  these  live  models  in  their 
fnshjnn  pageant  held  recently  at  the  Capital. 


was  Murphy  Gamble  Limited.  Gorgeous 
fabrics  and  delicate  laces,  jewelled  orn- 
aments and  dashing  millinery  breathed  of 
their  Parisian  origin  in  this  store.  While 
there  was  no  fashion  revue  in  one  sense, 
a  stroll  through  the  store  was  a  thrilling 
revelation  of  the  new  mode.  Evening 
gowns,  frocks  for  the  street  and  the 
afternoon  function  were  displayed  in  the 
many  new  variations  of  an  especially  at- 
tractive Fall  season. 

Hats  received  their  full  quota  of  ad- 
miration. Many  paused  in  the  drapery 
department  for  new  ideas  in  decorating. 
Lingerie  and  childien's  garments  met 
with  enthusiastic  praise.  In  the  glove 
department,  the  new  gauntlet  glove  was 
an  object  of  much  interest. 

The  windows  were  attractively  ar- 
ranged with  ready-to-wear  garments  in 
the  newest  Fall  styles.  Mahogany  back- 
grounds and  brown  felt  floors  gave  these 
displays  a  rather  rich  appearance  and 
were  in  pleasing  tone  with  the  brown, 
fawn  and  pheasant  suitings  shown.  Flor- 
al decorations  of  an  autumn  tint  com- 
pleted one  of  the  most  fascinating  ex- 
hibitions in  the  city  and  reflected  much 
credit  on  the  window  dresser,  Horace 
Westlake. 

While  the  store  of  the  R.  J.  Devlin 
Company  was  a  world  of  interest,  the 
real  fashion  exposition  was  staged  at 
Loew's  Theatre  in  a  unique  act  on  two 
evenings  in  the  middle  of  the  week. 
Twelve  young  Ottawa  ladies  posed  as 
fashion  mannequins  and  wore  with  un- 
studied grace  the  beautiful  fur  wraps, 
coats,  hats  and  dresses. 

The  jacquette,  which  promises  to  be 
popular,  was  shown  in  grey  lamb  with  a 
Cossack  cap  of  fur  to  match.  Another 
was  of  white  fur.  A  Bernard  evening 
wrap  of  green  velvet  with  collars  and 
cuffs  of  kit  fox  was  a  thing  of  beauty 
and  joy  in  beholding.       Sealed  muskrat 


coats  had  the  most  gorgeous  of  linings. 

A  wonderful  wrap  of  grey  squirrel  in 
circular  effect  and  an  evening  wrap  of 
ermine  with  Jenny  sleeves  and  lined  with 
embossed  velvet  were  applauded  for  the 
sheer  pleasure  of  seeing  their  exquisite 
loveliness. 

Cloth  wraps,  too,  were  worthy  of  men- 
tion. One  model  of  midnight  blue  was 
lined  throughout  with  white  caracul.  A 
fawn  coat  with  wonderful  fur  trimmings 
of  fawn  colored  fur  was  unusual  and 
extremely  chic.  The  fur  was  dyed 
skunk. 

The  hats  worn  were  mainly  of  black 
velvet,  large  and  picturesque,  with  trim- 
mings of  monkey  fur,  chous  of  velvet  and 
drooping  plumes. 


FASHION  PARADES  AT  THE  WOOD- 
BINE 

(Continued    from   page    147) 

ming  was  the  feather.  Some  hats  had 
only  tiny  ospreys  or  inconspicuous  little 
mounts,  while  others  were  fairly  cover- 
ed with  feathers.  The  number  or  the 
type  did  not  matter  so  long  as  the  trim- 
ming was   of  the  plumage  variety. 

In  the  matter  of  size,  there  seemed  to 
be  a  preference  for  the  larger  hats  by 
those  women  who  wore  elaborate  gowns 
or  wraps. 

Notwithstanding  all  this  talk  of  fussy 
millinery,  there  were  a  great  many  wo- 
men who  preferred  tailored  chapeaux  of 
the  sailor  and  turban  class.  Because  of 
the  many  sports  outfits,  which  some  years 
ago  would  have  been  considered  quite 
out  of  place  at  the  Woodbine,  these  hats 
were  most  necessary,  and  after  all,  what 
could  be  more  appropriate  for  the  woman 
who  goes  about  with  program  and  pencil 
and  even  stands  in  line  to  place  her 
wager,  than  the  well-tailored  sports  cos- 
tume ?      It    survives    the    strain    better 
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The  above  reproduction  shows  the  stage  on  which  Smallman  &  Ingram,  Limited,  of  London,  paraded  their 
live  models  in  their  recent  fashion  show,  and  the  models  used  may  be  seen  in  the  picture  as  well.  The  show  was 
put  on  by  six  models,  one  of  them  being  a  little  girl  of  eight  years  of  age.  It  will  be  seen  that  the  arrangement 
makes  it  possible  for  every  person  in  the  room  to  get  an  excellent  view  of  the  models  as  they  appear  from  behind 
the  curtain,  make  their  way  across  the  stage,  down  the  steps,  along  the  elevated  platform  to  the  very  end  of  the 
room,  and  back  again.  From  the  time  the  model  makes  her  appearance  till  she  makes  her  exit,  every  person  in 
the  room  has  been  able  to  see  her  comfortably.    They  parade  to  orchestral  music. 

Two  showings  per  day  were  given  during  the  three  days  of  the  Fashion  Show.  Admittance  was  gained  by 
tickets,  which  could  be  had  on  application,  and  every  performance   filled   the  room   to   overflowing. 

A  neat  program  was  handed  to  each  person  as  she  came  in  the  room,  and  it  was  so  arranged  that  the  differ- 
ent garments  worn  by  the  models  could  be  followed  with  ease  as  to  their  style  and  price.  Similar  to  the  little 
indicator  used  in  every  vaudeville  showing  what  act  is  in  progress,  Smallman  &  Ingram  had  a  stand  on  the  plat- 
form with  neatly  executed  showcards  that  corresponded  with  the  program.  In  case  an  "extra"  appeared  that  was 
not  provided  for  on  the  program,  the  showcard  indicated  "extra"  and  the  audience  knew  that  a  new  garment  was 
being  shown.    The  showcard,  in  such  case,  also  gave  the  name  and  price  of  the  garment. 


The  regular  program   used   for   this   fashion   show 
1 — Black  Crepe  Romaine  Dress. 
2 — Black  Canton,  Blister  Crepe  Trimmed. 
3 — Brown  Canton  Crepe. 
4 — Navy  Satin  Back  Canton. 
5 — Brown  Canton  Crepe. 
6 — Child's  Dress. 
7 — Navy  Tricotine  Embroidered. 
8— Navy  Poiret  Twill. 
9— Navy  Poiret  Twill. 

Coon  Coat. 

10 — Hurlingham  Coat. 

11 — Brown  Llama  Velour  Suit,  Persian  Lamb  Lining. 

12— Child's  Dress— Blouse,  Skirt. 

13 — Brown  Canton,  Silk  Faced. 

Bolivia  Cloth  Coat,  Opossum  Collar. 

14 — Black  Duve  de  Laine,  Fox  Trimmings. 
15 — Flame  Brocade  Dress. 

Brown  Marvellar,  Lynx  Trimmed. 
16 — Blue  Panne  Velvet,  Metallic  Lace  Trimmed. 

Hudson  Seal  Coat. 


is  as  follows    (with  the   prices  omitted) : — 
17 — Black  Canton  and  Coral  Bead  Trimming. 

Blue  Gerona  Coat,  Beaver  Collar. 
18 — Child's  Serge  Dress;  Coat. 
19 — Black  Radium  Lace  and  Crepe. 
Navy  Gerona  Coat,  Sable  Collar. 

20 — Black  Canton,  Pumpkin  Sleeves. 
Mocha  Pandora,  Fox  Collar. 

21— White  Metallic  Dress. 
22— Orchid  Velvet. 

Brown  Chantilly  .Coat. 

23 — Radium  Lace  with  Panne  Velvet. 
Hudson  Seal  Coat. 

24 — Maize  Georgette. 

25 — Black  Sequin. 

26 — Orchid  Triumph  Crepe,  with  Beaded  Metallic. 

27 — Ruby  Sequin  Dress. 

28 — Sequin  Dress,  over  Jade. 

29— -Iridescent  Beaded  Tunic,  over  Satin. 

30 — Radium  Lace,  over  Silk. 
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COMPARISON 

Comparison  is  the  one  true  test  of  value  today, 
not  alone  comparison  of  price,  but  comparison 
of  actual  standards  of  workmanship,  material  values 
and  special  features, — full-size  seams  that  cannot 
rip,  well  made  button  holes,  strong  buttons. 

HAUGH  GARMENTS  will  stand  the  most  rigid 
comparison  tests  you  may  devise  and  will  convince 
you  of  their  superiority — Last  but  not  least,  the 
price  is  no  higher. 

DON'T  BUY  YOUR  SPRING  REQUIREMENTS 
UNTIL  YOU  SEE  OUR  NEW  GARMENTS. 


The  J.  A.  Haugh  Mfg.  Co.,  Ltd. 


Manufacturers  and  Originators 
of    Utility    Suits    for    Kiddies. 


Cor.  Bathurst  &  College  Sts. 


TORONTO 


ADDRESSING  MACHINE  FOR  SALE. 

We  have  a  complete  Belknap  Addressing 
Equipment  for  sale.  This  equipment  is  still 
in  use  in  our  Subscription  Department  and  is 
in  excellent  working  order.  We  have  placed 
an  attractive  price  on  this  outfit,  and  would 
advise  manufacturers  or  merchants  having  a 
mailing  list  to  let  us  tell  you  how  it  will  save 
you  money.  We  will  give  a  guarantee  as  to 
the  proper  working  condition  of  this  equip- 
ment. 

THE    MACLEAN    PUBLISHING    CO.,    LTD., 
143  University  Avenue, 
TORONTO,  ONTARIO 


We  are  specialists  in  our  lines,  manufacturing 
every  article  we  sell  in  our  own  plant.  Sev- 
eral styles  in 

Rompers  and  Creepers 

in  flannelette 

Aprons  and  House  Dresses 

in  Percale — made  right 

Place  your  order  now 

"A  better  made  Garment  for  less  money" 

CANADIAN  PERFECT  GARMENT  CO. 

513-515  College  St.,   Toronto 


For  the  Grocery  Dept. 


For  your  buying,  consult  the  market  reports 
and  current  prices  listed  in  Canadian  Grocer 

'    on     slltrar    nr    wprp    \7n11     cnno-lit    with  $7  84  At      tVio     on/1      nf     QontomKor 


Did  you  play  safe  on  sugar  or  were  you  caught  with 
large  stocks  on  hand  when  the  market  began  to  drop 
early  in  September.  Much  depends  on  your  knowl- 
edge of  the  sugar  market  as  to  whether  you  make 
or  lose  money  on  this  important  food  product. 

On  July   28   last,   sugar   on    the   Toronto    market   was 


.84.  At  the  end  of  September  it  had  gone  down 
to  $7.09,  making  a  drop  of  75c  per  cwt.  On  100 
sacks  that  would  mean  a  loss  of  $75.00.  Followers 
of  Canadian  Grocer  market  reports  did  not  have 
this  loss  because  they  were  kept  in  touch  with  con- 
ditions and  were  warned  in  time.  Send  for  a  sample 
copy   to-day. 


Canadian  Grocer 


143  University  Ave. 


Toronto,  Ont. 
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"OLD  BLEACH" 
DAMASKS 

VY7E  COULD  write  "a  scientific 
*  "  treatise  telling  how  these  damasks 
feed  on  the  rays  of  the  sun  and  give 
back  its  lustre  during  a  generation  of 
service. 

We  could  talk  wi.h  the  delight  of  an 
antiquarian  about  the  beauty  of  "Old 
Bleach"  Designs. 


We  could  chant    poetry    about 
Bleach"  Damasks. 


'Old 


But— in  this  age  of  the  Dollar  we  will 
say  that  "Old  Bleach"  Damasks  make 
profits— and  linen  departments. 


H 


K£ 


MU 


Canadian  Representative: 

W.  H.  STELEY,  22  West  Wellington  Street. 

Toronto,  Ont. 

44-46  East  25th  Street,  New  York 
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Window  Display  and  Competition 

Merchant    Says    Faulty    Windows    Arranged    by 

Smaller  Merchants  Drive  Business  to  Mail  Order 

Firms — Some    Displays    Seen    Show    Carelessness 

and  Uncleanliness 


HOW  many  merchants  in  small 
towns  have  made  a  study  of  the 
mail  order  business?  Are  there 
still  some  who  believe  that  the  better 
prices  offered  by  catalogue  houses  are 
alone  responsible  for  their  prosperity? 
These  questions  were  suggested  to  Dry 
Goods  Review  by  a  merchant  in  a  town 
in  Western  Ontario  who  had  made  a 
study  of  the  best  ways  to  compete  with 
the  mail  order  business.  He  admitted 
there  was  a  time  when  buying  by  mail 
made  serious  inroads  into  his  business 
and  freely  acknowledged  that  the  fault 
was  his  alone.  It  had  taken  him  nearly 
two  years  to  discover  the  cause.  It 
was  because  he  had  neglected  window 
display.  Since  he  has  given  this  his  at- 
tention, he  says  he  looks  upon  the  mail 
order  trade  as  an  ordinary  competitor, 
nothing  more. 

This  is  the  explanation  he  gives  for 
the  way  in  which  merchants  become 
tpcls  in  the  hands  of  mail  order  houses 
when  they  neglect  their  windows.  The 
catalogue  arrives  at  the  home  postpaid, 
attractively  illustrated  and  with  a  three 
or  four  color  cover,  which  is  always 
worthy  of  attention.  In  contains  cuts 
of  merchandise  which  until  then,  the 
customer  may  never  have  known  of. 
There  are  a  hundred  things  which  es- 
pecially to  a  woman  answer  the  cry  for 
something  which  "she  really  cannot  do 
without."  Under  ordinary  conditions 
the  catalogue  remains   about  the   house 


for  several  days  before  its  contents  are 
taken  seriously.  In  the  meantime,  the 
prospective  customer  has  gone  down- 
town several  times,  keeping  uncon- 
sciously those  things  in  mind  which  she 
has  read  of  in  the  big  book.  How  many 
times  do  the  local  merchants  show  her 
that  they  have  them  in  stock? 

This  merchant  believes  that  in  ninety 
per  cent,  of  such  cases,  the  woman  would 
buy  the  article  locally  because  it  in- 
volves less  trouble.  But  the  fault  is  not 
hers.  She  does  not  know  she  can  get 
it  in  her  town  and  if  she  considers  the 
question  at  all,  it  is  dismissed  with  the 
thought  "Mr.  Jones  would  never  have 
that." 

A  Personal  Experience 

Last  month,  a  representative  from 
this  publication  made  a  trip  to  a  town 
in  the  Niagara  Peninsula  which  has  a 
population  of  nearly  1,500.  There  were 
seven  dry  goods  stores  in  the  town.  Dry 
Goods  Review  chose  the  five  which  the 
inhabitants  mentioned  as  the  best  and 
interviewed  the  proprietors  as  to  the 
place  the  mail  order  catalogue  takes  in 
that  town.  Four  of  these  stated  that 
they  felt  it  considerably.  The  fifth  did 
not  seem  to  regard  it  seriously.  Now 
the  first  four  had  windows  which  were 
not  only  poor  but  shockingly  so.  Two 
of  them  had  dirty  window  glass,  one  had 
cobwebs  in  the  corner  and  all  needed 
paint.     The    principal    things    displayed 


were  overalls  and  'cotton  htose — lines 
which  every  dry  goods  store  has  carried 
from  times  immemorial.  They  had 
nothing  to  attract  people  with  taste — 
people  who  had  money,  because  this  was 
both  an  industrial  and  a  farming  centre 
of  comparative  importance. 

The  fifth  store  was  spoken  as  the  one 
which  carried  "rather  nice  things."  Dry 
Goods  Review  investigated  further  and 
discovered  that  white  silk  gloves  could 
be  purchased  at  a  better  price  in  the 
store  that  had  the  cobwebby  windows. 
But  the  casual  purchaser  will  never 
know  this  and  the  owner  of  the  cob- 
webs will  go  on  complaining  against  his 
fellow  men  and  against  life  in  general 
because  he  hides  his  merchandise  under 
a  bushel  of  dust. 


Henry  Morgan  &  Company  of  Mon- 
treal, are  erecting  an  addition  to  their 
store  on  a  site  behind  the  present  build- 
ing. The  store  will  cover  the  entire 
block  between  St.  Catherine  Street  and 
Burnside  Place,  when  completed.  The 
structure  which  occupies  the  present  site 
of  the  proposed  addition,  namely,  a  six- 
story  reinforced  concrete  building  is  to 
be  raised  from  its  foundations  and 
transported  nearly  300  feet  to  a  new  lo- 
cation. 


KENT-McCLAIN    AGAIN 

H.  J.  Stoops,  Toronto 

Mr.  H.  J.  Stoops  has  recently  opened  a  high 
class  gents  furnishing  shop  on  Danforth  Av- 
enue, Toronto.  This  store  has  all  the  ap- 
pearance of  a  down  town  shop  and  carries 
a  line  of  merchandise  equal  to  any  found 
on  Yonge  Street.  The  fixtures  are  in  Wal- 
nut and  are  built  on  the  'INTER-PLACE- 
ABLE"  Unit  plan,  providing  unequalled 
display  and  excellent  facilities  for  stock. 
These  fixtures  were  designed  and  built  by 
Kent-McClain.  Limited,  (Toronto  Show  Case 
Co.) 


Above  is  shown  a  section  of  the  windows  of  W.  R.  King   &  Co.  of  Penticton,  B.C.,  during   their  recent  full  open- 
ings on  the  21st  and  22nd  of  September.  In  connection  with  the  openings,  the  latest  garments  were  displayed  on  liv- 
ing models.     The  display  is  the  work  of  W.  O.  Simpson,    display  manager  for  W.  R.  King  &  Company. 
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Unemployment  Dole 
Has  Done  Harm 

William   Strang  Says  Dole  Exceeds  Pay 
And    Encourages    Unemployment 

A  visitor  to  Toronto  during  October 
was  Wm.  Strang  of  Wm.  Strang  and 
Sons,  Glasgow,  Scotland.  In  an  inter- 
view with  Dry  Goods  Review  he  stated 
that  those  countries  which  have  a 
stable  or  fairly  stable  exchange  are 
bringing  business  in  considerable  quan- 
tities to  Britain.  This  means  all  but 
Germany,  Austria,  Russia  and  South  Am- 
erica. As  a  result  of  the  exchange  sit- 
uation of  the  last  few  years,  British  man- 
ufacturers have  money  lying  in  every 
country  in  the  world,  waiting  for  a  time 
when  it  can  be  changed  into  sterling 
without  meaning  actual  bankruptcy  to 
the  holder. 

The  unemployment  dole  has  done  more 
injury  to  both  the  employer  and  the  em- 
ployee in  Great  Britain,  than  most  peo- 
ple have  ever  estimated,  according  to 
this  manufacturer.  What  encourage- 
ment is  there  for  the  working  man  to  per- 
sist laboring  at  his  trade  when  the  dole 
which  he  is  allowed  for  himself,  wife 
and  children,  is  often  greater  than  he 
gets  in  ordinary  pay?  And  why  should 
an  employer  try  to  find  work  for  his  men 
when  the  filling  out  of  a  card  stating 
that  he  can  no  longer  employ  an  indi- 
vidual is  all  that  is  necessary?  Under 
different  conditions,  Mr.  Strang  states, 
the  manufacturer  and  every  other  kind 
of  employer  would  find  new  work  for 
the  laboring  cl'as^  whenever  possible, 
rather  than  have  them,  as  they  are  now, 
idling  on  the  streets  and  forgetting  the 
trades  at  which  they  have  spent  their 
lives. 


J.   A.   Corriveau,  Fort  William,  Ont., 

has   added     a   new  department  to     his 

tailoring  business.  He   is   now  making 

ladies'  man-tailored  winter     coats,     by 
special    measure. 


Edward  W.  Vernier,  who  for  23  years 
was  connnected  with  the  clothing  firm 
of  H.  Kellert,  Montreal,  died  in  Toronto, 
on  October  7.  Mr.  Verner  was  a  mem- 
ber of  the  Commercial  Travelers'  Asso- 
ciation. 


The  Toggery,  a  new,  young  men's 
shop,  opened  in  Fredericton,  N.  B.,  in 
September.  The  members  of  the  firm 
are  Gordon  Coy  and  Tommy  Boyd,  both 
well   known   in   Fredericton. 


Announcement  is  made  of  the  ap- 
pointment of  R.  Travers  to  the  post  of 
■managing  director  of  Jas.  Ogilvy's  Ltd., 
of  Montreal  to  succeed  J.  A.  C.  Poole 
who  has  recently  resigned  to  return  to 
his  former  home  in  Toronto.  Mr.  Travers 
has  been  connected  with  the  firm  for  the 
past  20  years  and  is  well  known  in  Mon- 
treal  merchandising   circles. 


R.  P.  GOUGH  TO  NATIONAL  BOARD 
Prominent  Retailer  Selected  by  Govern- 
ment  to    Direict    Canadian   Railways 

Richard  P.  Gough,  President  of  the 
Sell'ers-Gough  Fur  Company,  Ltd.,  is 
Toronto's  representative  on  the  new 
Canadian  National  Railways  board.  He 
is  connected  with  a  dozen  big  companies 
and  corporations,  and  is  looked  upon  as 
one  of  Toronto's  most  successful  busi- 
ness men.  Quiet  and  reserved,  not  often 
heard  from  in  public  life,  his  opinions 
have  been  eagerly  sought  in  connection 
with  commercial  dealings. 

He  was  born  at  Kleinburg,  York 
county,  in  1865.  In  1885  he  began  his 
business  cancer  with  the  wholesale  dry 
goods  firm  of  Hughes  Bros.,  Toronto. 
In  1883  he  purchased  the  general  store 
of  Gooderhaim  &  Worts  at  Pine  Grove. 
Three  years  later,  with  his  brother,  he 
conducted  a  general  clothing  and  fur- 
nishing business  at  Peterboro.'  In  1897 
he  and  his  brother  entered  the  ckxfching 
business  in  Toronto,  which  they  contin- 
ued until  1910.  The  Sellers-Gough  Fur 
Company  was  incorporated  in  1905  with 
R.  P.  Gough  as  managing  director.  For 
two  years — 1914  and  1915 — he  served 
on  the  Social  Service  Board  of  Toronto. 
He  is  a  member  of  the  Canadian  Manu- 
facturers' Association  and  of  the  Toron- 
to Board  of  Trade.  He  is  president  of 
the  Murray-Kay  Co.,  and  vice-president 
of  the  Home  Bank  of  Canada,  the  Cap- 
ital Trust  Corporation  and  the  James 
Ogilvie  department  store,  of  Montreal. 


WILL  MANAGE  ENGLISH  BUSINESS 

W.  H.  Wright,  for  the  past  four  years 
secretary  and  treasurer  of  McCaskey 
Systems  Limited,  Gait,  Ontario,  has  been 
selected  as  general  manager  for  the  Eng- 
lish factory  of  the  McCaskey  Register 
Co.,  at  Watford,  England.  The  plant  in 
England  has  been  in  operation  for  the 
past  fourteen  years  under  the  manage- 
ment of  Mr.  Rutherford  Lumley,  whom 
Mi-.  Wright  succeeds  November  15th. 
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Has  Secured  a 

Valuable  Agency 

Bond  Worth  &  Sons,  Limited,  Will  Ulti- 
mately Manufacture  in  Canada 

J.  Roy  Syer  has  just  returned  from  a 
business  trip  to  England  where  he  se- 
cured the  Canadian  agency  for  Bond 
Worth  &  Sons,  Limited,  manufacturers 
of  English  carpets.  The  parent  firm  have 
been  manufacturing  carpets  for  over 
fifty  years  and  have  been  selling  in  Can- 
ada for  upwards  of  forty  years*  The 
firm  has  now  decided  to  stock  their  full 
lines  in  Canada  under  Mr.  Syer's  direc- 
tion and,  subsequently,  to  manufacture 
here  when  the  proper  machinery  can  be 
procured  and  installed. 


THE  FOUNDATION  OF  OUR 
BUSINESS 

(Continued  from  page  120) 

There  are  a  great  many  little  neces- 
sities which  women  will  buy  at  notion 
counters  when  they  will  never  consider 
going  to  hardware  or  kitchen  depart- 
ments. Machine-oil  should  always  be 
carried,  as  well  as  wax  for  ironing, 
scissors,  tiny  screw  drivers,  tacks  and 
picture  hangers. 

Speaking  of  hair-nets,  this  man  found 
a  tendency  on  the  part  of  women  to  buy 
fewer  since  the  double-mesh  ones  came 
on  the  market.  They  last  at  least  twice 
as  long.  However,  the  return  of  long 
hair  should  bring  the  net  business  back 
very  soon  to  where  it  was  a  year  ago. 

Colored  ric-rac  braid  is  selling  very 
well.  Its  predecessor,  the  white  ric-rac, 
paved  the  way  and  women  are  now  glad 
of  it  for  ornamentation  as  well  as  for 
utility. 

A  Word  About  Saleswomen 

Notions  managers  should  refuse  to 
take  any  girl  who  offers  herself  or  one 
who  has  failed  at  other  counters.  The 
notions  saleswoman  needs  to  know  her 
lines  even  better  than  those  in  other  de- 
partments and  she  must  be  very  accur- 
ate in  figuring.  Fractions  of  a  cent 
turn  up  in  ninety  per  cent,  of  her  sales 
for  while  many  lines  are  offered  at  so 
many  for  a  quarter,  the  majority  of 
women  buy  only  the  amount  they  re- 
quire.   - 

A  notions  salesgirl  must  be  quick;  buy- 
ers do  not  want  to  waste  time  in  this 
department.  Lastly,  she  must  have  un- 
ending patience  in  her  daily  task  of  show- 
ing the  many  uninteresting  little  things 
that   make    the    notions    department. 


P.  Black,  who  for  tan  years  has  car- 
ried women's  wear  lines  in  Peter- 
borough, Ont.,  has  opentd  another  stove 
next  door  to  his  present  one,  where  he 
will  sell  men's  furnishings. 


C.  F.  McKeown  &  Co.,  who  for  the 
past  15  years  have  conducted  a  tailoring 
business  at  36  Merrick  Ave.,  Hamilton, 
Ont.,  have  moved  to  larger  premises  at 
the  corner   of  King   and   Charles   Sts. 
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The  McElroy  Mfg.  Co.,  Ltd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(REG.) 

"DRESS  FABRICS" 

F.  A.  RODDEN  &  CO 

Dry  Good* 

Commissioners  and  Importer* 

52  Victoria  Square  MONTREAL 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It     makes     them     more     attractive. 
Economical,    Fast,    Practical,    Neat. 

E.  W.  McMARTIN 

45   St.   Alexander  St.  MONTREAL 


MILLINERY! 

We    Specialize    in 

MILLINERY     ACCESSORIES 

HATS,       NOVELTIES, 

FANCY    FEATHERS 

and  ARTIFICIAL  FLOWERS. 

Prompt    and    efficient    service   characterizes 

our    organization.       Samples    submitted    on 

request. 

JOS.  LEONE  &  CO. 

LIMITED 

Wholesale  Milliners 

17  St.  Helen  St.        Montreal 


NEEDLE  TRADES  ORGANIZE 

Preliminary  steps  have  been 
taken  to  organize  the  Canadian 
manufacturers  in  the  various 
branches  of  the  needle  trades.  The 
leaders  in  the  various  departments 
of  the  industry  have  expressed  ap- 
proval of  the  scheme  in  principle, 
and  a  working  force  has  been  se- 
lected to  get  the  manufacturers  to- 
gether for  a  formal  organization. 
The  idea  of  a  group  organization 
of  this  kind  is  not  a  new  one.  It 
has  been  applied  successfully  in 
Canada  and  elsewhere.  The  forma- 
tion and  operation  of  the  groups  in 
the  lumber  industry,  shoes,  furni- 
ture, etc.,  has  demonstrated  the 
benefits  that  can  be  derived  by 
such  trade  bodies. 

The  clothing  trade  points  out 
that  the  combined  valuation  of  the 
products  of  the  needle  trades  in 
Canada  exceeds  any  other  depart- 
ment of  industry.  Combining  men's 
wear,  women's  wear,  shirts,  over- 
alls, etc.,  the  aggregate  value  of 
production  in  Canada  per  annum 
easily  exceeds  $100,000,000.  It  has 
been  stated  without  contradiction 
that  the  retail  valuation  of  all  the 
lines  in  question  approximates 
$400,000,000. 

The  objects  of  organization  are 
many  fold.  In  the  matter  of  cus- 
toms duties,  it  is  obvious  that  the 
entire  trade  is  interested  in  the 
same  sections  of  the  tariff.  When 
the  welfare  of  the  industry  is  at 
stake,  a  single  body,  representing 
the  views  of  the  entire  trade,  can 
express  the  viewpoint  of  the  in- 
dustry much  more  effectively  than 
a  number  of  independent  sections. 


MARSHALL    FIELD    CO.    TELL 
MERCHANTS    TO    BUY    NOW 

In  a  circular  on  cotton  domes- 
tics, just  issued,  Marshall  Field 
&  Co.,  Chicago,  go  on  record  by 
saying  that  better  business  is  in 
the  air  and  advising  their  clients 
that  now  is  the  time  to  buy. 

Under  the  caption,  "We  Believe 
That  Now  is  the  Time  to  Buy," 
the  house  says: 

"What  constitutes  a  right  time 
to  buy? 

"First:  The  trend  of  business 
must  indicate  that  there  will  be 
a  consumer  demand.  Better 
business  is  in  the  air.  Everyone 
is  talking  it.  The  consumer  is 
awaiting  an  attractive  invitation 
from  you  to  visit  your  store  and 
buy  what  you  have  to  sell. 

"Second:  We  all  want  to  buy 
just  before  prices  advance.  There 
is  little  doubt  but  that  prices  of 
finished  goods  will  advance.  The 
advance  in  the  gray  goods  market 
has  already  taken  place.  The  price 
of  cotton  and  labor  forced  it.  The 
advance  of  finished  goods  is  in- 
evitable. 

"Knowing  that  the  price  of 
goods  is  low  and  should  be  higher 
and  believing  that  the  consuming 
demand  is  here,  we  say — buy.  Buy 
at  our  circular  prices  everything 
you  need  to  cover  this  year's  re- 
quirements. From  our  po'nt  of 
view,  it  is  desirable  to  cover  also 
for  your  January  sales  require- 
ments, even  though  you  store  the 
goods  away  for  a  few  months." 


4 


Tivo  new  Christmas  toys.     Radio  Rex  is  called  out  from  his  kennel 
by  real  radio  and  the  doll  says  "Mama"  very  distinctly.  Shown  by 
Nerlich  and  Company,  Toronto. 
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COMFORTERS 

COTTON-DOWN-WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 

2154-56-58  Dundas  St.  W  .  Toronto 

(Thr  (fynnnbinn   IL'iiiU!   Press  <£a., 

Kitchener,  On  c. 
Manufacturers  of 

"The  Canadian  Lady   Dress" 

Ginghams,  Crepes,  Chambruys,  Prints 
Write  us  for  catalogue  and  Prices 

WILL  P.  WHITE,  LIMITED 

Head  Office :  Montreal 

Toronto  137  McGill  Street 

65  Si.Ticoe  St. 

Manufacturers'   Agents    and    Distribute 
and  Smallwares   Specialities. 
Wholesale  and  Manufacturers  Only  Supplied. 


"HOOSIER" 

The  beat  36-inch  brown 
domestic  in  America 

Buy  it  by  (he  bait; 
tell  it  by  the  bolt 

Indiana   Cotton    Mill 

Cs  nn«l ton ,  I  nd.,U  _S.  A 


T.  H.  Birmingham  &  Co. 

LIMITED 
533  College  St.,  TORONTO 

Makers  of 

Women's  High  Grade 
Neckwear 


9 


"  The    Exclusive    Neckwear    Wouh 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free  for  the  asking. 
The  Botanical  Decorating  Company 

(Incorporated) 

208  W.   Adams  St..  Chicago,  111. 


Fred  Jones  &  Company 

Manufmchirtri  and  Importers 

abiea'  Hand  Crochet  Goods  Notions 

Babies'  Hand  Knit  Goods  Novelties 

Art   Needlework  Materials 

Room  712  Empire  Building 

64  WELLINGTON  ST.  WEST,  TORONTO 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 
Made  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 

SHERBROOKE,     QUEBEC 


VEILINGS  and 
SILK  NETS 

HODGES  &   LETTAU 

14  St.  Helen  St.  Montreal 


FOR  SALE       Phone  Reg.  5166 

At  a  sacrifice,  all  the  Store  Fix- 
tures of  R.  McKay  &  Co.,  includ- 
ing Counters,  Shelving  and  Cases. 
No  reasonable  offer  refused.  We 
mention  set  of  Millinery  Fixtures 
complete.  Write,  phone  or  wire 
Old  Wood  Vallance,  King  William 
and  Hughson  Streets,  Hamilton, 
Ontario. 


In  further  reference  to  the  duty 
now  being  paid  on  Madras  muslin, 
the  following  information  may  be 
of  interest. 

Canadian  manufacturers  of  Leno 
mosquito  netting  required  some  ad- 
ditional protection,  and  a  clause 
was  put  in  the  tariff  to  assist  them. 
As  Madras  is  made  with  a  Leno 
attachment  on  a  Jacquard  loom, 
it  was  penalised  because  of  the 
wording  of  the  act,  not  intention- 
ally. No  relief  can  be  received 
from  the  customs  authorities,  as 
their  instructions  are  clear,  but  if 
the  matter  is  placed  before  the 
Finance  Minister,  no  doubt  the 
wording  of  the  act,  not  intention- 
changed  to  exclude  Madras  mus- 
lins. This  relief  would  be  grate- 
fully received  by  all  importers, 
wholesale  and  retail,  and  would  be 
reflected  in  prices  to  the  public. 
At  this  time  when  all  are  endeav- 
ouring to  stabilize  trade,  even  at 
the  expense  of  profits,  the  loss  in 
duty  would  undoubtedly  be  made 
up  by  increased  imports. 

Yours   sincerely, 
J.  B.  Henderson  &  Co.  Ltd 


CLIMAX  PAPER 
BALERS 

ALL  STEEL-FIREPROOF 
'Tarsi    Watte 

into   Profit" 
12  SIZES 
Send  for  Catalog 

CLIMAX  BALER  CO. 
Hamilton,     Ont. 


BUCKLES 

Pertaining  to 

Millinery,  Dresses  &  Gloves 

Designs  of    many  Shapes  and  Sizes 

Colors — Black,   Green   and    White 

THE  SCHULER  BUTTON  CO. 

LIMITED 
Brantford         -         Ontario 


Artist  Supply    Co.,    Ltd. 

Room  50,  77  York  St. .Toronto 

Complete    Show    Card    Material    Dealers 
Write   for   Price    List. 


RIBBONS    OF    DISTINCTION 

"J-C"  Ribbons  have  peculiar 
charm.  Widely  advertised  to 
the  consumer  under  their 
trade-mark  names  for  the 
protection  of  the  dealer. 


^ 


[(AMERICA'S  flu  "BATIN     DK     L.UXW 

"TROUSSEAU" 
"LADY    FAIB" 
'8A.VKANAO"    "VIOLXT" 
"DEMOCRAOT" 
JOHNSON.   COWiDIN   *  CO..     «   K.   »th   St.. 
New    Tor*.    N.T.  Made  in    U.S.A. 


HABERDASHE  RY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking, 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 

8&9Hamsell  Street,  London,  E.C  I. 

Established  1871 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Pe££y  Cloth-Blankets 


/1 15  Worth  St., NY. 
'775ummer  St..  Boston 
\22(,  West  Adam  St  Chic^o 


SmiMjoM&G 


ALL  WOOL 

FLANNELS 

Cream,   Scarlet,  Navy  and  Natural 


Immediate  delivery  from  stock  at  prices  varying 
from  64c  to  $1.10  (the  last  a  fine  baby  flannel). 
Samples  gladly  sent  on  request.  -. 


-,  i 


Branches 


JOHN  E.  RITCHIE,  Dry  Goods,  Commission  Agent  __^_      . 

591  St.  Catherine  Street  West,  Montreal. 
64  Wellington  St.  W.,  29     Minshull     Street,         615    Pender    St.,    W., 

Toronto.  Manchester.    Eng.  Vancouver.    B.C. 
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Your 
Salary 


Your 

Investment 

Income 


Are  You  Getting 
Your  Two  Incomes  ? 

Every  business  man  is  entitled  to  two  incomes 
— his  salary  or  business  profits  and  the  income 
from  his  investments. 

Are  all  your  investments  the  kind  that  return 
you  a  safe,  certain  income,  that  free  you  from 
worry  and  responsibility? 

Your  investments  will  educate  your  children, 
build  your  estate  and  protect  your  family — in- 
suring the  achievement  of  your  every  ambition. 
But   only   safe   investments   count. 

If  you  invest,  you  need  THE  FINANCIAL  POST, 
Canada's  dominant  investment  weekly.  It  will 
give  you  sound,  sane  advice  on  your  own  problems. 
Every  subscriber  has,  too,  the  privilege  of  sub- 
mitting his  own  financial  and  investment  prob- 
lems to  the  editor. 

Pin  $5  to  this  advertisement,  write  your  name 
in  the  border  and  mail  to-day.  We  will  send  you 
THE  FINANCIAL  POST  for  one  year,  52  issues 
brimful   of  the   answers  to  your  problems. 

THE  FINANCIAL  POST 

143  University  Avenue,  Toronto 


Successful 
Manager 
desires  to 
advance 


FOR  several  years  I  have  had 
charge  of  the  buying  and  man- 
aging Departments  for  Silk  un- 
derwear, Knit  underwear,  Corsets, 
Sweaters,  Muslins,  Blouses,  Petti- 
coats, Infants'  and  Children's  wear 
up  to  fourteen  years  of  age.  I  am 
old  enough  to  have  had  extensive 
and  valuable  experience  but  not 
too  old  to  be  conducting  some  of 
the  most  successful  sales  in  store 
where  now  employed.  Excellent 
reason  for  desiring  a  change,  and 
can    give    the   best    of   references. 

If  you  would  like  to  obtain  fur- 
ther information  in  confidence, 
address 


Box  21 


Norris    Patterson     Advertising    Agency 
10  Adelaide  Street  East  Toronto 


t  I    |5||4|   |Sl  121 

Hi    B     9     Specials     In     Showcard     Colors 


$1.20 


55c. 


$1.00  85c.  65c. 

Merchant's    Special 
Set  of  5  Red  Sable  Showcard  Brushes  $3.25 

Set  of  Nos.  2,  4  and  6 2.15 

Set  of  Nos.  3  and  5 1.45 

These  brushes  have  pure  Red  Sable  hair,  firmly 
secured  in  nickel  ferrule  with  seven  inch  black 
polished  handle.  Illustration  shows  exact  width  of 
stroke  each  brush  will  make.  With  this  set  of 
brushes  you  can  make  the  smallest  pTice-ticket 
or  the  largest  windtow  showcard. 
N«l«:  Brushes  may  be  purehued  «e»»ntely  at  the  above 
marked   prices. 


In  2  oz.  Bottles  in  the'following  colors  as  illustrated 

Opaque  Black,  Light  Red,  Dark  Red,  Coral  Red,  Brown, 
Pearl  Grey,  Lavender,  Light  Yellow,  Dark  Yellow,  Turquoise, 
Orange,  Light  Green,  Dark  Green,  Light  Blue,  Dark  Blue 
and  White.     Per  bottle,  30c;  per  6  bottles,  assorted,  $1.50. 


Complete  line  of  card- 
board, brushes,  colors, 
and  everything  for  the 
card-writer  on  hand. 

Write  for  illustrated  price 
list. 

Window  backgrounds, 

show  cards  and  cotton 
signs  made  to  order.  De- 
signs and  estimates  free. 
Send  dimensions  and  read- 
ing matter. 


KW'K 


SHOWCARD  c 

BLACKoP 

IhowcaR^ 


66  Bond  Street       KWlk  ShOWCard  SchOOl       Toronto 
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Christmas  Merchandising  Section 

Careful  Planning  Lures  Christmas 

Buying 27 

The   Wise   Bird,   Santa   Claus   and 

Fairy  Goodwill 28-29 

Twelve  Tips  on  Bigger  Xmas  Sell- 
ing           30 

The  Appeal  of  the  Christmas  Win- 
dow   31-32 

Children  Love  Mysteries 33 

Christmas  Services  of  Smallman  & 

Ingram 34 

Drawing  Contest  and  Santa  Claus 

Post  Office 35 

Christmas  Ideas  That  Pulled 36 

New  Setting  for  the  Old  Story  ...       37 
Showcards  That  Reflect  the   Holi- 
day Mood   38-39 

Stop  Thief!  Stop  Thief! 40-41 

Tips  on  Christmas  Business-Getting      44 

General  Section 

Percentage  and  How  to  Figure  It  .45-46 

Fashions  in  Filmland 47 

A  Christmas  Buying  List 48 

Editorial 49 

Markets  at  a  Glance   50 

Men's  Wear  Section  55-57 

Dress  Fabrics 

Rose  and  Green  Favored  for  Spring  58 
Spring  Wash  Fabrics  Are  Colorful  59 
Fur  Fabrics  With  Realistic  Finish.  60 
Surprise  Bargain  Day   61 

Millinery 

New  Gage  Models 67 

Will  the  Customer  Come  Back?   .  .       66 

Knitted  Goods 

Import  Lines  Stress  Jacquette  ....  75 
Suitable  Novelties  for  Christmas.  .       74 


Furs 

Average  Length  Coats  Are  Selling  84 
Fashionable  Furs  Worn  in  Paris.  .       85 

Dress  Accessories 

Flesh  Tints  Shown  in  Fall  Range.  .86-87 
Bertha  Collar  is  Popular  Favorite  88 
New  Imported  French  Perfumes.  .       89 

Corsets  and  Underwear 

New  Developments  in  Negligee  .  .  96 

Lingerie  a  Popular  Christmas  Gift  97 

Corset  Specialty  Shop  in  St.  John.  98 

Fancy  Goods 

Good    Buys    for    the    Christmas 

Trade 110-111 

Store  With  the  Stock  Does  Busi- 
ness           112 

Many    Novelties    for    Christmas 

Trade 113 

Notions 

The  Foundations  of  Our  Business  120 
Manufacturing  the  Humble  Pin.         121 

Equipment  and  Display 

Memorial  Windows   124 

Supreme  Test  of  Lighting  System        125 

Homefurnishings 

Shows  Housekeeping  Made  Easyl30-131 
New    Articles    for    the    House- 
keeper    132-133 

Ready-to- Wear 

Fashion  Parades  at  the  Wood- 
bine  146-147 

Fall  Opening  Displays  at  Ot- 
tawa    148-149 

Smallman     &     Ingram     Fashion 

Show 151 

General  Trade  News   .  . 154-155 


THE  INQUIRER'S  CORNER 

You  may  want  to  know  where  a 
certain  line  of  merchandise  in  the 
Dry  Goods  Trade  can  be  procur- 
ed; you  may  have  on  your  hands  a 
problem  in  connection  with  your 
business  that  is  difficult  to  solve. 
Dry  Goods  Review  can  render  you 
a  service  and  will  cheerfully  do  so 
if  you  will  fill  in  this  blank. 


Dry  Goods  Review, 

153  University  Ave., 

Toronto,  Ontario. 


INFORMATION  WANTED 

Date 


1922 


Please  tell  me 


Name 
Addrei 
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Hodgeson,  Sumner  &  Co.,  Ltd 12 

Horrockses  Crewdson  &  Co.,  Ltd 81 

Hoyle,  Joseph,  &  Son,  Ltd 64 

Hoover  Suction  Sweeper  Co.  of  Can.  7 

Henderson,    J.    &   B.    Company 136 


Indiana  Cotton  Mills  157 

Island  Spinning  Co.,  Limited  122 

Jauffred  &   Gariel  136 

Jennens,  Welch  &  Co.,  Ltd 62 

Johnston,  Cowdin   &  Co 157 

Jones  &  Co.,  Fred  157 

Jones  Bros.,  &  Co.,  Ltd 123 

Jersey's  Limited  81 

Jamieson,    Alex.,    &    Co 137 

K 

Kelly,  T.  K.  Sales  System  8 

Kent-McClain,    Ltd.,     Inside     Front 

Cover,   121-154 

Kenwood    Mills,    Ltd 129 

King,  A.  S.  Silk  Co.,  Limited  2 

King,  John,  &  Son  134 

Kwik  Show  Card  School  158 


Lace  Goods  Co.,  Limited  116 

Lamson  Co.,  The  127 

Lavoie    Knitting    Co 80 

Lingerie  Company,  The  102 

London  Hosiery  Mills,  Ltd 18 

Leone,  Jos.,  &   Co.,   Ltd 156 

Lloyd,   F.    W 68 

M 

McElroy    Mfg.    Co  ,    Ltd 156 

Mclntyre,    Son    &    Co.,   Limited   51-52-53 

McKay,   R.,    &   Company   157 

McMartin,   E.    W 156 

Mercury   Mills,    Limited    16 

Mikado   Co.,  The  118 

Morton  Bros.,  Limited  186 

Moulton   Mfg.,   Co.,  Ltd .. 68 

Moyer,  A.  W.,  &  Company  145 

Muser   Bros,    (of  Can.)    Ltd 4 


N 

Nerlich   &   Company    118-119 

Novelties,    Limited    95 

North   American   Dye   Corp 11 

Newton,  Frederick,  Co 157 

O 

Onken,    Oscar,    Co.,    The    128 

Old    Bleach    Linen    153 

Ontario  Silknit,  Limited  141 

P 

Palmenberg's,  J.  R.,  Sons  Inc 126 

Parisian    Corset   Mfg.    Co 103 

Peerless  Underwear  Co.,  Ltd 81 

Phillips,    R.    A 121 

Pugh  Specialty  Co.,  Ltd 112 

R 

Racine,  Alphonse,  Ltd 106-107 

Ribbons    Limited    5 

Richardson,  A.  S.  Co.,  Limited  128 

Ritchie,  H.  P,  &  Co 22 

Ritchie,  John,  E.,  &  Co 157 

Rodden,   F.   A.,   &   Co 156 

Robertson,  J.   M.,  Knitting  Co 77 

S 

Sale,  Julian  Leather  Goods  Co.,  The  115 

Schuller  Button   Co 157 

Scott,  Peter  &   Co.,   Limited   70 

Silks,    Limited    Front   Cover 

Smith,  Hogg  &    Co 157 

St.  Catharines  Silk  Mills,  Limited....  17 

Stoffell  &  Co 11 

T 

Toronto   Feather  &    Down   Co.,   Ltd. 

140-157 

Turnbull,   C,    Co.,   Ltd 82 

V 

Venus  Silk  Mills,  Ltd 17 

W 

Walker  Bin   Store  Fixture  Co 128 

Warner  Bros.,  Co.,  The  100 

Whiting  &  Davis  Co 157 

White,   Will   P.,   Ltd 157 

Williams,    Chas    W 134 

Winnett  &  Wellinger,  Limited  109 

Wright  Sons,  Wm.,  E.,  Co 122 

Wrinch  McLaren  Limited  144 

Westlake  Bros 95 

Wabasso   Cotton    Co.,    Ltd 142-143 

Western    Leather  -Goods   Co.   117 
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How  They  Speeded  Up 

Sales  at  Almy's 


Visitors  at  the  Almy  store  in  Montreal  some 
months  ago  were  greeted  by  a  novel  sight. 

In  the  floor-covering  department  a  big 
9x12  Gold-Seal  Congoleum  Rug  was 
thrown  over  a  long  bench.  But  it  was 
different  from  any  Congoleum  Rug  they 
had  ever  seen  before. 

A  strip  at  one  end  was  black — nine 
other  strips  of  varying  colors  followed. 
The  last  showed  a  completed  Congoleum 
pattern.  In  brief,  this  rug  showed  the  suc- 
cessive stages  of  applying  the  heavily 
enamelled  design  on  the  sturdy  felt  base 
of  Congoleum   Art- Rugs. 

Two  bottles  stood  over  the  rug — one 
bottle  containing  the  amount  of  paint  used 
to  cover  a  9  x  1  2  floor — the  other,  much 
larger,  containing  the  amount  of  first 
quality  enamel  used  in  producing  the 
pattern  of  a  9  x  12  Congoleum  Rug. 


Everybody  stopped  before  an  aqua- 
rium, inhabited  by  a  thriving  family  of 
gold  fish  in  which  a  Congoleum  runner 
stood  on  end.  Nobody  who  saw  this  novel 
stunt  needed  telling  that  Congoleum  was 
waterproof  and  rot  proof. 

It  pays  handsomely  to  feature  and  dis- 
play Gold-Seal  Congoleum.  Why  not  see 
it  work  out  in  your  store?  If  you  would 
like  instructions  for  this  novel  display  just 
write  us  for  any  assistance  you  may  re- 
quire.  We'll  be  glad  to  help. 

CONGOLEUM  COMPANY 
OF  CANADA,  LIMITED 

1270  St.  Patrick  Street 
Montreal,  Quebec 
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"The  Woodbine" 

Knit  by  Hand 

from 

australene 

-    one  of  the 

Corticelli 

Fingering  Yarns 


Huetvalcnc 

— supreme  among  high-grade  wools 

^E?Y  MEANS  of  our  illustrated  Knitting  Instruction  leaflets  (which  we 
■**J  supply  free  of  charge),  the  Corticelli  merchant  may  demonstrate 
to  his  customers  how  easy  it  is  to  knit  fashionable,  beautiful  garments 
by  hand.  A  sweater  made  from  Corticelli  Australene  is  a  thing  of 
beauty — a  source  of  pride  and  joy  to  its  owner — and  creates  a  desire 
for  more  garments  of  a  similar  nature.  This  is  certain  to  result  in  more 
business  for  the  merchant. 

Corticelli  Australene  has  won  its  position  of  leadership  through  sheer 
merit.  It  is  a  four-ply  yarn,  made  from  long  staple  Australian  wool — 
soft,  even,  durable,  and  comes  put  up  in  handy  one  ounce  balls. 

Our  nearest  Sales  Office  will  gladly  supply  you  with  copies  of  Knitting 
Instruction  Leaflets,  also  samples  and  prices  of  Corticelli  Australene, 
without  obligation  on  your  part. 


Manufacturers  of 

Beldings  Spool  Silk,  Corticelli  Spool  Silk, 

Beldings  Ribbons,  Corticelli  Crochet  Cottons,  etc. 

Montreal         Toronto        Winnipeg         Vancouver 


Drywooc/s  /xppibu? 


Vol.  XXXIV.     No.  11 


THE  MACLEAN  PUBLISHING  COMPANY,  LIMITED 

PUBLICATION  OFFICE:  TORONTO,  CANADA 


NOVEMBER,  1922 


IDEAL  (SHIFT 


IN   HOLLY   BOXES 


Comforters 


The  above  Comforter  represents  our  number  23430, 
Sateen  or  Cambric  with  Plain  Satin  Trim  to  sell  retail 
from    $20.00    to    $35.00   according   to   size. 

We  h^ve  a  large  assortment  of  other  styles  and 
qualities  ranging  in  price  to  sell  retail  from  $15.00  to 
$100.00  each.  Any  of  which  make  a  desirable  Christmas 
Gift.      State   size    required. 


Cushi 


usnions 


The  illustrated  cushion  is  an  extra  large  one  meas- 
uring about  28"  diameter  made  up  from  the  finest  silk. 
it  is  interlined  and  filled  with  best  quality  down  and 
sells  retail  for  $25.00  each.  Smaller  sizes  in  the  same 
style  can   be  sold   as   low   as  $15.00  each. 

We  have  a  special  assortment  mad.?  up  for  Christmaa 
selling  to  retail  from  $5.00  to  $30.00  each,  according  to 
style,    coverings    and    fillings. 

Write  for  fuller   particulars   or  ask.  your 
wholesaler 


2154-56-58  Dundas  St.W. 


Limited. 
Toronto 
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Beautiful  Black  Walnut  "INTER-PLACE-ABLE"'  Unit  Fixtures  in  Miltons,  Limited. 

The   Jaeger   Shop,    Toronto. 

PROFIT  BY  THE  TEACHINGS 
OF  THE  SUCCESSFUL  STORES 

--by  applying  the  proven  principles  of 
their   success    to   your    own    business. 

A  careful  study  of  the  more  successful  Dry  Goods  and  Men's  Furnish- 
ing Stores  will  reveal  many  important  factors  of  the  utmost  value  in 
the  successful  managing  of  your  own  business. 

Outstanding  among  these  many  business  "principles  of  success"  is  the 
absolute  necessity  of  an  attractive,  expertly  planned,  adequately  equip- 
ped store  interior — an  interior  equipment  that  utilizes  every  foot  of 
floor  space,  that  affords  unlimited  display,  and  from  every  angle  is  an 
irresistible  invitation  to  buy  and  "call  again." 

"INTER-PLACE-ABLE"  UNITS  permit  the  gradual  evolution  of  a  truly 
modern  store  interior  at  a  small  initial  cost,  and  are  described  and  il- 
lustrated in  a  catalogue  for  Dry  Goods  and  Men's  Furnishing  Stores, 
which  is  yours  for  the  asking. 

IfcsfcWQm 

(Toronto  ShowCass  Co)    Limited 

Canada's  Outstanding  Designers  and  Builders  of 
Modern-Merchandising  Store  Equipment" 

183  Carlaw  Avenue,  Toronto 


i  i 
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ROGRESS 


is  assured  to  the  Retail  Dry 
Goods  Merchants  who  utilize  to 
the  fullest  extent  all  the  ad- 
vantages offered  by  our  efficient 
organization,  comprising-  eighteen 

departments. 

Progress  as  the  outcome  of  sound  mer- 
chandising is  the  spirit  of  our  business, 
the  spirit  we  impart  to  our  many  thous- 
ands of  customers,  backed  by  the  benefit 
of  our  immense  buying  powers.  Every 
department  in  this  great  organization  is 
fully  equipped  to  care  for  the  merchants 
throughout  Canada;  stocks  in  any  line 
contain  an  extensive  variety  of  desirable 
merchandise,  thoroughly  representative 
of  the  requirements  of  style  and  the  needs 
of  the  people,  and  assuring 


BEST  VALUES 


EXCELLENT  SERVICE 


GREENSHIELDS    LIMITED 

"The  Hub  of  the  Dry  Goods  Trade  in  Canada" 

VICTORIA  SQUARE  .*.  MONTREAL 

"Everything  in  Dry  Goods" 
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Christmas 


Silk 


fro- 


nt 


China 
Japan 
France 
Switzerland 

For  Delivery 
at  once 


Feeding  the  Turtles 


Beautiful  Designs  and  Colourings  in 

Printed  Georgettes  and  Crepe  de  Chine 

Gorgeous  Colours  in  Soft  Crepe  Weaves 

Furriers'  Linings  in  wonderful  Colours  and  Designs 

&  &.  llmg  g>tlk  Company 

Htmiteb 

"©be  g>ilfe  Hou*e  of  Canaim" 


59-61    Wellington  St.    West,  Toronto 


Zurich,  Switzerland 
Lyons.  France 


Foreign    Offices: 


Yokohama,  J  afian 
Chef oo,  China 


IIIIIIIIIIIIIIIIIIIIIIIIIMIIIIIIIIIIIMIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII'IIIIIIIIIIII 


inn i i mm  ii  i ii inn i mi i iiniiiiiiinii. 


DRY    GOODS    REVIEW 


Christmas  Suggestions 


We  want  to  bring  to  your  attention  only 
a  few  articles,  but  those  few  outstanding 
Christmas  sellers  in  every  dry  goods  stock, 


Handkerchiefs  Hosiery 

Ribbons  Gloves 

Papetries  Scarves 

Men's  Shirts,  Socks  and  Ties 


Looking  ahead  as  we  think  you  should  do,  we  have 
ready  to  ship  now  a  large  stock  comprising  wide 
ranges  of  all  the  above  lines  and  you  will  find  them 
both  attractive  and  fairly  priced. 


John  M.  Garland,  Son  &  Co. 


Limited 


OTTAWA 


CANADA 


Wholesale  Dry  Goods 
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A   Few   Specials  from    our 

Smallwares  Department 


Invisible  Hair  Pins 

Boxes      containing 
50  pins 

Solid    Sizes 
1%  2  2l/4 

$3.15  Gross 


Glass 
Thimble  Cabinet 

contains 
6    dozen    Thimbles 

$1  25  Cabinet 


Buster  Brown 
All  Elastic  Garter 

Every  part  flexible  with 
a  rubber  button. 

Made   in   four   sizes: 

Babies,    Childs,     Misses 

and  Ladies 

Black  and  White 
$2.25  doz.      $25.50  grs. 


2  inch  Bone 
Dress  Belting 

Black    and     White 

$9.80    Gross 


35  yard 
Crochet  Ball 

Pure    Silk,     Black 
only 

$1.35  Dozen 


Silk  Ric-Rac 

Braid 

Size  25,  made  in 

Black,  White,  Red, 

Navy 

3c  Per  Yard 

MAIL  ORDERS 

promptly  and  carefully 
filled 


Corticelli  Wool 
Roll  Braid 
No.  114 

Black  only 
45c  Box  of  12  rolls 


HODGSON,  SUMNER  &  CO.,  Limited 


83-91  St.  Paul  St.  W. 


2  1  St.  Sulpice  St. 

MONTREAL 


84-92  LeRover  St. 


SAMPLE  ROOMS: 

7  Charest  St.,  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.  W.,  TORONTO 

Can.  Bank  of  Commerce  Bldg.,  THREE  RIVERS  New  Sherbrooke  House,  SHERBROOKE 

503  Mercantile  Bldg.,  VANCOUVER  50  Bon  Accord  St.,  MONCTON.  N.B. 

Empire  Bldg.,  HAMILTON  The  Grigg  House,  LONDON 
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MODESTY  SHOULD  FORBID  PRAISING 
ONE'S  OWN   ACHIEVEMENTS  — YET  — 


Our  enthusiasm  over  'WcsMEftG®  is  so  great  we  want  you 
all  to  share.  We  have  reason  to  believe  that  a  more 
beautiful  fabric  has  never  before  been  shown.  You  will 
agree  with  us  on  this  when  it  is  presented  to  you  by 
vour  wholesaler. 


UNCRUSHABLE^^^^  I  [□]  Qi( []  [ 


rg  LUSTROUS 
MADE  IN  CANADA 

For  Merchants  of  Reputation 


Repeat  orders  are  being  received  daily  from  leading 
wholesalers  for^@ME($(B.  Every  demand  of  fashion  may 
be  met   with  the  limitless  variety  of  shades  "^©MEftft®. 

For  afternoon  and  evening  gowns,  scarfs,  blouses, 
millinery  and  dress  trimmings. 

Sold  Through  the  Wholesale  Trade 


Ontario  Silknit  Limited 

Manufacturers 
665  King  St.  West,  Toronto,  Ontario 
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A. B.C.    Hosiery 

for  Christmas  Trade 


CHILDREN 

Special  A. B.C.  line — beautiful  quality,  all  silk 
1  and  1  rib,  each  pair  in  decorative  individual 
folder.  In  white,  pale  blue,  pink,  brown  and 
black. 

New  three-quarter  sock,  silk  and  wool,  wide 
rib,  attractive  style  in  ribbed  cuff,  very  smart. 
Two-tone  effects  in  sand,  maize,  Delft  blue, 
and  all  white. 

Also  full  ieng'th  silk  and  wool  mixture,  and 
cashmere  in   plain  or  heather  effects. 

WOMEN 

Golf  heather  hosiery,  7  and  1  rib,  good  style. 
Colors — heather  effects,  in  "Camel,"  "Lovat" 
brown   and   "Mallard." 

Silk  and  wool,  two  tones,  good  range  of  colors. 
Also   heather  mixtures  and   plain   colors. 

MEN 

Silk  and  wool,  good  color  range. 
Plain   and  heather  effects   in   all  wool. 


Allen  Bros.  Co.,  Ltd. 

883  Dundas  Street  E.  Toronto 


1      PURE  THREAD 

SILK  HOSIERY 


MADE  IN  CANADA 


Silk  Stockings 
for  cold  weather 

Good    lines    for     Christmas 
selling 

Your  customers  will  appreciate  our 
two  new  lines  of  Winsome  Maid  which 
meet  the  winter  needs  for  warmth  and 
comfort  combined  with  beauty. 

Winsome  Maid  No.  .">40  — An  absolutely  new. 
high-class  line  in  thread  silk  and  pure  wool 
mixture.  With  clocks.  Ribbed  top.  Colors 
— black,   brown,    sponge,    otter. 

Winsome  Maid  No.  500  _  "Bi-Tex"  Double 
fabric  hosiery.  Adds  warmth  to  the  beauty 
of  pure  silk.  Patented  June  6,  1922.  A  big- 
seller. 

Order  these  lines  now   for  Christmas. 

Allen  Silk  Mills,  Ltd. 


43  D 


Ai 


avies  M venue 


Toronto 
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Real 


bpanisn  Lace  Scarves 

A  Better  Xmas  Gift 

for  Afternoon, 
Dinner  and  Evening  \V  ear 

Special  Prices 

$3.00  to  $15.00  Each  ■ 

Black   only 

Metal    Laces 

are    very  scarce  but  -we  nave  in  stock 

2000  pes.  in  Gold,  Silver,  Steel  and  Antique 

]   to  18    ■wide. 

Metal    Cloth 

Spanish  ana  Radium  Laces 

Suppose  you  tried   some  new   Veils  to  stimulate  your  Veiling  Trade  . 
20  New  Shades  in  Georgette. 

"Exclusive  but  Not  Expensive 
— Samples  ? — 

\v  e  handle  only  the  Best 
Always  aid  Always  will 

CANADA  VEILING  CO.,  LIMITED 

84-86  Wellington   Street  West,  Toronto 
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KEL1C¥\  CLIENTS 


TO  maintain  vigor  and  business  pro- 
ducing power  in  his  copy  when  he 
must  repeatedly  offer  the  same  pro- 
duct from  the  same  source  to  the  same 
public,  and  has  essentially  the  same 
objects  to  achieve,  is  the  advertising 
man's  severest  test. 

A  TRUE  statement  that  applies 
manyfold  to  the  service  rendered 
McLean  &  Garland  of  Winnipeg  by 
the  T.  K.  Kelly  Sales  System. 

IN  THE  April  issue  of  Dry  Goods 
Review  we  told  you  about  the 
McLean  &  Garland  store,  where  we 
had  just  completed  the  latest  of  some 
two  score  of  sales,  and  now  our 
autumn  sale  for  them  has  just  been 
closed  with  results  being  the  greatest 
they  have  ever  enjoyed. 

HOWEVER,  the  complete  success 
obtained  during  this  sale  shows 
that  results  depend  upon  methods  and 
ability  rather  than  conditions.  And 
this  volume  was  produced  in  spite  of 
the  fact  retail  business  in  general 
was  extremely  quiet  in  Winnipeg,  and 
Mr.  McLean  was  frankly  skeptical  as 
to  the  possibility  of  even  Kelly  Service 
overcoming  these  conditions. 


KELLY  Service  has  operated  in  the 
Dominion  for  better  than  twenty 
years,  and  as  in  the  past,  it  is  only  by 
producing  satisfactory  results  and 
permanent  benefits,  can  we  continue. 

YOUR  business  is  your  bread  and 
butter,  Mr.  Merchant — it  calls  for 
the  best  that  is  in  you,  not  only  as  to 
direct  application  but  also  in  the 
judgment  used  in  considering  plans 
and  methods  to  better  that  business. 

T70R   that  reason,   Kelly   Service   cannot  but 
appeal  to  you  as  that  medium  which  will 
not  only  move  merchandise  profitably  for  you 
but  increase  your  turnovers  for  the  future. 

HpHERE  is  no  obligation  incurred  by  giving 
us  the  size  and  nature  of  your  stock — this 
information   will   enable   us   to   lay  our   plans 
before  vou  in  detail. 
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Are  you  planning  to  eclipse  last  year's  Christmas  Trade? 

Scan  this  ready  gift  list. 


Camisoles 
Combinations 
Underskirts 
Night  Gowns 
Princess  Slips 


Handkerchiefs  Galore 

Ready  to  Ship 
Be  sure  to  have   plenty 


Bridal  Sets 
Boudoir  Caps 
Tea  Aprons 
Bonnie  Bloomers 
Merri-Maid  Dresses 


Samples  sent  same  day. 


H.  P.  RITCHIE  &  COMPANY 


Manufacturers   Metallic  Laces,   Silk   Lingerie, 

Embroideries,  Handkerchiefs,  Merri-Maid 

Dresses  for  Juniors. 


38-42  CLIFFORD  STREET 


TORONTO 
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=  OSEPH 


doyle; 

L     J&SON  LIMITED  = 


PROSPECT  MILLS 

Longwood  :  ;    Yorkshire,    England 

Wires:  Hoyle,  Longwood.  Yorks.  Codes:  Marconi.  Bentley's,  ABC  5th  Edn.  &  A.l 

High  Grade   Woollen   Fabrics — at  Moderate   Market- 
ing Prices,  in  the  Following  Lines 

GENTLEMEN'S  SUITINGS,  OVERCOATINGS,  COVERT 
COATINGS    :    :    SPORTS  TWEEDS  AND  CAP  CLOTHS 

LADIES'    MANTLES,     AND    DRESS     FABRICS 

"PURWOL"    (Regd.)    ART    SERGES,    TABLE    CLOTHS 
CURTAINS,    UPHOLSTERY    CLOTHS    For    Motor     Cars 


Jimil!hvii;i:iiiti, in. 'H. ir. UK. ';;:iir  mining 

MONTREAL 
=    Mr.  Archer  Robertson 
=    327    Board    of   Trade 
Buildings 

[  VANCOUVER,  B.C. 
f  Mr.  C.  S.  McConnel 
1       1754  Barclay  Street 


:mu niiuiiiiiiiiiiiinii iiumimmiimiii. 
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STOFFEL  &  CO.,  ST.  GALL 


The  Largest  Manufacturers  of  Cotton  Fabrics  in 

SWITZERLAND 

TRANSPARENT  ORGANDIES  IN  100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

Batistes  Nainsooks  Jaconas  Fancies 

Fine  Muslins  Voiles  Crepes  Calicots 

"IT  IS  STOFFEL'S" 

---the  finest  praise  that  can  be  bestowed  upon  an  Organdie 
STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON  &  TAYLOR 

Sole  Agents  for  Canada 


235  Coristine  Bldg., 

77    York   Street, 

Western  Representatives: 

20   St.  Nicholas   Street, 

McRae  &  Walker, 

Toronto 

105   Hammond  Block, 

Montreal,    Que. 

Albert    Street,    Winnipeg,    Man 

Tel.  Main   6248 

Tel.  Adel.  22B3 

Tel.  A.  7265 

Sunset  Quality 

Has  Never  Been  Approached 
By  Any  Other  Household  Dye 

Wd^s^rk  Ten*  when  the  making  of  a  powdered  dye  is  finished,  that 
13GCaUSC  is  where  the  real  manufacture  of  SUNSET  begins. 
It  is  then  that  we  put  into  each  cake  the  "know  how"  of  the  profes- 
sional dyer  that  makes  such  wonderful  results,  so  easy  to  obtain  with 
SUNSET. 

It  costs  real  money  to  put  this  quality  in,  and  there  is  no  margin  for 
the  bait  of  "free  goods"— but  there  is  the  positive  assurance  to  the 
dealer  that  he  is  selling  his  trade  the  finest  household  dye  ever 
manufactured  in  any  country  bar  none.  Your  customers  know 
this  quality  and  that  makes  SUNSET  a  sure  repeater. 


^SOAP  DYES 

ONE    Real  Dye   For  ALL  Fabrics 


sales    Representatives : 

Harold  F.  Ritchie  &  Co.,  Ltd. 

10  McCaul  St.,  Toronto,  Canada 

Manufactured  by 
NORTH  AMERICAN  DYE  CORPORATION 
LTD. 

TORONTO,    CANADA. 


SUNSET Costing  mure  to  manufacture — having  more  merit — giving  better  service — creating  a  hitter  opinion  from 

all  who  handle  it — will  maintain  its  standard,  the  highest — and  its  price.  I5r.  will  not  be  changed. 
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Telegraphic  Address:     "Vicuna"   Bradford 

Codes:     A.B.C.  (5th  Edition) 

Bentley's  and  Marconi. 


Merino,    Crossbred  and   English  Topmaker. 

STANDARD  QUALITIES. 


Cashmere  and  Camel's  Hair 
Tops,  Noils,  and    Cardings. 


Joseph  Dawson 

Cashmere  Works 

BRADFORD         -         ENGLAND 
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Now — the  Finest  of  Little  One's 
Warm  Stockings 

NOW  is  the  time  when  mother's  thoughts  turn  to 
warmth  in  stockings  for  her  little  ones.  She  knows 
that  ample  protection  against  cold  and  chills  is  a  very 
necessary  precaution  when  winter  sets  in. 

Place  a  pair  of  Little  Darling  Stockings  in  her  hands.  Let 
her  feel  the  warmth-giving  properties  of  the  soft,  silky 
Australian  lamb's  wool — the  best  material  produced  for 
this  purpose.  Though  closely  knit,  they  afford  perfect 
ventilation.    For  babies  and  tiny  tots  up  to  7  years. 

Both  these  stockings  have  made  a  strong  appeal  to  mothers 
for  years.  They  should  have  a  prominent  display  in  your 
hosiery  department  at  all  times.  If  you  do  not  yet  carry 
them  in  stock — or  if  your  supply  is  incomplete — your 
wholesaler  can  supply  you. 

The  Chipman-Holton  Knitting  Company,  Limited 
Hamilton,  Ontario 

Mills  at  Hamilton  and  Welland,  Ontario 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


#» 


LITTLE  DARLING" 
"LITTLE  DAISY" 


Little  Daisy 
Stockings  are 
made  from  the 
same  fine  yarn, 
but  have  extra 
strength  in  heel 
and   toe. 

For  children  up 
to  12  years  of  age. 


REGISTERED. 
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Activity  in  Narrow  Ribbons 

For  Christmas 

There  is  always  an  extra  demand  for  Ribbon  at  Christmas 
time.  In  the  homes  of  your  customers  there  are  being- 
made  an  endless  variety  of  gifts  into  which  Ribbons  enter 
very  largely,  so  keep  your  Ribbon  supply  up  to  demands 
and  keep  them  displayed,  it  is  half  the  selling. 

Check  up  your  stocks  to-day  and  mail  in  orders. 
Write  or  Wire  Now 

Ribbons  Limited 

Montreal  TORONTO  Winnipeg 
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|  Silks  of  Fashion    Silks  of  Quality  | 

|  for  delivery  at  once 


\ 

| 

| 

i 

5j 
1 

I 


Bagdad  Crepes     -     Hand  Painted  Crepes 
Caravan  Knit  -  Ali  Baba  Crepes  -  Cairo  Crepes 

Su-Si-Mi  Kimona  and  Lamp  Shade  Silk 

Shot  Taffetas      -     -      -      Cantons  in  every  shade 

Allfryme  Knitted  Krepe 

and  "Tricosham"  a  new  one. 

The  Right  Merchandise  for  Successful  Retailing 

Silks   Limited 


Montreal                              TORONTO                             Winnipeg     j 
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Are  You  With  Us  ? 


We  are  conducting  a 
nation-wide  advertis- 
ing campaign  to  in- 
crease the  sale  of 
Hawthorn  Fabrics 
and  garments  made 
from  those  fabrics. 

Your  hearty  co-opera- 
tion is  essential  to 
make  this  sales  cam- 
paign a  success. 

Advertise  Hawthorn 
Fabrics. 


Recommend  them    to 
your  customers. 

All  Wool 
Always 


^falade  in  Carleton  !Place,  Ont,  by  Hawthorn  Mills,  Limited 
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Cotton    Goods 

are  Guaranteed  Fast  Colors 


"SOLPRUFE"  Cottons  are  absolutely  guaranteed  to  be  FADELESS 
and  SUNPROOF. 

Whether    you   are  ordering  Goods  for  Curtains   and  FURNITURE 
Covers;    or    are   replenishing     your     stock    of     new    materials    for 
Ladies'    and    Children's    Wear,    be    sure    to    specify    Cottons  bearing  the    stamps 
"?  /,  ~    /  -   ^5W      on  the  selvedge  and  this 

Trade  Mark 


'/|H( 


This  new  B.D.A.  process  makes  Cottons  fast 
to  sunlight  and  washing. 

It  is  one  of  the  new  finishes,  originated  and 
perfected  by  the  Bradford  Dyers'  Association— 
a  recommendation  in  itself  of  novelty  and  proven 
excellence. 


on    the  end  of  the 
piece 


,\v  =THE  ,) 

Bradford  Dyers' Association; B? 


MANCHESTER 

6  OXFORD   ST 
ST  PETERS   SO. 


BRADFORD 


LONDON 

128  V  129 

CMEAPSIDE.E  C2. 


(COPYrtlGMl) 
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SILK  LINGERIE 


GLOVE  SILK  LINGERIE 

The  demand  for  this  line  of  super  lingerie 
will  be  great  during  the  formal  dress  sea- 
son. Either  in  the  evening  dress  design 
or  in  the  regular  models  in  which  the  silk 
draw  tape  allows  shoulders  straps  to  be 
dropped  away. 

BE   SURE    YOUR    [STOCK    IS 

WELL  ASSORTED  TO  TAKE 

ADVANTAGE  OF  THIS 

DEMAND 

St.  Catharines  Silk  Mills 

Limited 
ST.  CATHARINES,        -        ONTARIO 


"Venus  Pure  Thread  Silk  Hose" 


Is  one  of  those  lines  which  the  customer  de- 
mands. Milady  is  invariably  a  good  judge 
of  all  ordinary  merchandise  but  in  asking  for 
Venus  she  shows  a  decided  taste  in  good  mer- 
chandise. 

"VENUS    PURE  [THREAD    SILK 

HOSE  MAKES  FIRM  FRIENDS 

WHERE'ER  IT  GOES" 


St  11 


ft 


"*».T? 


Venus    Silk    Hosiery    Mills 

Limited 
TORONTO  ONTARIO 


PURE  SILK 

HOSIERY 


Sole  Selling  Agents 

Richard  L.Baker kCaliffi 

84  Wellington  SUVes* 
Toronto 
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LONDONKNIT 

[OSE 

Its  wide  range  in  shades  and  material  gives  London  Knit  Hose  a 
supremacy  which  is  greatly  enhanced  by  the  remarkable  quality  of 
each  individual  line.  Each  member  of  the  family  may  be  supplied 
with  the  true  values  in  hosiery. 


fONDCgFypv        L9>re?m^        IgNfiQNIAD       jondonm^n 


MADE  IN 
CANADA 


LONDON  HOSIERY  MILLS 

Limited 


LONDON 
ONTARIO 


Year  by  year  the  Griffin 
Glove  makes  many  new 
friends  both  for  itself  and 
for  the  dealer  who  stocks 
it. 

Ensure  early  deliveries  by 
ordering  from  our  traveller 
when  he  calls  with  the 
1923  showing. 


^S^^V^Tl 


----/VS7/S5fr 


TRADE 
MARK 


Washable 
(hAmoSuede 


lOO"/.  CANADIAN   MADE 


iS7^7^S 
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CHRISTMAS 
NOVELTIES 

are    extensively    featured    in   .    .    . 

Dept.  "K 

everything  to  allow  you  maximum  results     .     . 
for  your  Xmas  Selling 

IN 

HANDKERCHIEFS,    LADIES'     HANDBAGS, 
FANCY  GOODS,  ETC. 

Popular  Prices  Safe  Styles 

Best    Values 

ffHphonse  Jyaeme  ^mjted 

14      DEPARTMENTS. 

Manufacturers  and  Wholesale  Distributors  of  Dry     Goods 

60-98  ST.  PAUL  STREET,  WEST,  MONTREAL 

FACTORIES:  Beaubien  St.,  Montreal;  St.  Denis,  Que.;  St.  Hyacinthe,  Que. 
SAMPLE  ROOMS: 


HAILEYBURY,    ONT.,         SYDNEY,   N.S.,  OTTAWA 

269    Charlotte    Street     111    Sparks   Street 


QUEBEC, 
Merger     Bldg., 


EDMUNSTON,  N.B.        ST.     HYACINTHE        THREE    RIVERS        CHARLOTTETOWN,     P.E.I. 


TORONTO  SHERBROOKE 

72    Bay    Street,     50  Wellington  St.  N., 


ST.    PASCAL,    P.    Q., 
CALGARY 


Hotel,    Ottawa. 
HAMILTON 


38  Hart   St. 
LONDON 


Queen  and  Sydney  Sts. 
SUDBURY  HALIFAX 


ST.  JOHN,  N.B. 
85    Germain   St. 
CHICOUTIM1,   P.Q., 


Oddfellows'   Building      214    Lister    Chambers         147    Carling    St.  Balmoral    Hotel        119    Roy    Building  Hotel    Chicoutimi 


-£%-} 
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Customers, 

then  Friends. 


The  one  thing  more  important  than 
making  a  sale  is  making  a  customer. 

Haugh  Brand  Garments 

because  of  their  genuineness  and 
superiority  makes  friends  of  cus- 
tomers.    The  quality  never  varies. 


Haugh's  Big  88 

The  Overalls  that  Satisfy 

Haugh's   Kiddie  Garments 

including  "Peggy  Black"  the 
utility    suits    for    every    day. 

ARM  &  HAMMER   BRAND 
SHIRTS  and   TROUSERS 


i  i 


All  known  as  the  best. ' 


You're  building  when  you  sell  qual- 
ity. Get  behind  the  established 
quality  line.  It's  the  fundamentally 
sound  policy. 


The 

J.  A.  Haugh  Mfg.  Co. 

Limited 

Manufacturers  and  Originators  of  Utility  Suits  for  Kiddies. 
Cor.  Bathurst   and  College    Streets,    Toronto 


Rompers 


HEAVY    GREY    FLANNELETTE. 

From    $7.25   up. 

Creepers 

$6.00    up. 

Full     range     of      Night      Gowns 
L        Ladies'     and      Children's 
also     Pyjamas 

Flannelette   Sleepers 

as    illustrated. 
for    boys    and    girls.      Made    in    drop-seat    and    to 
button    down    back.      Warm,    comfortable    and   very 
servi:  eable.      Assorted    colored    stri]>es.      2,    4    and 
6    years.      $8.00    per    doz. 


CANADIAN     PERFECT    GARMENT    CO. 
513-515   College   St.,   TORONTO. 


LIVE  AGENT  FOR  CANADA  re- 
quired by  a  British  Firm  manufac- 
turing Webbing,  Tapes  and  Bind- 
ings for  all  trades.  Canvas,  Coco 
Matting,  etc.  Communicate  direct 
giving  prospects,  terms  of  business, 
and  full  information  to 

E.  H.  Price  &  Holmes,  Smith 

LIMITED 

Arundel  Street  Mills,  Chester  Road, 

MANCHESTER,  ENGLAND 


Where 
Trouble 


the 


was 


^* 


The  cloth  was  sound  in 
fabric  and  tasteful  in  design 
— so  good  indeed  that  it  was 
evident  it  came  from  a  first- 
class  British  Manufacturer, 
but  the  shrinking  —  that's 
where  the  trouble  was.  No 
name  on  the  stamp  of  course 
—just  "Thoroughly  Shrunk." 
When  will  buyers  see  to  it 
that  good  cloth  is  not  spoilt 
by  bad  shrinking? 
The  real  guarantee  is  the 
stamp  of 

Jennens,  Welch  &  Co. 

Limited 

London     Huddersfield 
&    Bradford 

The  world's  premier  firm  of 
cloth  workers,  shrinkers. 
finishers,  etc.,  are  also  the 
proprietors  of  the  renowned 
JENNWEL  Waterproof, 

Rubberless  Finish,  applied  to 
Tweeds,  Serges.  Coverts. 
Fancy  Worsteds.  Costume 
Cloths,    etc. 


JENNENS,    WELCH   &  CO., 

LIMITED 

SPRINGWOOD  WORKS,  HUDDERSFIELD 
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Goods  that  are  Seasonable 
and  Christmas  Gifts  now  in  stock 

"COTTONS" 

Fancy  Hemmed  Pillow  Slips  and  Sheets 
All   Wool  Crib  Blankets 

"LINEN  DEPT  " 

All   Linen  Table  Cloths  and  Napkins  Matching 

Fancy   Bureau  and   Buffet  Scarves 

Shams  and  Runners 

All  Linen  H.  S.  Huck  Towels,  Plain  and  Jacquard  Borders 

All  Linen  H.  S.  Huck  Towels,  Embroidered  Borders 

All  Linen  Guest  Towels 

Fancy  White  and  Coloured  Bath  Towels,  Face  Cloths  to  Match 

All  Linen  Figured  Huck  Towelling 

"DRESS  GOODS" 

Crepe   Princess  Cloth  French    Silk    Duvetyne 

Crepe    Marocain  Fancy  Wool    Plaids 

Canton  Crepe  Wool  Clan  Tartans 

Brocaded  Satin   Linings  Fancy  Striped  and  Checked  Skirtings 

"LADIES'  READY-TO-WEAR     and     FANCY  GOODS" 

Boudoir  Caps,  Full  Range  over  40  lines  from  $6.00  to  $30.00  doz. 

Silk  Waists,  White  Habutais,  $24.00  to  $36.00  doz. 

Silk  Waists,  Black  and  White  Striped,  $48.00  doz. 

Crepe  de  Chine  Waists,  $33.50,  $48.00,  $54.00,  $57.00  doz. 

Georgette  Waists,  $45.00  doz. 

Silk  Camisoles,  $8.50  to  $18.00  doz. 

Silk  Underskirts,  December  delivery,  $45.00  doz. 

Shot  Taffeta,  Shot  Duchess,  Silk  Jersey,  Shot  Taffeta  Flounce 

HANDKERCHIEFS  FOR  MEN,  WOMEN  AND  CHILDREN,  PUT  UP  IN 

SPECIAL  XMAS  GIFT  BOXES 

XMAS  RIBBONS  FOR  TYING  UP  PRESENTS 

ALL  WOOL  CAP  AND  SCARF  SETS  FOR  LADIES 

"LADIES'  HOSIERY" 

Silk  Hose  in  individual  Holly  Pattern  Boxes  for  Xmas  Trade 

Glove  Silk  Hose  in  Grey,  Almond,  Brown,  Black  and  White,  $24.00  doz. 

Our   Thread  Silk   Hose  in   Ribbon   Stripes — Black   and  White,   Grey,    Brown,    Nude, 

Suede  and  Orchid  Shades  at  $15.00  are  excellent  value 
Plain  Black  Pure  Thread  Silk  Hose  at  $27.00,  $33.00  and  $42.00  doz. 

"MEN'S  FURNISHINGS" 

Suspenders  in  individual  Xmas  Boxes,  Card,  $3.75  and  $6.00  doz. 

Fancy,  $4.50  and  $7.20  doz. 
Neckwear  in  individual  Xmas  Boxes,  $6.50,  $8.50,  $1  1.50  and  $15.00  doz. 
Silk  Mufflers,  $27.00  and  $32.00  doz. 
Dressing  Gowns,  $6.75  and  $8.00  each 
Fancy  Half  Hose  in  Silk  and  Cashmere,  from  $6.50  to  $9.00 

"HOUSE  FURNISHINGS" 

A  wonderful  range  of  Eiderdown  Comforters,   Fancy  Bed  Spreads,  and   English  Satin 
Finish  Quilts 

THE  W.  R.  BROCK  Co.,  LIMITED 

MONTREAL 

Ottawa  Sample  Room— 415  Booth  Bldg. 
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Made 

in 
Four 
Sizes 

00  0 

00 

0 

1 


COLONIAL  MAID 


SIZE 


DRESS  ^FASTENER 

made:   IN   CANADA. 


Strong — 
Durable 
Made  of 
Brass 


It's  a  Snap  to  Snap  This  Snapper 


Colonial  Maid 

Wire  Spring  Dress  Fasteners 


Made  in 
Canada 


+*t  HIS  IS  NOT  A 
FRICTION  FASTENER. 
D  j.  *  MADE 
DUt  IS  WITH 
HIGHLY  TEMPERED 

WIRE  SPRING 

KNOWS   WHEN   TO   HOLD 
AND    WHEN    TO   LET   GO 


BRASS 

will  not 

rust 


ALSO  PUT  UP  IN  ONE  GREAT  GROSS 
CABINETS  ASSORTED  24  CARDS  EACH 
WHITE  AND    BLACK.     .-.     .\    SIZES  00-0-1 

To  be  had  of  all  leading  wholesalers. 

Manufactured  by 

Colonial  Fastener  Co.,  Limited 

Montreal,  Que. 
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NEW  STYLE  MODELS 
For  Christmas  Trade 

Good  Materials  Lowest  Possible  Prices 

Immediate  Delivery 

CAMISOLES 

Special  values  in  Habutai  and  Satin  Camisoles 
at  per  dozen,  $8.50,  $12.00  and  $15.00. 

BOUDOIR  CAPS 

Exceptional  styles  in  Boudoir  Caps  at  per  doz- 
en, $3.75,  $6.00,  $8.50  and  $12.00. 

HOLIDAY  GIFT  HANDKERCHIEFS 

A  most  complete  range  including  the  usual 
desirable   lines  infancy  boxes,  comprising: — 

LADIES'  HEMSTITCHED,  LACE  TRIM- 
MED, EMBROIDERED  and  INITIALED. 
MEN'S  PLAIN  LINEN,  HEMSTITCHED 
and  INITIALED  HANDKERCHIEFS. 

Also  afullrangeofCHILDREN'S  NOVELTY 
LINES  of  every  description. 

Write  our  Letter  Order  Department  for  Descriptive  Price  List. 
Cor.  Bay  and  Wellington  Streets,  Toronto 
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STOCKINGS    AND    SOCKS    OF 

PURE  WOOL 

Pure  Silk  and  Artificial  Silk  as  well  as  Soft  Cotton  (Cashmere 
or  Llama  Finish),  Mercerised  Cotton  (Silk  Finish)  and  Lisle 
Thread  are  now  bemg  dyed  "Hawley's  Hygienic  Black." 


Attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 
Offices  of 

The 
Dry  Goods 


neview, 

143-153 

University 

Avenue, 

Toronto, 

and 

128 

Bleury  Street, 

Montreal. 


To  meet 

the 

Great  Public 

Demand  for 

"  Hawley's 

Hygienic 

Dye  "  upon 

Hose  and 

Socks  in  all 

makes  and 

Materials 

Retailers 

should  at 

once  place 

orders 

for  a  full 

range  of 

these  goods 

with  their 

wholesale 

houses. 


Every  pair  is  clearly  stamped  with  the  name  "Hawley's" 

and   is  a   guarantee    to    the    purchaser    of   the    Fast    and 

Stainless  qualities  of  the  Dye* 


3 


Should  any  difficulty  arise  in  respect  to  supplies  of  any  particular  line  of  goods  dyed  "  Hawley's 
Hygienic  Black,"  names  of  Wholesalers  who  are  in  a  position  to  supply  will  be  gladly  given  in 
answer  to  an  inquiry  addressed  to  the  Publicity  Dept.,  Sketchley  Dye  Works,  Hinckley,  England. 
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Watch  Small  Stores  Next  Five  Years 

Advertising  and  Publicity  Manager  Believes  Department  Stores  in 
Larger  Cities  Have  Reached  Their  Zenith — Question  of  Over- 
head, Courtesy  of  Smaller  Stores  and  Services  Given  by  Them 
Against  Big  Stores — Manufacturers  Help  Smaller  Stores,  Too 


A  TORONTO  business  man  express- 
ed to  Dry  Goods  Rsview  recent- 
iv  an  opinion  on  changing  condi- 
tions which  seems  worth  passing  on  to 
other  merchants  because  of  its  reli- 
able source.  Our  informant  has  been 
connected  with  department  stores  in 
Canada  and  the  United  States  for  more 
than  twenty  years  and  during  this  time 
his  work  has  been  for  the  most  part 
publicity    and   advertising   man. 

"Watch  the  small  stores  for  the  next 
five  years,"  he  says.  "They  are  the 
ones  that  will  do  the  business.  In  fact, 
it  is  my  opinion  that  the  large  depart- 
ment stores  have  reached  their  zenith. 
For  two  years  at  any  rate  they  will  do 
well  if  they  hold  their  own.  This  ap- 
plies to  the  largest  cities  of  course, 
especially  those  which  have  been  dom>- 
inated  by  big  houses  but  it  will  also  be 
true  of  the  smaller  towns. 

"There  are  two  main  reasons  for  this 
growth  of  small  stores,  particularly 
specialty  shops.  The  first  is  that  the 
Canadian  people  have  travelled  much  in 
the  last  few  years  and  this  has  taught 
them  to  patronize  the  more  exclusive 
shops.  They  think  now  that  styles  in 
these  are  more  exclusive  than  in  the 
big  stores  and  of  late,  the  great  amount 
of  propaganda  about  overhead  expenses 
being  loss  in  uptown  shops  has  had  ef- 
fect. The  service  question  has  been  de- 
veloped to  such  a  surprising  degree 
that  many  people  find  it  a  burden  to 
walk  through  a  large  store  in  search  of 
the  department  where  they  plan  to  shop. 
They  think  that  sales  girls  in  specialty 
shops  are  more  polite  because  these 
places  which  need  only  a  few  can  afford 
to  pay  for  the  best  clerks.  In  other 
words,  the  craze  for  the  little  shop,  the 
proprietor  of  which  is  at  the  door  to 
greet  his  patrons  by  name,  has  finally 
reached  this  country.  Customers  look 
for  service  which  means  having  a  chair 
placed  and  the  goods  brought  to  them 
to  inspect. 


Whether  or  not  the  vieivs  of  our 
informant  which  are  given  in  this 
article  are  correct,  there  is  a  good 
deal  of  food  for  thought  in  it  for 
large  and  small  merchants  alike. 
The  question  of  price  is  by  no 
means  the  only  consideration  in 
successful  merchandising  to-day. 
Courteous,  attentive  service  is  a 
bid  factor  and  our  informant  ad- 
mits that  the  smaller  stores  have 
grasped  this  idea  and  have  develop- 
ed it  with  sztrprising  rapidity  dur- 
ing the  last  few  years.  Even  in  the 
matter  of  price,  the  small  store 
has  an  advantage  on  account  of 
the  lower  cost  of  doing  business. 
Undoubtedly  competition  is  level- 
ling up.  Service,  service,  service, 
day  in  and  day  out,  is  what  the 
customer  wants  and  the  dealer 
ivho  recognizes  this  is  on  the  right 
road  to  sttccess. 

To  department  stores  all  over 
the  country  these  views  will  be  of 
interest  because  they  come  from 
"one  of  ourselves."  They  should  be 
tare  fully  analyzed  to  see  in  what 
respects  they  apply  to  each  depart- 
ment store  and  in  what  respects 
some  of  the  difficulties  may  be 
overcome. 


"The  other  reason  for  the  increase  of 
these  shops  and  one  which  is  probably 
the  outgrowth  of  the  first,  is  that  Can- 
adian manufacturers  now  give  them  the 
same  consideration  that  they  do  in  de- 
partment houses.  There  was  a  time 
when  firms  would  give  the  big  stores  ex- 
clusive rights  to  a  certain  line.  It  was 
worth  their  while  because  orders  were 
so  large.  During  the  war  and  after  it, 
these  manufacturers  added  so  much  ma- 
chinery that  they  could  take  care  of  a 
great  many  more  customers  than  form- 
erly. They  found  it  worth-while  to  cul- 
tivate the  small   stores. 

"Two  manufacturers  have  shown  me 
lately    invoices,    for    amounts    purchased 


by  outlying  stores  in  Toronto,  which 
were  larger  than  those  of  the  big 
stores.  This  did  not  mean  that  the  de- 
partment stores  were  patronizing  other 
manufacturers  of  similar  lines  as  well. 
It  means  that  they  sold  less  of  this 
order   of    goods. 

"There  is  a  great  tendency  on  the 
part  of  the  public  to  look  for  the  big 
stores  for  bargains  and  for  the  shops 
when  they  want  the  best  things.  Our 
large  stores  have  themselves  to  blame 
for  this  of  course.  They  have  exploit- 
ed the  sales  idea  until  people  don't  know 
when  a   bargain   is  a  bargain. 

Shops    Thrive    Uptown 

"I  notice  that  the  men  who  open 
stores  downtown  do  not  do  as  well  as 
those  in  the  residential  districts  and 
even  the  suburban  places.  People  who 
will  take  the  trouble  to  come  downtown 
will  patronize  the  department  stores 
still.  The  wise  merchant  is  he  who 
opens  up  where  rents  are  low  and  where 
his  customers  will  not  be  troubled  with 
car  parking  rules.  In  most  cities  the 
police  are  watching  store  spaces  so  vig- 
ilantly that  many  customers  have  been 
driven  away  from  crowded  districts  on 
that  account  alone. 

"Modern  equipment  makes  people  buy 
more  goods,  I  believe.  Too  many  mer- 
chants with  old-established  businesses 
have  been  letting  their  stores  get  shab- 
by. People  buy  just  as  little  as  is  pos- 
sible in  stores  that  do  not  offer  some  in- 
ducement. In  other  words,  the  poorer 
the  store  looks,  the  less  business;  and  the 
less  business  the  greater  cost.  Prices 
will  never  come  down  at  this  rate.  Some 
men  who  have  been  in  the  dry  goods 
trade  for  years  say  of  the  thriving  new 
stores,  'Beginners'  luck.'  I  don't  believe 
it.  They  are  doing  business  because 
they  are  in  the  hands  of  men  who  are 
not  afraid  of  work,  who  give  people 
what  they  want  and  who  have  modern 
stores— the  result  of  modern  minds." 
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Have  Revised  Merchandising  System 

Almy's,  of  Montreal,  Aim  to  Speed  Up  Turnover, 

Give  Better  Values  and  Service  by  Decentralizing 

Responsibility    in     Merchandising    Plans — Public 

and  Sales  Staff  to  Benefit  by  Innovations 


MANY  stoics  throughout  Canada 
have  recognized  the  need  for  a 
certain  amount  of  reorganization 
and  adjustment  to  meet  changing  con- 
ditions in  regard  to  merchandising,  as 
well  as  the  other  aspects  of  store  life 
which  contribute  unseen  their  share  to 
the  maintenance  of  a  high  standard  of 
service  to  the  public.  One  of  the  cry- 
ing needs  of  the  time  is  for  more  in- 
struction in  the  art  of  selling,  more  ed- 
ucational data  for  the  sales  staff,  and 
a  raising  of  the  business  of  selling  to  a 
higher  plane  than  it  has  heretofore  oc- 
cupied. 

One  of  the  largest  of  Canadian 
stores,  namely,  Almy's  Limited  of  Mon- 
treal, has  recently  revised  and  readjust- 
ed its  merchandising  system  in  recog- 
nition of  the  above  mentioned  needs,  an 
outline  of  which  has  been  given  to  Dry 
Goods  Review  through  the  courtesy  of 
Mrs.  Emma  S.  Almy  who  is  now  de- 
voting her  personal  attention  to  the 
business  which  bears  her  name,  in  the 
endeavor  to  bring  about  certain  im- 
provements in  store  serivce  which  she 
considers  will  be  of  benefit  to  the  shop- 
ping public  as  well  as  to  the  store. 

Mrs.  Almy,  whose  wide  interests  else- 
where have  claimed  much  of  her  atten- 
tion in  the  past  has,  since  her  return 
to  Montreal,  devoted  much  time  and 
study  to  investigating  the  needs  of  the 
Montreal  shopping  public  and  has  under- 
taken an  analysis  of  methods  employed 
to  supply  those  needs.  As  a  result  of 
her  investigations,  a  realignment  of 
duties  has  been  outlined  for  the  staff, 
while  a  new  system  of  merchandising 
has  also  been  introduced.  Mrs.  Almy 
is  now  carefully  studying  the  effect  of 
her  innovations  and  is  planning  still  fur- 
ther improvements  which  she  predicts 
will  prove  to  the  shopipng  public  the 
meaning  of  Almy's  new  slogan,  "Almy's 
Always." 

Responsibility  Now  Shared  by  Buyers 

The  feature  of  the  new  system  in- 
augurated by  Mrs.  Almy  is  the  decen- 
tralization of  responsibility  in  merchan- 
dising. Heretofore,  all  merchandising 
has  been  in  the  hands  of  one  executive. 
To-day  the  responsibility  is  spiit  up 
among  'the  many  executives,  each  of 
whom  is  given  responsibility  in  the  par- 
ticular field  in  which  he  or  she  is  an  ex- 
pert. Buyers,  for  instance,  are  given 
more  responsibility  and  relieved  of  cer- 
tain other  duties  which  can  be  done  by 
other  staffs.  This  allows  tnem  to 
spend  more  time  in  the  selling  depart- 
ments, where  they  can  study  the  wants 
of  customers  and  instruct  the  selling 
staff  regarding  the  goods  they  are 
selling.  In  the  new  scheme  it  is  con- 
sidered   of    high    importance    that    sales 


people  be  fully  informed  of  the  reasons 
which  prompted  the  buyer  in  purchas- 
ing any  line  of  goods.  Not  only  are 
they  instructed  in  sales  methods  and  in 
the  principles  which  direct  department 
store  business,  but  they  are  also  made 
fully  acquainted  with  the  nature  of  the 
goods  they  sell  and  the  reasons  why  any 
particular  line  is  carried  in  preference  to 
some  other  line. 

"This  rearrangement  is  of  interest  to 
our  customers,"  said  Mrs.  Almy,  "be- 
cause it  is  planned  for  their  benefit.  In 
doing  what  we  done,  we  have  been  ac- 
tuated by  two  considerations.  One  is 
to  be  of  greater  service  to  the  shopping 
public,  making  it  easier  for  people  to 
shop,  while  the  other  is  to  increase  the 
efficiency  of  our  organization,  to  save 
on  general  expenses  and  to  reduce  loss- 
es to  a  minimum.  In  order  to  effect 
the  first  change,  namely,  to  make  it 
easier  for  people  to  shop,  we  are  re- 
locating some  of  our  departments  and  in- 
stituting other  improvements.  Our 
business,  of  course,  will  benefit  from 
this  and  from  any  greater  efficiency 
and  reduction  in  overhead  cost.  There 
has  never  been  any  cant  'about  our  ob- 
ject in  doing  business,  we  are  out  to 
give  the  public  service  and  to  earn  prof- 
its on  our  investments,  and  we  can 
prove  that  both  objects  have  equal  con- 
sideration, for  we  believe  that  they  are 
indissolubly    linked. 

Quick  Selling  Lines  Featured 

"The  public  shares  in  any  saving  that 
we  make.  Our  buying  system,  for  in- 
stance, allows  us  to  buy  as  jobbers,  and 
what  we  buy  on  this  principle  we  aim 
to  sell  lower  than  other  stores.  Similar- 
ly, for  the  sake  of  efficiency  and  in  or- 
der to  reduce  losses  we  plan  to  carry 
only  quick  moving  lines.  In  this  way, 
our  customers  are  assured  of  fresh 
goods  at  all  times,  and  the  quick  turn- 
over allows  us  to  sell  on  a  smaller  mar- 
gin of  profit.  We  are  determined  to 
evolve  the  most  efficient  system  pos- 
sible, and  the  public  and  our  staff  will 
share  in  whatever  measure  of  success 
may  meet  our  efforts." 

It  is  perhaps  not  out  of  place  in  con- 
clusion to  give  publicity  to  another  store 
improvement  idea  which  has  been  re- 
cently experimented  with  by  another 
Montreal  firm  with  the  same  purpose 
in  view  as  that  which  actuated  the  re- 
adjustment described  at  Almy's  Limit- 
ed. This  idea  was  simplicity  itself  but 
has  resulted  in  speeding  up  sales  which 
were  formerly  lost  through  lack  of  new 
goods  A  member  of  the  staff  of  this 
store  was  appointed  to  go  over  all  trade 
and  other  publications  in  which  new 
goods  of  interest  to  store  buyers  were 
(Continued    on    next   page) 


DEATH  OF  W.  B.  McKAY 

Was  Oldest   Merchant  and  First  Mayor 
Of    Sussex — Honored  by   Citizens 

W.  B.  McKay,  Sussex,  oldest  merch- 
ant, who  had  been  seriously  ill  for  some 
months,  passed  away  at  his  home, 
Church  Avenue,  Oct.  7th. 

He  had  been  in  ill  health  for  several 
years  and  last  winter,  in  company  with 
Mrs.  McKay,  went  to  California,  where 
he  spent  some  months,  with  the  object 
of  taking  a  rest  from  business  and  re- 
cuperating his  health,  but  since  his  re- 
turn  had  been  gradually  failing. 

Mr.  McKay  was  born  in  Bridgetown, 
N.  S.,  June,  1853.  When  a  young  man 
he  sailed  for  a  short  time  on  his  father's 
ship  between  the  Maritime  Provirces 
and  West  India  ports,  later  he  went  to 
the  U.  S.  A.  and  in  April,  1872,  came  to 
Sussex  to  work  for  C.  T.  White  &  Co., 
then  a  branch  of  White  Bros,  of  St. 
John.  In  1874  Mr.  W.  H.  White  came 
to  Sussex,  and  took  over  this  business, 
and  Mr.  McKay  continued  to  work  for 
him.  A  year  later  Mr.  White  sold  out 
the  business  to  Mr.  McKay  and  Mr.  Jas. 
McLecd,  and  the  business  was  conduct- 
ed under  the  name  of  McLeod,  McKay 
&  Co.  In  1880  his  partner,  Jas.  Mc- 
Leod, died,  and  in  1882  Mr.  McKay  sold 
out  his  interest  in  the  business  to  C. 
T.  White  and  worked  for  him  until  1885 
when  he  again  took  the  business  over. 
In  1890  Mr.  McKay  took  the  late  C.  D. 
Davis  into  partnership,  and  the  busi- 
ness was  run  under  the  name  of  W.  B. 
McKay  &  Co.,  until  1910,  when  it  was 
incorporated.  The  business  recently 
conducted  by  Mr.  McKay  is  among  the 
oldest  in  the  province,  he  having  been 
connected  with  it  for  50  years  and  it 
had  been  running  24  years  previous  to 
his  coming  to  Sussex. 

At  the  time  of  the  incorporation  of 
the  town  in  July,  1904,  he  was  honored 
by  being  elected,  by  acclamation,  its 
first  mayor,  was  re-elected  in  1905  and 
was  again  chosen  to  occupy  the  Chief 
Magistrate's  chair  in  1914.  Mr.  McKay 
was  a  Past  Master  of  Zion  Lodge,  F. 
&  A.  M.,  Past  High  Priest  of  the  Royal 
Arch  Chapter,  a  Mystic  Shriner  and 
also  prominent  in  the  I.  0.  O.  F. 

The  deceased  was  a  man  of  very 
fine  character,  was  foremost  in  every- 
thing that  pertained  to  the  welfare 
of  the  town  and  was  always  willing 
to    lend    a    helping    hand   to    the    needy. 

He  was  a  most  desirable  citizen  from 
every  viewpoint  and  in  his  passing  the 
town  will  suffer  a  distinct  loss.  Mr. 
McKay,  who  was  in  the  seventieth  year 
of  his  age,  is  survived  by  his  wife, 
one  son  Gordon  B.,  and  two  daughters, 
Mrs.  C.  P.  Clarke  of  Sussex  and  Mrs. 
H.  B.  Clarke  of  Stockton,  California 


The  girl  employees  of  the  Harvey 
Knitting  Company,  Woodstock,  Ontario, 
have  organized  a  new  club  called  the  "Be 
Square  Club."  The  officers  are:  Hon. 
president,  Miss  Patterson;  vice-presi- 
dent, Miss  Baron;  secretary-treasurer, 
Miss  Love. 
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Follow-up  Plan  Helps  Mail  Business 

R.  T.  Holm.in,  Limited,  of  Summerside,  Use  This 
System  in  Connection  With  Their  Mail  Order 
Business — Revise  Mailing  List  Yearly — Classify 
Lists  So  Can  Reach  Different  Classes  With  Spec- 
ially-Priced Merchandise 


READERS  of  Dry  Goods  Review 
will  probably  remember  that  we 
have  occasionally  referred  to  the 
follow-up  system  in  connection  with  the 
merchandising  plans  either  of  a  whole 
store  or  one  department.  For  instance, 
a  certain  ready-to-wear  department  we 
know  of  creates  a  card  for  every  cus- 
tomer who  purchases  a  dress.  These 
cards  are  carefully  watched  and  if  a 
season  or  two  slips  by  without  another 
entry  being  made  on  that  card,  the 
customer  is  communicated  with  to  see 
f  there  has  been  any  dissatisfaction 
either  with  that  garment  or  the  store. 
This  system  for  this  store  has  been  the 
medium  of  creating  a  fairly  regular 
clientele. 

"System"  in  an  article  written  by 
Harry  E.  Holman,  president  of  R.  T. 
Holman,  Limited,  of  Summerside,  P.  E. 
I.,  shows  how  this  system  has  been  ap 
plied  to  their  entire  mail  order  business 
which  constitutes  about  30  per  cent,  of 
their  turnover  which  is  $2,000,000  a 
year  in  a  town  of  3,300  population.  De- 
scribing how  this  system  operates,  Mr. 
Holman  says: — 

One  of  the  most  profitable  plans  we 
use  is  not  a  selling  method  at  all,  but  a 
record  system  by  which  we  keep  track 
of  all  those  who  purchase  from  us  by 
mail.  On  the  card  which  represents  a 
purchaser  we  keep  not  only  the  mailing 
*ist  information,  but  also  an  account  of 
what  that  customer  has  purchased  of  us, 
and  when.  We  check  over  this  list 
card  by  card  twice  a  year  to  eliminate 
dead  cards  and  mohe  especially  to  see 
who  is  not  buying.  You  see,  in  keeping 
:  fter  business  we  find  we  cannot  affo 
to  pass  up  without  a  struggle  a  single 
cusomer  whose  continued  purchasing 
would  be  a  source  of  profit  to  us. 

When  we  find  a  customer  who  has  not 
purchased  within  six  months,  we  do  one 
of  two  things:  we  write  him  a  personal 
letter;  or  we  send  a  form  letter.  Our 
letter  asks  whether  the  customer  has 
been  given  cause  by  us,  or  exactly  what 
happened,  to  stop  his  buying.  And  we 
get  answers  to  90  per  cent,  of  the  let- 
ters of  this  sort  that  we  mail.  Folks 
who  live  in  the  country  are  really  glad 
to  receive  mail;  they  regard  it  a  good 
deal  more  personally  than  do  you  and 
I,  who  receive  half  a  sack  full  each 
morning.  And  because  of  this  differ- 
ence in  attitude,  our  customers  feel  that 
there  exists  an  obligation  to  give  us 
frankly  the  reasons  why  they  have  not 
bought  from  us  recently. 

Once  we  have  the  customer's  side  of 
it.  we  dig  right  into  the  history  of  the 
case.  Perhaps  some  transaction  was 
unsatisfactory,  and  we  have  not  pre- 
viously been  given  a  change  to  a^in-t  it. 
It   may  be    almost   anything;    but,   once 


we  have  the  complete  facts,  we  make 
complete  amends.  If  the  situation 
seems  serious  enough,  if  we  have  been 
severely  at  fault  and  the  customer 
seems  so  thoroughly  irritated  that  our 
mail  efforts  do  not  smooth  things  out, 
we  may  send  a  man  50  or  100  miles  to 
call  on  him.  It  is  surprising  how 
friendly  a  disgruntled  customer  feels 
after  we  have  shown  that  degree  of  in- 
terest in  him  and  his  complaint.  We 
have  no  better  friends  on  the  Island 
than  some  of  the  folks  who  received  at 
our  hands  what  they  considered  raw 
treatment,  only  to  learn  from  subse- 
quent developments  that  no  one  could  b' 
more  sincerely  interested  than  we  our- 
selves in  seeing  that  they  received 
thorough   satisfaction. 

Revise  Mailing  List  Yearly 
Once  a  year  we  send  a  man  through 
the  Island  to  revise  and  investigate  our 
mailing  list.  He  checks  up  on  all  names 
on  the  list  to  which  catalogs  have  been 
sent,  and  on  all  customers  who  have  not 
been  on  the  catalog  list  but  who,  never- 
theless, have  purchased  from  us  during 
the  past  year.  By  tracing  such  an  order 
to  the  source,  we  find  out  some  profit- 
able facts.  If  that  customer  has  not 
been  receiving  our  catalog,  but  is  a 
householder,  his  name  goes  on  the  list. 
If,  on  the  other  hand,  the  customer  is  a 
member  of  a  family  of  different  name 
which  already  gets  the  book,  we  save 
the  expense  of  adding  him  to  the  list  un- 
necessarily. Also,  we  can  credit  that 
individual's  orders  to  the  r'ght  card  on 
our  customers'   l'st. 

Every  year  this  man  finds  about  10 
per  cent,  revisions  for  our  list.  That 
means  that  a  large  proprtion  of  that 
per  cent,  would  be  waste  in  our  mailing, 
and  would  cut  down  by  almost  10  per 
cent,  the  volume  of  business  which  we 
might  logically  expect  to  receive  from 
our  catalogs.  It  is  a  very  considerable 
saving,  and  repays  us  many  times  over 
the  cost  of  the  check-up. 

Classify  Mailing  List 

We  keep  our  mailing  list  of  customers 
classified  according  to  occupations,  also. 
If  we  have  a  special  offering  of  tools,  for 
instance,  we  are  likely  to  send  to  all  the 
appropriate  classifications  a  circular 
about  it.  ThC'Se  customers  at  a  dis- 
tance send  in  mail  orders;  many  of  those 
closer  at  hand  come  in  and  make  their 
purchases  over  the  counter.  But  by 
our  records,  we  are  pretty  well  able  to 
credit  even  those  sales  to  the  piece  of 
mail  matter  which  brought  them  in. 


NO  PRICE  DROP 

IN  NEXT  DECADE 

The  Harvard  Committee  on 
economic  research  has  just  issued 
a  statement  in  which  they  give 
it  as  their  opinion  that  there  will- 
he  no  drop  in  prices  to  the  pre- 
war level  in  the  next  ten  years. 
In   part,    their   statement    reads — 

"Business  is  affected  by  price 
movements  more  than  by  any 
other  single  factor.  The  probable 
movement  of  commodity  prices 
during  the  next  ten  years  is, 
therefore,  of  especial  importance 
at  a  time  when  the  revival  of 
business  activity  is  clearly  d/i-s- 
closed. 

"The  plausible  inference  that 
prices  must  return  to  a  pre-war 
normal  has  frequently  been  drawn 
from  the  fact  that  prices*  have 
reverted  to  their  former  levels  af- 
ter previous  periods  of  currency 
deflation  in  the  early  and  middle 
nineteenth  century.  The  Harvard 
Committee,  however,  cannot  ac- 
cept this  conclusion.  It  cannot 
find  that  the  governina  conditions 
which  brought  about  lower  levels 
in  the  past,  exist  to-day." 

The  statement  then  goes  on  to 
review  the  gold  situation,  inter- 
national indebtedness,  America's 
position  in  financial  affairs  and 
concludes — 

"//  we  are  prepared  to  accept, 
as  apparently  we  must,  the  pres- 
ent price  level  as  substantially 
that  around  which  the  fluctua- 
tions of  the  business  cycle  must 
play  during  the  coming  decade 
we  can  contribute  powerfully  to 
financial  stability  throughout  the 
world.  And  finally,  if  we  adhere 
consistently  to  this  view  we  can 
make  it  clear  that  little  indulgence 
can  be  expected  by  debtors  who 
adopt  policies  calculated  to  in- 
crease inordinately  the  burden  of 
debt  inherited  from  the  great  war." 


The  new  manaeer  of  the  Hudson  Bay 
Co.  store  at  Edmonton,  Mr.  Munro, 
entertained  the  members  of  the  staff  on 
November  2nd. 


HAVE    REVISED    SYSTEM 

(Continued  frcm  previous  page) 
advertised,  and  to  bring  the  said  an- 
nouncements to  the  attention  of  the 
buyers  themselves.  The  buyers  in  turn 
were  asked  to  return  the  clipping  of 
notice  in  question  to  the  head  of  the 
store,  together  with  a  memo  as  to  the 
advisability  of  securing  a  shipment  of 
the  goods.  Unless  the  reasons  given 
against  buying  a  small  quantity  of  the 
goods  advertised  were  really  satisfac- 
tory, samples  were  sent  for,  on  the 
principle  that  goods  thus  advertised 
must  be  the  best  that  the  wholesaler 
or  manufacturer  has  to  offer  or  he 
would  not  go  to  the  expense  of  thus 
featuring  them.  Furthermore,  such 
goods  have  the  advantage  of  newness 
which  is  indispensable  to  the  success  of 
any  department  in  a  store  to-day. 
Linking  up  with  nationally  advertised 
goods  of  any  kind  is  one  of  the  best 
ways  to  speed  up  sales,  in  any  part  of 
the  store  but  unless  a  definite  plan  is 
undertaken,  most  of  the  advertising 
done  by  wholesalers  and  others  is  likely 
to  be  overlooked  and  many  worthwhile 
chances  lost. 
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THE  VALUE  OF  AN  IDEA 

"An  idea  which  is  good  in  one  concern  is  almost 
always  good  in  another." 

That  is  the  considered  judgment  of  Harry  T. 
Holman,  president  of  R.  T.  Holman,  Limited,  of 
Summerside,  one  of  the  most  successful  and  ag- 
gressive retail  organizations  in  this  country.  Sum- 
merside is  a  little  town  of  about  3,300  population, 
and  this  firm  boasts  a  turnover  of  about  $2,000,- 
000  a  year.  About  30  per  cent,  of  their  turnover 
goes  through  their  mail  order  department.  It  is 
an  organization  that  is  aggressive  because  its  mer- 
chandising program  is  the  result  of  new  ideas, 
either  their  own  or  those  they  have  read  about, 
which  they  have  applied  in  whole  or  in  part  to 
their  store. 

In  that  one  sentence  Mr.  Holman  summarizes 
one  of  the  most  important  offices  of  the  trade 
newspaper — to  pass  on  ideas  from  one  concern  to 
another.  It  it  the  purpose  for  which  the  trade 
newspaper  exists.  An  idea,  no  matter  the  source 
from  which  it  emanates,  is  never  too  big  an  idea 
for  the  smallest  retailer  in  this  country.  It  is  be- 
cause the  little  fellow  once  grasped  an  idea  bigger 
than  his  business  that  his  business  finally  outgrew 
the  idea  and  he  sought  for  even  bigger  ideas.  That 
is  why  the  big  fellow  has  succeeded;  he  realized 
that  an  idea  that  was  good  for  one  concern  was  al- 
most always  good  for  another,  and  he  proceeded 
to  apply  the  idea  to  his  own  business. 

Occasionally  we  hear  retailers  say  that  the  ideas 
we  pass  along  through  the  columns  of  this  trade 
newspaper  from  the  bigger  retail  establishments 
are  no  good  to  them.  Mr.  Holman  would  not  be 
disposed  to  agree  with  this  opinion.  Nor  should 
anyone  else  who  thinks  of  the  problems  of  busi- 
ness seriously.  The  idea  is  an  idea  for  all;  its  ap- 
plication may  have  to  be  varied  to  suit  local  con- 
ditions. Perhaps  the  idea  cannot  be  worked  out 
in  one  store  as  it  is  in  the  other;  but  the  idea  is 
still  there  to  be  applied  in  some  manner  to  every 
business  if  the   manager  is   aggressive,   alert   and 


anxious  to  see  his  turnover  grow  year  by  year. 
The  trade  newspaper  would  fail  in  its  purpose 
if  it  did  not  pass  long  ideas  that  have  been  busi- 
ness-getters; the  dealer  misses  an  opportunity 
when  he  passes  up  the  idea  as  too  big  for  him 
simply  because  it  has  emanated  from  a  store  whose 
turnover  is  in  hundreds  of  thousands  instead  of 
hundreds. 

The  Value  of  an  Advertisement 

A  large  Montreal  retail  firm  has  recently  follow- 
ed a  very  definite  plan  with  regard  to  assisting  in 
the  speeding  up  of  sales.  It  was  felt  that  many 
sales  were  being  lost  because  of  the  lack  of  new 
goods  in  sufficient  quantities.  The  management 
appointed  a  member  of  the  staff  to  go  over  all 
trade  and  other  publications  in  which  new  goods 
were  advertised  and  to  send  clippings  to  the  var- 
ious buyers  throughout  the  store.  The  buyers  in 
turn  were  asked  to  return  the  clippings  to  the  head 
of  the  store  together  with  a  memo  as  to  the  advis- 
ability of  buying  some  of  the  advertised  merchan- 
dise. Unless  the  reasons  given  against  buying 
were  satisfactory,  samples  were  sent  for,  the  buyer 
believing  that  the  goods  thus  advertised  were  the 
best  that  the  manufacturer  or  wholesaler  had  to 
offer  or  he  would  not  go  the  expense  of  advertis- 
ing them.  The  result  of  this  has  been  very  satis- 
factory to  the  firm;  it  has  considerably  speeded  up 
their  sales  and  added  to  their  profits.  ■ 

There  are  two  points  of  interest  connected  with 
this  innovation.  In  the  first  place,  it  pays  the  re- 
tailer to  read  very  carefully  all  the  advertisements 
that  appear  in  the  trade  newspapers.  No  retail- 
er can  afford  to  overlook  a  chance  to  increase  the 
volume  of  his  sales  through  the  purchasing  of  new 
goods.  To  be  an  up-to-date  merchant  means  to 
place  before  the  consumer  what  is  new  in  the 
market.  In  the  second  place,  the  manufacturer 
or  the  wholesaler  should  not  overlook  the  fact  that 
the  retailer  reads  his  trade  newspaper  with  the  in- 
tention of  seeing  advertised  there  all  that  is  new 
in  the  market.  Unless  this  is  done  sales  promotion 
is  lost  to  both  the  manufacturer  and  the  retailer. 

January  Sales 

January  is  with  most  stores  a  month  of  sales. 
Some  of  the  bigger  department  stores  have  aband- 
oned the  idea  of  holding  only  a  white  wear  sale  in 
this  month  as  was  done  years  ago  and  is  still  done 
by  not  a  few  stores  in  this  country.  They  have 
made  it  a  month  of  sales  throughout  the  whole 
store,  covering  every  department  before  the  month 
is  ended.  What  was  known  as  white  wear  has, 
perhaps,  become  a  small  portion  of  the  merchan- 
dise carried  by  the  modern  department  store;  for 
this  reason  they  have  found  it  more  economical  to 
make  it  a  store  rather  than  a  one  or  two  or  three 
department  event.  The  character  of  the  merch- 
andise carried  by  many  stores  may  still  be  such 
that  a  distinctly  white  wear  sale  may  be  profitable 
in  which  case  it  would  be  foolish  to  abandon  it  or, 
perhaps,  to  enlarge  it  and  thus  destroy  the  value 
of  the  February  sale  which  is  more  of  a  clean-up 
sale  of  seasonal  merchandise. 

In  this  issue  we  have  devoted  some  considerable 
space  to  the  January  sale  proposition  in  the  hope 
that  new  ideas  may  be  infused  into  the  first  sale 
of  the  vear. 
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Dry  Goods  Markets  at  a  Glance 

Heavy  Lines  Suffer  on  Account  of  the  Unseasonable  Weather — 

Christmas  Buying  Has  Been  Active — One  Effect  of  U.S.  Tariff 

Measure  Noticeable  by  Wholesalers — Phenomenal  Demand  for 

Velvets  Continues — Ratine  Strong  for  Spring 


HEAVY  lines  of  merchandise  have  suffered 
during  the  last  few  weeks  on  account  of 
the  unseasonable  weather.  With  early  Fall 
lingering  in  the  lap  of  Winter,  there  is  little  con- 
sumer  demand  for  winter  weights  in  the  various 
lines  of  women's  wear.  Whenever  there  have 
been  a  few  days  of  moderately  cold  weather,  con- 
sumer demand  for  appropriate  wearables  has  been 
brisk  and  it  has  been  reflected  in  wholesale  and 
manufacturing  circles  and  once  the  weather  settles 
down  to  anything  like  winter  it  is  felt  that  business 
will  feel  the  benefit  of  it.  Generally  speaking, 
conditions  continue  to  show  slight  improvement. 
There  is  active  holiday  buying  and  everything 
goes  to  show  that  retailers  from  one  end  of  the 
country  to  the  other  are  looking  for  a  better 
Christmas  trade  than  they  had  last  year. 

One  result  of  the  high  tariff  measure  passed  by 
the  government  of  the  United  States  has  already 
been  noted.  Wholesale  houses  state  that  they 
have  seen  more  travellers  from  British  houses  here 
within  recent  weeks  than  they  ever  have  and  we 
have  heard  of  one  case  where  the  representative  of 
a  British  firm,  with  oflices  in  New  York,  formerly 
did  "Canada  on  the  side"  and  is  now  moving  to 
Toronto  expecting  to  do  the  "United  States  on  the 
side." 

Corsets  and  Underwear 

HPHOUGH  some  progress  is  being  made  in  pro- 
moting the  greater  use  of  cotton  underwear,  silks 
still  continue  to  be  the  leader,  and  promise  to  re- 
tain their  position  as  long  as  silk  prices  remain 
where  they  are,  or  nearly  so.  Importers  say  they 
are  selling  great  quantities  of  crepe  de  chine  for 
underwear.  Bloomers  for  Winter  are  reported  the 
best  seller.  There  is  no  doubt  that  underskirts 
are  gaining  in  popularity  while  the  princess  slip 
is  better  than  it  was  in  the  Spring. 

Both  the  regular  corset  lines  and  the  girdles  are 
selling  very  well.  With  the  growing  popularity  of 
the  long  skirt,  manufacturers  believe  that  there 
will  be  a  corresponding  demand  for  corsets. 

Fabrics 

^"HIFFON  and  brocaded  velvets  continue  to  lead 
in  fabric  demand  and  wholesalers  are  put  to  it 
to  supply  the  demand  from  retail  sources.  There 
has  been  nothing  like  it  for  many  years.  Crepe  de 
chine  and  canton  crepe,  followed  by  georgette, 
make  a  close  second;  while  metallic  cloths,  plain 
and  two-toned,  are  still  in  marked  demand. 
Satins,  charmeuse  and  matelasse  are  also  going 
well. 

In  novelty  woolens,  crepe  is  very  popular  and 
Poiret   twill    and    tricotine    continue    strong.     The 


pile  fabric  is  securing  a  firm  foothold  with  the 
trade.  In  some  sections,  homespuns  seem  to  have 
fallen  off,  though  it  is  the  fact  that  the  West  is 
demanding  homespuns  again  for  Spring  in  very 
large  quantities.  Apparently  the  western  retailer 
fears  they  are  not  heavy  enough  for  the  Winter 
but  he  is  depending  on  them  for  his  Spring  busi- 
ness to  a  very  large  extent.  One  novelty  house 
says  that  the  cotton  ratine  is  the  biggest  thing  by 
far  they  have  among  their  Spring  lines. 

Knitted  Goods 

DETAIL  business  has  been  very  quiet  in  knitted 
lines,  due  almost  entirely  to  the  weather.  In 
hosiery,  silk  and  wool  and  all-wool  are  in  very 
active  demand.  Heavy  lines  of  underwear  have 
suffered.  One  factory  is  working  overtime  on 
fleece-lined  garments  while  it  is  over-stocked  on 
wool  lines.  While  the  demand  in  the  United 
States  seems  to  be  for  the  coarse  wool  sweaters,  it 
seems  to  be  developing  better  here  on  camels  hair 
and  mohair.  Slipovers,  for  the  moment,  seem  to 
be  leading  in  demand  though  active  buying  is  in 
progress  on  the  tuxedo  for  the  Spring  business. 
The  Navajo  colors  are  still  being  promoted  suc- 
cessfully. One  very  large  manufacturer  of  knitted 
lines  says  that  the  demand  for  the  different  wools 
for  knitting  purposes  is  showing  a  very  marked 
increase.  This  is  partly  due,  perhaps,  to  the  on- 
coming holiday  season  and  its  attendant  gift-giving, 
but  there  is,  excepting  this,  a  steadily  increasing 
demand  for  wools  for  knitting  purposes. 

Fancy  knitted  articles  for  gift  purposes  have  sold 
vary  well  for  Christmas  trade. 

Accessories 

npHOUGH  reports  from  New  York  indicate  a 
growing  "white"  season,  the  colored  handker- 
chief in  Canada  still  seems  to  have  the  edge  and 
there  has  been  a  tremendous  sale  of  them  for  the 
Christmas  trade.  The  Bertha  collar  is,  or  perhaps, 
it  should  be  said,  has  already  developed  into  a  very 
big  thing.  The  retail  trade  is  picking  up  every- 
thing available  in  this  collar  and  dress  and  blouse 
manufacturers  are  turning  their  energies  to  pro- 
ducing it  in  great  quantities.  Colored  embroider- 
ed material  for  circular  collars  is  also  selling  well. 

Other  Lines 

r\F  COURSE,  the  weather  has  been  against  the 
sale  of  furs  though  a  steady  improvement  is 
reported  from  many  quarters.  Retailers  who 
disposed  of  hardly  any  coats  during  the  latter  part 
of  October  and  the  early  part  of  November  say  they 
have  done  exceedingly  well  since  then.  Seal  and 
coon  are  going  particularly  well. 
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"Individualism  as  a  Factor  in  Affairs 

Is  Subject  of  an  Inspirational  and  Most  Impressive  Address  De- 
livered by  Sir  Joseph  Flavelle,  Before  the  Canadian  National 
Newspapers  and  Periodicals  Association  on  the  Occasion  of  the 

Annual  Convention 


*> 


TORONTO,  Nov.  15.  (Special).— 
Speaking  at  a  luncheon  of  the 
Canadian  National  Newspapers 
and  Periodicals  Association  the  other 
day,  of  which  organization  Dry  Goods 
Review  is  a  member,  Sir  Joseph  Flavelie, 
who  was  the  guest  of  honor,  declared 
that  individual  effort  and  achievement 
are  the  greatest  elements  in  life.  Sir 
Joseph  was  speaking  on  "Individualism 
as  a  Factor  in  Affairs."  His  address  was 
inspirational  and  remarkably  impressive. 
It  was  a  call  for  the  development  of  the 
individual  man.  Sir  Joseph  spoke  as  fol- 
lows:— 

In  emphasizing  Individualism,  I  am 
not  claiming  for  it  a  "cure-all."  If  we 
were  discussing  the  whole  broad  issue  I 
would  give  it  its  relative  place,  but  in 
the  time  at  our  disposal  I  cannot  do  so. 
In  stressing  Individualism,  I  am  only 
stressing  one  of  the  great  underlying- 
principles  in  affairs.  I  will  introduce 
the  subject  with  a  few  illustrations,  and 
perhaps  you  will  catch  the  drift  of  my 
thought. 

In  a  book  of  Memoirs  of  a  German 
Prince — one  of  the  Hohenzolhrns — the 
Prince  tells  of  his  experience  with  Gen- 
eral Falkenhayn.  The  Central  is  teach- 
ing him  to  ride,  and  after  taking  him 
across  much  rough  country  in  which  his 
heart  nearly  failed  him,  the  Prince  wai 
brought  up  against  a  stiff  obstacle.  The 
General  spat  out:  "Throw  your  heart 
across,  the  rest  will  follow."  I  think  in 
this  statement  lies  the  interpretation  of 
character.  Our  difficulties  accumulate 
and  when  t  e  supreme  one  comes  at  the 
tail  end,  the  test  of  a  man  is  his  capacity 
to    "throw  his  heart  across." 

Lord  Ros.bery  in  his  book  of  "Mis- 
cellanies" furnishes  a  copy  of  an  address 
which  he  delivered  to  the  students  of 
the  University  of  Glasgow,  and  in  which 
the  following  appeared: 

"We  had  then  (speaking  of  a  per- 
iods fifty  years  back)  the  terrible 
hand-to-hand  struggle  with  learning 
on  the  one  hand  and  poverty  on  the 
other,  which  embodied  in  a  n:w  form 
the  competitive  spirit  of  our  ancestors 
but  which  turned  out  indomitable 
Scotsmen,  who  had  suffered  so  much, 
and  who  had  done  so  much,  that  they 
needed  and  dreaded  nothing  in  the 
battle  of  life." 

He  illustrates  this  by  a  fellow-crafts- 
man of  yours,  Robertson  Nicholl,  the  son 
of  a  Presbyterian  minister,  and  now  Sir 
Robertson  Nicholl  of  the  British  Weekly. 
He  won  a  bursary  of  £12,  which  took 
him  to  the  Univers:tv  of  Aberdeen.  He 
spent  £8  in  fees,  and  had  £4  left  for  his 


SIR  JOSEPH  FLAVELLE 

maintenance  during  twenty  weeks  in 
Aberdeen.  He  spent  a  shilling  a  week  on 
lodging;  his  food  was  bread  and  cheese, 
and  his  drink  treacle  and  water.  Lord 
Rosebery  says,  by  way  of  parenthesis — 
"I  ask  you  to  remember  I  am  not  recom- 
mending a  diet,  but  recalling  a  charac- 
ter." Nicholl  won  out,  even  though  he  had 
to  go  through  an  Aberdeen  winter  with- 
out fuel  or  fire  in  his  room. 

"And     Its  Name  is  Courage" 

Sir  James  Barrie,  in  his  rectorial  ad- 
dress delivered  at  St.  Andrew's  Univer- 
sity in  May  last,  said  to  the  group  of 
young  men  graduating  from  the  Univer- 
sity: 

"I  cannot  provide  you  with  a  staff 
for  your  journey,  but  perhaps  I  can 
tell  you  something  about  it,  how  to 
use  it  and  lose  it,  and  find  it  again, 
and  cling  to  it  more  than  ever.  You 
shall  cut  it — so  it  is  ordained — every 
one  of  you  for  himself — and  its  name 
is      Courage.'' 

He  illustrated  this  in  a  letter  to  him 
from  Captain  Scott  of  the  Antarctic, 
written  in  the  tent  "you  know  of," 
where  it  was  found  long  afterwards 
with  his  body  and  those  of  some  other 
very  gallant  gentlemen,  his  comrades. 
The  letter,  in   part,  was  as  follows: 

"We  are  pegging  out  in  a  very  com- 
fortless spot.  Hoping  this  letter  may 
be  found  and  sent  to  you.  I  write  you 
a  word  of  farewell.  I  want  you  to 
think  well  of  me,  and  mv  end.  Good- 
bye.  I   am   not  afraid   of   the  end,   but 


sad  to  miss  many  a  simple  pleasure 
which  I  had  planned  for  the  future  in 

our    long    marches We    are    in    a 

desperate  state,  .feet  frozen,  no  fuel, 
and  a  long  way  from  food,  but  it 
would  do  your  heart  good  to  be  in  our 
tent  to  hear  our  songs  and  our  cheery 

conversation Later    (It    is    here 

that  the  words  become  difficult)  We 
are  very  near  the  end We  did  in- 
tend to  finish  ourselves  when  things 
.proved  like  this,  but  we  have  decided 
to  die  naturally  without." 
Barrie  then  took  these  young  gradu- 
ates to  Gallipoli,  and  told  of  a  young  of- 
ficer "dropped  overboard  to  light  decoys 
on  the  shore  so  as  to  deceive  the  larks 
as  to  where  the  landing  was  to  be.  He 
pushed  a  raft  containing  these  in  front 
of  him.  It  was  a  frosty  night,  and  he 
was  naked  and  painted  black.  Firing 
from  the  ships  was  going  on  all  around. 
It  was  a  two-hours'  swim  in  pitch  dark- 
ness. He  did  it,  and  crawled  through 
the  scrub  to  listen  to  the  talk  of  the 
enemy  who  were  so  near  that  he  could 
have  shaken  hands  with  them,  lit  his 
decoys,  and  swam  back.  He  seems  to 
look  on  this  as  a  gay  affair.  He  is  a  V. 
C.  now,  and  you  would  not  think  to  look 
at  him  that  he  could  ever  have  present- 
ed such  a  disreputable  appearance, 
would  you?"  The  officer  was  present, 
so  that  these  University  lads  could  look 
at  the  man  who  "threw  his  heart  across" 
and  the  rest  followed. 

"Fight  on,   my  men,    says    Sir  An- 
drew Barton, 
I  am  hurt,  but  I  am  not  slain, 
I'll   lie   me  down,  and   bleed   awhile, 
And  then  I'll  rise  and  fight  again." 
You  say  "These   are  heroic  cases,  in- 
cident to   the  war,  effected  by  the  war 
spirit."     Let  me  give  you  one  from  hum- 
ble life. 

Two  years  ago,  driving  from  Oakville 
to  the  city,  in  the  morning,  I  picked  up 
a  passenger  on  the  highway  near  the 
Goodyear  rubber  plant.  It  transpired 
that  the  man  had  served  in  the  Great 
War.  He  had  been  invalided  home  from 
wounds,  and  he  still  had  an  unhealed 
sore  on  his  back  from  shrapnel.  He  had 
secured  a  position  at  Goodyear's  when 
business  was  act've,  and  had  bought  a 
piece  of  land  and  built  a  shack  on  the 
Etobicoke.  Then  the  bad  times  came  in 
the  rubber  business,  and  he  was  laid  off. 
He  told  me  he  had  a  wife  and  six  boys, 
the  eldest  being  thirteen  years  old.  He 
had  secured  a  job  at  the  Dome  Mines 
for  the  winter,  and  had  been  out  that 
morn'ng  to  tell  a  chum  that  h?  could  se- 
cure a  place  for  him,  and  was  met  with 
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the  rejoinder  "I'll  starve  before  I'll  go 
to  the  Dome  Mines."  It  transpired  that 
in  the  great  explosion  in  Halifax,  his 
wife's  eyes  were  filled  with  powdered 
glass,  and  the  surgeon  found  it  neces- 
sary to  remove  both  eye-balls,  and  in 
consequence,  she  was  stone  blind.  The 
morning  after  her  eyes  were  removed, 
her  sixth  baby  boy  was  born.  I  said  to 
him  "Your  wife  blind,  and  six  boys  to 
care  for — how  do  you  get  on?"  "Well," 
he  said,  "We  get  on  just  about  as  well 
as  we  ever  did.  My  wife  does  all  the 
work  at  home,  washes,  irons,  mends  the 
children's  clothes,  keeps  the  house  as  she 
did  before  she  lost  her  eyesight.  When 
we  came  to  Etobicoke,  the  neighbors 
saw  my  wife  putting  clothes  on  the  line, 
and  were  told  she  was  blind.  They  hes- 
itated to  believe  that  it  was  possible. 
She  is  keen  to  go  to  Dome  Mines,  stat- 
ing that  we  will  get  free  fuel  for  the 
winter,  and  be  that  much  further  ahead 
in  the  spring."  This  woman  could  have 
said  that  she  was  part  of  the  war  wreck- 
age, that  someone  ought  to  take  care  of 
her  children  and  her  home,  but  she  had 
the  fighting  quality  in  her,  and  said  "I 
have  a  husband  and  children,  and  a 
home;  I  will  take  care  of  them."  As  we 
separated  in  the  city,  my  soldier  friend 
said,  "I  am  sure  if  you  were  to  come 
with  me  now  to  my  home,  you  would 
find  my  wife  whistling  or  singing." 

Not    Towards    Self-Reliance 

You  will  agree  with  me  I  am  making 
no  overstatement  when  I  say  the  spirit 
of  the  present  time  is  not  running  in  the 
direction  of  self-reliance.  The  popular 
view  writes  off  the  individualist  as  a 
selfish  beast,  who  thinks  for  himself, 
works  for  himself,  and  who  shirks  re- 
sponsibility for  his  fellows.  As  a  the- 
ory of  life,  individualism  has  developed 
mean  selfishness,  and  its  advocates  are 
frequently  neglectful  of  those  who  are 
less  strong  and  less  able  to  take  care  of 
themselves.  It  represents,  however,  a 
vital  principle  of  personal  responsibility, 
upon  which,  whether  they  know  it  or 
not,  the  world  of  men  and  women  rest 
and  depend.  It  bases  its  advantages  up- 
on its  discharge  of  this  responsibility, 
through  hard,  determined,  unflinching 
personal  effort. 

Dependence  Upon  the  State 

Lord  Rosebery  said  this  further  thing 
in  his  address  to  the  students  of  Glas- 
gow University: 

"As  things  are,  we  in  Scotland  do 
not  take  much,  or  even  ask  much  from 
the  State,  but  the  State  invites  us 
every  day  to  lean  upon  it.  I  seem  to 
hear  the  wheedling  and  alluring  whis- 
pers 'Sound  ye  may  be,  we  bid  you  be 
a  cripple.'  Do  you  see?  Be  blind; 
Do  you  hear?  Be  deaf.  Do  you 
walk?  Be  not  so  venturesome. 
Here  is  a  crutch  for  one  arm, 
when  you  get  accustomed  to 
it  you  will  soon  want  another.  The 
strongest  man,  if  encouraged,  may 
soon  accustom  himself  to  the  methods 
of  an  invalid,  he  may  train  himself  to 
totter,  or  to  be  fed  with  a  spoon.    The 


lesson    of   our    Scottish    teaching   was 
'level  up.'    The  cry  of  modern  civiliza- 
tion  is   'level  down.'     Let  the  govern- 
ment have  a  finger  in  every  pie,  prob- 
ing, propping,  disturbing.     Every  day 
the  area  for  initiative  is  being  narrow- 
ed, every  day  standing  ground  for  self- 
reliance    is    being    undermined,    every 
day  the  public  infringes  on  the  indiv- 
idual, the  nation   is  being   taken  into 
custody  by  the  State.     I  should  like  at 
least   to   think,   that   in   one  powerful 
city,  youth  was  being  reared  to  know 
that  most  of  what  a  man  has  to  do  in 
the  world  he  must  do  for  himself,  and 
that  it  should  produce  men  and  women 
who  shall  look  not  to  external  or  even 
legislative  support,  but  to  themselves 
for  their  success  in  life.    May  the  tone 
and   note   of  this  University  be  inde- 
pendence  and    self    reliance.      May   it 
produce  not  merely  scholars,  but  men." 
The   reliance   placed   upon    what   gov- 
ernments can  accomplish  is  pathetic,  and 
the     frequent      determination     of     even 
thoughtful  men  to   turn   to   government 
or  to  legislature,  for  relief  in  business 
and   other  troubles  is  part  of  the  daily 
experience.     Manufacturers  call  for  the 
Department  of  Trade  and  Commerce  to 
find  export  business  for  them.     Farmers 
call  for  government  controlled  and  oper- 
ated   Wheat  Boards  at  the   public  risk, 
and  with  transportation  charges  reliev- 
ed at  the  public  expense.     Labor  seeks 
to    secure    through     legislation,     shorter 
hours    of    labor,    assured    employment, 
and  minimum  wages,  and  the  people  gen- 
erally, through  public  ownership  or  gov- 
ernment control  are  to  be  delivered  from 
the  tyranny  of  private  enterprise. 

A  recent  writer  stated: 

"Our  Social  Reform  schemes  are 
conceived  on  a  theory  of  pleasure  econ- 
omy, but  history  and  evolution  show 
that  man  has  come  up  through  a  pain 
economy — he  has  struggled  up — found 
his  way  up  through  never  ceasing  ef- 
fort and  struggle  and  battle.  Man 
is  at  his  best  rowing  hard  against  the 
stream.  In  our  facile  plans  for  the  fu- 
ture of  society,  no  place  is  found  for 
sacrifice,  yet  in  all  the  long  history  of 
mankind,  sacrifices  had  a  conspicuous 
part.  We  are  planning  to  rely  too 
much  upon  social  and  political  mach- 
inery, and  we  underestimate  the  im- 
portance of  physical  health,  education, 
and  the  sense  of  individual  respon- 
sibility. No  society  will  survive  with- 
out the  integrating  motive,  which  con- 
sists not  'in  not  having,'  but  in  doing 
one's  full  share.  The  world  is  stirred 
to-day  by  powerful  centrifugal  forces 
like  a  whirling  wheel,  which  will  fly 
into  pieces  unless  it  is  held  together 
by  equally  powerful  centripetal  forces. 
These  integrating  forces  are  measured 
self-control,  obedience,  respect  for 
law  and  authority,  restraint,  limita- 
tion of  desires,  the  feeling  of  obliga- 
tion. We  have  a  superabundance  of 
vital  energy — what  we  need  is  vital 
control." 

If   you    consult   with     a     company   of 
your  associates  in  business  for  the  cor- 


rection of  weaknesses  or  the  increase  in 
production,  the  usual  result  is  that  your 
officers  will  say  "Give  us  more  machin- 
ery and  a  larger  organization."  It  is  a 
rare  thing  for  the  men  on  the  working 
lines  to  say  "We  will  learn  to  work  hard- 
er and  more  intelligently,  and  to  make 
greater  use  of  the  existing  organization 
and  machinery."  When  the  United 
States  came  into  the  war,  the  President 
made  a  call  upon  business  men  to  assist 
the  nation,  and  there  came  to  Washing- 
ton probably  the  greatest  aggregation 
of  executive  capacity  that  was  ever 
gathered  for  public  service  in  one  city. 
They  came  from  all  parts  of  the  Union. 
They  sat  for  weeks  and  months,  not 
knowing  what  to  do.  Under  the  Amer- 
ican system,  the  Chief  of  Ordnance  is 
responsible  for  the  production  of  muni- 
tions of  war.  I  said  to  him,  "We  have 
had  some  experience  in  Canada  during 
the  war  in  making  use  of  business  men 
for  purely  business  purposes.  If  you 
will  draft  these  executive  men  whom  the 
President  has  brought  into  Washington 
to  carry  on  the  business  for  you,  your 
engineers  can  prepare  the  necessary 
specifications  and  furnish  the  needed 
technical  inspection,  in  which  case  I 
think  you  will  secure  excellent  results. 
This  is  the  present  British  practice. 
They  tried  what  you  are  doing,  but  had 
to  drop  it.  Their  army  officers  and  en- 
gineers now  prepare  designs,  and  furn- 
ish inspection,  but  business  men  have 
charge  of  production."  He  replied  "I 
will  not  pass  over  to  a  body  of  business 
men  what  this  Department  should  itself 
perform."  So  he  built  a  very  wonderful 
organization,  housed  it  in  excellently 
constructed  buildings  near  the  White 
House.  The  organization  reached,  I  be- 
lieve, as  high  as  twenty-two  thousand 
men.  There  were  miles  of  blueprints  il- 
lustrating the  organization.  There  were, 
however,  few  if  any  American  shells 
fired  during  the  war,  and  few  '.f  any 
American  guns  in  service.  Charged 
with  the  same  duty  in  Ottawa,  we  had 
been  at  work  for  a  year  or  more  when 
someone  asked  for  a  plan  of  our  organi- 
zation. I  replied  "I  fear  we  have  not 
prepared  one.  In  securing  production  of 
munitions  of  war,  we  have  not  thought 
of  preparing  a  plan." 

There  is  another  aspect  of  this  ques- 
tion of  "Dependence  Upon  Organiza- 
tion" that  is  impressive.  The  Ford  plant 
at  Detroit  is  a  wonderful  place.  You 
take  off  your  hat  to  the  men  who  have 
organized  it,  but  looking  at  it  from  an- 
other side  it  is  the  most  dis-spiriting 
place  possible.  Each  man  repeats  the 
same  operation  on  a  piece  of  material 
passing  before  him  upon  a  moving  belt. 
He  turns  a  screw,  bores  a  hole,  or  doe? 
some  other  single  act  repeated  all  day 
long.  As  one  looks  at  it  one  thinks  of 
the  noble  profession  of  craftsmanship. 
I  am  not  saying  this  to  make  light  of 
the  Ford  organization,  but  to  direct  at- 
tention that  we  are  living  on  our  capi- 
tal of  craftsmanship,  and  one  wonders 
what  will  happen  at  some  later  time 
when  all  these  one-job  people  are  called 
(Continued   on   page   56) 
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OF  CONSIDERABLE  interest  to 
the  retail  distributor  is  the  graph 
vvhich  appears  on  this  page,  show- 
ing the  percentage  of  average  stocks 
from  January  1st  to  June  30th  of  the 
current  year  in  comparison  with  the  av- 
erage monthly  sales  during  the  same 
period.  This  graph  is  drawn  from 
figures  secured  by  the  Domestic  Distri- 
bution Department  of  the  Chamber  of 
Commerce  of  the  United  States  from 
the  department  stores  in  the  cities  en- 
umerated. In  forwarding  this  informa- 
tion to  Dry  Goods  Review,  the  depart- 
ment gives  the  following  explanation 
of  it: 

AN  ENQUIRY  has  been  received  by 
this  department  within  the  last  few 
days  which  inspired  a  search  for  such 
reasons  as  can  be  discovered  to  account 
for  apparent  differences  in  economy 
with  which  distribution  is  accomplished 
in  different  localities.  Our  graph  this 
week  is  to  display  these  differences  pic- 
torially  and  in  such  simple  form  that 
the  eye  will  be  able  to  make  some 
rough    discrimination. 

On  this  graph  the  Federal  Reserve 
cities  are  printed  entirely  in  capitals 
and  the  district  which  each  of  them 
serves  is  represented  by  its  official  num- 
ber All  of  these  districts  are  repre- 
sented by  at  least  one  line  (as  in  the 
case  of  Boston)  except  for  the  Minne- 
apolis district  (9)  from  which  no  fig- 
ures have  been  received.  In  the  ar- 
rangement of  the  cities,  that  one  hav- 
ing the  largest  population  Is  at  heart 
of  each  district  and  the  other  cities  fol- 
low in  order  of  size.  Usually,  it  will 
be  seen  that  the  Federal  Reserve  city 
stands  at  the  head  of  the  list  but  Rich- 
mond is  at  the  bottom  and  Atlanta  and 
San  Francisco  take  second  place  in 
their  respective  districts. 

What  appears  to  be  the  most  general 
rule  which  can  be  discovered  from  this 
graph  ? 

Larger    Cities    Have    The    Cheaper    Dis- 
tribution 

Evidently,  in  a  very  broad  sense,  the 
larger  the  city  the  more  economical  are 
the  processes  of  distribution.  Taking 
the  three  largest  cities  of  the  country, 
Chicago  shows  better  than  Philadelphia, 
but  an  exception  is  found  in  the  some- 
what greater  rate  of  New  York.  Boston 
is  very  good  but  unfortunately  it  can- 
not be  compared  with  any  of  its  con- 
tributory territory,  such  as  Lowell, 
Springfield  or  Brockton,  owing  to  the 
absence  of  statistics. 

There  are  exceptions,  many  of  them, 
to   this    rule   but  there   is    no   mistaking 
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the  fact  that  the  largest  city  in  every 
district  except  one  makes  a  better  show- 
ing than  the  smallest  city  and  even  in 
this  district  (5)  the  differences  are  un- 
important. Although  averages  are 
dangerous  tools,  one  fact  stands  out 
very  clearly  in  this  graph:  Districts  in 
the  northeastern  area  show  a  much  bet- 
ter general  condition  than  other  parts 
of  the  country.  This  leads  quite  ob- 
viously to  the  possibility  that  relative 
density  of  populations  is  the  most  im- 
portant factor  in  determining  what  may 
be  expected  in  the  comparative  econo- 
mies of  distribution. 

These  figures  are  useful  only  for  the 
roughest  approximations.  There  are 
certain  apparent  inconsistencies  which 
cannot  be  explained  by  any  test  which 
we  are  able  to  apply.  Wilmington, 
Delaware,  on  the  main  line  of  two  great 
railroads  and  Spokane  directly  on  the 
line  of  trans-continental  traffic  exceed 
all  others  in  the  list.  Reading,  Pennsyl- 
vania,  much   larger    than    Lancaster   of 


the  same  state,  surpasses  it  greatly  in 
the  percentage  of  average  stocks;  ar.d 
in  a  search  for  some  explanation,  we 
are  led  to  suspect  that  an  injustice  may 
have  been  done  these  cities  through 
some  eccentricity  or  error  in  the  collec- 
tion of  the  statistics. 

The   Lesson 

After  all  is  said,  the  real  value  of 
such  figures  is  to  inspire  distributors 
with  the  need  for  constant  attention  to 
their  methods  in  order  to  discover  new 
directions  of  effort  for  the  reduction  of 
their  costs  of  distribution.  If  the  ratio 
arrived  at  for  a  given  city  is  thought 
erroneous  by  the  merchants  of  that 
city,  a  remedy  lies  in  the  more  careful 
collection  of  the  figures  on  which  it  is 
based  since  without  accuracy  intelligent 
comparisons  are  impossible  and  they 
are  needed  by  every  distributor  in  the 
United  States,  wherever  he  may  be  lo- 
cated. 
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/"'RISP,  sheer  and  dainty  are  the  new- 
^*est  arrivals  in  ladies'  Irish  lawn 
handkerchiefs  in  all  white  with  assort- 
ed border  effects  and  narrow  hemstitch- 
ed hems.  Truly,  an  old  time  bargain 
at  only  75  cents  a  dozen  wholesale.  Try 
a  sale  of  these  and  watch  them  go. 


I?OR  a  face  cloth  special  to  feature  at 
A  any  time,  you  certainly  could  not  find 
a  better  buy  than  the  newest  double  sid- 
ed "shell  edge"  face  cloths,  which  are 
ravel-proof  and  come  in  such  charming 
color  effects  as  yellow,  blue,  rose,  orchid, 
etc.  These  Turkish  face  cloths  come 
in  artistic  cartons  and  are  priced  to  re- 
tail at  25  cents  apiece  or  $1.75  wholesale. 
The  carton  in  which  these  goods  are 
supplied  deserves  mention  as  it  is  got- 
ten up  to  make  stock  keeping  easy  for 
the  retailer,  with  spaces  for  prices,  etc., 
allowed  for. 


'THE  wonderfully  low  price  of  $15.50 
-*-  a  dozen  is  asked  for  a  range  of 
night  gowns  shown  in  three  distinct 
styles.  One  is  an  Empire  effect  with 
a  double  yoke  hemstitched  and  laced 
with  pretty  blue  ribbons,  a  second  has 
a  youthful  round  neck  with  a  hemstitch- 
ed collarette  effect  and  puffed  sleeves, 
while  a  third  has  a  folded  ,  square  neck 
edged  all  round  with  sheer  insertion. 
Rosebuds  and  ribbon  bows  finish  this  ex- 
quisite gown,  which,  like  the  others, 
may  be  had  in  either  flesh  or  white 
nainsook  made  of  the  finest  Egyptian 
yarns. 


TTERE  is  a  chance  to  register  surprise 
1  A  at  something  really  new — table  lin- 
en that  can  be  wiped  off  with  a  damp 
rag!  Would  you  believe  it?  Of  course 
it's  not  really  linen  but  is,  nevertheless, 
a  perfect  reproduction  of  satin  damask 
applied  by  a  secret  process  to  a  linen 
back  which  can  be  dampened  and  ironed 
out  if  creased,  and  is  guaranteed  to 
stand  most  acids  as  well  as  heat  marks 
without  injury.  The  leading  hospitals 
all  over  the  world  have  been  using  it 
for  some  time  and  all  the  leading 
restaurants  over  in  England  are  taking 
it  up.  Get  in  on  this  idea  while  it  is 
still  new.  The  wholesale  price  will  be 
in  the  vicinity  of  $1.25  a  yard  for  50 
inch  widths  and  a  choice  of  four  dif- 
ferent designs  may  be  had,  all  in  white 
of  course. 


Clip  out  items  you  are  interested 
in  and  send  them  in  to  Dry  Goods 
Review.  The  name  of  the  manu- 
facturer or  wholesale  house  having 
these  goods  will  be  sent  to  you  im- 
mediately. 


1VTO  WHITEWEAR  sale  will  be  com- 
■'■  ^  plete  without  its  quota  of  bloom- 
ers. For  only  $9  a  dozen  can  be  bought 
a  line  of  directoire  style  bloomers  fin- 
ished at  the  knee  wifh  wide  elastic  and 
guaranteed  full  size  and  perfect  fitting. 

TTAVE  you  any  real  novelties  in  the 
way  of  handkerchiefs  for  the  holiday  ? 
One  importer  has  just  received  a  line 
which  should  interest  everyone.  They 
are  on  the  silk  jersey  order  of  a  very 
fine  quality.  The  four  corners  carry 
open  designs  resembling  Spanish  lace 
and  the  deep  hem  has  a  picot  edge.  They 
come  in  white  and  several  beautiful 
shades  at  $7.20  a  dozen. 

DRIDES  and  thrifty  housewives  will 
*-^  delight  in  the  newest  idea  in  table 
napery,  namely,  a  fine  Egyptian  cotton 
napkin  made  in  four  beautiful  designs 
and  guaranteed  absolutely  lintless. 
These  new  napkins  are  of  British  orig- 
in and  manufacture  and  are  going  to 
be  a  money  maker  for  the  retail  linen 
department.  The  price  is  only  $3.25  a 
dozen. 


WH0  IS  S°in8'  to  be  the  first  to  feat- 
*  *  ure  the  new  bridal  sets  of  towels 
at  their  January  white  sales?  These 
sets  are  beautifully  boxed  in  artistic 
cartons  and  come  in  a  choice  of  three 
pretty  colors  tied  up  in  ribbons  to  match, 
all  ready  for  presentation  purposes  and 
include  2  face  cloths,  2  guest  size  Turk- 
ish towels,  2  large  Turkish  bath  towels, 
and  1  bath  mat  priced  at  $9.25  the  set. 

"PUY  them  by  the  dozen"  should  be 
the  watchword  for  these  men's 
handkerchiefs  also,  one  line  of  which 
comes  in  the  finest  of  Irish  lawns  with 
regulation  hemstitched  edges  and  is  sup- 
plied to  the  trade  in  cabirets  priced  at 
$1.25  a  dozen  handkerchiefs.  Pure 
Irish  linen  handkerchiefs  in  men's  sizes 
in  all  the  wanted  styles  of  hem  width 
can  be  had  for  as  little  as  $3.50  a  dozen 
and  represent  really  wonderful  value. 
At  this  price  they  won't  last  long. 


"rvRESSED-In-A-Minute"— Isn't  that 
an  original  way  of  naming  a  new 
style  of  women's  white  cambric  com- 
binations just  placed  on  the  market  in 
time  for  the  January  white  sales?  To 
be  more  explicit,  this  new  creation  is  a 
corset  cover,  drawers  and  underskirt  all 
combined,  elastic  run  at  the  waistline 
without  bulk,  and  with  a  becoming  V 
shaped  neckline.  The  garment  is 
daintily  trimmed  with  fine  tucking,  in- 
set medallions,  hemstitching  and  thread- 
ed with  ribbons,  finished  with  an  em- 
broidery flounce,  ideal  for  wearing  under 
sheer  dresses.  In  sizes  3  to  44,  priced 
at   $24  a   dozen. 


I70R  HIGH  days  and  holidays  or  in 
other  words,  for  all  the  year  round 
selling,  there  is  no  item  in  the  range  of 
wash  goods  which  is  in  such  constant 
demand  as  sheer  white  checked  or 
striped  muslin  such  as  can  be  made  up 
into  babies'  dresses,  lingerie,  etc.  A 
Montreal  wholesale  house  is  offering 
a  choice  of  eight  varieties  in  both  cross 
barred  and  striped  muslin  in  28  inch 
widths  at  17%  cents  a  yard  which  will 
be  the  lowest  price  obtainable  this 
season  on  goods  of  this  quality.  It  is 
whispered  that  the  current  price  is  real- 
ly 18  cents  and  maybe  higher,  so  take 
no  chances  and  feature  this  item  on  the 
wash  goods  counter. 
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St.  Thomas  Merchants  Hold  Window  Night 

Co-operate  to  Arouse  Enthusiasm  of  Citizens  in 
Many  Lines  of  Merchandise  Carried — Prize  List 
Arranged  Which  is  Responsible  for  Attractive 
and  Novel  Displays — Thanksgiving  Merchandis- 
ing Festival  for  Three  Days 


Dry  Goods  Review 
Thirty  Years  Ago 


A  CO-OPERATIVE  effort  that  met 
with  unusual  success  was  promot- 
ed by  the  business  men  of  St. 
Thomas  on  the  first  day  of  November. 
It  was  called  "Window  Night,"  and  the 
object  behind  this  co-operative  scheme 
was  to  arouse  the  greater  interest  of 
the  people  of  St.  Thomas  in  the  merch- 
andise handled  by  the  stores  in  that  city. 
A  prize  list,  arranged  more  for  the 
smaller  stores,  had  for  its  object  the 
greater  care  in  window  display  work  and 
it  was  productive  of  some  very  artistic 
as  well  as  original  displays  The  four 
points  considered  by  the  judges  of  the 
display  contest  were  (1)  Attention 
compelling;  (2)  balance  of  display;  (3) 
color  harmony;  (4)  detail.  One  prize 
was  given  for  a  novelty  display  and  the 
other  prizes  were  for  general  display 
work.  The  novelty  prize  went  to  Sand- 
ers &  Holcombe;  while  the  winners  of 
the  general  prizes  were  Miss  A.  M.  Bar- 
ley; W.  S.  Richardson;  Reeks  &  Co.; 
Johnston  &   Murray;    E.   McCance. 

Thousands   Were   Out 

Perhaps  the  most  outstanding  tribute 
to  the  value  of  this  co-operative  effort 
was  given  by  the  people  of  St.  Thomas 
themselves..  Talbot  Street  looked  like 
several  Saturday  nights  rolled  into  one. 
The  streets  were  literally  packed  with 
thousands  of  people  who  came  out  to 
see  the  result  of  the  effort  on  the  part 
of  'their  merchants.  There  were  in- 
numerable expressions  of  satisfaction 
and  surprise  on  every  hand.  The  "sur- 
prise" expressed  is  a  very  gratifying  fea- 
ture of  such  efforts;  at  the  same  time  it 
might  be  considered  to  be  a  commentary 
on  the  lack  of  merchant-co-operation 
that  is  always  too  manifest  in  every 
town  and  city.  It  is  actually  true  that 
many  people  are  surprised  at  the  wealth 
of  merchandise  shown  on  such  an  oc- 
casion. It  requires  such  an  effort  as 
this  to  convince  people  that  merchandise 
is  gathered  from  the  four  corners  of  the 
earth  for  their  supervision  and  selection, 
that  they  can  buy  just  as  advantageously 
and  as  economically  at  home  as  any 
place  else.  The  fault  is  not  on  the  side 
of  the  "dear  people;"  it  is  equally  the 
fault  of  the  merchants  who  do  not  get 
together  sufficiently  often  to  put  this 
truth  across  in  a  big  and  convincing  way. 

Arresting  Displays 

There  were  many  arresting  and  at- 
tractive displays.  That  of  Miss  Barley, 
the  winner  of  the  first  prize,  was  ad- 
mirably conceived.  Though  her  window 
space  is  limited,  she  made  the  best  use 
of  every  inch  of  it.  She  had  the  window 
fitted   up    like   dressing  rooms   in   which 


live  models  were  trying  on  some  of  the 
latest  millinery  creations.  The  atmos- 
phere, the  lights  and  all  gave  it  a  very 
realistic  appearance.  J.  H.  Gould,  Lim- 
ited, had  their  window  fitted  out  like  a 
drawing  room  in  which  live  models  par- 
aded, showing  some  of  the  latest  fash- 
ions in  dresses.  The  Davey  Hardware 
Company  made  the  very  best  possible 
use  of  their  window  to  promote  the  sale 
of  electric  washing  machines.  In  one 
section  of  the  window  a  weary  woman 
with  an  aching  back  toiled  over  the 
wash  tub  in  the  old-fashioned  way; 
while  in  the  other  section  a  well-dressed 
lady,  sitting  down  reading  a  book,  cas- 
ually glanced  sideways  at  the  washing 
being  done  by  the  electric  washer.  Of 
course,  she  was  the  envy  of  the  other 
woman.  There  were  other  windows 
that  possessed  hardly  less  originality, 
showing  that  a  good  deal  of  attention 
and  care  had  been  given  to  this  effort 
on  the  part  of  the  window  display  man 
as  well  as  the  merchant  himself. 

Thanksgiving    Merchandising    Festival 

While  no  buying  was  done  on  this 
night,  the  merchants  linked  up  with  the 
window  display  night  a  thanksgiving 
merchandising  festival  which  lasted  the 
three  days  following  the  window  night. 
The  lical  newspaper  on  Wednesday 
n'ght  carried  many  pages  of  advertise- 
ments from  the  merchants  announcing 
the  special  efforts  th^y  had  put  forth 
to  make  the  event  of  value  to  the  con- 
sumer in  the  way  of  economical  pur- 
chasing. This  sustained  the  enthusiasm 
that  had  been  created  over  the  window 
night  and  allowed  merchants  to  cash  in 
on  it.  Merchants  stated  that  they  were 
well  repaid  for  their  double  effort  to 
arouse  the  interest  and  enthusiasm  of 
the  people  of  that  city  in  these  novel 
events. 

To  Be  Held  Regularly 

So  successful  was  the  first  effort  of 
the  merchants  in  this  event  that  they 
have  decided  to  continue  it  as  a  co-op- 
erative merchandising  plan.  It  will  be 
held  either  every  six  months  or  once  a 
year. 

It  is  a  plan  that  commends  itself  very 
heartily  to  merchants  all  over  the  coun- 
try. We  are  absolutely  assured  that 
the  feeling  is  general  that  merchants 
should  co-operate  more  in  such  efforts  as 
these  and  in  many  others.  All  it  needs  is 
a  whole-hearted  organization,  freed  of 
those  local  prejudices  and  jealousies 
that  permit  others  to  come  into  the 
community  to  reap  a  harvest  of  sales 
that  are  garnered  from  one  end  of  the 
year  to  the  other. 


Corsets  have  been  found  on  the  waists 
of  Egyptian  mummies. 

Messrs.  S.  F.  McKinnon  &  Co.  have 
entered  suit  against  the  city,  claiming 
$1,500  damages  to  elevator  by  the  sand 
in  city  water. 

The  St.  Hyacinthe  papers  announce 
the  arrival  there  from  Sherbrooke  of 
about  50  employees  of  the  E.  T.  Corset 
Co.,  which  has  now  removed  its  opera- 
tions to  the  former  city. 

Uriah  Shoemaker,  for  years  a  clerk  in 
the  dry  goods  store  of  Groff  &  Hymon- 
en,  went  to  Detroit  about  eighteen 
months  age  and  now  his  friends  fear 
foul  play,  for  he  cannot  be  found. 

Messrs.  Newland  &  Co.,  plush  manu- 
facturers in  Gait,  Ontario,  intend  start- 
ing a  branch  factory  at  Buffalo  at  once. 
They  feel  able  to  compete  with  any  firm 
on  the  other  side. 

Hyslop,  Caulfield  &  Co.  are  defend- 
ants in  a  suit  in  which  a  man  named 
Andrews  is  plaintiff.  Andrews  is  a 
Montreal  man  who  is  claiming  damages, 
alleging  that  they  broke  a  contract  with 
him  by  refusing  to  send  him   samples. 

Northey  &  Co.  have  commenced  an 
action  against  T.  Eaton  &  Co.,  dry  goods 
merchants  of  this  city,  claiming  $25,000 
damages  for  alleged  breach  of  contract 
and  for  slander  regarding  the  Northey 
Ga->  Producer. 

The  Woodstock,  Ont.,  Woollen  Mills, 
G.  Wetniore  Merritt,  Alexander  Willis, 
and  A.  L.  Trueman,  incorporators,  have 
applied  for  a  charter  as  the  Woodstock 
Woollen  Mills  Co.  Ltd.,  with  a  capital  of 
$20,000. 

Mr.  J.  K.  Macdonald  has  been  re- 
elected president  of  the  Toronto  Child- 
ren's Aid  Society.  Like  the  founder  of 
the  firm  of  John  Macdonald  &  Co.,  he 
abounds  in  good  works,  a  worthy  son 
of  a  noble  sire. 

Stirrett  &  Co.,  dry  goods  merchants 
of  Petrolia,  Ont.,  are  £o  well  pleased 
with  their  trade  that  they  have  with- 
drawn their  branch  store  from  Forest 
and  will  centre  all  their  efforts  in  Pet- 
rolia. 

For  some  time  past  Thomas  C.  Wat- 
kins,  the  well-known  Hamilton  dry 
goods  merchant,  has  been  in  ill  health, 
the  result  c-f  too  constant  attention  to 
business  which,  at  his  advanced  age,  74 
year:',  causes  a  much  greater  strain  than 
in  a  younger  man.  On  the  advice  of  his 
physicians  he  has  decided  to  take  a  rest 
and  has  gone  away  to  recuperate.  It  is 
hoped  that  he  will  be  benefited  by  the 
change  and  that  a  short  time  will  suf- 
fice to  restore  him  to  his  usual  health 
and  vigor. 
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Business  is  Good  With  This  Man 

George  T.  Creary,  of  St.  John,  is  Forced  to  Seek  Larger  Quarters 
— Finds  That  "A  Specialty  Shop  for  Men  and  Women  Who  Buy 
for  Men"  Gains  in  Popularity — The  Style  Propaganda  Pays — 

Description  of  New  Store 


SUCCESS  has  steadily  dogged  the 
footsteps  of  George  T.  Creary,  the 
energetic  young  men's  wear  retail- 
er of  St.  John,,  N.  B.,  whose  new  de- 
parture in  merchandising  was  describ- 
ed in  the  April  issue  of  Men's  Wear  Re- 
view. Mr.  Creary  holds  a  theory  that 
style  should  and  can  be  made  a  para- 
mount issue  in  selling  merchandise,  to 
the  complete  exclusion  of  all  question 
of  price.  Mr.  Creary  furthermore, 
adopted  a  slogan  intended  to  widen  tie 
scope  of  his  business,  r.amely:  "A  spec- 
ialty shop  for  men  and  women  who  buy 
for  men,"  which  proved  eminently 
satisfactory  as  proved  by  the  fact  that 
it  has  been  found  necessary  to  transfer 
the  Creary  store  to  larger  and  more 
centrally  located  premises  this  summer. 

To  a  staff  member  of  Men's  Wear 
Review  who  visited  the  new  store,  Mr. 
Creary  pointed  out  the  fact  that  spec- 
ialty merchandise  requires  fine  equip- 
ment with  which  to  set  it  off.  "Our 
new  store  will  be  among  the  finest  in 
Eastern  Canada,"  he  explained,  "and  the 
entire  equipment  will  be  of  glass  and 
quartered  oak,  featuring  the  latest 
ideas  in  revolving  racks  for  clothing  as 
well  as  in  silent  salesmen  for  the  dis- 
play of  haberdashery." 

Entering  from  the  main  door  which 
is  flanked  on  either  side  by  two  large 
display  windows  finished  with  hard- 
wood panelling,  the  hat  and  cap  depart- 
ment is  found  at  the  extreme  left. 
Glass-encased  shelving  runs  round  f out- 
sides,  punctuated  at  intervals  by  mir- 
rors for  fitting  purposes.  Pillars  which 
divide  the  main  floor  into  aisles  are 
faced  by  mirrors  on  all  four  sides, 
thus  contributing  a  much  more  spacious 
effect  than  were  the  pillars  to  be  left 
in   their   original   state. 

Racks   for   1,100   Suits 

Shelves  for  displaying  bolts  of  cloth 
are  ranged  next  to  the  headwear  section 
on  which  the  materials  for  custom- 
made  clothing  are  stocked.  At  the  ex- 
treme back  of  the  new  store  are  placed 
the  clothing  wardrobes,  equipped  with 
revolving  racks  capable  of  holding  as 
many  as  1,100  suits.  These  racks  are 
made  entirely  of  glass  in  keeping  with 
the  uniform  scheme  of  glass-encased 
merchandise  throughout. 

Fitting  rooms  and  office  space  are 
provided  also  at  the  rear,  above  which 
the  tailor  shop  is  located.  Continuing 
up  the  right  side  are  found  the  separ- 
ate sections  devoted  to  the  showing  of 
pyjamas,  shirts,  underwear,  hosiery, 
gloves  and  collars,  each  ranee  kept 
distinct  and  shown  effectively  in  its    own 


Code  of  Business  Ethics  Is 

Promulgated  by  Clothiers 

A  code  of  ethics  to  govern  not  only  the  retail  business,  but  also  the  re- 
lations between  retailers  and  consumers,  was  unanimously  adopted  at  the 
executive  session  of  the  National  Association  of  Retail  Clothiers  in  con- 
vention in  Madison  Square  Garden.  Fred  Voiland,  vice-president  of  the 
association,  headed  the  committee  that  drew  up  the  code,  which  follows  in 
full: 

''We  admit  that  the  cornerstone  of  commerce  is  integrity;  that  the  assets 
of  any  commercial  institution  consist  of  honesty  and  business  character 
first — and  after  that,  service  and  merchandise. 

"We  hold  paramount  the  truth  that  advertising's  a  covenant  with  the 
public;  that  the  spoken  or  printed  word  is  as  binding  on  performance  as 
an  oath  in  a  judicial  tribunal,  as  sacred  as  the  personal  pledge. 

"It  is  our  constant  aim  to  so  administer  the  affairs  of  this  institution 
that  individual  service  to  the  consumer  is  not  diminished  or  minimized  by 
reason  of  volume  of  trade;  that  interested,  personal  service,  based  on  the 
needs  and  requirements  of  the  individual,  is  our  first  duty  and  chiefest  task. 

"Mutual  exchange  of  confidence  between  buyer  and  seller  is  essential. 
We  affirm  that  the  history  of  any  article  of  merchandise  concealed  be- 
neath trade  expressions  or  symbols  (the  meaning  of  which  leads  the  buyer 
to  form  an  opinion  more  favorable  than  would  obtain  without  such  disguise) 
is  unfair  to  the  buyer,  and  therefore  contrary  to  our  ethics." 


display  case.  The  collar  range  is  an  ex- 
ceedingly comprehensive  one  and  oc- 
cupies considerable  space  close  to  the 
front  entrance,  where  it  is  found  that 
most  customers  linger  on  entering  and 
leaving  the  store. 

Aisle  Tables   for   "Specials" 

Three  aisle  tables  for  the  display  of 
extra  specials  are  placed  in  the  centre 
of  the  floor,  equipped  with  a  metal  rail 
and  fixed  stand  for  a  show  card.  These 
tables,  it  is  said,  take  care  of  any  odds 
and  ends  which  accumulate  during  a 
week's    selling. 

The  decorative  scheme  is  subdued  but 
in  good  taste,  reflecting  the  conserva- 
tive atmosphere  in  which  really  high- 
class  merchandise  appears  at  its  best. 
A  cork  linoleum  carpet  covers  the  en- 
tire floor,  over  which  an  oriental  rug  is 
laid,  and  the  walls  above  the  fixtures 
are  tinted  a  soft  cream.  The  area  of 
the  new  store  is  approximately  85  x 
20  feet  and  adjoins  the  firm  of 
Macauley  Brothers  &  Company,  a  long 
established  dry  goods  firm  in  St.  John. 
The  locat'C'-  of  the  new  store  also  can- 
not be  surpassed  insofar  as  convenience 
is  concerned,  being  close  at  hand  to 
all  the  leading  hotels  and  theatres  and 
midway  up  the  principal  business  street 
of   the   city. 

During     the      month     of    August,    Mr. 


Creary  held  a  reception  to  inaugurate 
his  removal  to  the  new  store  which  was 
widely  attended  by  many  customers  and 
friends  of  the  successful  young  pro- 
prietor and  manager.  On  this  occasion 
no  goods  were  sold  but  guests  we.e 
shown  over  the  establishment  by  mem- 
bers of  the  sales  staff.  An  orchestra 
provided  entertainment  during  the  re- 
ception which  proved  an  auspicious 
send-off  to   the   enterprise. 

A  Successful  Advertisement 

Mr.  Creary  stated  to  Men's  Wear  Re- 
view that  his  plan  of  using  only  origin- 
al and  fresh  advertising  copy  in  the 
daily  press  had  proved  unusually  suc- 
cessful, and  the  response  to  appeals 
which  possessed  the  merit  of  individual- 
ity was  unfailingly  good.  During  the 
spring  Mr.  Creary  experimented  with  a 
personal  letter  US'  several  thousand  men, 
picked  by  himself  from  among  the  lead- 
ing citizens  of  St.  John,  in  which  he  en- 
closed a  cheque  for  $5  to  be  paid  to  any 
customer  purchasing  a  suit  or  overcoat 
before  May  first  at  the  Creary  store. 
The  cheque  brought  forth  a  large 
response  from  fully  four-fifths  of  the 
recipients,  who  called  to  enquire  if  the 
offer  could  be  extended  or  met  on  the 
partial  payment  plan,  etc..  in  cases 
where  an  actual  cash  purchase  could 
not  be   conveniently     made. 
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Credit  Rating  Bureau  of  Erie,  Pa. 

Just  as  Manufacturers  and  Wholesalers  Use  Their  Duns  and 
Bradstreets,  so  the  Merchants  of  Erie  Obtain  a  Rating  on  Every 
Purchaser  in  Their  Town — Newcomers  Must  First  Have  Creden- 
tials— Losses  Are  Nil  to  the  Merchants 


By  E.  DE  WITT  HUTT,  Editor  of  Men's  Wear  Review 


M 


R.  MERCHANT,  if  you  want  to 
buy  a  hundred  dollars'  worth  of 
merchandise  from  any  reputable 
wholesaler  in  this  country,  the  first 
thing-  he  does  is  to  look  up  Duns 
or  Bradstreets.  He  wants  your  rat- 
ing; he  wants  to  find  out  your 
financial  standing  to  see  if  it  is  a  safe 
proposition  to  sell  merchandise  to  you, 
knowing  he  will  get  his  pay  for  it. 

Yet,  when  customers  come  to  you  to 
buy  on  .credit  what  do  you_know  of  their 
rating,  -oji  -th^ir  ability  to  pay  ?  Do  you 
know  anything,  or  do  you  take  any  de- 
finite steps  -to  find  out  about  them  ? 

Credit   Rating   Bureau 

Erie,  Pa,,  is  a  town  of  about  100,000 
of  a  population.  The  merchants  of  Erie 
think  it  is  good  business  to  find  out  the 
ratings  of  the  buying  population  of  their 
town.  They  all  do  a  large  credit  busi- 
ness and  because  they  do  this  kind  of  a 
business  they  have  organized  a  bureau. 
It  is  called  the  Retail  Merchants  Credit 
Rating  Bureau  and,  at  present,  there 
are  about  100,000  ratings  listed  with 
the  manager  of  the  bureau.  There  are 
no  customers  in  Erie  who  have  not.  a 
rating  of  some  kind  with  the  manager 
of  the  bureau,  and  these  ratings  are 
changed  from  time  to  time  as  the  cir- 
cumstances of  the  customer  may  change. 
There  are  "CO.D."  customers,  "slow 
rating"  customers  and  there  are  "good'' 
customers.  Everybody  is  classified  as 
soon  as  he  or  she  becomes  a  potential 
customer  in  Erie. 

First  Steps 

As  soon  as  a  newcomer  enters  a  store 
in  Erie  and  seeks  credit,  the  machinery 
of  the  bureau  is  set  in  motion.  The 
dealer  into  whose  store  the  newcomer 
comes  telephones  the  manager  of  the 
bureau  and  asks  the  rating  of  Mr.  A.  The 
cards  are  all  conveniently  arranged  and 
may  be  looked  up  in  a  minute.  The 
manager  discovers  that  Mr.  A.  has  not 
been  entered  in  the  files  of  the  bureau 
at  all.  For  the  time  being,  therefore, 
Mr.  A.  must  be  ratecL^s  a  CO.D.  cus- 
tomer and  no  merchandise  is  sold  to  him 
except  he  pays  cash  for  it.  But  being 
a  new  man,  the  manager  immediately 
begins  to  collect  data  with  regard  to 
Mr.  A.  which  will  enable  them  to  give 
him  a  rating  with  all  the  merchants  of 
Erie.  He  finds  out  where  the  newcomer 
is  employed.  He  gets  in  touch  with  his 
employer  and  finds  out  from  him  what 
he  can  with  regard  to  general  character, 
where  he  was  formerly  employed  and 
whether  he  regards  the  new  man  as  a 
reliable      citizen.     The     manager      then 


writes  away  to  his  former  place  of  em- 
ployment and  gets  a  line  on  any  infor- 
mation available  with  regard  to  his 
standing  in  the  community  so  far  as  the 
payment  of  his  bills  is  concerned.  With 
this  information  in  his  possession,  he 
then  gives  the  man  a  rating  and  this  rat- 
ing is  for  the  information  of  all  the 
merchants  in  Erie.  Knowing  that  the 
system  is  in  operation  in  Erie  many  of 
the  newcomers  bring  credentials  with 
them  so  that  their  credit  may  be  imme- 
diately established. 

Slow  Rating 

The  slow  rating  customers  are  the 
ones  that  are  watched  carefully  by  the 
bureau  and  the  merchants.  There  are 
circumstances  which  may  change  a  man 
from  a  good  account  to  that  of  slow 
rating.  The  files  of  the  bureau  may 
show  Mr.  B.  as  a  good  account.  Mr. 
B.  decides  to  build  a  house,  or  to  buy  an 
automobile  or  a  piano  or  some  other 
commodity  which  runs  into  a  good  deal 
of  money.  Merchants  who  have  Mr.  B. 
on  their  books  begin  to  notice  that  he  is 
not  meeting  his  payments  as  per  agree- 
ment, that  is,  he  is  either  slow  in  meet- 
ing the  amounts  or  he  is  cutting  down 
on  the  amount  which  he  agreed  to  pay. 
The  matter  is  looked  into  and  the  cause 
of  the  change  is  discovered.  From  th-> 
moment,  this  man  is  rated  as  "slow  rat- 
ing" and  the  same  freedom  in  granting 
him  unlimited  credit  is  partially  with- 
drawn. It  is  more  than  likely  that  tb 
merchant  will  say  to  Mr.  B.  after  taking- 
all  the  circumstances  into  account,  "If 
you  will  agree  to  pay  me  a  certain 
amount  the  first  of  each  month,  you  can 
have  further  credit;  if  not  you  will  have 
to  pay  cash  for  anything  more  that  yo 
buy" 

How  Does  It  Work 

In  conversation  with  F.  S.  Bond,  one 
of  the  leading  men's  wear  merchants  in 
Erie,  Men's  Wear  Review  was  informed 
that  the  bureau  was  a  splendid  thing  for 
the  merchants.  "It  is  the  best  credit 
bureau  in  the  United  States,"  said  Mr. 
Bond  to  the  writer.  "Our  losses  in  cre- 
dit charges  are  absolutely  nil.  The  idea 
back  of  this  bureau  is  that  if  a  custom- 
er is  good  to  pay  and  it  is  profitable  for 
us  to  open  an  account  for  him  we  cer- 
tainly want  to  do  it.  If  we  adhered 
strictly  to  the  rules  and  regulations 
governing  the  bureau  we  would  never 
lose  a  cent  and  any  losses  that  are  sus- 
tained by  merchants  are  due  to  the 
elasticity  granted  by  the  individual  mer- 
chants rather  than  to  any  faultiness  in 


the  system.  "Dead  beats,"  for  instance, 
we  have  no  loss  whatever  from  these.  We 
are  listed  with  every  merchant  and  we 
place  the  collection  of  many  of  the  ac- 
counts in  the  hands  of  the  manager  of 
the  bureau  and  he  makes  more  than  his 
salary  on  the  percentage  we  give  him 
for  such  collections." 

The  merchants  of  Erie  work  together 
for  mutual  benefit  in  a  very  cordial  man- 
ner. One  thing  they  did  recently  indi- 
cates this,  a  thing  that  would  usually 
be  done  by  a  Board  of  Trade  or  Com- 
merce. A  very  large  building  in  Erie, 
capable  of  employing  8,000  men,  has 
been  closed  and  held  by  the  government 
since  the  end  of  the  war.  During  the 
war  it  was  used  for  government  pur- 
poses and  with  the  signing  of  the  arm- 
istice, there  was  no  further  use  for  it. 
Offers  have  been  made  to  the  govern- 
ment for  it  but  no  action  was  taken.  In 
the  meantime  a  valuable  property  cap- 
able of  employing  many  men  was  idle. 
The  merchants  organized  a  deputation, 
went  to  the  government  about  it  and  se- 
cured the  release  of  the  building.  It 
will  mean  employment  to  a  number  of 
idle  men  in  Erie. 


HOLDS   ONE  SALE  A  YEAR 

The  department  store  of  Sibley,  Lind- 
say and  Kerr,  in  Rochester,  N.  Y.,  has 
the  reputation  among  American  retail- 
ers of  putting  on  one  of  the  best  Jan- 
uary clearance  sales  in  the  United 
States.  This  refers  to  both  size  and 
profit.  The  secret  of  this  success,  ac- 
cording to  one  retailer  who  fathered 
many  sales,  is  that  no  other  sale  is  put 
on  by  the  Sibley  store  during  the  rest 
of  the  year.  People  go  to  this  one  ;ale 
of  the  year  because  they  know  that  reg- 
ular merchandise  is  offered  at  reduced 
prices. 


The  Calgary  Dry  Goods,  Ltd.,  pur- 
chased the  stock  of  the  Brown  Co.,  Ltd., 
of  Calgary. 


Thirteen  thousand  dollars'  worth  of 
furs  were  stolen  from  the  Fenster  Fur 
Company    of   Montreal    recently. 


Reports  from  many  of  the  large  cen- 
tres of  the  west  show  that  the  warm 
weather  has  hurt  business  considerably. 


The  Hudson  Bay  Company  store  at 
Saskatoon  entertained  the  members  of 
their  staff  to  a  dinner  and  dance  on  the 
evening  of  November  8th. 
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Watching  Details  Prevents  Losses 

Well-known  Banker  Says  That  Failure  to  Give  Full  Attention  to 
Business  Results  in  Loss  of  Profits  and  Ultimate  Failure  in  Busi- 
ness— Merchant  Does  Well  to  Give  All  His  Energies  to  One 
Line  of  Work — Outside  Interests  Kill  Business 


IN  DEVELOPING  this  paper,  I  have 
taken  into  consideration  what  I  be- 
lieve to  be  the  most  important  prob- 
lems that  the  average  independent  re- 
tailer must  face.  If  I  seem  to  touch 
upon  fundamentals,  I  hope  you  will  not 
conclude  that  I  am  endeavoring  to  give 
any  new  points  in  merchandising  but 
rather  to  give  you  the  viewpoint  of  a 
banker  who  has  by  intimate  contact 
with  retailers  for  many  years  learned 
what  to  look  out  for  and  what  to  develop. 
In  my  experience  with  merchants  in 
small  towns  (and  the  same  conditions 
apply  generally  to  larger  towns),  I  have 
found  retailers  who  have  been  outstand- 
ing successes  in  their  businesses.  They 
have  developed  from  humble  beginnings 
and  by  sheer  persistence,  ability,  and 
concentration  have  made  their  establish- 
ments the  pride  of  their  communities. 

One  Line  of  Work  at  a  Time 

Modern  competition  is  so  keen  that 
one  can  hardly  hope  to  build  a  success- 
ful business  without  devoting  unlimited 
time  and  attention  to  it.  One  cannot 
scatter  his  time  and  capital  in  other 
enterprises,  and  hope  to  succeed  in  his 
chosen  field,  for  no  man,  unless  he  be 
far  above  the  average  and  have  unlimit- 
ed capital  at  his  disposal,  can  do  justice 
to  more  than  one  line  of  work  at  one 
time.  In  my  experience  I  have  seen 
successful  merchants  try  to  spread  their 
time  and  capital  on  other  interests  and 
have  seen  them  embarrass  their  own 
businesses  by  failure  of  outside  inter- 
ests. It  is  always  sound  policy  for  the 
cobbler  to  stick  to  his  last  and  this  is 
certainly  as  applicable  to  the  merchan- 
diser as  it  is  to  other  business  men.  If 
one  has  devoted  years  to  retailing,  he 
should  concentrate  all  of  his  time  and 
capital  to  retailing,  for  it  is  hardly 
logical  to  presume  that  ah  expert  mer- 
chandiser can  quickly  become  an  expert 
in  other  lines  and  hope  to  stand  shoulder 
to  shoulder  with  men  who  themselves 
are  thoroughly  trained  in  the  businesses 
which  the  retailer  hopes  to  enter  as 
sidelines.  The  men  who  have  made 
conspicuous  successes  are  those  who  have 
had  but  one  thought  in  mind:  "How  can 
I  make  my  business  more  valuable  to 
the  people  I  serve?" 

Coercion  is  Practised 

The  man  who  does  spread  himself, 
however,  does  not  usually  do  so  or  his 
own  volition.  He  is  coerced  into  an  out- 
side interest  by  some  high-pressure 
salesman  who  is  able  to  present  his 
proposition  so  attractively  that  the  mer- 
chant is  made  to  feel  that  the  enterprise 


The  accompanying  article  is  part 
of  om  address  given  at  the  second 
annual  Progressive  Business  Con- 
press  held  at  Minneapolis,  Minn., 
on  September  5th  and  6th  by  C.  8. 
Mills,  President  of  the  Midland 
Bank.  The  banker  gets  a  differ- 
ent angle,  perhaps,  on  the  retail- 
er's problems  than  any  other  per- 
son. For  that  reason,  the  remarks 
of  Mr.  Mills  are  of  special  inter- 
est, and  we  think  them,  well  worth 
the  careful  attention  of  our  read- 
ers. 


is  for  civic  betterment,  and  that  with 
the  aid  of  his  talents  and  capital  the  en- 
terprise will  develop  into  an  outstand- 
ing success  both  for  the  community  and 
himself.  The  sad  realization,  however, 
usually  comes  too  late.  There  is  al- 
ways an  explanation  why  the  enterprise 
did  not  succeed,  but  this  hardly  restores 
the  lost  capital  to  the  merchant's  busi- 
ness or  the  time  of  which  it  has  been  de- 
prived. I  could  tell  of  many  unfor- 
tunate cases  where  retail  merchants  have 
been  progressing  nicely  until  they  be- 
came interested  in  a  chaTn  of  elevators. 
a  mining  corporation,  New  York  real 
estate,  or  Florida  fruit  orchards.  If 
these  merchants  had  invested  their 
money  in  their  own  business  or  in  good 
real  estate  in  their  home  town,  they 
would  have  continued  to  progress  and 
to-day  very  likely  would  be  conspicuous 
successes  in  their  home  towns.  There 
are  many  sad  cases  where  the  entire  as- 
sets of  merchants  have  been  lost  in  the 
attempt  to  carry  greater  loads  than 
their  capital  or  brains  would  permit. 

Watch  the   Basket 

It  has  been  said,  "Don't  put  all  your 
eggs  in  one  basket."  This  applies 
pointedly  to  the  investor,  but  for  the  re- 
tail merchant  it  is  far  better  to  "put  all 
of  his  eggs  into  one  basket  and  then 
watch  that  basket."  The  average  small 
town  merchant  has  strong  competition 
from  outside  sources,  and  it  behooves 
him  to  concentrate  absolutely  on  his  busi- 
ness or  he  is  likely  to  die  painfully  in 
the  face  of  more  forceful  merchandising 
about  him.  Mail  order  merchandising 
is  legitimate,  and  so  is  that  of  th'j  ehnin- 
store.  The  local  merchant  can  success- 
fully meet  this  competition  (as  all  of 
you  are  apparently  doing)  if  he  will  take 
the  time  and  trouble  to  analyze  the  sit- 
uation and  apply  the  remedy.  People 
are  by  nature  locality-loyal,  and  if  the 
merchant    keeps    his    establishment    at- 


tractive, watches  his  turnover,  jealously 
guards  his  credits  and  remains  always 
on  the  alert,  he  need  not  give  much  con- 
cern to  imaginary  terrors  of  outside  com- 
petition. But  he  must  devote  all  of 
his  time  and  capital  to  his  business,  for 
his  outside  competitors  never  relax;  they 
know  that  sustained  effort  alone  can 
bring  the  coveted  prize. 

Efficient  Management 

To  my  mind,  an  important  thing  for 
the  small  retailer  to  consider  is  efficient 
management.  Business  at  present  is 
of  such  a  character  that  if  the  retailer 
does  not  carefully  watch  every  detail,  he 
is  likely  to  find  himself  running  into  a 
loss  rather  than  a  profit.  To  many  mer- 
chants, merchandising  is  nothing  more 
than  keeping  a  store,  and  usually  the 
store  is  hardly  a  success  in  even  keeping 
the  merchants.  To  some,  it  is  just 
stocking  and  selling.  Modern  merchan- 
dising methods  of  increasing  turnover 
and  reducing  expense  by  pushing  stale 
stock  do  not  appeal  to  them.  These 
matters  are  looked  upon  as  theoretical 
and  therefore  not  to  be  taken  seriously. 
But  the  art  of  merchandising,  of  suc- 
cessful store  management,  has  made  such 
rapid  strides  during  the  past  few  years 
with  the  development  of  the  chain  store, 
the  mail-order  house,  and  co-operative 
agencies,  that  if  the  small  retailer  does 
not  follow  merchandising  progress,  he  is 
liable  to  become  a  helpless  spectator  as 
newer  stores  with  newer  ideas  adopt  his 
customers. 


A  1923  OUTLOOK 

A  Toronto  retail  buyer  brings  this  re- 
assuring news  from  New  York:  "All  of 
the  shops  on  Fifth  Ave.,  on  Broadway 
and  on  the  cross-streets  are  busy.  The 
heads  of  department  stores  tell  me  that 
trade  began  to  pick  up  about  November 
1  and  is  increasing  every  day.  I  take  this 
as  a  very  good  indication  for  next 
spring.  What  New  York  does  now  the 
cities  on  this  side  will  do  within  the  next 
six  months.  The  big  depression  down 
there  came  in  1920;  most  of  us  did  not 
feel  it  to  any  extent  until  1921. 

"The  same  holds  true  for  good  as  well 
as  for  bad  times.  Watch  for  big  business 
here  all  next  year." 


Two  truckloads  of  wool  weighing  6,- 
200  pounds  were  seized  on  the  New 
Brunswick  border  recently.  In  an  ef- 
fort to  evade  the  new  tariff  measure  the 
men  were  trying  to  smuggle  it  into 
Aroostock  county  from  New  Brunswick. 
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Phenomenal  Demand  for  Velvets 

Montreal  Reports  That  Chiffon  Velvets  Have  Sold  Freely  as  High 
as  $6.00  a  Yard  and  Upwards — Retail  Trade  Picking  up  Stylish 
Fabrics  Quickly — Satin  Cantons  Create  Great  Interest — Printed 

Silks  Being  Shown 


VELVETS  have  surpassed  all  ex- 
pectations in  point  of  sales  vol- 
ume this  Fall,  according  to  a  Mon- 
treal wholesale  buyer  whose  range  was 
larger  than  ever  shown  before.  Dis- 
cussing the  outlook  with  a  staff  mem- 
ber of  Dry  Goods  Review,  this  repre- 
sentative remarked  that  his-  warehouse 
had  been  piled  high  with  velvets  of  all 
sorts  a  month  or  so  back  and  he  had 
misgivings  that  half  of  it  would  ever 
be  sold.  At  the  present  time,  how- 
ever, there  is  scarcely  a  yard  of  chiffon 
velvet  left  in  stock  and  orders  are  being 
filled  with  velveteens  as  a  temporary 
makeshift,  so  sudden  and  widespread 
has  been  the  demand.  Retail  buyers, 
he  said,  have  returned  to  the  old  ways 
of  ordering,  and  no  longer  haggle  over 
a  dollar  here  and  there  but  call  for  the 
goods  which  lead  in  fashion,  irrespective 
of  price.  In  this  connection  chiffon 
velvets  have  sold  just  as  freely  in  the 
qualities  priced  from  $6  upwards  whole- 
sale as  have  the  velveteens  around 
$2  35.  The  point  which  should  be  borne 
in  mind  by  retail  buyers  in  connection 
with  velvets  is  that  the  current  short- 
age will  prove  to  be  a  blessing  in  dis- 
guise since  there  can  be  no  possibility 
of  retailers  carrying  over  stock  at  the 
end  of  this  season,  with  a  consequent 
tendency  to  lower  prices  and  cheapen 
the  demand. 

Black  velvets  have  led  in  favor  as  was 
expected,  but  a  good  quantity  of  the 
bright  shades  has  been  sold  as  well, 
chiefly  for  trimming  and  millinery  pur- 
poses. Delicate  pastel  colors  have  been 
in  strong  demand  for  creating  evening 
gowns  and  wraps,  of  the  ultra  smart 
type.  Many  lovely  velvet  brocades  on 
chiffon  grounds  are  still  being  shown 
for  mid-winter  selling  although  these 
are  not  particularly  cheap,  and  the  very 
new  crushed  velvets,  called  by  some 
buyers  "wrung"  effects,  are  proving 
popular  with  those  who  insist  upon 
novelties  irrespective  of  cost. 

Satin  Finished  Cantons  Preferred 

Outside  of  velvets,  Montreal  buyers 
say  the  greatest  interest  is  shown  in 
satin  cantons  which  have  a  particularly 
rich  sheen.  Regular  cantons  are  keep- 
ing up  in  demand  and  one  wholesaler 
whose  opinion  is  always  to  be  relied 
on,  states  to  Dry  Goods  Review  that 
good  qualities  will  run  for  a  year  yet 
before  fashion  definitely  decides  to  sub- 
stitute something  else  in  their  favor. 
The  smarter  New  York  shops,  however, 
are  beginning  to  feature  satin  finished 
cantons  in  preference  to  the  dull  weaves 


and  it  is  said  that  a  gradually  increas- 
ing call  is  being  registered  for  satin, 
pure  and  simple,  for  all  types  of  gowns 
for  immediate  wear.  The  makers  of 
ready-to-wear  dresses,  however,  are 
still  using  large  quantities  of  regula- 
tion canton  crepes  so  that  this  weave 
is  assured  of  popularity  for  the  time 
specified  by  the  Montreal  buyer  quoted 
above. 

In  the  same  category  of  crepe  weaves, 
is  to  be  included  crepe  de  chines,  which 
are  receiving  greater  attention  than 
ever  from  retail  buyers,  particularly  in 
10  to  14  mummie  weights.  Cheap 
qualities  are  not  wanted  at  all.  Silk 
and  wool  crepes  in  a  full  range  of  colors 
are  another  much  wanted  line  which 
should  prove  a  good  seller  right  through 
the  Winter.  This  fabric  is  especially 
suited  for  the  making  of  dresses  for 
little  girls  and  should  be  featured  by 
retailers  with  more  prominence. 

Novelty   Silks    Defined 

Of  course  the  most  wanted  silk 
novelties  of  the  season  are  the  new 
forms  of  charmeuse  known  variously  as 
"cloky"  and  "matelasse."  Both  of  these 
novelties  are  being  bought  up  in  large 
quantities  in  the  three  staple  shades  of 
black,  navy  and  nigger  brown,  called 
seal  brown  by  some  makers.  These 
fabrics  must,  however,  be  carefully  dif- 
ferentiated owing  to  the  confusion  which 
prevails  about  them,  and  the  following 
definitions  may  prove  helpful  to  those 
who  are  not  certain  which  is  which: 

Crushed  or  stitched  satin,  sometimes 
called  quilted  satin,  is  termed  "matelas- 
se" by  the  French  firm  which  first  in- 
troduced it,  whereas  those  silks  with  a 
blistered  or  crushed  surface  resembling 
leather  effects  were  christened  "cloky" 
by  their  originator,  Rodier  of  Paris.  A 
Montreal  wholesaler  has  brought  out  an 
interesting  line  of  these  novelties  in  the 
usual  staple  shades,  heavily  embroider- 
ed in  floral  patterns  to  give  the  wanted 
puffy  finish,  both  on  silk  and  crepe 
grounds.  These  are  produced  in  Mon- 
treal and  are  consequently  priced  much 
lower  than  the  imported  goods  which 
they  equal  in  richness  of  appearance. 

Printed    Silks   Not  Popular   Yet 

Paris  and  New  York  have  set  their 
seal  of  approval  upon  printed  silks  for 
dresses,  but  according  to  Montreal 
wholesalers,  these  silks  are  not  wanted 
in  Canada  for  some  reason.  Whether  it 
is  due  to  the  fact  that  Canadian  women 
have  been  educated  to  demand  plain  sur- 


face silks  for  formal  wear,  leaving 
printed  designs  for  sports  and  cotton 
fabrics,  is  not  explained,  but  the  fact 
remains  that  a  large  shipment  of  the 
very  latest  printed  crepe  de  chines  and 
georgettes  has  been  completely  ignored 
by  Canadian  buyers  who  consider  these 
materials  too  extreme  for  trade.  Not- 
withstanding this  attitude  a  leading  buy- 
er has  just  returned  from  Paris  with  a 
full  range  of  most  unusual  printed  silks 
as  well  as  certain  other  novelties  quite 
unlike  anything  seen  before.  One  such 
was  a  sheer  georgette  overlaid  with  a 
large  and  cobweb  like  check  of  chenille, 
developed  in  such  shades  as  grey  over 
navy,  lipstick  red  on  cream  or  black  on 
grey,  etc.  Another  georgette  was 
elaborated  with  large  chenille  flowers 
resembling  hand  embroidery  in  delicacy 
of  treatment  in  the  same  color  combin- 
ations as  the  above.  A  heavier  quality 
georgette  in  a  blending  of  two  tones  of 
yellow  combined  in  a  pattern  resembling 
oblong  bricks  laid  one  upon  another, 
was  picked  out  in  white  flecks  of 
"flocking"  resembling  tiny  white  seeds. 
Some  unusual  and  rather  futuristic  pat- 
terns of  white  and  black  on  crepe  de 
chine  were  also  included  in  this  range 
of  French  samples  which  are  due  to  be 
delivered  in  Montreal  in  the  course  of 
the  next  few  months  for  Spring  selling. 
It  is  to  be  hoped  that  retailers  will  give 
georgettes  and  printed  crepe  de  chines 
some  attention  for  the  coming  season, 
particularly  in  the  more  novel  oriental 
designs,  which  are  extremely  decorative 
and  are  definitely  sponsored  by  the 
leading  style  centres. 

Metallic   Fabrics   are   Gorgeous 

Metallic  effects  are  at  the  height  of 
their  popularity  this  month  and  in  many 
cases  the  most  wanted  kinds  are  com- 
pletely sold  out  already.  There  is  a 
particularly  beautiful  quality  of  "satin 
metal"  now  in  stock  with  a  supple  tex- 
ture, not  as  stiff  and  difficult  to  drape 
as  the  grades  first  received.  This  is 
priced  wholesale  as  low  as  $4.95  a  yard 
and  is  stocked  in  all  the  wanted  colors 
shot  through  with  gold  or  silver.  It  is 
even  possible  to  obtain  a  "satin  metal" 
in  a  cloky  weave  which  is  altogether 
magnificent  in  appearance.  These  are 
entirely  of  French   manufacture. 

Silk  duvetyn  has  been  selling  in 
enormous  quantities,  so  that  stocks  on 
hand  are  practically  sold  out  in  most 
colors,  particularly  in  the  new  blues. 

A  limited  quantity  of  shot  and  plain 
pastel    colored    taffetas    are    selling    for 
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The  Smuggler  and  His  Methods 

Number  of  Firms  Using  Smuggled  Silks  and  Woollens  on  the  In- 
crease— New  York  the  Head  and  Buffalo  the  Distributing  Point 
— Laxity  by  Government  in  Securing  Convictions  and  in  Taking 
Too  Lenient  a  View  of  the  Evil — Now  Use  Aeroplanes 


COMPLAINTS  about  the  laxity 
with  which  the  smuggling  situa- 
tion is  being  handled,  continue  to 
be  heard.  Manufacturers,  importers, 
retailers,  dealers  of  every  type  who  are 
trying  to  do  business  in  an  honest  way, 
are  up  in  arms  against  the  amount  of 
trafficking  which  is  being  done,  not  now 
and  then  but  every  day,  right  under  the 
eyes  of  the  government.  Those  who 
are  interested  in  fabric  lines,  particular- 
ly silks,  are  the  most  insistent,  and  the 
number  of  individuals  and  firms  using 
silk  either  in  the  thread,  in  broadsilks 
or  in  a  score  of  manufactured  lines,  Is 
surprisingly  great. 

To  such  people  it  might  be  interesting 
to  hear  something  of  the  difficulties 
which  attend  those  whose  duty  it  is  to 
put  a  stop  to  the  evil. 

"The  desire  to  smuggle  lies  dormant 
in  almost  every  man  and  in  every  wo- 
man," says  an  authority  on  the  question. 
This  seems  a  rather  broad  assertion,  but 
when  the  prevalence  of  the  traffic  is 
considered,  the  fact  that  the  evil  is 
spread  from  coast  to  coast  and  that 
contraband  merchandise  is  coming  into 
this  country  every  day  in  quantities 
varying  from  a  few  cents  to  thousands 
of  dollars,  there  seems  a  real  germ  of 
truth  in  the  statement. 

"All  smugglers  will  make  false  state- 
ments," says  our  informant.  This  means 
not  only  the  man  who  does  business  in 
a  large  way  but  those  people  who  bring 
goods  over  for  their  own  private  needs. 
It  makes  it  doubly  difficult  for  the  offi- 
cials, who  must  be  courteous  and  con- 
trolled under  the  most  trying  circum- 
stances. They  are  not  in  the  position 
of  the  judge  on  the  bench  who  gets  the 
oath  of  the  man  or  woman  under  sus- 
picion; the  only  help  the  customs  officers 
receive  is  from  their  own  wits  and  in- 
genuity assisted  occasionally  by  circum- 
stances. 

New  York  the  Head 

The  source  of  most  of  the  silk  smug- 
gling now  being  done  by  gangs  is  un- 
doubtedly New  York.  It  is  obtained 
sometimes  from  manufacturers  in  that 
city  who  may  or  may  not  be  in  league 
with  the  runners,  it  is  more  often  stolen 
from  manufacturers  and  it  is  occasionally 
the  result  of  train  robberies.  Buffalo  is 
the  chief  distributing  station,  which 
means  that  a  great  deal  of  it  comes 
to  Toronto,  Hamilton,  St.  Catharines, 
Brantford  and  all  of  the  cities  of  Cen- 
tral Ontario. 

Goods  distributed  by  the  port  of  Mon- 
treal are  very  difficult  to  detect  because 
of  the  wide  stretch  of  river.  It  is  be- 
loved that  there  is  less  coming  through 


at  Windsor  than  formerly,  because  of  the 
exceeding  vigilance  there  and  that  Van- 
couver traffic  is  not  now  so  alarming. 

There  is  less  of  private  smuggling 
than  formerly  and  Canadian  manufac- 
turers are  mostly  responsible  for  this. 
During  the  period  of  high  rate  of  ex- 
change on  Canadian  money,  the  public 
were  forced  to  look  for  merchandise  at 
home  and  the  makers  did  not  disappoint 
Ihem.  They  proved  that  in  hundreds  of 
instances  a  better  grade  can  be  obtain- 
ed right  in  their  own  towns  and  at  a 
lower  price  than  in  American  cities. 

Various   Methods 

The  dealer  smuggler  who  is  afraid  to 
defy  the  law  altogether,  uses  the  plan 
of  misrepresentation  most  of  all.  He  in- 
voices cottons  as  silks  and  because  of 
the  immense  quantities  going  through 
the  ports  every  day,  it  is  almost  impos- 
sible to  search  the  entire  contents  of 
every  package.  Short  yardage  is  an- 
other effective  way.  It  would  take  ten 
times  the  staff  allowed  by  the  govern- 
ment for  this  work,  to  measure  every 
piece  that  goes  through  the  customs. 

A  dealer  who  is  once  detected  or  even 
suspected  is  of  course  put  on  the  list  of 
"probables"  immediately.  He  is  likely  to 
have  a  raid  made  on  his  establishment  at 
any  time.  The  difficulty  here  is  that  he 
destroys  his  records.  Either  the  tag 
which  must  be  on  every  article  passed 
at  the  border  and  which  bears  a  num- 
ber appearing  on  the  invoice,  is  destroy- 
ed or  the  invoice  itself  is  "mislaid." 

A  few  ingenious  individuals  use  the 
wardrobe  trunk  method.  Manufactured 
silks,  usually  gowns,  are  placed  neatly 
on  hangers  in  these  trunks  and  brought 
to  hotels.  Here  they  are  sold  from 
rooms.  Thousands  of  dollars'  worth  are 
disposed  of  in  this  way. 

Undervaluation  is  the  most  common 
method.  It  is  very  difficult  to  get  at  be- 
cause men  who  understand  values  will 
not  remain  with  the  government  long. 
The  large  importing  houses  will  pay  two 
or  three  times  the  salary  for  a  good  val- 
uator. To  the  government  he  is  worth 
just  so  much  and  no  more.  The  change 
in  silk  prices  from  week  to  week  and 
from  day  to  day  makes  it  almost  im- 
possible at  times  to  give  them  their  New 
York  value  at  a  particular  time.  Then 
the  fact  that  some  New  York  manufac- 
turers are  in  with  these  gangs,  offers  an- 
other problem.  A  case  came  to  light  the 
other  day  where  the  manufacturer's  in- 
voice showed  the  same  price  as  that 
which  the  distributor  in  an  Ontario  town 
was  asking  for  the  goods  when  laid 
down.  Was  the  manufacturer  work- 
ing for  the  love  of  it  or  was  the  smug- 


gler trying  to  give  our  Canadian  people 
something  for   nothing? 

The  Bold  Ones 

There  is  the  class  of  smuggler  who  in- 
tends to  pay  nothing  at  all  on  his  mer- 
chandise. He  plies  across  the  lakes  and 
rivers  in  a  motor-launch  or  circles 
around  in  a  car.  At  the  present  time  the 
customs  officials  are  not  supplied  with 
motor-cycles  or  conveyances  which  can 
beat  out  the  silk-runner;  and  they  would 
have  to  be  dotted  along  the  border 
waterways  like  flies  to  catch  them  all. 
Smugglers  count  on  getting  only  two  out 
of  every  three  loads  across.  If  they  do 
this  they  make  a  substantial  profit.  If 
they  do  not  they  are  "out  of  luck." 

In  the  United  States,  the  third  offence 
for  smuggling  is  punishable  with  im- 
prisonment, in  Canada  only  a  heavy  fine 
may  be  imposed  no  matter  how  often  the 
offender  has  been  caught  before. 

The  aeroplane  may  in  the  future  lead 
to  new  difficulties.  The  first  case  of  silk 
smuggling  by  air  in  Canada  was  caught 
the  other  day.  If  this  method  continues, 
doubtless  the  customs  branch  will  de- 
vise some  scheme  but  how  it  will  be  pos- 
sible to  be  on  the  ground  when  the 
a.viator  lands  in  some  ten-acre  field 
miles  from  nowhere,  is  a  problem  in  it- 
self. 

Canada  Has  Gains  Too 

Many  of  those  people  who  are  worry- 
ing over  the  smuggling  situation,  forget 
that  the  United  States  suffers  as  well. 
Border  merchants  especially  and  many 
manufacturers  know  that  while  Cana- 
dians, women  especially,  buy  many 
things  across  the  border,  Americans  get 
more  expensive  merchandise  here.. 

Our  people  buy  boots  and  shoes,  silk 
and  cotton  goods  and  small  dress  acces- 
sories in  the  United  States;  Americans 
obtain  furs  and  the  very  best  woollen 
lines  in  Canada.  It  therefore  takes  sev- 
eral trips  on  the  part  of  our  women  to 
make  up  for  even  one  of  those  from 
across  the  line.  This  situation  of 
course  applies  to  smuggling  on  the  part 
of  the  private  individual  rather  than  for 
merchandising  purposes,  in  which  Can- 
ada  assuredly   gets   the  worst  of   it. 

How  Everyone  Can  Help 

There  is  no  reason  why  the  man 
carrying  on  business  in  a  legitimate  way 
should  suffer.  There  are  merchants  in 
some  of  our  towns  to-day  who  are  en- 
during great  losses  because  their  com- 
petitors across  the  street  are  either 
smugglers,  or  more  often,  the  receivers-. 
of  smuggled  goods.     Some  of  our  larg- 
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Growth  of  Cotton  Textile  Industry 

Government  Report  of  1920  Shows  Increase  in 
Production  of  $10,000,000  and  in  Capital  Invested 
of  About  $18,000,000— Quebec  Shows  Big  Gain 
While  Ontario  Drops  Behind — Increase  in  Ad- 
vertising Appropriation 


CANADA'S  cotton  textile  industry- 
increased  considerably  during  the 
fis-cal  year  1920,  according  to  the 
information  contained  in  the  report  for 
that  year,  just  issued  by  the  Dominion 
Bureau  of  Statistics. 

While  in  1919  there  were  only  27 
plants,  there  were  31  in  1920.  The 
total  production  had  increased  from 
$82,642,949  in  1919  to  $92,490,002  in 
1920.  The  total  capital  invested  in  the 
industry  in  1920  was  $76,413,703,  com- 
pared with  $58,732,941  the  previous 
year.  The  greatest  advance  in  this  re- 
gard, was  made  in  the  Province  of 
Quebec  which,  with  13  plants,  showed 
a  capital  investment  of  $51,898,032,  as 
against  12  plants  and  an  investment  of 
$37,962,311  in  1919.  Ontario's  standing 
in  this  respect  was  13  plants  with  a, 
total  investment  of  $16,640,505  in  1920 
as  compared  with  11  plants  and  an  in- 
vestment of  $13,632,846  in   1919. 

Grey    Yarn    Production 

The  production  of  grey  yarn  increas- 
ed from  15,935,701  (pounds  valued  at 
$10,666,509,  in  1919  to  20,178,620  pounds 
valued  at  $14,596,474  in  1920.  There 
was  a  decrease,  however,  in  the  output 
of  bleached  or  white  cotton  fabrics.  The 
production  in  this  department  in  1920 
was  55,787,396  square  yards  valued  at 
$17,068,931,  as  against  62,908,633  square 
yards  valued  at  $19,311,276,  the  previous 
year.  A  falling  off  in  production  also 
occurred  in  respect  to  unbleached  or 
grey  cotton  fabrics.  The  output  in  1920 
was  106,292,070  square  yards,  valued  at 
$27,214,171,  compared  with  110,161,384 
square  yards  valued  at  $21,256,895  in 
1919.  The  production  of  printed,  dyed 
or  colored  cotton  fabrics  was  slightly 
less  than  that  of  1919,  which  was  52,- 
917,429  square  yards.  In  all  other  de- 
partments, however,  there  were  in- 
creases in  output. 

The  value  of  all  products  in  the  Pro- 
vince of  Quebec  in  1920  was  $63,400,616, 
compared  with  $57,530,438,  the  previous 
year,  while  Ontario's  standing  was  $19,- 
020,101  in  1909,  as  against  $15,652,- 
256  in  1919.  Nova  Scotia  and  New 
Brunswick  had  a  total  output  of  $10,- 
069.285,  as  compared  with  $9,460,255  in 
1919. 

Materials  Used 

Materials  used  in  the  cotton  textile 
industry  throughout  Canada  in  1920 
dost  $53,402,723,  compared  with  $43,- 
816,517  the  previous  year.  The  biggest 
item  was  raw  cotton  of  which  90,233,- 
395  noui  ds  costing  $38,824,168  was  used. 
In  the  year  previous  85,903,961  pounds 
costing  $31  337,382  were  used.  A  con- 
siderable increase   is  noted  in  the  quan- 


tity of  chemicals  and  dyestuffs  em- 
ployed, the  total  for  1920  being  12,113,- 
592  pounds,  as  against  7,798,991  pounds 
in  1919.  The  quantity  of  cotton  yarns 
used  jumped  from  1,135,717  pounds  in 
1919  to  2,233,985  pounds  in  1920.  The 
amount  of  dyed  bleached  or  otherwise 
treated  cotton  used  in  1920  was  8,343,- 
465  pounds,  compared  with  7,237,834 
pounds  in  1919. 

Advertising 

The  amount  of  money  spent  in  ad- 
vertising in  1920  was  $37,217,  compared 
with  $18,864  the  previous  year,  while 
travelling  expenses  totalled  $37,170,  as 
against  $134,713  in  1919.  Repairs  to 
building  and  machinery  cost  $1,946,901, 
as  against  i$2,784,328  in  1919.  The 
total  value  of  the  fuel  used  in  the  in- 
dustry during  the  year  was  $1,276,117, 
as    against    $1,058,960   in    1919. 

Imports 

Of  the  total  value  of  imports  of  ma- 
terials for  manufacturing  purposes, 
amounting  to  $106,775,034,  the  cost  of 
imported  raw  materials  was  $41,320,- 
206;  that  in  partly  manufactured  condi- 
tion, $11,965,539,  and  that  of  manufac- 
tured articles,  $53,489,289. 

The  following  quantities  of  goods,  the 
produce  of  Canada,  were  exported  dur- 
ing 1920:  cotton  waste,  3,339,000 
pounds;  cotton  duck,  688,549  yards;  cot- 
ton fabrics  n.  o.  p.  6,623,667  yards. 


A   WRONG  IMPRESSION 

A  -wrong  impression  may  have 
been  created  in  an  editorial  in  Dry 
Goods  Review  of  October  under  the 
caption,  "Smuggling."  It  ivas  stat- 
ed that  very  little  had  been  ac- 
complished in  checking  this  evil 
in  the  border  towns  and  cities  in 
spite  of  the  fact  that  appeals  had 
been  made  to  the  government  and 
the  Retail  Merchants'  Association. 
It  was  not  intended  to  convey  the 
impression  that  the  appeals  to  the 
RM.A.  had  been  in  vain,  that  is, 
that  the  RM.A.  had  taken  no  ac- 
tion to  do  all  in  their  power  to 
curtail  this  evil.  As  a  matter  of 
fact  the  RM.A.  have  been  untiring 
in  their  efforts  in  this  matter  and 
recent  events  at  the  border  indicate 
that  their  agitation  is  beginning 
to  bear  fruit. 


Name  Important 

in  Getting  Sales 

Method  Used  by  Buffalo  Firm  in  Selling 
More  Fabrics 

In  these  days  when  women  change 
the  materials  with  which  their  clothes 
are  made  almost  as  often  as  does  the 
famed)  chameleon,  fabric  departments 
have  their  own  troubles.  Buyers  say  it 
is  almost  impossible  to  judge  how  piece- 
goods  will  go.  Customers  now-a-days 
want  cloths  which  have  been  turned  out 
in  a  given  season  just  as  they  do  hats. 
They  require  new  names  for  fabrics 
every  season.  Take  for  example  the 
crepes;  those  manufacturers  who  have 
promoted  crepes  this  Fall  with  an  en- 
tirely new  range  of  names  have  had  a 
very  successful  season. 

The  problem  therefore  is  to  know  how 
long  a  line  may  be  kept  in  stock  with- 
out risk.  The  Wm.  E.  Hengerer  Com- 
pany of  Buffalo  believe  that  nothing 
should  b;  held  after  its  third  season.  This 
system  they  use  in  checking  good's  as  to 
time  carried  is  as  follows;  the  year  is 
divided  into  two  seasons,  from  Janu- 
ary to  June  and  from  July  to  December. 
Each  season  is  denoted  by  a  letter  and 
a  different  pair  of  letters  are  used  each 
year.  This  letter  is  marked  on  the  end 
of  every  bolt  to  denote  the  season  when 
it  was  received.  If  a  piece  is  still  in 
stock  at  the  end  of  the  third  season  or 
eighteen  months  later,  it  is  cleared. 
This  rule  is  unvarying  no  matter  what 
the  lost  ..  Edward  Spiesz,  the  manager, 
says  that  it  means  knowing  exactly  how 
much  his  stock  is  worth  all  the  time. 
Moreover,  this  method  has  built  up  a  re- 
putation for  the  Hengerer  fabric  de- 
partment which  has  spread  to  other 
cities.  People  know  that  in  this  store 
they  can  always  get  the  latest  fabric  and 
that  nothing  old  is  carried. 

End  of  the  Month  Sales 

The  fabrics  to  be  disposed  of  are  sold 
in  the  'End  of  the  Month'  sales  which 
are  held  in  every  department.  In  fact 
most  stores  in  Buffalo  use  these  sale? 
and  believe  that  they  are  one  of  the 
best  methods  of  settling  the  bargain 
question.  They  mean  the  taking  of 
two  or  three  days  at  a  time  instead  of 
one  every  week.  This  lessens  advertising 
costs  to  some  extent  and  causes  less 
confusion.  So  successful  are  these  con- 
.  idered  by  the  fabric  department  of  the 
Hengerer  Company  that  they  intend  to 
run  their  January  clearance  sales  this 
year  in  much  the  same  way  as  their 
monthly  sales. 


PHENOMENAL   DEMAND  FOR 
VELVETS 

(Continued  from  page  38) 
evening  wear,  but  the  predominating 
demand  is  for  chiffon  velvets,  metallic 
fabrics  and  satin  finished  materials.  A 
considerable  amount  of  business  is  be- 
ing done  in  the  knitted  silks,  but  these 
are  likely  to  be  better  a  few  months 
hence  for  Spring  selling. 
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Xmas  Ideas  That  are  Working 


FACH  year  more 
^merchants  are 
learning  that  the  greet- 
ing card  business  must 
be  handled  better.  This 
means  not  only  dis- 
playing more  carefully 
but  displaying  earlier. 
Buffalo  stores  had 
their  lines  out  during 
the  first  week  of  No- 
vember and  some  even 
earlier.  Almost  all  of 
them  used  the  simple 
method  of  pasting 
cards  under  the  glass 
tops  of  their  counters. 
This  seems  even  better 
than  the  sample  book 
plan  because  all  cards 
are  in  plain  view  at 
once.  No  matter  what  the  scheme  de- 
vised by  each  store  in  selling  cards  this 
year,  all  are  of  the  opinion  that  they 
must  not  be  left  in  conglomerate  piles 
on  counters  for  the  confusion  of  the 
customers  and  the  actual  loss  to  the 
store. 


r\ONT  leave  your  perfumes  and 
*-^  beauty  lines  to  sell  themselves  back 
in  the  drug  department  this  year.  Give 
them  a  table  near  an  entrance. 


1LJAVE  you  a  circulating  library? 
One  Toronto  store  with  a  thousand 
subscribers  got  over  three  hundred  of 
them  last  Christmas  by  making  special 
year  and  half-yearly  rates  when  sub- 
scriptions were  given   as  gifts. 

HpHE  T.  Eaton  Company,  Toronto,  are 
■*■  selling  their  beaded  and  sequinned 
tunics  on  the  main  floor  in  the  lace  and 
embroidery  section.  There  seems  to  be 
considerable  interest  centred  about  these 
all  the  time;  the  tunics  help  sales  in 
metallic  laces  and  the  laces  act  as  a 
tonic  to  the  tunics. 

HpHE  STORE  of  E.  W.  Edwards  and 
-*■  Son,  Buffalo,  has  added  recently  a 
circulating  library.  This  is  placed  in  a 
section  separated  from  the  rest  of  the 
second  floor  by  an  attractive  alcove. 
The  section  contains  the  following  lines 
as  well:  needlework  and  knitting,  bas- 
ketry, boudoir  lamps  and  lamp  shades, 
greeting  cards  and  note  paper.  Those 
in  charge  believe  that  each  of  these 
helps  the  other.  The  woman  who  comes 
for  instruction  in  any  of  the  first  five 
branches  mentioned,  has  also  a  certain 
interest  in  reading  and  those  who  read 
a  great  deal  like  also  to  write.  Hence 
the  sale  of  the  last  two  lines. 


{CHRISTMAS  is  the  question-asking 
^-*  season  of  the  year.  The  Adam, 
Meldrum  and  Anderson  Company  find 
that  large  signs  over  every  section 
stating  in  plain  letters  the  name  of  the 
department,  help  considerably.  Every 
moment  saved  a  salesclerk  at  this  time, 
means  better  service  and  as  a  result, 
more  sales. 


T? VERY  store  in  Canada,  no  matter 
*~*  how  unpretentious  its  method  cf  do- 
ing business,  needs  some  Christmas  at- 
traction. A  chorister  singing  Christ- 
mas carols,  a  fire-place  near  an  en- 
trance, even  a  phonograph  which  can 
inspire  some  degree  of  cheer,  will  do. 
People  like  to  be  made  feel  sentimental 
at  Christmas  time. 


XTO  STORE  which  is  making  a  feat- 
*•  ^  ure  of  gifts  this  year  should  be  with- 
out a  display  stand  or  centre  table  for 
bridge  prizes.  These  are  said  by  one 
department  head  to  be  best  in  or  near 
the  book  and  stationery  department.  One 
store  which  placed  a  table  marked 
"Bridge  Novelties"  in  the  main  aisle 
near  the  front  door  reported  a  splendid 
sale  the  first  week. 


"CTART  your  toy  windows  right  now 
^  if  you  have  not  done  so  even 
earlier,"  is  the  advice  of  the  display  man 
in  the  Robert  Simpson  Company,  Toron- 
to. Another  retailer  is  using  his  corner 
window  for  alternate  displays  of  gifts 
and  toys  from  now  until  Christmas.  The 
best  displays  should  be  kept  until  the 
very  end,  when  people  have  become  so 
accustomed  to  these  lines  that  they  will 
not  notice  them  unless  particularly  at- 
tracted. Plan  your  Christmas  week 
windows  now. 


TTOW  ARE  you  showing  your  dolls 
-■•this  year?  Try  taking  them  out  of 
their  boxes.  Several  stores  are  n:  t  al- 
lowing a  single  cardboard  box  to  be  dis- 
played this  season.  They  not  only 
spoil  the  display  but  they  actually  hurt 
sales,  our  representative  was  told. 
Moreover,  ninety  per  cent,  ol  custom- 
ers want  them  taken  out  for  examina- 
tion before  they  will  buy.  If  you  do 
not  want  to  unbox  them  all,  at  least  do 
so  with  the  samples  and  leave  the  others 
out  of  sight. 


Trade  Balance 

Favors  Canada 

Exports  to  Switzerland  Exceed  Imports; 
Wheat  Exports  Exceed  Those  of  U.S. 

Canada  is  rapidly  developing  into  a 
main  supplier  of  foodstuffs  to  the  Swiss 
Republic,  with  the  result  that  the  bal- 
ance of  the  Swiss-Canadian  trade  is  now 
in  favor  of  Canada.  While  Switzerland 
exported  to  Canada,  during  1921,  goods 
for  a  value  of  8,700,000  dollars,  Canada 
exported  to  Switzerland,  wheat,  oats, 
sugar,  chilled  meats,  canned  fish,  live- 
stock and  mica  for  a  value  of  about  8,- 
800,000  dollars. 

If  consideration  is  given  to  the  fact, 
now  officially  acknowledged,  that  the 
greater  part  of  the  wheat,  with  a  value 
of    38    million    dollars,    shipped    during 

1921  from  the  United  States  to  Switzer- 
land, is*  really  of  Canadian  origin,  Cana- 
da will  hold  sixth  rank  as  import  coun- 
try into  Switzerland,  after  the  United 
States,  Germany,  France,  Italy  and  Eng- 
land. According  to  official  statistics  it 
holds,  however,  the  fourteenth  place,  be- 
cause those  heavy  shipments  o-f  Cana- 
dian grain  still  remain  credited  to  the 
United  States. 

In  this  connection  it  is  interesting  to 
note   that   during   the   first   six    months 

1922  Canada  exported  more  wheat  to 
Switzerland  than  the  United  States, 
while  the  latter  had  been  its  main  wheat 
supplier  since  the  war.  During  the  first 
half  year  1922  the  total  Canadian  ex- 
portation to  Switzerland  amounted  to 
about  4,500,000  dollars,  namely,  wheat 
for  $3,700,000  and  oats  for  $500,000, 
.-ugar  for  $300,000,  livestock  for  $100,- 
000,  also  canned  fish,  mica,  asbestos,  etc. 

Switzerland  exported  to  Canada  dur- 
ing the  same  six  months,  goods  for  a 
value  of  4  million  dollars,  mainly  silk 
goods,  cotton  fabrics,  embroideries, 
laces,  voiles,  curtains,  gloves  and  other 
textiles;  furthermore,  chocolate,  cheese, 
straw  goods,  watches  and  watch  move- 
ments, surgical  and  mathematical  in- 
struments, chemical  products,  aniline 
colors,  electric  bulbs,  etc. 

According  to  present  indications  it 
would  appear  certain  that  the  trade  bal- 
ance of  the  commercial  exchange  be- 
tween the  two  countries  will  again  be 
in  favor  of  Canada  this  year. 


42  DRESSFABRICS  Cry  CooJ,  Reuien, 


Your  Customers  Want  the  Best  in 

Homespuns,  Flannels,  Crepe  Marocain, 
Poiret  Twills,  Tricotines,  Burberry  and 
Polo  Coating,  Velvets,  Cotton  Linings. 

We  carry  the  stock,  order  early  and  often 

Obviously  it's  to  your  advantage  to  sell  them 
Fabrics  not  surpassed  in  Canada 

SAMPLES  ON  REQUEST 

Dress  Fabrics  Limited 

Specialists 

Montreal  Toronto  Winnipeg 


Fashions  may  Come  and  Fashions  may  Go 

but 

Silk  Fabrics  will  Sell  Forever 

Canton  Crepe,  Crepes,  Georgette,  Crepe  de  Chine,  Ninons, 
Liberty  Satins,  Foulards,  Chiffons  and  Printed  Novelties  on 
on  Yeiiow  Boards  only.  Georgette  and  Ninons,  Silk  Dress  Nets. 


I'MunX* 


It  behooves  the  wise  merchant  t£  complete  his  stocks  of  those  materials  that 
will  be  required  for  smart  evening  and  afternoon  frocks.  Do  not  wait  un- 
til the  season  progresses  to  place  your  order. 

Order  nore  to  ensure  having  the  goods  when 
the  demand  arises. 

Les  Successeurs  de 

ALBERT  GODDE,  BEDIN  &  CIE. 

Paris,  Tarare,  Lyons,  London,  New  York 

Empire  Building:  64  Wellington  Street  West,  TORONTO. 

Telephone:  Adelaide  3062  E.  Desnoux,  Representative 

EASTERN  CANADA  AGENTS:  G.  B.  Wynness,  113  Metcalfe,  Montreal. 
WESTERN  CANADA  AGENTS:  Edwin  J.  Kirkbright,  205  Bower  Bldg.,  Vancouver,  B.C. 
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FEW  fabrics  are  so  much  in  demand, 
for  hot  weather  frocks,  as  Voiles.  No 
printed  voiles  are  more  in  demand  with 
dress  manufacturers  than  Senoritas. 

Their  exquisite  designs  —  similar  in  idea 
to  those  on  smart  silk  crepes — are  so  well 
printed,  that  it  is  difficult  to  distinguish 
the  right  from  the  wrong  side — a  matter 
of  much  interest  in  this  day  of  flying 
panels  and  long  tie  belts ! 

Women  selecting  materials  for  their  own 
dresses  are  always  influenced  by  the  fab- 
rics used  in  ready-made  frocks.  This  means 
a  definite  demand  for  Senorita  Voiles! 


Fred  Butterfield  &  Co 

36 1-363  Broadway, 
New  York  City 


Inc., 


Established   1S3S 


"Sell  and  Repent" 
Reg.  U.S.Pat.  Off. 
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Variety  Features  Paris  Headwear 

Everything  is  Fashionable  so  Far  as  Shape  is  Concerned — Velvet 

in  Black,  Gold  and  Silver  Cloth — Plain  Felt  Turned  Into  Supple 

Bonnets — Ribbons  and  Rich  Feathers  for  Trimmings — Trimmings 

Scarce  on  Children's  Hats 


Paris,    October,    1922 
Dear  Mr.  Editor, 

It  is  a  rather  difficult  job  to  give  pre- 
cise information  on  the  present  Millin- 
ery, for,  as  a  matter  of  fact,  everything 
is  fashionable,  at  least  a.-,  far  as  shape 
is  concerned.  Of  course,  at  this  time  of 
the  year,  one  does  not  expect  to  see 
straw  or  satin  hats,  although  I  have  seen 
one  net  shape  covered  with  feather 
sprigs.  Yet,  one  sees  mostly  velvet,  in 
black,  gold  and  silver  cloth,  hats  entire- 
ly made  of  down,  and  plenty  of  felt  hats. 
The  latter  had  not  been  quite  so  fash- 
ionable during  the  last  one  or  two  rea- 
sons. Melusine  had  ;-,ome  adepts,  on 
account  of  suppleness,  and  bright 
silk  shapes,  quite  stiff,  were  favoured 
by  some.  This  year,  these  do  not  seem 
to  have  to  much  vogue,  while,  on  the 
other  hand,  plain  felt  is  being  turned 
out  into  such  supple  bonnets,  with  relied 
up  and  cut  brims,  that  they  are  in  great 
demand  for  all  travelling  and  shopping 
purposes. 

These  are  generally  made  in  light  col- 
ors, silver  grey,  beige,  white,  and  all 
shades  of  brown,  to  match  the  coat. 
Velvet,  on  the  other  hand,  is  exclusive- 
ly black,  and  only  brightened  up  by 
colored  bows,  or  feathers,  as  we  shall 
see  presently.  For  very  dressy  pur- 
pose;, the  large  capeline  is  still  favour- 
ed, although  in  quite  a  few  instances, 
irregular  brims,  partly  turned  up,  are 
preferred  for  a  change. 

For  everyday  wear,  a  medium  size 
shape  is  generally  chosen,  and  the  brim 
is  often  turned  up  in  front,  and  trimmed 
with  a  fancy  hatpin. 

Travelling  bonnets  ^re  very  small, 
fully  covering  the  hair,  and  not  much 
trimmed. 

Ribbons  for  Trimmingo 

Ribbons  are  the  most  important  item 
of  trimmings  this  season,  whatever 
the;r  width  be.  When  very  broad  they 
are  made  into  sashes,  of  elaborate  bows 
(velvet  being  mostly  u;ed  for  the  latter 
purpose);  narrower,  they  are  gathered 
into  flowers,  motifs,  or  simply  tied 
around  the  crown.  For  this  purpose, 
you  come  across  ribbon  lA  of  an  inch 
wide  up  to  2  inches.  Silver  and  steel 
lame  material  are  particularly  favour- 
ed this  season,  in  ribbon,  and  also  in 
sashes.  Gold  lame  makes  very  dressy 
hats,  and  theatre  headdresses. 

Rich  Feathers  Used 

The  usual  rich  feathers  always  come 
in  here.  Crosse,  Bird  of  Paradise,  Os- 
trich  feathers    in   fringe.-,    etc.,   are    fa- 


Illustrations   referred  to  in   the  accompanying  article  from   our  Paris 

correspondent. 


voured,  and  are  mostly  seen  dyed  black. 
It  seems  that  the  fashion  for  gaudy  col- 
ors in  feathers  has  gone  out,  for  the 
present.  Cock  feathers  and  down  are 
made  up  into  plain  toquets  and  require 
no  trimming.-.  However,  there  are 
quite  a  few  instances  where  flowers  are 
made  out  of  down.  Notice  that  it  is  no 
longer  fashionable  to  have  glycerined 
feathers,  as  last  year.  They  are  used 
in  their  natural  state,  and  sometimes 
dyed  in  s  taple  colors,  grey,  black  or 
purple. 

Fur  Hats 

Fur  hats,  of  course,  at  this  time  of 
the  year  are  in  demand.  Most  of  them 
are  made  of  black  electric  coney,  mole 
or  beaver  coney,  Moleskins,  sometimes 
hudson  o-r  kolinsky,  if  to  match  a  coat. 
As  trimming.-,  I  might  mention  badger 
hair  made  into  fringes,  to  replace 
Monkey,  less  in  demand,  at  least  for  that 
purpose.  Badger  is  extremely  pretty, 
very  light,  and  becoming. 

For  children,  we  use  mostly  crepe  de 
chine  gathered  on  small  shapes,  closely 
covering  the  hair,  and  with  turned  up 
front  brim.  Not  much  trimmings  are  to 
be  seen,  except  cocards  of  narrow  rib- 
bon continued  into  bridles,  or  a  band  of 
fancy  fur,  or  swan  down. 

From  the  enclosed  sketches,  you  will 
be  able  to  gather  what  is  in  demand 
here   just  now: 


1. — Shows  you  a  regular  turban,  made 
of  gold  lame  cloth,  with  a  sprig  of  cross, 
to  be  worn  at  a  dinner,  or  for  the 
theatre.  There  is  nothing  much  in  it, 
but  it  must  be  a  perfect  draping. 

II. — Is  a  specimen  of  the  marquis 
hat,  favoured  by  some  ladies,  but  rather 
difficult  to  wear,  unless  one  has  a  par- 
ticularly ;  oft  complexion.  This  one 
nun  either  be  made  of  melusine  felt,  or 
black  velvet.  It  does  not  require  much 
trimming,  and  the  cocard  made  of  sil- 
ver cord  is  quite  sufficient. 

III. — Is  the  regular  velvet  capeline, 
trimmed  with  one  of  the  huge  bows 
mentioned  above.  Such  bows  are  often 
made  of  bright  colored  velvet,  or  at  any 
rate,  stiff  material  must  be  used  to  pre- 
serve   the    appearance. 

The  above  hat:  are  mostly  suitable  for 
ladies. 

IV. — Will  suit  a  young  lady  in  her 
middle  teens:  it  is  also  devised  in  velvet 
and  trimmed  with  a  broad  sash,  wide- 
ly draped  in  front  and  gathered  quite 
narrowly  behind.  The  effect  is  very 
pretty,  especially  in  silver  lame  cloth. 

V. — Is  an  in;  tance  of  fur  or  very 
supple  hat,  with  turned  up  brim  and 
trimmed  with  a  fancy  hatpin.  These, 
as  I  said  above,  are  very  much  in  de- 
mand, not  because  they  are  useful,  for 
they  are  hardly  ever  supposed  to  keep 
(Continued  on  page  49) 


Dry  Goods  Review 


MILLINERY 


45 


Color  Essential  With  Fur  Coats 

Bright  Colors  Shown  in  Montreal  Workshops — Velvets  and  Duve- 
tyns  Selling  for  December — Bright  Colors  Predicted  for  Spring 
Season — Advance  in  Price  on  Velvet— Felt  Sports  Hat  Takes 

Well  in  Montreal 


BRIGHT  colors  in  such  shades  as 
China  blue,  sage  green  as  well  as 
more  subdued  cocoa  and  chestnut 
browns  and  caramel  tones  are  predom- 
inating in  the  Winter  season  showings 
of  exclusive  millinery  shown  in  Mon- 
treal wholesale  show  rooms  this  month 
Black  hats  are  by  no  means  absent  but 
are  confined  mostly  to  the  larger  pic- 
ture shapes  for  formal  wear,  the  colored 
models  being  chiefly  designed  to  accom- 
pany fur  coats  of  Hudson  seal,  Per- 
sian lamb  and  other  dark  peltries. 
"Color  is  absolutely  essential  to  the  wo- 
man wearing  a  dark  fur  coat,"  remark- 
ed a  designer  of  millinery  novelty  hats 
to  Dry  Goods  Review  in  discussing  the 
trend  of  styles,  "and  we  recommend 
that  smaller  shapes  with  a  short  back 
brim,  developed  in  a  soft  green,  a  dull 
blue  or  a  neutral  brown  be  worn  with 
all  fur  coats  having  the  usual  high  col- 
lar effect.  The  reason  for  this  is  per- 
fectly clear.  If  women  wear  an  all 
black  hat  with  their  fur  coat,  the  effect 
is  altogether  too  sombre  and  tbey  find  it 
necessary  to  wear  a  brightly  colored 
neck  scarf  to  brighten  their  appearance. 
This  winter,  there  will  be  a  tendency  to 
wear  the  color  most  harmonious  to  the 
eyes  and  hair  with  fur  wraps  in  the 
daytime  and  the  poke  shape  has  been 
designed  to  meet  the  need  for  a  model 
which  imparts  a  good  line  in  the  back." 
The  materials  most  in  evidence  at  the 
winter  exhibit'ons  in  Montreal  are  vel- 
vets, duvetyns,  and  a  certain  percentage 
of  satins  which  will  be  increased  for 
December  selling.  Velvets  have  been  so 
extensively  employed  that  there  is  a 
scarcity  in  all  wholesale  reserves,  par- 
ticularly in  the  brown  shades  which  have 
been  sold  out,  even  in  the  retail  stores 
as  well.  Evidently  the  various  brown 
tones  have  proved  universally  becom- 
ing this  Autumn,  and  millinery  design- 
ers were  not  prepared  to  meet  the  rush 
of  demand  lately  experienced. 

The  disposit'on  to  wear  snugly  fitted 
shapes  has  led  to  the  featuring  of  quan- 
tities of  self  trimmings  such  as  chc-ux 
of  velvet  in  fan  shaped  or  rosette  ef- 
fects. This  trimming  is  found  in  var- 
ious  positions  upon  hats  this  Fall,  some- 
times right  across  the  front,  again 
posed  at  the  right  side  with  a  dashing- 
outward  tilt,  or  even  at  the  extreme 
back  where  it  rises  sharply  from  the 
abbreviated  brim.  Not  all  hats  of  vel- 
vet are  made  with  plan  surface  effects 
this  season,  and  designers  have  en- 
deavoured to  relieve  the  severity  of  pile 
fabrics  by  shirrings  or  fine  tuckings 
which   may   or  may   not  be  carried   out 


in  regular  rows.  What  is  called  "crazy 
tucks"  is  the  new  mode  employed  upon 
one  brim,  consisting  simply  of  fine  tucks 
running  in  all  directions  like  the  pieces 
in  a  crazy  quilt. 

Dress  Hats  Feature   Use  of   Lace 

So  much  impetus  has  been  given  to 
lace  within  the  past  year  or  two  that  it 
is  not  surprising  that  it  should  be  now- 
considered  as  quite  a  factor  in  Winter 
millinery.  This  Fall  laces  are  much 
stressed  for  dress  hats  and  black  lace 
trimmed  velvet  and  panne  hats  have 
been  ordered  largely  by  the  retail  trade. 
Laces  draped  on  brims  and  under  the 
chin  are  very  smart,  but  the  most  popu- 
lar way  of  using  lace  seems  to-  be  in 
fluffing  it  over  brims  and  around  crowns 
or  allowing  it  to  hang  in  a  bow  or  an 
end  at  one  side. 

Touches  of  metal  lace  brighten  up 
smart  little  hats  of  various  colors  and 
are  usually  further  elaborated  by  the 
use  of  French  flowers.  A  little  later 
on  wholesale  designers  will  have  ready 
their  collections  of  metallic  and  lace 
dance  hats  which  will  be  one  of  the  out- 
standing features  of  the  mid-Winter 
millinery  season.  Fur  seems  to  promise 
a  greater  vogue  than  ever  as  a  trimming 
but  is  not  employed  in  large  amounts  at 
a  time.  Ta  Is  are  leading  in  popularity 
as  a  trimming  on  snug  little  draped 
turbans  as  well  as  about  the  crowns  of 
the  lairger  shapes.  Kolinsky,  squirrel 
and  ermine  tails  are  all  wanted  and 
these  are  used  in  a  variety  of  charming- 
ways,  both  sparingly  and  in  consider- 
able quantity.  Monkey  fur  in  the  new 
marten  shade  is  much  used  in  connec- 
tion with  brown  hats  and  is  succesfully 
combined  with  lace  in  the  same  color. 
Slipper  satin  hats  trimmed  with  fur  ta;ls 
will  be  exceedingly  popular  for  dress 
wear  in  the  course  of  the  month  of  De- 
cember. 

Handsome  brocades  in  metal, — fabrics 
that  make  the  best  drapes  by  reason  of 
the  fact  that  they  are  so  heavy  with 
metal,  are  used  for  many  small  draped 
hats  with  tiny  brims.  They  are  being 
shown  in  the  most  brilliant  of  colors 
and  especially  favoured  seems  to  be  the 
brill'ant  French  blue  with  silver.  This 
combination  is  seen  in  large  allover  de- 
signs that  are  so  close  in  pattern  that 
they  can  be  used  for  the  smallest  hats. 
Still  further  accentuating  the  glittering 
effect  in  millinery,  designers  are  talk- 
ing of  introducing  black  satin  turbans 
trimmed  with  an  allover  studding  of 
rhinestones.  This  new  trimming  is  al- 
so to  be  used  on  the  edges  of  hats,  so 


as  to  outline  the  brim  of  smaller  shapes, 
especially   across   the   front. 

Hair  Cloth   for   Early   Spring 

Anticipating  next  season's  millinery 
styles,  a  leading  Montreal  designer  in- 
formed Dry  Goods  Review  that  hair 
cloth  will  be  the  material  "par  excel- 
lence," utilized  in  creating  early  Spring- 
models.  That  bright  colors  are  almost 
certain  to  be  the  dominating  feature  of 
next  Spring's  millinery  was  another  as- 
sertion made.  Sports  hats  of  gay 
printed  satins  and  novelty  straw  cloths 
are  likewise  predicted. 

Incidentallly,  several  wholesale  mil- 
linery houses  are  po-inting  out  that  pri- 
ces on  most  materials,  particularly  silks 
and  velvets,  are  advancing,  a  10  per  cent, 
increase  being  recorded  in  all  velvets  al- 
ready. Silk  materials  of  all  sorts  will 
cost  more  next  Spring  than  this  season 
and  it  is  likely  that  prices  on  finished 
models  will  have  to  be  advanced  cor- 
respondingly. At  the  same  time,  the 
wholesale  houses  report  a  decided  dis- 
position on  the  part  of  the  retail  buy- 
ers towards  better  merchandise,  and 
say  that  the  question  of  price  no  longer 
comes  up  with  its  old  time  insistence. 
Quality  and  style  in  dress  hats  are  now 
demanded  by  well  dressed  women  and  it 
is  evident  that  those  who  cut  their 
dress  expenditure  down  to  a  minimum 
during  the  last  year  or  two  are  now 
gradually  coming  baqk  to  their  old  time 
way  of  purchasing. 

Montreal  women  are  adopting  the 
felt  sports  hat  with  enthusiasm  and 
practically  every  millinery  window 
shows  a  large  and  varied  assortment  of 
felt  and  velours  shapes  in  a  range  of 
tans,  browns  and  other  allied  hues,  var- 
ied by  fur  trimmed  styles,  which  are  a 
little  dressier. 

Painted  Wooden   Beads  Are  New 

Among  the  newest  trimmings  for 
tailored  and  informal  hats  are  the 
quaint  three  sided  wooden  beads,  paint- 
ed in  vivid  colors,  usually  in  the  primary 
shades  of  green,  blue  and  red,  varied  by 
yellow,  purple  and  orange.  These  are 
strung  on  single  strands  or  made  up  into 
cabochons  with  dangling  ends,  and  are 
delightful  elaborations  for  tailored 
models  designed  for  morning  or  infor- 
mal  use. 


The  Board  of  Directors  of  the  Apex 
Knitting  Company,  Limited,  who  recent- 
ly took  over  the  Waterhouse  concern  of 
Ingersoll  were  welcomed  by  town  council 
at  a  special  meeting. 
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Furs  as  Suitable  Christmas  Gifts 

Specialized  Service  Will  Bring  Many  Inquirers  and  Customers — 
Is  One  of  the  Season's  Most  Popular  Gifts — Window  Displays 
Will  Attract  Unusual  Attention  to  Furs  at  This  Season  of  the  Year 


FURS  considered  in  the  light  of 
Christmas  gifts  are  full  of  possi- 
bilities in  the  way  of  profitable 
business  during  the  next  two  months, 
provided  suitable  measures  are  taken  to 
go  after  sales.  In  considering  how  best 
to  plan  the  pre-Christmas  selling  cam- 
paign the  retailer  will  do  well  to  con- 
sider four  cogent  reasons  why  furs  should 
be  included  among  the  list  of  highly  de- 
sirable and  appropriate  Christmas  pres- 
ents. 

First  of  all,  furs  combine  usefulness 
and  luxury  as  no  other  gifts  of  wearing 
apparel  can  do,  thus  satisfying  two  needs 
demanded  by  every  purchaser. 

Second,  Christmas  comes  at  the  early 
part  of  the  Winter  when  the  gift  of  a 
fur  coat  or  wrap  is  especially  welcom- 
ed. 

Third,  according  to  a  number  of  lead- 
ing Canadian  furriers,  children's  furs  al- 
ways sell  best  at  Christmas  time  and 
are  a  never  failing  source  of  interest  to 
parents   and    relatives    of  children. 

Fourth,  furs  in  some  form  or  another 
are  the  most  favored  gifts  from  husband 
to  wife  at  Christmas  time,  and  this  with- 
out any  undue  inducement  from  publicity 
matter  sent  out  by  stores. 

These  are  the  reasons  attributed  by 
successful  furriers  to  account  for  the 
unusually  good  business  which  they  do 
during  the  month  of  December,  busi- 
ness by  the  way,,  which  is  carefully  en- 
couraged by  means  of  special  sales 
methods.  The  latter,  according  to  a 
Montreal  retailer,  are  well  worth  while 
cultivating,  for  the  business  done  in  the 
weeks  prior  to  Christmas  is  more  profit- 
able than  almost  any  other  season  of  the 
entire  year.  A  number  of  ideas  in  this 
connection  were  suggested  to  Dry  Goods 
Review  by  this  executive  who  vouched 
for  the  practicability  of  each  one  as  test- 
ed by  actual  experience. 

Play    Up    Furs    As   Gifts   This    Year 

"By  beginning  at  once,  there  is  ample 
opportunity  for  the  retail  furrier  in 
every  city  or  town  to  bring  to  the  atten- 
tion of  his  clientele  the  suitability  of 
furs  for  Christmas  gifts,"  he  explained. 
"The  fur  department  or  fur  store  wish- 
ing to  develop  Christmas  business  has 
several  factors  to  consider,  including 
those  of  display,  advertising  and  special- 
ized salesmanship,  the  last  named  being 
especially  important  Ordinary  selling 
methods  must  go  by  the  board  when  the 
hurry  and  excitement  of  Christmas  shop- 
ping begins  and  the  sales  clerk  must  use 
far  more  skill  and  knowledge  than  she 
is  ordinarily  called  upon  to  display. 
Christmas    salesmanship    implies   a    good 


deal  of  suggestion  and  should  be  begun 
as  early  in  the  Fall  as  customers  begin 
to  visit  the  store  in  connection  with  other 
business,  such  as  repairs,  storage,  etc. 
A  properly  worded  suggestion  to  this 
type  of  customer,  whether  men  or  wo- 
men, cannot  fail  to  produce  some  results 
if  skilfully  introduced  and  practical  in 
character.  It  would  be  fatal,  for  in- 
stance, to  make  so  casual  remark  as  this, 
'Would  you  like  to  look  at  some  furs 
that  make  beautiful  Christmas  presents?' 
because  such  a  suggestion  is  too  general 
and  does  not  suggest  a  mental  picture 
to  the  prospective  customer  but  rather 
seems  another  way  to  force  a  sale  on 
him. 

"In  the  case  of  a  man  who  visits  a  fur 
store  to  have  some  repairs  done  to  a  fur 
coat,  for  instance,  the  salesman  or  woman 
might  very  well  awaken  the  requisite 
interest  by  remarking  that  a  fresh  sup- 
ply of  silver  fox  scarves  or  other  fine 
pelts  have  just  arrived  and  will  be  in 
great  demand  for  Christmas  gifts  for 
women  who  appreciate  the  smartest  in 
fur  neckpieces.  The  same  type  of  sug- 
gestion is  recommended  to  women  in  con- 
nection with  children's  furs  which  are 
so  widely  sold  in  the  form  of  little  coats, 
bonnets,  carriage  rugs,  muffs,  etc.  Of 
course,  careful  discrimination  must  be 
exercised  as  to  which  furs  to  suggest, 
since  a  costly  peltry  would  prove  far 
too  expensive  for  the  average  buyer 
and  would  defeat  the  purpose  of  the 
sales  suggestion.  A  careful  study  of 
the  furs  in  stock  which  are  most  suit- 
able for  gift  giving  will  bring  to  light  a 
wide  range  of  different  styles  and  values 
that  can  be  tactfully  introduced.  No 
person  is  ever  so  well  supplied  with  furs 
that  they  cannot  find  use  for  something 
more,  even  though  they  be  numbered 
among  the  wealthier  class  who  possess 
fur  garments  for  different  hours  of  the 
day. 
Promote  Sales  By  Specialized  Service 
"There  are  several  ways  to  encourage 
the  idea  of  giving  furs  as  Christmas 
gifts  which  can  be  usefully  employed  by 
the  sales  staff  when  the  question  of  any 
article  is  being  discussed.  For  example, 
the  store  should  offer  to  exchange  any 
gift  purchase  within  ten  days  after  De- 
cember 25th,  if  not  approved  by  the  re- 
cipient. In  this  connection,  though,  I 
have  found  that  when  furs  are  to  be 
given  as  gifts,  the  future  recipient  usual- 
ly accompanies  the  giver  to  the  store 
in  order  to  pick  out  the  preferred  furs 
personally.  The  element  of  surprise 
does  not  enter  into  this  type  of  Christ- 
mas present  near  y  so  much  as  is  the 
case   with      most      other     kinds.        Then 


again,  the  store  should  offer  to  send  the 
gift  on  Christmas  Eve  if  it  is  bought  as 
a  surprise,  or  certain  garments  can  be 
held  till  wanted  on  payment  of  deposit. 
All  gift  furs  should  be  delivered  in 
Christmassy  boxes  which  greatly  add  to 
the  appearance  of  the  present  and  might 
very  well  be  displayed  in  the  store  prior 
to  Christmas  in  order  to  still  further  em- 
phasize the  idea  of  'Give  Her  Furs  This 
Year'." 

The  best  selling  campaigns  must  be 
backed  up  with  effective  advertising  and 
well  planned  window  and  interior  dis- 
plays, in  the  opinion  of  the  furrier  at>ove 
quoted.  Advertising  must  draw  the  at- 
tention of  the  public  to  the  merchandise 
and  the  service  that  the  particular  store 
affords  its  customers  at  Christmas  time, 
and  in  this  connection  it  should  not  be 
forgotten  that  such  advertising  will  reach 
those  people  who  receive  money  gifts  at 
Christmas  time  and  who  generally  wait 
until  after  the  holidays  to  make  their 
selection.  A  special  hint  in  the  store 
publicity  matter,  directed  to  interest  this 
class  of  purchasers,  will  also  bring  in 
stray  dollars  which  might  have  gone 
elsewhere.  A  special  sale,  calculated 
to  appeal  |to  thrifty  people,  offering 
more  particularly  staple  furs  represent- 
ing good  values,  should  be  successful 
during  the  week  after  Christmas  as  well 
as  during  the  second  week  of  December. 

The  Gift  Certificate 

Many  furriers  and  retail  fur  depart- 
ments make  it  a  practice  to  enclose  a 
card  giving  details  about  furs  appropri- 
ate for  gifts,  in  each  parcel  and  state- 
ment sent  out  from  the  firm  during  No- 
vember and  December,  while  others  em- 
phasize their  gift  certificates  which  can 
be  exchanged  for  furs  up  to  the  amount 
paid  by  the  donor.  One  type  of  cer- 
tificate used  by  a  Canadian  firm  is  made 
up  of  two  sections.  On  the  section  that 
goes  to  the  recipient  there  is  no  mention 
of  the  value  of  the  article  that  she  is  en- 
titled to  at  the  store  but  this  is  ascertain- 
ed from  the  cashier  at  the  store  to  whom 
the  stub  giving  full  particulars  goes. 
With  this  type  of  certificate,  the  recip- 
ient can  select  goods  to  the  value  named 
by  the  giver,  or  can  buy  furs  worth 
less  than  the  money  credited,  receiving 
the  balance  in  cash,  or  again,  can  pur- 
chase an  article  worth  more  than  the 
amount  paid,  the  recipient  adding  the 
difference. 

A    window    display    in    which    smartly 

attired    wax    figures    are    seen    wearing 

the  latest  fur  styles  will  always  attract 

attention  if  a  holiday  touch  is  given   to 

(Continued   on   page  49) 
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Are  Showing  Many  Fur  Novelties 

By  This  Means  Greater  Consumer  Interest  Can  Be  Created — Are 

Asking    for    Longer    Coats — Growing    Demand    for    Caracul — 

Silver  Fox  Affected  by  U.S.  Tariff— Silver  Fox  Constitutes  Big 

Proportion  of  Canadian  Yield 


UNUSUALLY  warm  weather  dur- 
ng  September  was  held  account- 
able for  a  certain  degree  of  slug- 
gishness in  the  demand  for  furs,  ac- 
cording to  a  Montreal  wholesale  furrier. 
Business  during  September  in  manufac- 
tured furs  was  decidedly  unsatisfactory 
but  has  lately  improved  with  the  advent 
of  a  colder  snap.  The  retail  trade  is 
shewing  some  hesitancy  in  buying  this 
Fall,  it  .s  said,  and  price  continues  to  be 
the  primary  cons. deration  in  the  pur- 
chase of  furs. 

The  season  of  1922-23  will  be  charac- 
terized as  the  year  of  fur  novelties,  for 
never  have  more  novelties  in  styles  and 
pelts  been  introduced,  an  element  that 
should  act  as  a  great  stimulus  to  busi- 
ness. 

According  to  a  style  authority  there 
are  three  good  reasons  in  favour  of  the 
style  factor  in  merhandising  furs.  New 
styles  create  a  consumer  interest,  a  de- 
mand from  buyers  because  of  the  radi- 
cal changes  inaugurated,  and  they  also 
keep  the  question  of  price  subordinated. 
In  the  past  it  has  been  the  question  of 
price  which  had  the  most  potent  appeal 
tut  now  it  is  the  style  that  matters,  and 
with  changing  ideas  in  dress  modes  it 
seems  an  opportune  moment  to  attract 
consumer  attention  to  new  styles  in 
furs.  The  amount  of  remodelling  done 
of  late  is  sufficient  indication  that  wo- 
men recognize  the  fact  that  a  change 
has  come. 

Short  coats,  the  novelty  of  the  sea ro" 
have  done  much  to  keep  business  alive 
and  are  among  the  most  wanted  item 
of  the  market,  although  they  have  creat- 
ed interest  mainly  from  the  fact  that 
they  cost  less  than  a  full  length  model. 
With  the  approach  of  really  cold  wea- 
ther these  "jacquette"  coats  will  prob- 
ably not  be  in  such  strong  demand  but 
will  reappear  in  early  Spring  for  a 
month   or  two. 

Coats  Show  Increased  Length 

In  long  coats  it  appears  that  the  36 
inch  coat  is  quite  passee  and  women  who 
own  such  models  are  turning  their  at- 
tention to  thoughts  of  alteration.  The 
question  most  frequently  put  to  fur- 
riers this  month  is  whether  it  is  best  to 
cut  down  the  36  inch  length  coat  and 
make  a  short  sports  coat  or  else  to  buy 
more  fur  and  lengthen  it  out  to  conform 
to  the  new  style.  Is  is  thought  that  the 
vogue  for  short  coats  will  be  materially 
strenghened  by  this  feeling.  Hip  length 
coats  will  be  stressed  on  this  account. 

Caracul  is  advancing  to  a  premier  po- 
sition among  popular  furs  and  in  many 
instances    threatens    to    replace    Hudson 


seal  in  favour  with  the  smartest  wo- 
men. Persian  lamb  .n  the  flatter  ci. 
is  likewise  in  strong  demand  this  month. 
Fur  designers  have  endeavoured  to 
style  the  new  season's  coats  so  that 
they  will  be  suitable  for  daytime  or 
evening  wear.  No  doubt,  by  styling 
furs  so  that  they  will  be  suitable  for  two 
occasions,  women  have  been  induced  to 
consider  the  purchase  of  a  new  fur  gar- 
ment. Therefore,  most  of  the  48  and  50 
inch  garments  are  of  a  semi-evening 
type  and  straight  line  coats  are  given  a 
wrappy  appearance  by  side  closings  and 
by  wide  wrist  sleeves. 

Results  of  August  Fur  Sales 

Reports  gathered  from  various  lead- 
ing cities  regarding  the  success  of  fur 
sales  held  during  August  of  this  year 
provide  some  interesting  evidence  which 
may  be  taken  as  indicative  of  the  trend 
of  demand  for  the  coming  winter. 

1.  There  were  few  complaints  about 
prices  of  furs. 

2.  Capes  will  be  worn  to  a  greater  ex- 
tent than  anticipated  by  the  trade. 

3.  Chokers  have  been  strongly  revived. 

4.  Raccoons  have  not  sold  as  well  as 
expected. 

5.  Longer  fur  garments  will  be  worn 
as  a  result  of  longer  skirts. 

6.  Practically  every  fur  is  in  demand. 

7.  Short  walking  coats  have  replaced 
stoles  or  short  capes. 

8.  Girdles,  ornaments  and  metal  but- 
tons are  coming  back  on  fur  garments. 

9.  Linings  are  an  all  important  factor 
in  the  sale  of  a  fur  garment. 

U.  S.  Tariff  Affects  Silver  Fox 

Side  by  side  with  a  report  regarding 
increased  revenue  from  fur  farming  in 
Canada  comes  the  announcement  of 
changes  in  the  United  States  Fur  Tar- 
iff laws  which  will  in  all  probability 
affect  the  silver  fox  breeders  of  Canada 
insofar  as  the  50  per  cent,  duty  on  sil- 
ver is  concerned.  There  seems  to  be 
no  reason  for  the  50  per  cent,  duty  on 
silver  and  black  foxes  except  that  it 
was  asked  for  loudly  by  American  fox 
farmers  who  sent  a  delegation  to  Wash- 
ington to  protect  against  the  entry  of 
Canadian  silver  fox  skins  into  the  United 
States.  One  of  the  suggestions  made 
by  these  delegates  was  to  the  effect  that 
a  flat  duty  of  $300  on  silver  fox  skins 
brought  into  the  country  should  be  lev- 
led  but  this  was  finally  rejected  and  the 
50  per  cent,  duty  was  agreed  upon  as  re- 
commended by  the  Senate. 

The  first  effect  of  this  duty  on  silver 
foxes,  it  is  said,  will  be  that  instead  of 
coming  to  the  United  States  for  handling 


all  of  the  Canadian  bred  silver  foxes 
will  go  to  London.  S:lver  fox  is  be- 
coming more  and  more  of  a  European 
article  and  France  is  one  of  the  largest 
consumers.  It  is  true  that  American 
women  wear  these  luxurious  pelts  large- 
ly but  they  have  lately  shown  a  tend- 
ency to  buy  them  in  France.  It  may 
th  n  be  expected  that  offerings  of  silver 
fox  skins  on  the  American  markets  will 
be  limited  strictly  to  American  bred 
skin,  although,  as  is  well  known,  the  Am- 
erican bred  variety  is  inferior  to  the 
Prince  Edward  Island  pelts.  London  Fur 
Auction  houses  are  now  expected  to  get 
most  of  the  Canadian  fox  collection. 

Statistics  on   Fox   Farming 

The  latest  figures  obta'nable  regard- 
ing the  revenue  from  silver  foxes  in 
Canada  are  embodied  in  the  following 
report   issued   from   Ottawa   this   month: 

"The  total  amount  received  by  Cana- 
dian fur  farmers  in  1921  from  the  sale 
of  live  fur  bearing  animals  and  pelts 
was  $1,498,105,  compared  with  $1,151,- 
556  in  1920.  To  these  totals  silver  foxes 
contributed  96  per  cent  in  1921  and  97 
per  cent  in  1920.  The  number  of  sil- 
ver foxes  sold  from  fur  farms  in  1921 
was  2,920  vauled  at  $483,976,  a  general 
average  of  $289.  Taking  the  average 
for  each  farm,  the  highest  average 
value  is  found  to  have  been  $1,250  'per 
fox,  and  the  lowest  average  $75.  The 
number  of  silver  fox  pelts  sold  was 
922,  valued  at  $596,809,  a  general  av- 
erage of  $152  per  pelt.  The  highest  av- 
erage value  per  pelt  shown  for  any  one 
farm  was  $500  and  the  lowest  $50." 


"THE    FAIR"    MUST    FIND    NEW 
HOME 

An  important  business  deal  has  just 
been  concluded  which  means  that  after 
over  a  quarter  of  a  century  of  serving 
Montreal  women  with  millinery  and 
clothing,  "The  Fair,"  of  439  St.  Cather- 
ine St.  West,  must  leave  their  present 
location.  The  John  Murphy  Co.,  Limit- 
ed, having  just  bought  their  lease  for 
a  sum  running  into  five  figures,  Mr. 
Greenwood,  the  proprietor  of  The  Fair,  is 
unable  to  state  his  plans  yet  as  it  is  al- 
most impossible  to-day  to  find  a  suitable 
location  on  St.  Catherine  St.  where  the 
rent  is   at  all  reasonable. 


Alf.  Arthur,  proprietor  of  Arthur's 
Dry  Goods  Store,  662  Dundas  street, 
London,  has  moved  to  the  downtown  sec- 
tion at  247V2  Dundas  street.  Mr.  Arthur 
has  been  in  business  ;n  London  for  over 
thirteen  years. 
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Stress  Furs  for  This  Sales  Policy 

Christmas  Trade  Saves  Profits 


Early   Advertising   Gives   Time   For 
Deliberation 

A  leading  American  retailer  tells  us 
that  each  Christmas  in  the  last  five 
years  has  brought  an  increase  in  gift 
fur  business  of  fifty  per  cent,  or  more 
over  the  previous  Christmas  season.  He 
believes  that  this  can  be  done  by  any 
store  that  will  spend  a  little  money  dur- 
ing November  on  fur  publicity.  People 
are  tired  of  giving  and  receiving  useless 
gifts  and  furs  are  said  to  make  one  of 
the  strongest  appeals  on  the  grounds  of 
appearance,  usefulness  and  length  of 
life.  The  only  thing  necessary  is  to 
put  them  in  the  minds  of  possible  buyers 
because  they  require  time  and  delibera- 
tion as  a  general  rule.  The  following 
publicity  media  were  suggested  as  best: 
Newspaper  space,  billboard:',  street-car 
posters,  streamers  and  cards  for  distri- 
bution in  automobiles.  Theje  should  al- 
ways be  of  the  best  type  both  in  wording 
and  in  coloring  because  customers  who 
give  fur  gifts  are  invariably  of  the  bet- 
ter class. 

Here  are  a  few  headings  which  Dry 
Goods  Review  has  seen  in  Toronto  and  in 
other  cities,  which  may  be  of  some  help 
in  playing  up  the  gift  idea  this  Christ- 
mas: 

Her  Fondest  Dream — A  Beautiful  Fur. 

There's  a  World  of  Joy  in  a  Gift  of 
Furs. 

The  Gift  of  Gifts,  a  Fur  Coat. 

Furs  are  the  all-Canadian  Gift. 

Make  it  a   (store's  name)   Fur. 

What  Brings  the  Greatest  Joy  on 
Christmas  Morn?     A  Gift  of  Furs. 

Furs  Mean  Individuality,  Quality  and 
Luxury  in  Christmas  Gifts. 

Gifts  That  La.it— Furs. 


HAVE  REMODELLED  STORE 

The  Spear  millinery  store  of  St. 
John,  N.  B.,  has  recently  been  remodel- 
led and  presents  a  most  artistic  appear- 
ance, the  interior  being  finished  in 
ivory  enamel  with  fumed  oak  fixtures 
with  polished  hardwood  flooring.  High 
power  electric  lighting  has  been  install- 
ed to  give  the  kind  of  illumination 
needed  in  stores  of  this  description  and 
the  windows  also  are  particularly  well 
lighted  in  such  a  way  that  should  pass- 
ersby  wish  to  look  at  the  window  dis- 
plays after  dark  they  have  only  to  turn 
on  a  switch  located  out  on  the  street 
which  will  light  up  the  window  brilliant- 
ly for  30  seconds,  when  it  will  go  out 
automatically.  Large  plate  glass  win- 
dows mounted  on  copper  frames  are  used, 
finished  across  the  top  with  a  large 
prism  light  which  allows  the  daylight  to 
penetrate  to  the  back  of  the  store.  The 
front  is  of  pressed  brick  which  adds 
much  to  the  general  appearance  of  this 
up-to-date  s^ore,  which  has  adopted  as 
its  slogan,  "The  Brightest  Spot  in  St. 
John." 


January    for    Selling    Surplus    and    Au- 
gust  for   Selecting   Purposes 

E.  J.  Babcock,  manager  of  the  fur  de- 
partment of  the  store  of  Adam,  Mel- 
drum  and  Anderson,  Buffalo,  N.  Y.,  gives 
the  following  interesting  opinion  in  re- 
gard to  January  sales: 

"I  think  it  unwise  to  sell  furs  in  Jan- 
uary at  prices  which  are  as  low  as  those 
of  August.  It  not  only  makes  the  pub- 
lic lose  confidence  in  the  August  sales 
but  it  lessens  the  chaiices  for  good 
turnovers.  Furs  are  one  line  which  is 
watched  very  closely  by  customers;  they 
take  time  in  selecting  them  and  they 
watch  prices  from  month  to  month  and 
season  to  season. 

"Moreover,  selling  out  at  cost  or  even 
slightly  above  it  is  very  dangerous  dur- 
ing January.  I  sell  only  those  furs  which 
I  have  had  reason  to  believe  excited 
little  interest  from  August  until  Decem- 
ber. During  this  winter  in  particular,  if 
merchants  are  to  take  the  actual  busi- 
ness done  as  a  guide  for  January  clear- 
ance, they  will  get  rid  of  nearly  every- 
thing. I  think  there  will  be  a  fair 
amount  of  furs  sold  after  the  new  year 
and  the  wise  buyer  will  not  be  too  hasty 
in  disposing  of  stock." 

Difference  Between  Two  Sales 

"Do  you  think  that  January  sales  are 
likely  to  hurt  the  August  ones  in  the 
mind  of  the  public?"  asked  Dry  Goods 
Review.  "Not  if  they  are  carried  on 
with  these  two  viewpoints:  January  is 
the  month  to  dispose  of  surplus  stock, 
August  is  the  month  for  selection  of  the 
best  in  furs.  There  should  be  no  con- 
fusion if  they  are  advertised  in  this 
way.  Let  one  be  for  the  customer  who 
wants  a  bargain  first  and  the  other  for 
those  women  with  whom  the  quality  ap- 
peal has  weight." 


HOLD    FIRST    FASHION    SHOW 

Ward  &  Deward  of  Oshawa  tried  out, 
for  the  first  time,  a  fashion  show  with 
live  models  displaying  the  season's  la- 
test creations.  They  made  use  of  the 
Regent  Theatre  on  the  evenings  of  the 
15th  and  16th  of  September.  The  dis- 
play was  made  following  the  presenta- 
tion of  the  feature  picture  of  the  even- 
ing and  lasted  about  half  an  hour.  About 
thirty  garments  were  shown  each  even- 
ing, including  coats,  suits,  street  and 
evening  dresses. 

The  theatre  had  a  seating  capacity  of 
1,200  and  was  packed  on  both  nights. 
For  several  days  after  Ward  &  Deward 
were  complimented  on  their  display. 
Moreover,  they  state  that  they  have  felt 
the  result  of  the  display  all  through  the 
season.  Their  ready-to-wear  sales, 
they  report,  have  been  considerably 
higher  than  last  year  or  the  year  before 
and  they  are  convinced  that  this  is  a 
very  profitable  form   of  advertising. 


Have  Consolidated 

Their  Business 

Economical  Changes  Made  by  Macaulay 
Bros.  Ltd.,  of  St.  John,  N.  B. 

Realizing  some  eighteen  months  ago 
that  the  post-war  depression  was  a  fac- 
tor to  be  dealt  with  in  a  practical  way, 
the  management  of  this  firm  promptly 
started   to   consolidate   their  business. 

The  first  move  in  this  direction  was 
to  condense  their  piece  goods  depart- 
ments which  occupied  the  ground  floor 
of  the  annex  building,  and  to  move  these 
departments  into  the  main  building, 
thus  leaving  a  floor  space  of  50  by  100 
feet  to  be  rented.  This  space  was  divid- 
ed in  half,  thus  making  two  large,  well- 
lighted  stores  each  with  a  frontage  of 
25  feet. 

This  naturally  necessitated  the  rear- 
rangement of  several  departments,  so 
after  duly  considering  the  merits  of  the 
different  departments  it  was  decided  to 
dispense  with  the  house  furnishing  de- 
partment which  was  not  profitable 
enough  to  warrant  it  occupying  the 
amount  of  space  it  did. 

When  this  department  had  been  sold 
out  the  whitewear,  knit  underwear,  silk 
underwear,  corsets,  sweaters  and  in- 
fants' department  was  moved  from  the 
second  floor  to  the  third  floor,  giving 
them  the  second  floor  clear  for  a 
women's  apparel  shop. 

Having  trimmed  their  sales  to  fit  the 
wind,  or  reduced  their  expenses  to  fit  the 
volume  being  done,  the  management  de- 
cided they  were  ready  for  the  race  for 
better  business,  so  the  second  floor  was 
made  into  a  very  attractive  room  for 
millinery,  blouses  and  ready-to-wear,  at 
very  little  expense. 

This  room  was  done  in  French  grey 
and  blue,  the  walls  and  fixtures  being 
done  in  French  grey  while  the  hangings 
and  rugs  were  in  blue.  Circular  seats 
built  around  the  pillars  and  upholstered 
in  blue  are  a  great  convenience  to  the 
customers  and  very  ornamental. 

Opening  of  the  Grey  Model  Shop 

As  soon  as  this  floor  was  finished  it 
was  given  the  name  of  THE  GREY 
MODEL  SHOP  and  formal  opening  was 
held  during  Exhibition  Week,  at  which 
time  a  fashion  parade  was  featured. 

For  this  event  models  were  selected 
from  their  own  staff  and  the  grace  with 
which  they  carried  themselves  empha- 
sized the  type  of  sales  persons  em- 
ployed. An  orchestra  was  concealed  be- 
hind a  large  blue  screen  and  the  models 
entered  from  an  adjoining  room,  de- 
scending several  steps  and  parading 
around  a  roped-off  enclosure.  As  the 
spectators  were  leaving  the  floor  a  little 
girl  dressed  in  a  maid's  uniform  pre- 
sented a  bouquet  to  each. 

Apart  from  the  advertising  value  of 
this  show,  the  direct  results  obtained 
were  more  than  gratifying  and  this 
marked  the  beginning  of  an  extensive 
selling  campaign. 
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VARIETY  FEATURES  HEADWEAR 

(Continued  from  page  44) 

the  hat  in  place,  but  for  trimmings. 
Some  are  made  of  galalith,  with  silver 
motifs  inserted,  as  you  can  see  by  No. 
(a)  which  is  made  of  two  pieces,  that 
go  one  inside  the  other.  Or,  they  are 
made  of  cut  jet,  as  in  (b),  or  in  cut 
glass,  painted  in  various  shades,  gen- 
erally like  precious  beads,  emerald, 
amethy»t,  etc.  (c)  or  made  of  mother  of 
pearl,  as  in  (d).  Whatever  the  materi- 
al be,  they  are  all  fashionable,  and  their 
vogue  will  continue  all  the  more  as  they 
have  been  neglected  for  quite  a  long 
time. 

Then  we  have  three  hats'  for  little 
ones: 

VI. — Is  what  a  little  girl,  just  begin- 
ning to  go  to  school,  will  like:  it  is  made 
of  fancy  silk,  and  trimmed  with  a  print- 
ed silk  handkerchief,  folded  in  triangle, 
and  tied  behind. 

Her  younger  sister,  who  is  almost  a 
baby  still,  will  feel  quite  comfortable  in 
bonnet  No.  VII,  made  of  gathered  rib- 
bon-, and  trimmed  with  a  puff  and  a 
band   of  swan   down   or  fur. 

The  little  miss  VIII,  hides  her  eyes 
under  a  drooping  brimmed  bonnet,  made 
of  ribbons  sewn  flat  on  the  brim  and 
gathered  on  the  supple  crown.  The 
trimmings  consist  of  a  puff  of  badger 
hair,  which  is  quite  sufficient,  and  very 
dainty   indeed. 

Next  month,  I  will  tell  you  about  the 
sundry  items  of  dressing,  to  be  given 
as  Xmas  presents. 

Yours  very  truly 

Jeanne  Gsell 


FURS    AS    CHRISTMAS    GIFTS 

(Continued  from  page  46) 
the  window.  An  outdoor  touch  sug- 
gested by  the  use  of  spruce  trees  and 
sparkling  powder  in  snow  effect  is  al- 
ways arresting  when  well  lit  up.  A 
large  Christmas  tree  around  which  gifts 
of  fur  suitable  for  an  entire  family  are 
grouped  would  do  much  to  suggest 
thoughts  of  furs  for  gifts.  In  this  con- 
nection the  small  fur  pieces  are  always 
good  sellers  as  gifts  owing  to  their  in- 
expensiveness,  and  frequently,  an  en- 
tire window  display  of  smaller  articles 
is  more  profitable  to  show. 

Show  Furs  In  Other  Departments 

In  stores  which  are  departmentalized 
it  is  advisable  to  display  furs  in  various 
other  sections  to  increase  interest  in 
this  line  towards  Christmas.  Fur 
wraps  might  be  displayed  near  a  show- 
case of  evening  frocks,  for  instance,  and 
chokers  near  suits,  while  fur  millinery 
is  appropriately  included  among  the  reg- 
ular showing. 

Fur  trimmings  will  be  extremely 
smart  this  Winter  and  could  be  advan- 
tageouesly  handled  by  the  furrier  who 
desires  to  offer  some  item  as  a  drawing 
card  in  connection  with  midwinter  busi- 
ness. In  particular  monkey  fur  could 
be  featured  in  all  the  wanted  colors  and 


Operating  Expenses  of  Dept.  Stores 

Harvard  University  Research  Shows  Cost  of  Doing 
Business   Higher  in   Percentage   of  Net  Sales   in 
1921  Than  in  1920 — Salaries  and  Wages,  Rentals 
and    Advertising    Cost    More — Average    Cost   of 
Operating  27.8  Per  Cent. 


HARVARD  University  Bureau  of 
Business  Research  has  just  issued 
a  bulletin  dealing  with  the  oper- 
ating expenses  in  department  stores  in 
the  United  States  and  Canada.  The 
summary  deals  with  301  stores  whose 
aggregate  business  approaches  the  half 
billion  dollar  mark.  The  bulletin  states 
that  the  cost  of  doing  business  in  de- 
partment stores  was  higher  in  percent- 
age of  net  sales  in  1921  than  in  1920, 
the  chief  items  accounting  for  this  in- 
crease being  salaries  and  wages,  rentals 
and  advertising.  The  gross  margin  be- 
tween the  cost  of  merchandise  and  the 
sales  was  slightly  higher  in  1921  than 
the  preceding  year,  but  the  difference 
was  less  than  the  increase  in  the  total 
expense,  consequently  the  average  net 
profit — the  common  figure  for  which, 
during  this  year  of  depression  was  nine- 
tenths  of  one  per  cent. — was  lower  in 
1921.  It  is  worth  noting,  however,  that 
department  stores  showed  a  net  profit 
whereas  the  retail  shoe  trade,  jewelry 
trade  and  wholesale  grocery  business 
each  showed  an  average  net  loss  for  the 
year.  The  increase  in  net  sales  over 
the  former  year  was  4.3   per  cent. 

Definitions 

The  bulletin  defines  net  profit  as  the 
amount  that  remains  over  and  above  all 
expenses,  including  the  salaries  of  the 
proprietors  c-r  partners,  reiit  of  the  store 
whether  owned  or  leased,  and  interest 
on  the  firm's  net  investment  as  well  as 
interest  on  borrowed  money.  It  is  to 
be  noted,  however,  that  Federal  and 
State  income  taxes  are  not  included  in 
expense  before  net  profit  is  determined 
but  are  rather  a  deduction  from  the  net 
profit. 


The  common  figure  for  net  profit  is 
not  an  arithmetical  average  but  is  ob- 
tained by  statistical  methods  to  give 
the  most  representative  figures,  not 
thrown  out  of  line  by  exceptionally  high 
or  low  figures  from  any  individual  store. 

It  is  of  interest  to  note  the  various 
items  in  operating  expenses,  which  total 
27.8  per  cent.  The  common  figures  for 
the  several  items  are  as  follows: — ■ 
Salaries  and  wages,  15.4%;  rentals,  2.4; 
advertising,  2.4;  taxes  (except  on  build- 
ings, income  and  profits),  0.6;  interest 
(on  capital,  borrowed  and  on  capital, 
owned),  2.3;  supplies,  0.8;  service  pur- 
chased (heat,  light,  power,  delivery), 
0.6;  unclassified,  1.2;  traveling,  0.5; 
communication,  repairs,  0.2;  insurance, 
0.4;  depreciation  (losses  from  bad  debts 
and  other  depreciation),  0.5;  profession- 
al services,  0.1,  making  a  total  of  27.8 
per  cent. 

In  comparing  operating  expenses  of 
1921  with  those  of  1920  it  is  pointed  out 
that  the  increase  took  place  in  three 
main  items — salaries  and  wages,  rentals, 
and  advertising.  For  the  firms  report- 
ing for  both  years,  salaries  and  wages 
in  1921  were  higher  by  an  amount  equal 
to  1%  of  net  sales,  rentals  by  an  amount 
equal  to  0.5%  of  net  sales,  and  adver- 
tising 0.3%  of  net  sales. 

A  rapid  rate  of  turnover,  according 
to  this  report,  has  its  compensation.  It 
is  pointed  out  that  the  stores  which,  in 
1921,  turned  their  stock  less  than  2.5 
times  had  a  common  total  expense  figure 
of  29.5%  of  net  sales  and  an  average 
net  loss  of  .8%,  while  those  that  turned 
their  stocks  3.5  times  and  over  had  a 
total  expense  of  27.1%  and  a  net  profit 
of  2.3%. 


advertised  as  the  favored  trimming  for 
frocks,  hats,  bags,  etc.  Fur-lined  gloves 
are  another  special  line,  useful  to  at- 
tract customers,  and  are  not  to  be  de- 
spised as  gifts  either. 

The  interior  of  the  fur  department 
must  be  artistically  decorated  with 
Christmassy  touches  of  red  and  green 
to  enliven  the  setting  and  awaken  the 
holiday  spirit,  besides  tending  to  im- 
part the  right  atmosphere  without  which 
any  merchandise  loses  half  its  charm 
as  a  gift  possibility. 


Gaults,  Limited,  Winnipeg,  one  of  the 
oldest  wholesale  dry  goods'  houses  in 
Canada,  has  been  reorganized.  Some 
of  the  old  employees  with  two  prominent 
business  men  are  taking  hold  of  the  con- 
cern and  will  operate  it  under  the  same 


name.        The    directors    chossn    for    the 
nsw  company  are: 

Daniel  Kennedy,  honorary  president; 
Louis  Kennedy,  president  and  managing 
director;  E.  N.  Kennedy,  vice-president; 
John  D.  Brown,  director  and  secretary- 
treasurer;  W.  S.  Campbell,  director; 
Theodore  E.  Howard,  director  and  credit 
manager.  

The  Commissioner  of  Internal  Reven- 
ue of  the  United  States  has  given  a  new 
ruling  whereby  clothing  used  for  work- 
ing is  exempt  from  taxation.  The  defin- 
ition of  work  clothing  is  a  long  one,  but 
the  purport  of  the  new  ruling  is  to  dis- 
tinguish between  the  garments  worn  by 
the  hunter  and  the  worker. 


T.  W.  Gray  &  Bryan  of  Woodstock, 
Ontario,  staged  a  Fashion  Parade  at 
Griffin's    theatre   on    November   7th. 
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DRY    GOODS    REVIEW 


The  Dods  Knit  Family 


Light-Weight  Merino  and  Nat- 
ural Wool,  for  men  and 
women,  boys  and  girls.  Two- 
piece    and    combination. 


Dods  Scotch  Knit  for  men  and 
boys ;  warranted  100%  pure 
wool.  Two-piece  or  combina- 
tion. 


««" 


Dods  Elastic  Knit  for  men.  The 
best  underwear  of  its  kind1 — 
especially  for  farm  folk  and 
workers  outdoors  in  Canadian 
winter    weather. 


Dods  Wear  for  Children.  Kiddies'  Cotton 
Vests;  Kiddies'  Bloomers — knitted  cot- 
ton— white.  Kiddies'  Sleepers,  fleece- 
lined,  jaeger  and  white.  Children's  fleece 
lined   Waists — white  or  jaeger. 


Dods-Kn,it  Fleece  for  men  and  boys — two- 
piece  and  combination — jaeger,  violet 
random,  cream,  olive  stripe.  For  women 
and  girls,  two-piece  or  combination, 
white,  cream  and  jaeger ;  also  with 
fleece  bloomers. 


TTERE'S  the  underwear  "that  mother  always  buys" — depending  on  which 
A  A    member  of  the  family  she  is  shopping  for. 

Dods-Knit  Underwear  is  one  of  the  solid  staples  in  the  Canadian  trade,  and 

some  of  these  lines  hold  the  largest  sale  in  Canada. 

Famous  in  the  trade,  trade-marked  and  advertised  in 
the  newspapers,  Dods-Knit  Underwear  is  going  to  be 
a  bigger  factor  than  ever. 

But,  however  much  we  advertise  to  the  general  pub- 
lic, however  well  the  people  become  acquainted  with 
the  Dods-Knit  line  of  underwear  they  have  been  buy- 
ing for  years  without  knowing  the  name — we  are  still 
going  to  do  business  through  the  wholesaler  only. 

Retailers — get  in  touch  with  your  wholesalers  and  get 
ready  for  a  big  Dods-Knit  season.  Big  advertising 
is  on  the  way.  If  you  have  not  handled  Dods-Knit 
before,  write  us  direct  and  we'll  have  great  pleasure 
in  directing  you  to  the  wholesaler  carrying  Dods-Knit 
goods  in  your  territory. 


Selling  Agents 

Ontario  &  Western  Provin- 
ces: R.  Reade  Davis,  Man- 
chester Building,  33  Melinda 
Street,    Toronto,    Ontario. 

Quebec  and  Maritime  Prov- 
inces:    William     C.     Forster, 

128  Bleury  Street,  Montreal. 
Quebec. 


The  Dods 


Knitting 
Company 
Li  mited 


Orangeville 


Ontario 
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|ERVICE  counts  with  the  Dealer,  quite  as 
much  as  with  the  Dealer's  customers. 

So — when  we  announce  that  we  can 
supply  you  with  "Butterfly"  Silk  Hosiery 

IN  18  DIFFERENT 
SHADES 

we  are  giving  you  a  service  that  means 
dollars  in  your  pocket,  and  a  standard  of 
quality  that  means  delighted  patrons  of 
your  store. 

Made  in  Canada  by 

THE  BUTTERFLY  HOSIERY 
CO.  LIMITED 


DRUMMONDVILLE 


QUEBEC 


18 
Shades 


BUTTERFLY 

(REGISTERED  TRADE-MARK) 

SILK  HOSIERY 

A  range  of  colors  which  runs  the  gamut  from  midnight  black  to  noon- 
sun  white.    Every  tone  and  tint  to  match  party  frocks — every  wanted 
shade  for  street,  dress  and  evening  wear. 
And  all  in  one  brand  — under  one  name — "Butterfly"  Silk  Hosiery. 
Truly,  we  serve  you  well  -in  the  sheer  beauty  of  quality  and  sheen- - 
in  the  completeness  of  colors  and  sizes — in  the  perfection  of  fit — in  the 
attractive  way  these  stockings  are  packed  and  boxed —  and  in  the  truly 
moderate  prices  at  which  you  can  sell  this  hosiery,  and  make  a  hand' 
some  profit  on  every  pair. 

"BUTTERFLY"  SILK  HALF  HOSE  FOR  MEN 

The  quality,  the  style,  the  fit,  the  wide  range  of  colors,  which  we  now 
offer  in  Men's  Silk  Hose  are  quite  in  keeping  with  the  standards  estab' 
lished  and  upheld  by  "Butterfly"  Silk  Hosiery  for  Ladies. 

TOUR  JOBBER  CAN  SUPPLY  YOU 

Made  in  Canada  by  The  Butterfly  Hosiery  Co.  Limited     -     Drummondville,  Quebec 


Sole  Selling  Agents:   E.  H.  WALSH  &  COMPANY  LIMITED 

TORONTO  MONTREAL  WINNIPEG  VANCOUVER 
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"Scotch  Knit''  and  all  that 
Scotch  Knit  implies --that 
is  Pesco  Underwear. 

A  product — -based  on  knowledge 
and  experience — knitted  stitch 
by  stitch  to  the  standards  set  by 
the  stockingers  of  old — partak- 
ing of  the  character  of  the  Scot- 
tish people  in  the  thoroughness 
and  honesty  of  its  workmanship 
— built  up  bit  by  bit  through  con- 
scientious effort  to  the  premier 
loosition  it  enjoys  to-day! 
Undoubtedly  the  brand  of 
SUPREME  quality  for  high 
grade  trades.  The  proved  best 
brand  in  the  home  market,  and 
the  most  attractive  imported  line 
for  the  Canadian  dealer  catering 
for  people  who  love  good  clothes. 

We  invite 
your  enquiries. 

Peter  Scott  &  Co.,  Ltd. 


Canadian  Agents  for  Pesco  Underwear. 

(Pure  Wool,  and  Silk  and  Wool,  for  Ladies,  Gentlemen 
and  Children,  and  in  shapes  for  the  Canadian  Market.) 


Messrs.   C.   and  A.   G.   Clark 

35    Wellington    Street   West, 

Toronto,    Ont. 

Mr.    R.    C.    Poyser, 

418    King's   Hall    Building,   St. 

Catherine   Street   W., 

Montreal. 


Messrs.    Hanley    &    Mackay    Co., 

Hammond   Building,   Winnipeg. 

Mr.    J.   J.    Mackay. 

804  Bower  Building,  Homer  St.. 

Vancouver,     B.    C. 
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Dry  Goods  Review 


Long  Skirt  Not  Hurting  Hosiery 

So  Long  as  the  Ankle  Shows,  Fancy  Lines  Are  Safe— All-Wool 

and  Silk  and  Wool  in  Strong  Demand— Heavy  Lines  Suffer  on 

Account  of  Weather— Agitation  Over  Use  of  Word  "Fashioned" 

— Variations  of  the  Sweater  Trade 


ALTHOUGH  Toronto  retailers  re- 
port that  knitted  underwear  lines 
are  very  quiet  this  month,  manu- 
facturers and  their  agents  are  taking 
in  good  orders.  They  are  still  well 
stocked  in  most  wool  numbers,  but 
fleece-lined  garments  are  very  scarce. 
A  Hamilton,  Ont.,  mil]  is  being  kept 
busy  day  and  night  on  this  alone. 

The  undergarment  trade  in  general  is 
getting  to  be  a  rather  dangerous  topic 
of  conversation  with  some  of  our  big- 
gest Canadian  mills.  They  complain 
that  some  of  their  distributors  do  not 
stress  the  new  lines  sufficiently.  Whole- 
sale houses,  they  declare,  are  still 
pushing  the  garments  which  the  trade 
knew  of  years  ago.  This  means  that 
the  larger  stores  are  getting  the  new 
goods  while  the  smaller  ones  which 
necessarily  depend  on  the  wholesale 
houses,  still  believe  that  they  must 
look  to  England  or  the  United  States 
for  novelty  and  high-grade  goods.  If 
these  merchants  will  ask  for  the  new 
models  whenever  travelers  call,  if  they 
will  show  an  interest  in  the  beautiful 
knitted  silk  undergarments,  the  jersey 
topped  vests  and  the  fancy  bloomers 
there  is  no  reason  that  their  stocks 
should  be  so  limited. 

Hosiery 

The  lighter  shades  of  heather  hose 
continue  not  only  in  Toronto  but  all 
over  Canada.  As  to  materials,  neither 
the  all-wool  nor  the  silk  and  wool  can  be 
called  "best."  Each  has  its  own  de- 
votees among  the  trade  and  this  means 
that  each  is  finding  favor  amoir- 
women. 

Two  hosiery  representatives  for  Can- 
adian mills  believe  that  black  will  be  a 
little  better  in  1923  than  it  was  last 
Spring  but  that  colored  hose  will  sell 
again.  There  is  no  reason  to  believe 
that  the  lengthened  skirts  will  endanger 
the  hosiery  business  because  they  will 
not  be  long  enough  to  hide  the  ankle. 
Women  will  not  get  back  to  careless- 
ness in  selection  of  hose  for  some  time 
at  any  rate. 

There  is  a  movement  on  foot  in  the 
United  States  to  prevent  manufacturers 
from  using  the  term  "fashioned"  except 
with  full-fashioned  merchandise.  The 
word  is  misleading  in  that  the  general 
public  do  not  see  the  difference  be- 
tween the  mock-seamed  or  seamless 
hosiery  and  that  which  has  really  been 
made  on  genuine  full-fashioned  lines. 
The  National  Vigilance  Committee  of 
the  Associated  Advertising  Clubs  of  the 
World,  is  now  planning  to  request  man- 


ufacturers to  cease  what  is  believed  by 
many  to  be  indiscriminate  application 
of  the  term. 

Knitted  Outwear  News 

The  sweater  trade  varies  in  different 
cities  both  in  Canada  and  in  the  United 
States.  Toronto  women  are  showing  a 
greater  interest  in  camel's  hair  shades 
than  in  most  of  the  other  high-class 
lines.  The  Jacquette  is  very  strong  in 
New  York.  In  Buffalo,  the  coarser 
grades  of  wool  finished  off  with  mohair 
or  brushed  wool  collar  and  cuffs  are 
very  good,  the  slip-on  having  a  little 
the  best  of  it.  Boston  likes  brushed 
wool  in  camel's  hair  color  and  is  even 
featuring  skirts,  hat  and  scarf  sets, 
trimmings  on  suits  and  knickers  of  the 
popular  camel  hue.  Some  of  the  larger 
American  cities  are  again  selling  knit- 
ted dresses  for  wear  under  the  Jacquette. 
The  slip-on  is  selling  in  the  Canadian 
West  while  the  plain  golf  sweater  is 
liked  as  well. 

That  manufacturers  in  this  country 
are  expecting  to  do  a  live  business  in 
high-grade  sweaters  next  Spring  is  evi- 
dent from  the  samples  they  are  prepar- 
ing. Both  silk  and  wool  are  shown 
in  these.  Tuxedos  and  jumpers  divide 
the  honors  while  the  Jacquette  is  be- 
ginning to  show  itself.  The  very  vivid 
colors  appear  again  but  the  more  deli- 
cate yellows  and  blues  are  quite  promin- 
ent in  the  range.  The  inevitable  Nav- 
ajo stripes  are  shown  in  surprisingly 
large  numbers  and  most  of  the  jumpers 
have  collars.  Scarfs  are  shown  in  the 
fish-net  weave  and  are  of  silk  for  the 
most  part  in  the  selections  seen  in  To- 
ronto. 

Designers  say  that  simple  patterns  in 


contrasting  colors  are  the  favored  form 
of  trimming  in  both  sweaters  and 
scarfs.  Moreover,  they  believe  that  the 
straight  model  or  jumper  spoken  of 
above  will  replace  the  blouse  for  Spring. 
This  jumper  is  particularly  .counted 
upon  in  some  circles  because  of  its  re- 
semblance to  the  middy  of  years  ago. 
It  is  a  slip-on  with  turnover  collar  and 
small  vertical  opening  at  the  front.  It 
is  the  best  suited  model  for  most  fig- 
ures that  has  come  out  since  the  first 
slip-on  appeared. 

Retailers   Are   Awake 

One  agent  for  a  large  knitting  mill 
in  central  Ontario  told  our  representa  - 
tive  that  one  cold  day  has  been  suffi- 
cient to  make  the  next  day  a  good  one 
for  him.  It  means  that  the  slightest 
encouragement  which  the  customer  gives 
the  merchant  is  being  backed  up  by  the 
stores.  This  is  very  different  from 
last  year  when  most  retailers  wanted 
several  weeks  of  cold  weather  before 
they  would  place  an  order.  It  means, 
moreover,  that  everyone  is  happy  for  all 
are  working  on  a  co-operation  basis. 

Canadian  knitters  are  being  recog- 
nized all  over  the  world  now.  One 
mill  is  sending  orders  regularly  to 
England,  another  providing  Australia 
and  New  Zealand  with  a  large  propor- 
tion of  its  underwear  and  the  other  day 
the  news  came  on  good  authority  that 
one  of  the  largest  stores  in  New  York 
City,  which  gets  its  knitted  wear  from 
only  five  mills  in  the  world,  placed  a 
repeat  order  on  hosiery  with  a  Canadian 
factory.  The  management  admitted 
that  quality  of  merchandise  could  not 
be  excelled  anywhere  and  that  the  fin- 
ish of  these  hose  was  the  best  that 
thev  had  seen. 


THE  GAITER   STOCKING 

The  "Gaiter  Stocking"  is  the  last 
word  in  knitted  wear  among  American 
manufacturers.  This  is  indeed  the  work 
of  a  genius.  Because  women  insist  on 
sheerness  to  the  nth  degree  in  their 
hosiery  and  because  the  poor  spat  can- 
not be  made  to  reach  comfortably  from 
the  ankle  to  the  knee,  this  coverall  is  a 
real  boon.  It  is  knitted  with  wool  yarn 
in  much  the  same  way  as  hose.  It  slips 
over  the  foot  and  is  held  in  place  by  a 
strap  just  like  a  spat.  Then  there  is  a 
neat  row  of  buttons  to  imitate  spat-but- 
tons. It  is  pulled  up  above  the  knea 
and  held  in  place  with  th?  ordinary  gar- 
ters. When  milady  goes  inside,  she 
slips  off  the  gaiter-hose  and  behold,  her 
clear  vision  stockings  are  underneath. 
(Continued  on  next  page). 
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Montreal  Reports  Active  Buying 

Manufacturer  Says  Winter  Lines  Sold  Up  and  Light  Weights 
Going  Well  for  Spring — Many  Variations  of  the  Pullover — Many 
Colors  Being  Featured  in   Spring  Range — New   Garments  for 

Children  and  Men 


WITH  travelers  out  on  the  road 
with  Spring  samples  and  the  de- 
signs for  next  Fall's  models  al- 
ready chosen,  a  Montreal  knit  goods 
manufacturer  announces  that  business 
in  all  lines  is  most  satisfactory.  "We 
are  entirely  sold  up  on  most  of  our  Win- 
ter lines,"  he  pointed  out,  "and  we  an- 
ticipate an  exceedingly  good  Spring  de- 
mand in  lighter  weight  styles  for 
women,    men    and    children." 

Shetland  wool  coats  and  pullovers 
which'  were  so  exceedingly  popular 
in  specialty  lines  last  Summer  are  due 
to  register  the  same  success  in  popular 
priced  lines  in  1923,  it  was  said.  This 
indicates  a  tendency  to  produce  simple, 
tailored  effects  in  inexpensive  sweaters 
which  marks  a  real  step  in  advance  in 
the  industry.  One  line  in  particular 
shown  to  Dry  Goods  Review  was  decid- 
edly smart,  consisting  of  a  pullover 
model  developed  in  a  drc-pstlch  weave 
alternating  with  a  narrow  rib,  in  such 
colors  as  camel,  navy,  white  or  black, 
finished  with  plain  round  neck  and  well 
fitting  ribbed  cuffs,  together  with  a 
string  belt  threaded  through  the  slots 
made  by  the  dropstitch  effect.  This 
model  should  prove  to  be  a  good  seller, 
priced  as  it  is  at  only  $13.50  a  dozen  and 
embodying  the  very  best  style  points. 

Many  other  variations  on  the  pull- 
over theme  are  included  in  this  same 
collection  of  Spring  samples,  among 
them  some  novelties  in  combinations  of 
art  silk  and  wool,  striped  alternately  in 
open  work  and  close  effects,  showing 
white  with  some  vivid  color.  Short 
sleeves  and  a  variety  of  necklines  can 
be  had  in  these  models  if  desired.  The 
same  novelty  effect  is  developed  in  a 
simple  tuxedo  style  as  well. 

Slip-On   Jacquette   Model 

The  Jacquette  or  blouse  sweater  is  al- 
so included  in  this  range,  developed  in 
a  fancy  weave  of  medium  weight  wool 
in  a  horizontal  bar  effect  broken  by  a 
vertical  stripe.  A  Bramley  collar  and 
cuffs  of  white  cashmere  wool  trim  neck 
and  sleeves,  while  the  bottom  of  the 
garment  is  finished  off  in  a  wide  band 
which  comes  well  down  over  the  hips 
and  is  sufficiently  elastic  to  slip  over 
the  head  comfortably.  No  open  front 
effects  in  the  Jacquette  model  have 
been  shown  as  yet  by  this  firm  for 
Spring  but  it  is  altogether  likely  that 
additional  models  will  be  shown  if  the 
initial  experiment  proves  successful. 

Anticipating  a  big  demand  for  sports 
styles  in  pullover  and  coat  styles  of 
sweaters,    this    firm    have    originated    a 


trig  little  model  in  either  sleeveless  or 
full  length  sleeve  effect  in  appropriate 
colors  for  out  of  doors,  trimmed  with 
pipings  of  white  around  the  V  neck, 
patch  pockets  and  sleeves.  Slightly 
more  elaborate  is  another  pullover  in 
plain  weave  finished  about  the  V  neck 
with  a  scarf-like  band  ending  in  soft 
woolly  tassels. 

The  cardigan  or  plain  golf  coat  is 
likewise  shown  and  is  severely  plain  in 
effect  developed  in  heather  or  lovat 
mixtures.  These  coats,  by  the  way, 
are  an  ideal  choice  for  the  tall  woman 
of  somewhat  large  frame  who  cannot 
wear  a  pullover  successfully  yet  needs 
something  in  the  way  of  a  sports  model 
for  out  door  wear.  In  narrow  striped 
effects  these  golf  coats  are  called 
Blazers  and  are  featured  in  some  quite 
novel  color  contrasts  which  should  pre- 
sent a  smart  appearance  for  boating, 
tennis   and   other   open    air  sports. 

The  plain  tuxedo  is  frequently  em- 
bellished with  border  trims  of  fibre  silk 
in  a  harmonizing  effect.  The  majoi-ity 
of  plain  tuxedos  favour  a  slightly  wider 
collar  than  has  been  shown  in  the  past 
and  even  though  this  collar  is  usually 
of  the  same  wool  and  color  as  the  gar- 
ment, it  is  often  elaborated  by  fancy 
effects  in  the  weave.  A  little  brushed 
vvool  is  used  as  trimming  but  not  as 
much  as  was  shown  for  this  Winter. 

Wide  Choice  of  Colors 

Nearly  50  colorings  are  featured  by 
this  firm  in  their  Spring  range  of  knit 
goods  for  women  and  girls.  In  connec- 
tion with  the  colorings  it  is  of  interest 
to  note  that  the  yellow  and  orange  vari- 
ations are  the  only  ones  to  be  dropped 
from  the  range  as  shown  for  the  past 
season  or  so,  this  firm  having  found 
that  there  was  little  demand  in  popular 
priced  lines  for  such  tones  as  peach, 
burnt  orange,  salmon,  lemon  but 
rather  for  such  colors  as  navy,  camel, 
scarlet,  orchid,  heathers  and  lovats,  etc., 
showing  that  the  trend  is  distinctly  in 
favor  of  practical  shades. 

Knitted   Garments  for  Children 

Knitted  suits  for  children  continue  to 
be  an  important  feature  of  the  Spring 
range  shown  by  the  same  maker.  Oliver 
Twist  suits  developed  in  serviceable 
heather  mixtures  trimmed  with  white 
pearl  buttons  are  leaders  for  little  boys, 
while  lighter  colors  in  pleated  skirts  and 
middy  blouse  effects  are  favoured  for 
girls  up  to  10  years.  A  choice  of  reg- 
ulation   sailor    suits    in    navy    blue    and 


scarlet  or  other  two-color  contrasts  is 
likewise  shown  for  little  boys  up  to  6 
or  8  years.  Two  styles  of  collar  effects 
are  represented  as  it  is  found  that  the 
style  buttoning  up  to  the  throat  with 
a  turn  down  collar  is  preferred  in  many 
parts  of  the  country  for  small  boys' 
wear. 

Owing  to  the  fact  that  the  demand 
for  men's  heavy  white  knit  sweaters 
with  high  roll  collar  or  open  turn  down 
effects  has  been  so  unprecedentedly 
large  so  that  the  entire  Winter  stock  in 
the  hands  of  the  manufactuTer  is  sold 
out  already,  it  was  thought  advisable 
to  feature  some  models  along  these 
styles  for  Spring  as  well.  The  most 
popular  seller  for  Spring  will  be  the 
light  weight  jersey  with  either  of  two 
styles  of  neck,  featuring  a  vividly  fancy 
stripe  across  the  chest.  Some  rather 
unusual  color  contrasts  are  develop- 
ed in  these  Spring  models  but  as  the 
ground  color  is  usually  a  dark  brown, 
green,  blue  or  gray  the  bright  striping 
is  in  no  way  too  conspicuous.  Another 
style  shows  combinations  of  two  solid 
colors  such  as  blue  and  white  used  in 
such  a  way  that  the  upper  half  is  en- 
tirely of  one  color  while  the  lower  part 
is  darker  as  a  rule. 

Sleeveless  Styles  For  Men 

Sleeveless  sweaters  for  men  continue 
to  be  shown  in  large  variety  in  differ- 
ent weights  and  colors.  Deeper  arm- 
holes  are  a  feature  of  the  newer  models. 
Very  smart  cardigans  or  golf  coats  for 
men  developed  in  quiet  mixtures  with 
patch  pockets  are  priced  around  $40  a 
dozen  and  are  remarkably  good  looking 
and  durable.  There  is  no  indication 
that  the  striped  blazer  for  men  is  in  any 
danger  of  waning  in  favor  as  orders 
coming  in  show  that  blazers  are  just  as 
much  wanted  as  ever,  particularly  in  red 
and  white,  blue  and  white  and  black 
and  white. 


THE    GAITER    STOCKING 

(Continued  from  previous  page) 
This  new  piece  of  footwear  has  an- 
other big  advantage;  it  does  not  wrinkle 
around  the  ankle  as  spats  and  goloshes 
do,  because  it  fits  like  a  pair  of  very 
good  hose.  Moreover  it  comes  in  all  the 
best  shades,  including  atmosphere  and 
fog. 

The  gaiter  stocking  is  now  selling  for 
$6.50  in  Canadian  stores  but  it  is  expect- 
ed that  when  one  of  our  energetic  mills 
get  started  on  it,  the  cost  will  be  much 
less. 
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AFFAIRS" 

(Continued  from  page  31) 

upon  to  do  some  other  work.  This  or- 
ganization of  repeat  work  kills  the  de- 
velopment of  the  craftsman.  He  is 
simply  a  cog  in  a  huge  operating  mach- 
ine, and  we  are  in  danger  of  forgetting 
that  a  man  is  a  man,  and  has  a  right  for 
all  round  development. 

Dependence   Upon   Associations 

A  few  years  ago,  three  gentlemen 
from  a  town  on  Georgian  Bay,  called  on 
me  and  said,  "We  desire  to  establish  a 
packing  house  plant  in  our  town,  and 
want  to  talk  to  you  about  it."  They  sub- 
mitted their  plans,  and  we  had  an  in- 
teresting hour  together.  These  men  had 
hitherto  been  somewhat  bitter  opponents 
for  the  North  Shore  trade.  I  asked  them 
"Who  is  to  manage  this  business?"  and 
they  replied,  "Oh,  we  will  all  do  it." 
After  they  had  gone,  I  said  to  Mr.  Wil- 
liam Davies,  "These  people  will  come  to 
grief;  they  have  an  impression  that 
by  building  a  house,  and  organizing  with 
some  sort  of  general  oversight  from 
themselves,  that  it  will  go  itself.  They 
will  come  a  cropper."  The  plant,  which 
cost  five  hundred  thousand  dollars,  has 
been  closed  up  for  the  past  ten  years 
or  more. 

I  remember  during  the  War,  that 
manufacturers  of  munitions  in  this 
Province  formed  a  munition  section  of 
the  Manufacturers'  Association.  The 
President  and  Secretary  came  to  Ottawa 
to  lay  their  views  before  the  Chairman 
of  the  Munitions  Board.  They  stated: 
"Your  revised  prices  for  shells  are  too 
low.  They  cannot  be  made  at  a  reason- 
able profit.  We  represent  three  hundred 
and  thirty  manufacturers,  and  we  are 
expressing  their  view  when  we  say  it  is 
necessary  that  we  should  have  a  higher 
price."  I  said  in  reply,  "I  am  sure  you 
are  wrong;  if  the  purpose  of  your  or- 
ganization is  to  secure  higher  prices,  you 
do  not  need  an  association  of  manufac- 
turers to  convince  the  British  Govern- 
ment that  they  should  give  a  fair  price 
for  work  done  in  Canada.  What  you 
have  not  known  is  that  through  the 
courtesy  of  a  number  of  manufacturers, 
we  have  in  detail  the  cost  of  producing 
various  sizes  of  shells  in  their  plants, 
and  the  prices  we  have  fixed  are  based 
on  their  experience  and  upon  their  state- 
ment that  they  think  the  price  a  fair  one. 
You  will  perform  real  service  with  your 
Association  if  you  will  co-operate,  and 
those  who  have  greater  experience  assist 
those  who  have  less,  in  establishing  bet- 
ter production  with  the  same  overhead. 
You  will  make  more  money,  and  you  will 
assist  a  hard  pressed  British  treasury." 
It  has  always  appeared  to  me  that  one 
of  the  dangers  of  the  Manufacturers'  As- 
sociations was  that  it  led  to  dependence 
upon  assistance  from  outside,  and  did  not 
look  enough  toward  improving  business 
from  the  inside.  I  have  never  believed 
in  Trusts,  nor  been  a  member  of  a  Trust 
or   combination — not  because   I   thought 


they  could  do  much  harm  to  the  consum- 
er over  a  length  of  time,  as  sooner  or 
later  the  spirit  of  competition  took  care 
of  that  side,  but  that  the  harm  came  to 
the  consumer  because  men  depended  up- 
on the  organization  in  place  of  trained 
judgment  developed  under  the  stress  of 
necessity.  I  remember  a  manufacturer 
during  the  War  saying  "You  will  fall 
down  in  the  delivery  of  munitions  unless 
you  pull  these  infernal  munitions  in- 
spectors out  of  munitions  plants,  as  they 
try  to  impose  all  sorts  of  ridiculous 
standards  upon  the  manufacturer."  I 
asked  the  Chief  Inspector  to  send  his 
senior  officer  to  this  plant,  and  to  bring 
back  a  report.  Upon  his  return,  I  had 
the  manufacturer  join  in  the  conference. 
Complaints  had  reached  the  Board  from 
the  British  authorities  that  the  ammuni- 
tion boxes  pulled  apart  under  stress  be- 
cause the  screws  did  not  hold.  The 
Chief  Inspector  said,  "My  officer  went 
into  this  manufacturer's  shop  at  the  fin- 
ishing end,  and  inspected  the  boxing  of 
shells.  The  workman  was  driving  the 
screws  in  the  boxes  home  with  a  ham- 
mer. The  inspector  asked  him  'Do  you 
permit  that?'  'Permit  what?'  came  the 
reply.  'Permit  screws  to  be  put  in  your 
boxes  in  that  manner?'  And  for  the 
first  time  the  manufacturer  saw  it.  He 
said  'You  damn  fool,  what  are  you  doing 
that  for'?"  Similar  conditions  were 
found  all  over  this  man's  establishment. 
The  correction  of  his  troubles  lay  with 
himself,  and  did  not  arise  from  unrea- 
sonable standards  set  up  by  the  Inspec- 
tor. 

Another  Type  of  Co-operation 

Prior  to  the  War,  I  was  asked  to 
speak  in  the  town  of  Ayr,  where  they 
had  a  very  active  Farmers'  Organiza- 
tion and  Women's  Institute.  The  sub- 
ject of  my  address  was  "Co-Operation," 
and  I  fear  the  Company  was  disappoint- 
ed in  the  type  of  Co-operation  I  recom- 
mended. The  Chairman  of  the  meeting 
had  been  one  of  a  group  of  some  twelve 
hundred  farmers,  who  had  gone  to  Ot- 
tawa from  all  parts  of  Canada  to  prefp 
a  plan  about  something — the  nature  of 
It  I  have  forgotten.  I  said  to  them. 
"The  Chairman  o"  this  meeting  was  one 
of  a  Company  who  went  to  Ottawa.  I 
am  not  passing  upon  the  question, 
whether  what  they  wanted  was  right  or 
wrong,  but  I  would  desire  to  say  to  him, 
and  to  you  who  are  farmers  present, 
that  if  every  man  in  the  Company  who 
went  to  Ottawa  had  in  place  of  going 
there  to  seek  for  remedy,  formed  them- 
selves into  a  league,  each  with  his  neigh- 
bor and  he  in  turn  with  his  neighbour, 
to  fight  bad  weeds,  to  cultivate  the  land 
better  and  deeper,  to  use  better  seed, 
and  to  get  rid  of  their  scrub  cattle,  they 
would  make  more  money  for  themselv 
and  add  far  more  to  the  wealth  of  the 
country  than  by  anything  which  thev. 
or  twelve  times  their  number  could  se- 
cure from  Ottawa." 

Take  Labor.  We  know  the  abuses 
under  which  Labor  suffered,  and  re- 
spect the  cause?  which  led  to  the  organ- 


ization of  Unions,  and  the  redress  of 
many  wrongs  made  possible  only  through 
the  pressure  of  organized  Labor,  but 
there  has  developed  an  insistence  for 
collective  bargaining,  the  closed  shop, 
the  sympathetic  strike,  and  the  policy  of 
"Ca'  Canny."  Redblooded  men  are  told 
that  they  must  lower  their  output.  Any 
action  which  through  the  force  of  or- 
ganization levels  the  good  man  down,  is 
a  menace  to  society.  The  control  of  the 
spirit  and  purpose  of  a  man,  and  his 
responsibility  is  with  himself,  not  with 
his  neighbour,  his  Union,  his  Group,  his 
Party,  or  the  Combination  to  which  he 
belongs.  It  is  a  frequently  forgotten 
truth  from  which  there  can  be  no  deliv- 
erance "Whatsoever  a  man  soweth,  that 
shall  he  also  reap."  The  question  was 
asked  long  ago  "Do  men  gather  grapes 
of  thorns,  or  figs  of  thistles?" — acres  of 
thorns  or  fields  of  thistles,  because  they 
are  numerous,  give  no  greater  promise 
of  grapes  or  figs. 

There  have  developed  bodies  of  deter- 
mined men,  in  classes,  in  groups,  in  as- 
sociations, in  brotherhoods,  in  Unions, 
who  claim  they  are  righting  injustices 
and  relieving  society  of  tyranny.  They 
are  found  in  politics,  in  industry,  in  ag- 
riculture, in  education  and  in  the  Church. 
They  are  mostly  sincere,  and  frequently 
uninformed  or  misinformed.  The  on- 
looker, seeing  some  of  them  in  action, 
may  be  forgiven  if  he  indicates  they 
seem  to  be  chiefly  concerned  in  what 
they  can  capture  for  their  theory,  for 
their  class,  their  group,  or  their  organ- 
ization, whether  what  they  desire  to  se- 
cure presses  upon  others  or  not.  It 
would  appear  they  are  too  commonly 
possessed  of  the  selfish  purposes  of  the 
individualist  without  his  creative  force 
or  courage.  He  seeks  to  create  through 
his  own  effort,  and  if  he  will  he  can 
share  with  others.  They  depend  upon 
organizations  and  collective  power  to 
force  their  plans,  if  they  are  not  willing- 
ly accepted.  They  develop  and  exploit 
class  consciousness,  and  determine  to 
have  their  way  if  the  forces  at  their 
command  can  compel  its  acceptance.  One 
is  inclined  to  ask — are  we  setting  up  an- 
other form  of  tyranny,  without  the  com- 
pensating gain  of  individual  responsibil- 
ity and  individual  initiative  and  effort? 
The  community  needs  both  forces — indi- 
vidual initiative  present  in  organized 
groups  which  are  exponents  of  opposing 
views  but  neither  should  seek  the  ex- 
clusion of  the  other. 

We  are  slow  to  see  it,  but  our  prob- 
lem is  not,  how  shall  we  obtain  our 
share,  but  how  shall  we  make  some- 
thing worth  sharing;  not  one  solved 
through  capture,  but  through  creation. 
It  was  perhaps  natural  in  the  reaction 
from  the  strain  of  the  war  to  believe  in 
the  possibility  of  economic  restoration 
along  the  path  of  less  work  and  more  en- 
joyment. We  have  entertained  delusive 
hopes  of  a  high  standard  of  living  to  be 
attained  with  less  effort  and  shorter 
hours  of  labor.  It  will  not  do.  We 
must  travel  along  the  old  highway  of 
hard     work     with     ungrudging     service, 
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while    practising    sound  economy.     Th'S 
is  an  asset,  not  a  penalty. 

Many  still  believe  that  'iard  work  for 
full  hours  is  a  penalty.  Listen  to  Bar- 
rie's  experience  as  recited  to  the  young 
men  at  St.  Andrew's: 

"So  you  will  have  to  work  harder. 
The  Almighty  doubtless  could  have 
provided  us  with  better  fun  than  hard 
work,  but  I  don't  know  what  it  is. 
To  be  born  poor  is  probably  the  next 
best  thing.  The  greatest  glory  that 
has  ever  come  to  me  was  to  be  swal- 
lowed up  in  London,  not  knowing  a 
soul,  with  no  means  of  subsistence, 
and  the  fun  of  working  till  the  stars 
went  O'Ut.  To  have  known  any  one 
would  have  spoilt  it.  I  did  not  even 
quite  know  the  language.  I  rang  for 
my  boots,  and  they  thought  I  said  a 
glass  of  water,  so  I  drank  the  water 
and  worked  on.  There  was  no  food  in 
the  cupboard,  so  I  did  not  need  to 
waste  time  in  eating.  The  pangs  and 
agonies  when  no  proofs  came!  How 
courteously  tolerant  was  I  of  the  post- 
man without  a  proof  for  me.  The 
magic  days  when  my  article  appeared 
in  an  evening  paper!  The  prompti- 
tude with  which  I  counted  the  lines  to 
see  how  much  I  should  get  for  it." 
Here  Barrie  catches  the  spirit.  Life 
is  a  great  adventure  in  which  a  man  of 
red  blood  plays  his  part  with  jc-y  in 
struggle. 

Years  ego,  at  the  plant  of  the  Wil- 
liam Davies  Company  the  level  of  the 
city  drains  permitted  a  minimum  of 
fall  to  the  Don  River.  In  consequence, 
during  high  water,  the  street  drains 
blocked,  and  had  to  be  open-ad.  It  was 
a  particularly  bad  place  for  the  work- 
men, as  the  ground  had  all  been  filled 
in,  and  mostly  with  cinders,  hence  there 
was  no  bond.  On  one  of  these  occasions, 
the  Superintendent  of  the  work  came 
into  my  office,  mud  from  head  to  foot, 
and  declared  with  enthusiasm,  "We  have 
beaten  every  previous  record  in  the  time 
spent  in  opening  and  clearing  the  drain." 
Even  in  this  class  of  work  there  is  joy  in 
struggle  and  achievement. 

Suspicion,  envy,  hatred,  with  conse- 
quent unrest,  have  been  unloosed  in  the 
world  to  an  unparalleled  degree.  There 
is  no  world  deliverance  from  this  and 
the  economic  burdens  of  the  war  except 
through  individual  courage,  with  pa- 
tience, individual  acceptance  of  the  spir- 
it of  obedience,  with  the  individual  hard 
work  and  determined  saving,  and  with 
it  all  cheerfulness.  If  we  have  concur- 
rent, purposeful,  national  and  interna- 
tional action,  planning  for  sound  econ- 
omies by  Government,  re-established  ex- 
changes and  better  understanding  be- 
tween nations,  there  will  follow  the 
gradual  emergence  from  the  present 
state  of  confusion  and  distress  in  Eu- 
rope. Probably  greater  progress  than 
known  has  already  set  in. 

Few  Serious  Losses 

Canada  has  had  few  serious  losses  to 
bear.  We  can  accept  our  moderate  dis- 
comforts with  dignity  and  restraint.  We 


can  secure  no  early  relief  from  heavy 
taxation.  There  can  be  no  freedom  for 
years  from  the  drain  upon  our  cash  re- 
sources through  overbuilt  railways,  now 
the  property  of  the  State,  but  we  have 
no  cause  for  fear,  if  we  play  the  game 
with  high  courage — and  do  not  leave  our 
cheerfulness — whatever  happens,  we 
must  not  lose  courage,  or  abandon  a 
sense  of  individual  responsibility.  Tax- 
ation is  troublesome.  It  arouses  a  sense 
of  injury,  with  anger.  This  may  be  use- 
ful if  it  curbs  new  and  extravagant  na- 
tional and  municipal  expenditures.  But 
otherwise  surely  it  is  a  mistake,  unless 
the  burden  of  taxation  is  unfairly  dis- 
tributed. We  fought  a  good  fight.  A 
great  increase  of  national  indebtedness 
followed,  which  must  be  met  by  taxa- 
tion. There  is  a  manlier  way  than 
scolding  about  the  cost  to  us  individ- 
ually. We  can  still  remember  that  the 
flower  of  our  young  manhood  gave  their 
services,  and  nrmy  of  them  their  lives 
in  the  great  struggle.  If  we  have  to  go 
without  some  comforts  because  our 
share  of  the  burden  means  the  payment 
of  heavy  taxes,  should  we  complain? 

Slippy  McGee  said  "Parson,  think  of 
me  leading  the  brigade  down  here,  keep- 
ing up  the  work,  fighting  th  ngs  that 
hurt,  and  finding  out  things  that  heln. 
Lord,  what  a  chance!  A  hundred  mil- 
lions to  work  for,  a  hundred  millions  of 
one's  own  people,  and  a  trail  to  blaze  for 
the  unborn  millions  to  come.  Lord  God, 
that  is  a  man  size  job!" 

There  is  an  honourable  place  for  each 
man  in  Canada  to  do  his  job  as  well  as 
he  can  each  day,  and  that  is  the  way  the 
world's  work,  which  matters,  is  done. 


A    WINNER 

I.  "Sam's  a  miser  and  a  piker 
And  he  isn't  worth  his  salt!" 

Says  the   bunch   of   youths   in   Bramble- 
berry   Dale, 
"Goes  to  biz'  in   duds  grown  ancient, 
Wears  soft  collars  on  his  shirts, 
Is  a  tightwad  and  a  clutcher  after  kale!" 
But  he's  always  neat  and  tidy, 
Clean   and  wholesome  to  the  tip, 
And   the  Boss  notes   Sam's   attention  to 
a   sale. 

II.  "Sam's  a  miser  and  a  piker 
And  he  isn't  worth  his   salt, 

Shrinks  from  all  donations  like  a  dinky 

cad, 
Passes  back  the  lottery  ticket, 
Gives  no  dime  for  parting  gifts 
And  i  ubscribes  not  one  red  cent  to  latest 

fad." 
But  he  hands  a  check  for  church  work 
And  he  always  pays  his  bills 
While  the  Boss  takes  note  of  how  Sam 

helps  his  dad. 

III.  "Sam's  a  miser  and  a  piker 
And  he  isn't  worth  his  salt, 

Toddles  home   as   soon   as   whistles   call 

to  hash. 
Never  lingers  in  the  pool-hall 
'Cept  when  hair-cut  is  his  need 


And    avoids    all    treats    and    stunts    the 

boys  call  'splash.'  " 
But  at  heme  his  wife  smiles  greeting 
And  all    homely   comforts  soothe 
While  the  Boss  makes  note  of  how  Sam 

saves  his  cash. 

IV.  "Sam's  a  miser  and  a  piker 
And  he  isn't  worth  his  salt, 

Says   the    outdoor   world    clear;    all    his 

soul  from  grime. 
So  when  clubs  galore  give  dances 
And  good   sport.-  present  a   plunk 
Sammy,  out   on   hikes,   leaves   others   to 

the  lime." 
But  he'.-    full  of  pep  and  vigor, 
Takes  no  "sick  leave"  from  his  work, 
And  the  Boss  is  noting  how  Sam  spends 

his  time. 

V.  "Sam's  a  miser  and  a  piker 
And  he  isn't  worth  his   salt, 

Won't  employ  his  Ford  for  All-night 
jaunts   en  flock; 

Makes  a  silly  plea  of  study, 

Business  Courses  or  such  bunk. 

Or  prepare^  to  try  a  new  way  'taking- 
stock.'  " 

But  he's  on  the  spot  each  morning 

Oft  before  his  mates  arise, 

And  the  Boss  notes  all  Sam's  punches 
on  the  clock. 

VI.  "Sam's  a  mi.  er  and  a  piker 
And  he  isn't  worth  his  salt, 

Spends  no  dough  in  little  friendly  poker 

dips; 
Says   swearing   is   an   insult 
To    our    good    old    Mother    Tongue— 
Bah!      Such  spiel  but  brings  the  curves 

to  our  lips." 
Yet  he  fans  the  baseball  clashes, 
Gives  a  ten  spot  to  the  rink 
And  the  Boss  is  noting  Sam's  promotion 

slips. 

VII.  "Sam's  a  miser  and  a  piker 
And  he  isn't  worth  his  salt, 

So  his  going  from  the  store  h   marked 

with  cheer. 
Sam,  poor  fish,  will  get  no  token 
For  he  wouldn't  join  'the  hunch,' 
Though   he's   going  to  a  bigger  job  we 

hear." 
Yet  Sam's  gaining  grand  success 
Worked  and  saved  thro'  weary  months, 
And    the    Boss    is    loudly    praising    his 

career. 

VIII.  Now,  Sam's  gone  from  Bram- 
bleberry 

Where  he  wasn't  "worth  his  salt" 
'Cause   he   wouldn't   join   "the    gang"   in 

sporting  play, 
Yet  he  fought  a  winning  battle 
Though   his  heart  was  often  sad 
For  he   wished  for  pals    and  loathed  to 

answer  nay. 
But  he's  now  the  manager 
In  the  firm's  big  city  shop 
And  the  Boss  says,  "you'll  be 

partner,  Sam,  some  day!" 

Mrs.  Alice  M.  Funk, 

Mennon,  Sask. 


In  New  York  there  are  15,000  arrests 
yearly  for  shoplifting.  8,000  of  these 
aie  sent  to  prison.  Ninety-five  per 
cent,  of  the  shoplifters  are  women. 
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Circle-Bar  Hosiery 

Satisfies  discriminating  women 


because  it  has  all  the  features  they  desire. 

— the  elastic  top  for  comfort  and  durability 

— the  narrowed  ankle  with  its  glove-like  fit 

— the  deeper  heel  that  eliminates  instep  wrinkles 

— the  tapering  toe  that   prevents  discomfort  and  holes 

All   styles   in   silk,    wool,   mercerized,   lisle    and    cotton. 
For  men,  women  and  children. 

We  will  gladly  furnish  prices  and 
particulars. 


The   Circle-Bar   Knitting   Co.,    Limited 

Head  Office:     KINCARDINE,  Ont. 

Mills  at  Kincardine  and  Owen  Sound 


Rltti«Tt*ro 

HOSIERY 


Xmas  Specialties  in  our 

Ladies'  Wear  Department 


We  are  opening  daily  new  lines  which 
are  suitable  for  Xmas  gifts.  These  in- 
clude : 

SILK  BLOUSES  in  Georgette,  Crepe  de 
Chine,  Pongee,  and  Habutai. 

VOILE  BLOUSES  in  many  qualities. 
CREPE     KIMONAS,    VELOUR    BATH 
ROBES,   LADIES'   SWEATERS,   BOOT- 
EES, INFANTEES. 


Japanese 
Quilted  Silk 
Comforters, 
27  x  36  in., 
suitable    for 
baby 
carriage 
or  sleigh. 


VASSIE&COMPANY,LIMITED 

Wholesale  Dry  Goods  and  Woollen  Merchants 

St.  John  -  New  Brunswick 


J.ECarnall&G 

Redcross  St.  Leicester, 

England. 

seamless  hose, 

sHOSE&^  HOSE. 

PL'fllN  &  RIBBED, 
F1ME&  COARSE  MAKES. 

MENS  SELF,  &  FANCY 
MDCTURE.HOSE&HfllfHOSE 

LADIES'  SPORT  HOSE. 


West 


GENTS  EMBROIDERED 
HALF  HOSE 


QmiAft 
AGENTS 


East, 


Also  Representatives 
in   Winnipeg 


I 


<SRP 


CJ 


H.A.MUMFORD, 

ROOM   19, 
34.  VICTORIA  ST 
TORONTO. 
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The  Underwear 
iked  Overyears 

ATLANTIC  UNDERWEAR  Limited 

MONCTON,  N.B.  47 

E.  H.  Walsh  8b  Company 
Montreal  &  Toronto 
Selling  Agents  for  Quebec,  Ontario  and  Western  Provinces 


^ 


T 


"A 


GO 
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How  to  Get  the  Hosiery  Trade 

Whenever  you  desire  to  stir  up  Hosiery  Sales- 
make  a  display  of  "Clin-Knit  and  Wearwell" 


Thread   Silk 

Fibre  Silk 

Mercerized   Lisle 

Plain  Lisle  and 
Cotton 

Heather  and  Cash- 
mere  in    Novelties. 


[CfeoGg[}ffiQo,ir 


The      Clin  -  Knit      Line 

makes    friends    all 

the    time. 


Clin  Knit  and 
Wearwell  Products 
are  guaranteed. 

Fast  colors  and 
double  wearing 

qualities. 

Wire  or  write. 

Orders  filled  and 
shipped  date  of  re- 
ceipt. 


SIGNAL— SUCCESS    (No.    642) 
SCOUT  HOSE 


Wearwell    will     always 
cell. 


Handsome  in  style,  fine  in  yarn,  sturdy  in    construction   and 

lines  lead  in  quality  and  popular  prices. 

See  our  range  before  placing  Christmas  and  Spring  orders. 

CLINTON  KNITTING  COMPANY,  LIMITED 

CLINTON,  ONTARIO 


well   shaped.     Our 


THE  ONLY  UNDERCLOTHING 
THAT  IS 
REINFORCED  ATALL 
WEARING  PARTS 


MADE     IN    CANADA 


MADE 

BY 


gwfduf^ 


OF 
GALT 


Hockey   Uniforms 

We  can  supply  you  with 

any  color  combination — 

in  goods  that  will  satisfy  your 

customers  in  Service  and  Price 

Place   Your  Order  Now. 

Lavoie  Knitters 

PETERBOROUGH,   ONTARIO 

Selling   Agents:    RICKERT   AND   McLAUGHLIN, 
275    Craig    Street    West,    Montreal. 


Established  over  a  Century-and-a-halj 

WM.  GIBSON  &  SON 

LIMITED 


Hosiery  and  Underwear  Manufacturers 


Head  Office  and  Warehouse: 
THURLAND  STREET.  NOTTINGHAM.  ENG 


Telegraphic  Address; 


'Wigibson.  Nottingham' 


Factories: — 

Lincoln  Street,  Nottingham.     Cromford  Street, 
Nottingham.     Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands: 
ACTION,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 
Allan  &  Macpherson,  31-33  Melinda  St.,  TorontD 
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Winter— 1922 

TWEEDS     MACKINAW 

Now  is  the  time  to  give  immediate  at- 
tention to  the  lines  called  for  by  the 
out-of-doors  man. 

Heavy  Tweed  Pants 
Mackinaws        Socks 

Birds  fill  the  Bill 

For  fifty  years  we  have  been  in  close  touch  with  the  Lumbering  and  Farming  in- 
dustry and  have  had  many  opportunities  to  study  their  clothing  requirements,  and 
what  applies  to  them  also  applies  to  nearly  all  other  users  of  heavy  woollen  goods. 

The  above  Trade  Mark  is  not  only  a  guarantee  of  pure  wool  quality,  but  a  guar- 
antee of  High  Grade  wool  manufactured  in  such  a  way  as  to  give  the  utmost  value  to 
the  consumer. 

We  have  the  reputation  for  the  best  value;  we  intend  to  keep  that  reputation. 

//  you  cannot  get  these  goods  from  your  wholesaler  Write  us 

The  Bird  Woollen  Mill  Co.,  Ltd. 

Bracebridge,  Ont. 


CELTIC 
HOSIERY 


will  be  in  demand 

for 

Xmas  Giving 


We  have  adequate  stocks  on  hand  to  give  you 
"last-minute"  delivery  on  Celtic  Pure  Thread  Silk 
Hosiery,  plain  or  with  hand  embroidered  clock- 
ing. Check  over  your  stock  and  then  send  in 
vour  order  at  once. 


HARVEY 


Selling  Agents  : 

BROS.    &    SEMPLE    LTD. 


224    Empire    Bids.    TORONTO;    313    Fort    St.,    WINNIPEG; 
325     Howe     St..     VANCOUVER. 

The  Celtic  Knitting  Co. 

Limited 
14  Turgeon  St.  Montreal 


PURE    WOOLj 


TRADE 


MARK 


REGISTERED 


O.V  BRAND 

PURE  WOOL  UNDERWEAR 

For  Men  an  cf  3  ays 

The    0.    V.    Brand    label    guarantees    every 
g-arment  for  service  and  comfort. 

A  quick  seller  and  a  long  wearer.     Supreme 
for    15    years. 

Sold    Through    Wholesale    Trade. 

BATES  &INNES  Limited 

Carleton  Place,  Ont 


H.    J.    FOX, 

152    Bay    St., 
Toronto. 


Agents: 

C.    E.    WINKS, 
44    Aiken    Bldg\, 
Winnipeg. 


W.   R.  MILLER. 

SOT   Mercantile    Bldg.; 

Vancouver. 


General   Sales   Office:  35   St.   Nicholas   St.,   Montreal. 
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Many  Demand  Peerless   Underwear 

Careful  housewives  realize  the  full  value  in  Peerless  Underwear. 
That's  why  so  many  insist  upon  getting  it.  Its  long  wear,  com- 
fortable fit  and  reasonable  price  make  it  an  unquestionably  well- 
judged  purchase.  • 


Make  a  good  profit  as  well  as  a  satisfied  customer. 

i  i  ■  ■ 

FOR  WOMEN        -        CHILDREN 


in  » 


lE'S 


PEERLESS  UNDERWEAR  COMPANY  Limited 

Controlled  by 
J.R.MOODIE&  SONS,  LIMITED,  HAMILTON,  ONT. 


INFANTS 
Represen  ta  fives: 

ONTARIO : 

C.    &   A.    G.    Clark,    35    Wellington    Street. 
West,    Toronto,    Ont. 

MONTREAL,   QUE.: 

R.  C.  Poyser,  417  King's  Hall  Building.  St. 
Catherine   Street   West,  Montreal,   Que. 

PROVINCE  OF  QUEBEC: 

Earnest  Hamel,   66   Rue   de   L'Eglise, 
Quebec,   Que. 

MARITIME    PROVINCES: 
J.    A.    Murray,    Sussex,    N.B. 

MANITOBA,   SASKATCHEWAN  AND 
ALBERTA : 
Hanley     &     Mackay     Company,     407     Ham- 
mond  Building,   Winnipeg,   Man. 

BRITISH    COLUMBIA: 
J.   J.   MacKay,    804    Bower    Building,    Van- 
couver,  B.    C. 


THANKS! 


October  Great!     November  Greater! 


To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  House: 


«*niiiiini'iimiiitiiiTiiiiiiiniiiiiimnimimimiiiiiiiii 


TT< 


JERSEY'S    LIMITED 


Manufacturers 
455  KING  ST.  W.,  TORONTO 
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Examine  Your 
Ladder 

There  are  manufacturers  to-day  who 
are  not  getting  the  profits  they  expect 
out  of  their  business.  It  will  be  found 
in  many  instances  this  is  due  to  a  miss- 
ing   rung    in    their    business    ladder. 

That  rung  is 

Dealer  Co-operation 

Without  the  good-will  and  support  of  the  mer- 
chant, the  business  ladder  is  imperfect.  It  can- 
not be  readily  scaled  to  the  "Profit"  and  "Suc- 
cess" rungs  at  the  top.  unless  the  Dealer  Co-op- 
eration rung  is  in  the  proper  place. 

The  following  trade  newspapers,  all  leaders  in 
their  respective  fields,  offer  manufacturers  the 
most  economical  and  effective  method  of  secur- 
ing the  co-operation  and  sympathetic  support  of 
the  dealer: 


Canadian  Grocer 
Dry  Goods  Review 
Men's  Wear  Review 
Canadian  Automotive 
Trade 


Hardware  and   Metal 
Druggists'  Weekly 
Bookseller  and  Stationer 
Sanitary  Engineer 


All  Published  by 

The  MacLean   Publishing  Co.,  Ltd. 

143-153  University  Ave.,  Toronto 


Also  publishers  of  Financial  Post,  MacLean's  Magazine, 
Canadian  Machinery,  Power  House,  Marine  Engineering 
News,    Canadian    Foundryman    and    Printer    and    Publisher. 
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Demand  For  all  Types  of  Laces 

Import  Metal  Allovers  Meet  With  Success— Bertha  Collar  Heralds 

Revival  of  Real  Laces— All  Kinds  of  Ribbons  Selling  Well— A 

New  Roman  Striped  Ribbon  Appears — Scarcity  of  Silk  Braids 

— Handkerchiefs  for  Holiday  Trade 


LACES  bid  fair  to  be  an  outstand- 
ing feature  of  the  dress  accessory 
season,  according  to  a  Montreal 
importer  of  exclusive  novelties  of  this 
description.  Having  lately  returned 
from  Paris  and  London  this  wholesaler 
is  convinced  that  laces  are  only  begin- 
ning their  reign  of  popularity  on  this 
side  of  the  Atlantic.  All  types  of  laces 
are  selling  well  at  present  in  Montreal, 
he  reports,  and  the  newest  imports  of 
metal  allovers  have  met  with  enthu- 
siasm everywhere.  These  metal  laces 
are  of  two  types — those  entirely  of  met- 
al(  and  those  employing  a  net  back- 
ground through  which  a  metal  thread 
pattern  is  woven.  The  allovers  make 
evening  gowns  of  quite  resplendent 
effect,  flouncings  forming  an  entire 
skirt  while  narrower  widths  are  just 
the  right  depth  to  form  a  straight  bodice 
to  which  shoulder  straps  of  metallic 
ribbon  or  jewelled  effects  are  attached. 
Four  different  tones  are  stocked,  name- 
ly, gold  and  antique  gold,  silver  and 
steel.  Owing  to  the  bright  finish  of 
these  new  laces  they  are  known  as  "cire 
metal"  and  can  be  had  from  narrow 
bandings  of  6  inches  up  to  the  36  inch 
flouncing.  Still  other  metal  laces  are 
shot  through  with  rich  color  such  as 
violet  with  gold,  rose  and  silver,  apri- 
cot and  silver;  etc.  A  new  develop- 
ment in  radium  laces  of  the  regular 
kind  is  the  filet  mesh  radium  which  is 
somewhat  out  of  the  ordinary  in  that 
the  square  filet  pattern  is  large  and 
looks  very  rich  in  such  colors  as  Chinese 
blue,,  apricot,  jade  and  white,  etc. 


Ordinary  laces,  such  as  can  be  used 
for  Bertha  collars,  are  scarce  lately  ow- 
ing to  the  run  on  these  varieties  suitable 
for  this  new  mode,  namely  the  12  inch 
widths  in  better  grades.  Real  lace  ki 
due  for  a  real  revival  on  account  of  the 
Bertha  collar  mode  which  is  particularly 
appropriate  to  chiffon  velvet  frocks. 
Chiffon  velvet,  by  the  way,  has  proved 
to  be  the  fabric,  par  excellence,  of  the 
season  and  demands  real  lace  such  as 
Irish,  Venise  or  the  other  heavier  hand 
made  varieties  in  preference  to  filets 
which  are  less  attractive  when  worn  on 
velvet. 

Panel   Collars  are  Smart 

From  laces  to  collars  is  but  a  mat- 
ter of  changing  the  name  nowadays, 
for  apart  from  the  ever  popular  Bram- 
ley  effects,  the  Bertha  is  practically  the 
only  wanted  style.  Now  however,  there 
is  a  slight  variation  shown  in  the  Ber- 
tha designed  for  mid-winter  wearing, 
the  newest  models  being  more  of  a  pan- 
el effect,  hanging  down  front  and  back 
to  quite  a  depth,  the  shoulder  parts  b?- 
ing  either  absent  or  quite  shallow. 
Many  of  these  panel  collars  are  nothing 
more  or  less  than  bibs  made  of  embroi- 
dery or  lace.  One  charming  model  no- 
ticed this  month  was  made  of  hand  knot- 
ted filet  mesh  with  a  deep  edging  of 
Venise  lace  all  round.  It  was  designed 
to  fit  round  a  bateau  neckline  leaving 
the  shoulders  exposed. 

Ribbons  are  another  item  of  dress 
accessories  that  have  proved  surprising- 
ly good  sellers  this  Fall.     According  to 


a  leading  Montreal  importer  next 
Spring  will  see  an  even  greater  demand 
for  all  kinds  of  ribbons  because  their 
possibilities  are  only  just  beginning  to 
be  recognized  by  dress  designers  and 
milliners  in  connection  with  trimming 
effects.  This  season,  it  is  pointed  out,, 
the  majority  of  tailored  frocks  are  ela- 
borated with  moire  ribbon  particularly 
in  the  narower  widths  and  seams,  and 
yokes  and  panels  are  all  bound  with  it. 
Silk  ribbon  of  a  softer  texture  is  much 
used  by  dressmakers  on  Canton  after- 
noon frocks  in  ruchings  and  rosettes  and 
i  hirrings.  Quantities  of  narrow  rib- 
bons are  being  sold  for  this  express 
purpose.  Metallic  ribbon  has  found  its 
place  in  dresses  for  daytime  and  even- 
ing wear,  in  narrow  and  wide  widths- 
The  quaint  type  of  evening  frock  is  not 
complete  without  its  streamers  or  ruch- 
ings of  narrow  metallic  ribbon  shot  with 
tones  to  match  the  frock,  and  chiffon 
dance  dresses,  and  even  some  velvet 
models,  have  simple  sashes  of  metal 
ribbon  in  place  of  the  more  elaborate 
girdles  se.  n  formerly.  Cire  and  metal- 
lic ribbons  are  said  to  be  among  the 
newest  importations  received  at  a  Mon- 
treal wholesale  house  this  month,  the 
metal  being  woven  as  a  border  effect 
upen  the  cire  ribbon.  Other  effects, 
called  ribbon  by  courtesy,  although  re- 
sembling narrow  widths  of  metal  bro- 
cade, were  noticed,  one  in  particular,  of 
heavy  silver  threads  woven  loosely 
through  a  grey  fabric  back,  being  espe- 
cially beautiful  and  appropriate  for  ei- 
(Continued  on  page  67) 


."-"'i^-.-- 


Leather  tin  celling  slippers  in  a  leather  case  have  been  revived  for  this  year's  gift  trade.     The   vanity  pouch 
with  puff  and  mirror  is  new  and  is  already  showing  great  promise.     Shown  by  Julian  Sale  Leather  Goods 

Company,   Limited,    Toronto. 
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Saying  Right  Thing  at  Right  Time 

That  is  the  Task  of  the  Statesman  and  the  Salesman — Talking 
Tactics  Have  Greater  Effect  on  Women  Than  Men — Accessories 
Sales  Depend  on  Careful  Talking  and  Diplomatic  Words — Some 

Hints  on  Salesmanship 


SOMEONE  has  said  that  the  two  pro- 
fessions in  life  which  depend  on  say- 
ing- the  right  thing  at  the  right  time 
more  than  on  anything  else,  are  that  of 
the  statesman  and  that  of  the  salesman. 
Both  are  the  servants  of  the  people's 
whims  and  of  their  shortcomings.  Know- 
ing what  to  say  and  what  not  to  say  is 
often  a  gift  but  it  is  also  an  accomplish- 
ment learned  in  the  schools  of  common- 
sense,    intelligence    and    experience. 

Salespeople  who  have  made  a  study  of 
"talking  tactics"  say  that  words  have  a 
greater  effect  on  women  customers  than 
they  have  on  men.  When  a  man  starts 
out  on  a  shopping  expedition  he  has  his 
mind  made  up  to  get  something  and  gets 
it.  Women  are  more  inclined  to  be  swept 
away  by  the  prevailing-  wind.  Style  talk 
is  listened  to  by  men  and  results  often 
in  a  moderation  of  their  original  inten- 
tions but  it  changes  the  minds  complete- 
ly of  ninety  per  cent,  of  women  shop- 
pers. Flattery  is  said  to  have  a  greater 
■effect  on  men  than  on  women.  Interest 
in  personal  appearance  and  suggestions 
for  improvement,  diplomatically  given, 
bave  great  weight  with  both  sexes.  Cus- 
tomers will  listen  to  salespeople  when 
they  will  not  be  advised  by  their  friends. 
The  following  suggestions  have  been 
gleaned  from  successful  salespeople  in 
various  stores  and  are  ipassed  on  by  Dry 
Goods  Review  to  young  men  and  women 
who  want  to  know  how  to  sell  scientific- 
ally. 

Selling   Beauty   Lines 

Salespeople  in  this  department  have 
to  be  adepts  in  the  art  of  disguising  ugly 
truths.  They  must  be  optimistic,  for 
three-quarters  of  their  work  deals  with 
beautifying  the  impossible  and  they 
must  have  a  fair  amount  of  good  person- 
al  appearance   themselves. 

Face  powder  is  a  beautifier  which  is 
much  sinned  against.  Many  women  use 
powders  which  are  so  much  at  variance 
with  their  complexions  that  they  are 
worse  than  none.  "Suggest  flesh  pow- 
der to  fifty  iper  cent,  of  women,"'  says 
an  authority,  "brunette  to  the  next  thirty 
per  cent,  and  white  to  the  remainder. 
Only  the  woman  with  a  fair  complexion 
and  the  one  who  affects  a  pale  face  with 
brilliant  lipstick  mouth  should  attempt 
white.  Tell  your  customers  that  the 
flesh  color  gives  that  glow  of  health 
which  they  all  desire  and  always  suggest 
the  best  powder.  Finding  a  good  powder 
is  like  discovering  Utopia  to  most  wo- 
men. They  will  come  back  to  you  be- 
cause you  have  helped  them  in  their 
struggle   for  beauty." 


Rouge  is  another  important  item.  The 
very  dark  shade  is  not  suited  to  many 
complexions  and  the  very  red  is  danger- 
ous unless  carefully  put  on.  The  inter- 
ested saleswoman  gives  a  lesson  to  the 
woman  who  is  buying  her  first  box  of 
rouge.  She  should  tell  her  that  it  must 
not  come  far  forward  or  it  will  spoil  the 
natural  curve  of  the  cheek  nor  too  far 
back  or  it  will  emphasize   cheek-bones. 

Jewels  and  Accessories 

Pearls  are  the  cry  of  the  moment  yet 
there  are  many  women  who  should  not 
wear  them.  Don't  be  afraid  to  tell  a  cus- 
tomer that  these  are  the  most  difficult 
as  well  as  the  most  beautiful  of  jewels. 
This  does  not  mean  the  loss  of  a  sale — it 
means  the  suggestion  that  such  and  such 
complexion  is  adapted  for  neck  chains 
of  rich,  dull  gold  or  elaborate  jet;  it 
means  moreover  that  the  woman  whom 
you  have  befriended  will  return  for  ad- 
vice the  next  time  she  goes  a-shopping. 

This  brings  us  to  the  question  of  color. 
Just  because  "they  are  wearing  brown, 
you  know,"  is  a  rather  poor  plank  in  a 
saleswoman's  platform.  It  is  a  splendid 
piece  of  information  in  closing  a  sale  but 
it  won't  do  alone.  The  eyes,  the  hair, 
the  complexion  and  natural  glow,  the 
height  and  weight  should  be  first  consid- 
ered by  the  saleswoman  but  all  of  these 
should  not  be  given  as  reasons  against  a 
color.  In  general  it  is  well  to  speak  of 
a  customer's  eyes  in  connection  with  cer- 
tain  shades. 

There  is  the  type  of  woman,  of  course, 
whose  mother  has  decided  when  she  was 
in  her  early  teens  that  red  or  blue  or 
pink  were  her  colors  and  although  her 
vivacity  is  gone  and  the  pigments  of  her 
skin  vanished,  she  will  persist  in  asking 
for  these.  To  such  customers,  the  dip- 
lomatic salesperson  will  do  her  best  if 
she  says  nothing.  It  is  to  women  who 
do  not  know  how  to  study  colors  and 
who  appreciate  interest  on  their  behalf 
that  advice  is  of  any  value. 

The  Corset 

This  is  one  department  where  frank- 
ness may  overshadow  diplomacy  be- 
cause women  will  talk  to  their 
corsetieres.  Now  that  so  many  women 
have  ruined  their  figure  by  refusing  to 
wear  them,  the  saleswoman's  work  is 
doubly  important.  It  is  a  safe  rule  that 
a  customer  once  satisfied  with  corsets, 
rarely  buys  them  elsewhere. 

The  corsetiere,  after  measuring  her 
prospective  customer,  need  have  no  re- 
luctance about  telling  her  where  her  fig- 
ure falls  short  (or  indeed  has  too  much) 


of  the  regulation  Greek  measurements. 
One  saleswoman  has  made  it  a  point  to 
suggest  the  exact  exercise  needed  for  a 
particular  fault.  She  keeps  an  author- 
itative book  on  the  problem  of  reduction 
behind  her  counter.  This  advice  does 
much  to  help  the  work  of  the  corset  or- 
dained for  each  type  of  figure.  It  does 
no  harm  to  let  patrons  know 
that  the  corset  cannot  do  every- 
thing. Don't  be  afraid  to  suggest 
diet,  changes  in  footwear  (for  shoes 
have  a  tremendous  effect  on  the  bearing 
and  figure)    and  massage. 

The  woman  who  measures  more  than 
she  should  above  the  waist  should  not 
wear  a  blouse  and  skirt.  Contrary  to 
what  many  think,  those  whose  figure  is  ■ 
large  below  the  waist  can  wear  full 
skirts  and  extended  girdles — anything 
that  makes  the  waistline  even  with  the 
hips.  Short-waisted  figures  should 
study  lines  which  bring  their  waists  at 
least  an  inch  further  down — low  girdles, 
overblouses  and  belts  to  match  the 
blouse.  The  corsetiere  must  not  only 
know  these  things  if  she  wants  the  cor- 
rect corset  to  show  at  its  best  advantage 
but  she  must  learn  to  speak  of  them  to 
her  patrons. 

In  selling  brassieres,  comfort  is  the 
best  sort  of  talk  to  follow.  Tell  the  wo- 
man who  has  never  worn  one  that  there 
is  a  feeling  of  firm  trimness  and  grace 
that  can  never  be  obtained  without  it. 
Show  the  woman  who  has  gone  to  the 
other  extreme  and  worn  a  brassiere 
which  is  too  small,  how  this  hinders  cor- 
rect breathing  and  has  a  tendency  to 
curve  the  shoulders. 

The  Milliner 

Selling  hats  is  perhaps  the  greatest 
test  of  salesmanship.  As  a  rule  it  is 
better  to  choose  those  which  are  best 
suited  in  your  judgment  and  to  trust  to 
the  mirror  to  tell  why.  But  there  are 
some  women  whose  only  eyes  are  those 
of  the  people  at  home  and  who  like  to 
know  why  they  should  not  have  certain 
hats. 

If  a  woman  wears  glasses  or  has  a 
very  short  neck,  advise  her  to  keep  away 
from  mushroom  shapes.  Unless  the  fea- 
tures are  very  good  and  incline  to  regu- 
larity in  their  general  ensemble,  advise 
hats  that  show  the  hair.  Down-curving 
hat  brims  should  be  regarded  as  dan- 
gerous by  figures  which  are  large  above 
the  waist  or  by  short-waisted  people. 
Learn  to  know  which  is  the  best  side  of 
your  customers  and  tell  them  sp — some 
women  like  to  hear  for  the  first  time 
that  they  possess  something  which  is 
not  quite  as  bad  as  the  rest  of  them. 
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The  Making  of  Handkerchiefs 

Marvellous  Machinery  Imitates  the  Finest  of  Handwork — Industry 

in  Canada  Still  in  Infancy  but  Rapid  Strides  Have  Been  Made— 

The  Various  Processes  Described — Handkerchief  Demands 


HOW  IS  a  handkerchief  made? 
This  question  can  be  easily  an- 
swered by  visiting  a  factory 
where  hundreds  of  thousands  of  hand- 
kerchiefs are  made  annually  in  Canada, 
for  men,  women  and  children,  where 
marvellous  machinery  performs  miracles 
of  intricate  needlework,  imitating  all 
handwork  so  closely  that  it  can  scarcely 
be  detected. 

For  a  long  time  the  idea  has  been 
entertained  that  the  best  handkerchiefs 
and  the  bulk  of  such  merchandise  sold 
in  this  country  had  to  be  imported  from 
Europe,  from  Ireland  or  Switzerland, 
etc.  It  may  come  as  somewhat  of  a 
surprise,  therefore,  to  the  user  of  these 
accessories  of  daily  dress  to  learn  that 
Canada  is  producing  millions  of  hand- 
kerchiefs for  her  own  consumption, 
made  of  linen,  cotton,  silk,  lawn,  etc., 
and  finished  with  embroidery  or  other 
novelty  effects  fully  equal  in  appear- 
ance to  those  made  abroad.  The  hand- 
kerchief industry  is,  however,  still  in 
its  infancy  in  this  country  due  to  the 
aforesaid  belief  that  European  merchan- 
dise is  better  in  every  way,  but  each 
year  the  demand  is  growing  as  Cana- 
dian-made handkerchiefs  improve  in  de- 
sign, quality  and  variety. 

No  matter  of  what  material  the  hand- 
kerchief is  to  be  made,  the  initial  pro- 
cess is  fundamentally  the  same,  name- 
ly, the  web  of  material  has  to  be  cut  in 
a  particular  manner,  which  is  done  in 
this  wise: 

The    First    Operation — Cutting 

All  the  material  comes  to  the  factory 
in  a  300  yai'd  piece,  and  this  long  web 
is  carefully  unfolded  on  a  very  long 
cutting  table  so  that  the  300  yards 
forms  only  a  few  layers.  This  ma- 
terial is  then  divided  by  a  cutting  ma- 
chine called  an  electric  traveller  which 
cuts  the  cloth  into  two  or  three  pieces 
according  as  men's  or  women's  sizes  are 
called  for.  Each  of  these  lengths  is 
cut  into  sections  measuring  60  yards  in 
length  and  taken  to  a  hemstitching  ma- 
chine which  runs  automatically  and  can 
be  adjusted  to  run  a  quarter,  half  or 
one  inch  hem  as  desired,  on  the  length 
of  cotton.  Fourteen  of  these  machines 
can  be  attended  to  by  one  girl  at  once, 
so  simple  are  they  of  control,  and 
should  a  thread  happen  to  break,  the 
machine  will  stop  of  its  own  accord  un- 
til the  thread  is  once  again  running 
smoothly. 

Hemstitched  on   two   Sides 

When  one  long  side  is  fully  hemmed, 
the  cloth  is  reversed  in  the  machine 
and  the  opposite  side  is  done  in  the  same 


way,  so  that  the  length  of  cotton  is 
hemmed  on  two  sides  the  entire  length 
of  the  60  yards. 

Next,  the  60  yard  length  is  cut  or 
squared  off  to  the  correct  size  of  the 
handkerchief.  All  but  the  cheaper  grades 
of  handkerchiefs  are  torn  instead  of  be- 
ing actually  cut  with  a  'knife  or 
scissors,  since  tearing  ensures  perfect 
alignment  and  accurate  matching  of 
cornei-s  when  the  handkerchief  is  fold- 
ed. 

The  handkerchiefs  are  next  taken  to 
still  other  hemstitching  machines,  which 
are  able  to  finish  the  hemstiching  so 
skilfully  that  it  seems  to  be  done  all 
round  in  one  continuous  operation,  and 
the  corners  are  finished  without  leav- 
ing any  unevenness  whatever. 

Pressing    Improves    Finish 

After  this  the  handkerchiefs  are 
dampened  and  ironed,  some  on  a  huge 
mangle,  others  by  hand  to  impart  a 
linen-like  finish  which  is  particularly 
effective.  Then  they  are  folded  into 
cartons  or  boxes,  and  are  tied  up,  box- 
ed and  shipped  for  distribution. 

Such  are  the  main  steps  in  the  mak- 
ing of  an  ordinary  hankerchief  without 
any  elaboration  such  as  initials  or  em- 
broidery, both  of  which  are  becoming  a 
recognized  embellishment  of  women's 
and  children's  handkerchiefs.  The  pro- 
cess of  embroidering  is  one  of  the  most 
interesting  to  be  found  in  the  textile  in- 
dustry and  by  its  aid  a  simple  square  ot 
white  or  colored  material  becomes  a 
thing  of  beauty,  imitating  the  finest 
handwork  so  closely  as  practically  to  de- 
fy detection. 

Embroiders  13  Dozen  at  Once 

The  hemstitched  handkerchief  is  tak- 
en to  the  embroidering  machine  which 
is  operated  exactly  the  same  way  that 
would  be  employed  by  the  average 
woman  at  home  with  an  embroidery 
hoop  and  skeins  of  colored  silks,  except 
that  instead  of  doing  one  handkerchief 
at  a  time,  this  machine  embroiders 
thirteen  dozen.  Each  handkerchief  is 
adjusted  with  the  utmost  care,  one  after 
the  other  upon  a  rack,  the  part  to  be 
embroidered  being  extended  upwards 
and  caught  firmly  with  a  metal  clip,  af- 
ter the  principle  used  in  connection 
with  an  embroidery  hoop.  All  handker- 
chiefs must  be  adjusted  accurately  in 
this  rack  for  if  the  least  irregularity 
occurs,  the  finished  initial  or  wreath 
will  look  badly  and  the  handkerchief 
will  be   spoiled. 

The  machine  is  operated  by  a  man 
who  is  seated  at  the  extreme  end  with  a 
sketch    or    drawing    of    the      design      or 


initial  hanging  before  him.  By  means 
of  an  indicator  he  guides  the  machine, 
tracing  each  stitch  on  the  design  in  such 
a  way  that  the  finished  work  looks  ex- 
actly like  hand  embroidery.  In  and 
out  go  the  needles  aid  the  machine 
moves  backwards  and  forwards  with  no 
noise.  The  needles  are  threaded  by  an- 
other machine  close  at  hand  which  is 
almost  human  in  its  efficiency.  Into 
this  auxiliary  machine  a  girl  feeds  the 
empty  needles  which  are  automatically 
threaded  from  a  large  spool  of  thread. 
The  machine  cuts  off  the  required 
length,  puts  a  knot  in  the  end  and  the 
needle  is  ejected  in  readiness  to  be 
stuck  into  a  cushion  preparatory  to  be- 
ing placed  in  the  machine. 

Some  designs  take  longer  than 
others,  but  either  simple  or  quite  com- 
plex embroideries  can  be  turned  out 
equally  effectively  upon  any  texture  by 
means  of  this  machine.  Owing  to  the 
fact  that  the  present  fashion  demands 
corner  embroidery  done  in  the  style 
termed  "cross  spanning,"  the  process 
takes  somewhat  longer  to  accomplish 
and  adds  to  the  work  of  adjustment  and 
working   of    the   handkerchiefs. 

Following  the  embroidering  process, 
the  handkerchiefs  are  treated  as  before 
described,  being  pressed  or  ironed  to  im- 
prove the  finish,  and  are  then  boxed  in 
the  required  numbers  in  preparation  for 
shipping. 

Artistic   Boxes    Featured   This   Year 

In  anticipation  of  the  coming  holiday 
trade,  hankerchief  manufacturers  are 
putting  out  a  wide  variety  of  art  boxes 
in  which  two,  three  or  six  dainty  novel- 
ty lines  are  packed.  Although  these 
fancy  boxes  necessarily  add  to  the  cost 
of  the  handkerchiefs,  nevertheless,  they 
improve  the  appearance  of  the  gift  so 
materially  and  keep  the  handkerchiefs 
in  their  original  crisp  condition,  that 
boxed  handkerchiefs  should  receive 
more  attention  than  ordinary  staple 
kinds  during  the  weeks  preceding 
Christmas. 

For  women's  and  children's  trade  it 
is  said  that  colored  novelty  handker- 
chiefs will  continue  to  be  the  most 
wanted  styles  for  a  considerable  time 
to  come.  White  handkerchiefs  have 
not  returned  to  their  old  time  popularity 
insofar  as  gifts  are  concerned.  Colored 
embroideries  on  colored  grounds  are  the 
biggest  item  at  present,  the  proportion 
of  colored  goods  selling  being  in  the 
ratio  of  100  dozen  colored  to  one  dozen 
white  handkerchiefs.  Vivid  shades  are 
insisted  on  for  holiday  trade  this  year 
but  for  next  Spring  some  very  charm- 
(Continued   on   page  67.) 
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DEMAND  FOR  ALL  TYPES  OF 
LACES 

(Continued  from  page   67) 
ther    millinery    or    dress    accessory    pur- 
poses. 

Fancy  Wcrk  Ribbons  Sell  Freely 
A  new  variety  of  Roman  striped  rib- 
bon comes  in  a  fine  corded  weave  over 
6  inches  wide,  with  three  different  col- 
ored stripes  running  across  the  width, 
being  repeated  twice.  This  ribbon  is 
remarkably  popular  and  can  be  had  in 
any  wanted  ground  color.  Wonderful 
Dresden  effects  in  heavy  quality  taffeta 
ribbons  have  just  arrived  for  the  holi- 
day trade  and  are  selling  well  already 
despite  fear.s  to  the  contrary.  Even  in 
the  6  inch  widths  these  imported  rib- 
bons are  so  moderately  priced  that  they 
are  proving  to  be  as  successful  as  these 
fancy  work  ribbons  used  to  be  in  form- 
er years. 

Another  Montreal  wholesale  house  re- 
ports quite  a  demand  for  all  black  rib- 
bons in  gros  grain  effects  for  Spring 
and  comments  on  the  increasing  de- 
mand for  both  moire  and  corded  rib- 
bons in  all  widths.  Picot  edged  corded 
ribbons  in  all  colors  in  the  narrower 
widths  are  another  "best  seller"  this 
month  which  has  surprised  the  whole- 
sale ribbon  men. 

Silk  Braids  Scarce 

Fancy  silk  braids  are  in  wide  demand 
and  an  actual  shortage  of  narrow  wid- 
ths of  black  silk  military  braid  is 
spoken  of  in  Montreal.  One  importer 
who  has  made  a  specialty  of  black  silk 
braids  informed  Dry  Goods  Review  that 
he  could  have  .:old  double  the  quantity 
this  season,  even  though  his  sales  have 
been  double  those  of  other  years.  New- 
er than  the  all  black  braid  is  a  variety 
called  "Ukranian"  fancy  silk  braid  in 
military  effect,  usually  about  1  inch 
wide.  Quite  gOTgeous  color  combina- 
tions are  worked  out  in  these  new  braids 
which  will  be  a  .imart  trimming  on 
Spring   frocks. 

Handkerchiefs  as  usual  are  engaging 


the  attention  of  all  buyers  in  anticipa- 
tion of  a  good  holiday  trade.  Some 
really  beautiful  Swiss  novelties  were 
just  received  in  Montreal  recently  de- 
veloped in  finest  Appenzall  work  with 
unusually  fine  border  and  corner  effects 
in  as  many  as  four  rows  of  hemstitch- 
ing. These  handkerchiefs  are  priced  in 
the  vicinity  of  $15  but  are  probably  the 
finest  examples  of  this  exquisite  needle- 
work to  be  found  in  Canada. 

Hand  machine  Appenzall  embroidery 
is  however  to  be  had  in  a  range  of 
charming  designs  which  compare  very 
favorably  with  the  genuine  handwork. 
Very  lovely  borders  and  edges  are  de- 
veloped on  fine  quality  lawns  in  this  em- 
broidery and  these  handkerchiefs  are 
very  reasonably  priced.  A  new  idea  in 
holiday  goods,  received  by  the  same  im- 
porter is  a  line  of  fine  voile  handker- 
chiefs with  lace  motifs  inset  and  a  scal- 
loipid  edge,  which  are  both  delicate 
and  fine  enough  for  dress  purposes. 
Prices  on  the  finest  qualities  of  men's 
Irish  linen  handkerchiefs  are  now  very 
advantageous,  one  of  the  best  values 
on  the  market  being  a  range  pri.ced  at 
$3,50  a  dozen  in  any  width  hem. 


THE  MAKING  OF  HANDKERCHIEFS 

(Continued  from  page  66.) 
ing  effects  in  mercerized  cottons  show- 
ing a  cord  woven  in  border  effect,  com- 
bining white  with  pink,  blue,  orchid,  or 
yellow,  etc.,  will  be  put  on  the  market. 
Pongee  silk  handkerchiefs  are  also  In- 
creasing in  demand  and  show  various 
hem  treatments  such  as  colored  threads 
and   embroideries. 

Children's  lines  continue  to  show  the 
same  nursery  rhyme  and  fairy  tale  pic- 
tures, as  well  as  certain  new  ideas  such 
as  the  embroidering  of  the  names  of 
the  days  of  the  week  upon  a  set  of  seven 
handkerchiefs    boxed    attractively. 


NEXT   TEXTILE  SHOW   IS 
IN    MONTREAL 

At  a  meeting  of  the  Advisory 
Committee  of  the  various  needle 
trades  of  Montreal  and  district  with 
representatives  from  Ottawa  and 
Toronto,  held  in  Montreal  on  No- 
vember 13  th,  it  was  decided  to  in- 
augurate the  newly-formed  Cana- 
dian Garment  Manufacturers'  As- 
sociation, which  includes  both 
women's  and  men's  wear,  by  a 
Textile  Exhibition  to  be  held  ih 
thai  city  in  March  of  1923.  While 
the  dates  for  this  exhibition  haO.e 
not  yet  been  definitely  fixed,  me 
understand  that  tentative  dates  are 
March  9th,  10th,  11th  and  1 2(h 
and  that  it  will  be  held  in  the 
Mount  Royal  Hotel. 

This  exhibition  will  be  conduct- 
ed on  much  the  same  lines  as  the 
one  held  in  Toronto  in  the  early 
part  of  this  year  which  Was  entirely 
devoted  to  mens  wear  lines.  The 
Montreal  exhibition,  '  embracing 
women's  wear  lines,  will  necessar- 
ily be  on  a  much  larger  scale.  A 
feature  of  the  exhibition  will  be  a 
fashion  pageant. 

C.  H.  Gibbons,  who  was  man- 
ager of  the  Toronto  exhibition,  Tvill 
also  manage  the  Montreal  exhibi- 
tion. S 


A.  G.  Griffin,  assistant  general  man- 
ager of  Dent-Griffin  Silk  Glove  Manu- 
facturing Co.,  of  St.  Catharines,  died 
very  suddenly,  October  30th. 


MANAGER  ENTERS  NEW  BUSINESS 
C.  F.  Fell,  since  1906  Manager  of I the 
Hamilton  Carhartt  Cotton  Mills,  Limit- 
ed, Toronto,  and  for  28  years  with  that 
company,  has  entered  into  business  with 
H.  C.  Walker  of  Chatham.  The  firm 
will  be  known  as  the  Walker-Fell  Over- 
all Company.  On  leaving,  Mr.  Fell  Was 
presented  with  a  platinum  and  diamond 
scarf  pin  by  the  employees. 


HANDBAGS  FOR   WELL- 
DRESSED   WOMEN 

Left — Soft  leather  bag  made  of  In- 
dia goat  with  fancy  filigree  clasp. 
Right — Chiffon  velvet  bag  with 
fancy  filigree  frame.  Shovjn  by 
Canadian  Leather  Products.  Ltd, 
Toronto. 


68  ACCESSORIES  Dry  Goods  Review 


NOW  IT'S  LINED  GLOVES 


Jor  The    beginning   of  November 

inaugurates   the   lined  -  glove 


WOMEN 
CHILDREN 


season.  JVe  suggest  that 
you  feature  Acme  lined  gloves , 
knowing  you  will  satisfy  your 
trade    and    profit    yourself. 


ACME    GLOVE   WORKS    LIMITED 

MONTREAL 


MAIL  ORDERS 

FILLED    AT    ONCE 
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This  name 
means  much 
to  buyers  of 
NECKWEAR. 

Note 

Bertha  effects  and 

Bramley  are  good. 

Camisoles 
Boudoir  Caps 
Aprons. 

Immediate 


Deli 


veries. 


PHOENIX  NOVELRY  CO. 

22  Duncan  St.,  Toronto 


It's  a  Mesh  Bag   Year! 


MESH 

IWH'TINGfrDAVISTO 


INDICATIONS  point  to  the  1922  holidays  as  the 
biggest  mesh  bag  selling  season  in  the  history  of 
the  industry.  Two  years  of  continuous  aggressive 
advertising  persuasion  featuring  the  style  neces- 
sity of  the  mesh  bag  will  have  its  logical  culmina- 
tion in  exceptional  sales.  And  then  there  is  the 
merchandise  appeal — the  presentation  of  the  most 
attractive  styles  ever  offered. 

The  holiday  demand  has  already  begun.  It  is  sig- 
nificant that  dealers  report  a  request  almost  exclus- 
ively for  Whiting  &  Davis  Mesh  Bags — a  known 
value  advertised  to  millions.  Get  your  holiday 
stock  in  order,  through  your  wholesaler. 


MESH 
BAD5 


n  the  Better  Grades,  Made  of  the  Famous'Whiting'Soldered  Mesh 

L.  W.  Cook,  Manager 

Sherbrooke,  Quebec 
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Christmas  Trade 

Neckwear 

and 

Underthings 

decidedly  new 

Wire  for  an  assortment  from  our  wide 

and  varied  range  attractively  boxed  for 

quick  selling. 

Immediate  Deliveries 


"Eulalie' 

Something  new  in  un- 
derwear. A  new  en- 
velope chemise  with  a 
flare  skirl  so  necessary 
when  worn  with  the 
new  dresses.  This  style 
in  heavy  Crepe  de 
Chine    is    Very    popular. 


"Venetia' 

Very  chic!  These 
Swiss  Crepe  de  Chine 
Pyjamas  are  shown  in 
all  light  shades  and 
trimmed  with  a  touch 
of    black    satin    ribbon. 


If  you  want  something 
distinctive  in  Dresses 
and  Blouses  write  or 
wire  at  once. 


Manufacturers 

and 
Distributors 

of 

High-Class 

Ladies'  Wear 


Ladies'  Wear  Limited 

563  College  Street,  Toronto 

W.  F.  Gororth,  President 


Showrooms  at: 

509    Drummond    Bldg. 

MONTREAL. 

102    Booth     Bide.. 

OTTAWA. 

205    Currv    Bldg.. 

WINNIPEG. 

217    Lancaster  Bicg., 

CALGARY. 

Bower    Bldg.. 

VANCOUVER. 


FANCY    GOODS     AND     TOYS 


"People  buy  when  they  see 
something  new." 

That  Extra  Buying 
Do  not  risk  trade   losses   through   depleted   lines. 

HANDKERCHIEFS 

a  full  range  in  Ladies'  and  Men's 


also 


Hand  made  Chinese  Lace  Doilies. 

Cluny  Centrepieces. 

Embroidered  Cotton  Crepe  Kimonos. 

Silk  Shawls. 

Men's  Knitted  Silk  Mufflers. 

in  exclusive  designs  and  colors 

Embroidered  and  drawn   work   Pongee    Centres. 

Fairy  Queen  Hair  Nets 

"The  Good  Net" 


Write,  Wire  or  Telephone  today. 


^ 


G.  R.  Gregg  &  Co. 

Limited 

50-52  York  St.,  Toronto 

Warehouses    also    it    Winnipeg   and    Vancouver. 


Dry  Goods  Review  ACCESSORIES 


Kingfisher  Linens 

NOVELTIES  FOR  CHRISTMAS 

Fancy  embroidered  handkerchiefs,  nicely  boxed,  Swiss  and 
Irish  manufacture. 

All  pure  linen  sets  of  cloths  and  napkins,  45  in.,  54  in.  and 
70  in.  in  a  fine  range  of  designs. 

Bath  towel  sets  in  a  variety  of  colours,  nicely  boxed. 
Madeira  napkins,  cloths,  scarves,  etc.,  etc. 

Kingfisher  Silks 

Three  leading  lines  now  in  stock  in  full  ranges  of  shades 
and  color  combinations : 

Kingfisher  Quality  "Damaswah"  the  guaranteed  lining  for 
fur  coats. 

Kingfisher  Quality  lining  satin. 

Kingfisher  Quality  taffeta. 

Also  all  the  fashionable  crepe  weaves,  high  novelties  for 
evening  wear  and  matalasse  fabrics. 

Write  for  Samples 

MARK  FISHER  SONS  &  CO. 

MONTREAL 
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Promote  January  Corset  Sales 

Detailed  Publicity  Should  be  Given  if  Buyers  are  to  be  Interested 

— A  Mistake  to  be  Avoided — Should  Aim  to  Clean  Up  Loose 

Ends  of  Stock— Spreading  the  Sale  Over  the  Full  Month— The 

Price  Appeal  is  Important 


CORSETS  have  a  logical  and  well- 
cefined  position  in  January  clear- 
ance sales  which  is  often  disre- 
garded with  a  consequent  loss  to  the  de- 
partment at  large  in  ways  not  realized 
by  ths  average  corsetiere.  It  is  a  well 
known  fact  to  experienced  corset  buyers 
that  the  semi-annual  clearance  sales 
have  a  double  duty  to  perform.  They 
must  clear  out  everything  that  is  unde- 
sirable in  stock  but  at  the  same  time 
they  must  serve  to  popularize  the  de- 
partment as  much  as  possible. 

Dry  Goods  Review  is  enabled  to  print 
herewith  the  views  of  two  Montreal  cor- 
set buyers  of  long  experience  with  re- 
gard to  the  matter  of  emphasizing  cor- 
sets in  the  January  White  Sales,  both  of 
whom  have  analyzed  the  subject 
thoroughly. 

Explicit    Publicity 

Speaking  of  the  necessity  for  plenty 
of  forceful  advertising  in  this  connec- 
tion, one  of  the  corsetieres  pointed  out 
that  such  publicity  must  be  explicit. 
"Every  woman,"  she  said,  "must  be  made 
to  feel  that  there  is  something  which 
she  really  needs  awaiting  her.  To  be  ef- 
fective so  soon  after  the  annual  struggle 
of  holiday  buying,  the  lure  must  be 
strong  and  personal.  A  mistake  is  some- 
times made  in  arranging  merchandise 
for  a  special  sale  by  separating  lines  ac- 
cording to  prices  instead  of  keeping  gar- 
ments of  the  same  kind,  although  of  dif- 
ferent prices,  together.  One  instance 
that  can  be  quoted  is  where  a  store  dur- 
ing a  white  sale,  placed  all  goods  up  to 
a  dollar  in  one  section  and  all  the  better 
grade  marked-down  articles  in  another 
section  at  quite  a  distance,  with  the  re- 
sult that  the  cheap  merchandise  section 
was  crowded  all  the  time  with  people  who 
were  attracted  'by  the  low  prices,  and 
who  would  not  take  the  trouble  to  come  to 
the  regular  department  ait  all.  Conse- 
quetly,  the  better  grade  line  suffered 
and  the  department  lost  some  advertis- 
ing. The  next  year  there  was  a  contin- 
uous arrangement  of  tables  with  much 
more  satisfactory  results,  for  many  who 
came  for  the  low  price  goods  preferred 
the  better  grades  when  they  were  seen, 
business  in  all  kinds  was  stimulated  and 
a  higher  average  price  was  obtained." 

According  to  this  buyer,  the  January 
White  Sale,  coming  just  before  in- 
ventory, is  the  time  to  gather  up  the 
loose  ends  so  that  inventory  will  find  a 
perfectly  clean,  strong  stock  to  which 
new  Spring  or  Summer  lines  may  be 
added  without  a  burden  of  left-overs  to 
be  got  rid  of.  As  the  White  Sale  is  ex- 
pected   to    be   particularly    attractive,    it 


A  CORRECTION 

On  Page  97  of  the  October  issue 
of  Dry  Goods  Review  an  error-  was 
made  in  the  second  column  in  quot- 
ing prices  on  bloomers.  Shantung 
bloomers  were  incorrectly  quoted  at 
$2.00  a  dozen.  It  should  have  read 
$24.00  a  dozen. 


is  wise  to  begin  ahead  of  time,  to  as- 
semble any  articles  that  are  subject  to 
notable  reduction  and  hold  them  in  re- 
serve for  this  sale.  It  is  much  more 
practical  to  do  this  by  degrees  than  to 
hurry  through  the  stock  the  last  two  or 
three  days  selecting  hastily  what  can  be 
reduced. 

Four   Sales  Better   Than   One 

"Spread  the  corset  selling  over  the  four 
weeks  instead  of  concentrating  upon  one 
big  sale,"  was  the  next  statement  made 
to  Dry  Goods  Review.  "This  way  is 
easier  for  all  concerned  and  relieves 
congestion  about  the  bargain  tables.  A 
one  price  sale  in  which  all  corsets  are 
priced  at  an  attractive  figure  will  bring 
splendid  results  right  through  the  month, 
and  if  it  is  found  necessary  to  vary  the 
prices  according  to  values,  then  the  ,plan 
can  be  adopted  of  starting  the  first  sale 
with  the  better  grade  merchandise,  grad- 
ually working  up  the  cheapest  in  a  ser- 
ies of  weekly  events.  If  a  small  special 
purchase  of  fresh  goods  can  be  obtained 
from  a  manufacturer  especially  for  this 
event  it  is  often  profitable  to  buy  such 
extra  merchandise,  but  the  primary  ob- 
ject of  the  clearance  sale  should  not  be 
overlooked." 

Keep  Price  Uppermost  in  Sales 

In  the  average  store  it  is  found  that 
the  cheaper  grades  of  corsets  have  the 
best  chance  of  selling  in  January  and 
price  is  the  first  and  last  inducement 
that  brings  in  customers.  For  this  rea- 
son, fittings  must  be  given  up  to  a  cer- 
tain extent  except  in  the  case  of  regular 
stock.  However,  one  Montreal  corsetiere 
finds  that  it  pays  to  offer  a  fitting  on 
the  day  after  the  sale  if  desired,  if  the 
customer  will  bring  back  the  corset  and 
this  is  appreciated  in  the  case  of  rather 
unusual  figures,  but  on  the  whole,  the 
class  of  customer  is  quite  content  with 
her  bargain  and  does  not  desire  to  be 
fitted. 

Quality  selling  is  another  idea  which 
should!  receive  great  emphasis  in  the 
January  clearance  sale.  Instead  of  .pric- 
ing brassieres  for  example  at  69  cents 
each,  why  not  try   the   plan  of  marking 


them  at  3  for  $2?  In  connection  with 
corsets  also,  combination  offers  of  cor- 
set and  corset-brassiere  should  be  effec- 
tive, introduced  by  some  such  phrase  as 
this,  "To  Save  Your  Best  Corsets  try 
these  for  wear  round  the  house."  Many 
a  pair  of  summer  weight  or  girdle  cor- 
sets can  be  sold  for  this  purpose,  also  for 
wearing  while  the  regular  corset  is  be- 
ing laundered. 

Anticipating  the  problems  of  another 
spring  was  the  theme  of  still  another 
corsetiere  interviewed  by  Dry  Goods  Re- 
view. "It  is  part  of  the  duty  of  the  prac- 
tical merchandise  buyer  to  know  all  the 
goods  themselves,  then  they  can  he  push- 
ed steadily  until  the  lot  is  disposed  of, 
for  there  is  always  at  least  a  small  mar- 
ket for  articles  that  do  not  suit  the  ma- 
jority. It  is  far  better  to  know  at  once 
that  goods  are  not  taking  well  than  to 
fill  in  sizes  and  keep  along  a  line  for  a 
time  that  will  never  become  really  popu- 
lar 

Sup*rvise  Stock  Constantly 

This  corsetiere  furthermore  stresses 
the  importance  of  accuracy  in  stock 
keeping  at  all  times,  irrespective  of 
sales.  "When  goods  are  bought  in- 
telligently the  selling  end  of  the  business 
can  effectually  spoil  the  good  results  of 
such  buying  if  the  buyer  does  not  know 
what  is  in  stock,  what  moves  easily,  and 
what  seems  likely  to  stay  on  the  shelves. 
An  occasional  inventory  does  not  answer 
at  all.  I  find  that  one  of  the  best  helps 
to  this  knowledge  is  to  keep  a  manifold 
order  hook  in  which  a  carbon  copy  re- 
mains of  every  order  placed  with  a  man- 
ufacturer. Every  order,  no  matter  how 
small,  should  be  placed  in  this  book,  and, 
when  the  goods  arrive,  equal  care  should 
be  taken  to  check  them  off  in  the  book 
and  ascertain  whether  the  order  is  cor- 
rectly filled. 

"The  price  tags  should  have  the  cost 
and  date  of  purchase  marked  in  code, 
and  the  retail  price  in  plain  figures  so 
that  a  glance  will  tell  the  exact  status  of 
the  goods  in  question.  The  salespeople 
should  know  the  code  of  date,  but  not 
necessarily  that  of  cost,  for  there  are 
some  salespeople  who  are  ready  to  vol- 
unteer information  to  outsiders.  The 
date  of  purchase  is  a  constant  reminder 
to  them  that  goods  bearing  the  oldest 
date  ought  to  be  disposed  of  first.  Care- 
ful merchandising  requires  not  only  care- 
ful ordering  and  marking  of  goods  but 
also  constant  watchfulness  after  the 
.goods  are  turned  over  to  the  salespeople. 
It  is  a  strong  temptation  to  the  sales- 
woman to  sell  what  is  asked  for  or  what 
is  easy  to  dispose  of  without  the  effort 
of  talking  it  up." 
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This  shop  measures  only  30  x  14  feet  yet  it  is  as  complete  as  any  corset  shop  we  have  seen.  To  the  left  of  the  picture  are 
two  fitting  rooms  at  least  5V2  x  4%  feet  and  to  the  right  is  a  room  used  for  office,  stock  amounting  sometimes  to  $7,000, 
-and  par  eel- wrapping,  hi  the  centre  back  you  can  see  shelves  with  a  good  light  ivhere  some  stock  is  always  kept  for  cus- 
tomers to  see  for  themselves.  The  glass-topped  counter  displays  brassieres  as  well  as  fancy  r-ibbon  lines.  The  little  all- 
grey  corner  counter  is  where  the  cashier  stays.  No  cash  register  appears  to  mar  the  air  of  pleasant  quiet.  The  shop  is 
finished  in  a  warm  tone  of  grey  and  mulberry  (the  latter  appearing  in  the  upholstering  end  window -draping  and  not  be- 
ing sufficient  to  give  at.y  feeling  of  heaviness  to  the  atmosphere.)  A   touch  of  blue  in  ihe  ceiling  lights  adds  a  French 

touch.  The  Carolyn  Heyes  Shop  of  Mrs.  C.  S.  McMichael,  Toronto. 


Corset   and   Lingerie 
Fashion  Show 


A  DEPARTMENT  store  in  Niagara 
Falls,  N.  Y.,  has  carried  the 
Fashion  Show  idea  into  new 
fields.  If  women  will  flock  to  theatres 
to  see  gowns,  hats,  shoes  and  outer 
wearing  apparel  of  every  kind,  why  not 
try  them  with  undergarments  ?  This 
was  the  question  which  Beir  Bros,  asked 
themselves.  There  is  not  a  woman  to- 
day who  pays  attention  to  style  in  one 
without  giving  attention  to  the  other. 
Moreover,  this  season  has  'brought  so 
great  a  change  in  the  silhouette  that  wo- 
men have  been  forced  to  take  the  matter 
seriously. 

This  store,  therefore,  took  one  after- 
noon of  the  week  in  which  their  styles 
were  displayed  at  the  leading  picture 
house,  for  corsets  and  under-garments. 
Only  women  were  admitted.  Living  mod- 
els appeared  in  the  newest  corsets, 
girdles,  negligees,  brassieres,  lingerie 
sets. 

A  Corset  Authority 
Because    very   few   women      have   yet 
learned  the  secret  of  good  corsstry,  Beir 


Bros,  obtained  the  services  of  Miss  R. 
Holmes,  the  expert  on  this  line  from  De- 
troit. A  general  talk  was  given  to  the 
audience  on  hygienic  laws  as  applied  to 
corsets,  the  various  figure  types,  the 
history  of  corsets,  common  defects  and 
how  to  treat  them.  Different  models 
were  then  corseted  in  the  correct  manner 
by  the  instructor  and  finally  girdles  and 
corsets  were  worn  by  models  of  every 
type  and  the  points  emphasized  in  each 
case. 

Brassieres  were  treated  in  the  same 
way.  The  reasons  why  every  woman 
should  wear  a  girdle  were  given,  the  cor- 
rect one  with  each  style  of  corset  and 
the  things  to  avoid  were  mentioned. 

In  undergarments,  the  women  were 
told  how  to  select  a  wardrobe,  what  is 
meant  by  tailoring  in  lingerie,  when  and 
when  not  to  wear  certain  things. 

As  an  added  feature,  several  models 
demonstrated  motions  made  in  certain 
games,  notably  golf  and  tennis,  which 
prohibited  the  use  of  some  garments 
and  required  others.  The  point  stress- 
ed was  that  one  corset  will  not  do  for 
all  occasions  and  neither  will  one  type 
of  undergarment. 

Women  Liked  It 

The   hour    set   for    the      undergarment 


display  was  2.30.  It  lasted  a  half  hour, 
after  which  the  regular  picture  was 
shown.  The  house  was  packed.  Of 
course,  the  novelty  of  the  idea  aippealed 
to  Niagara  Falls  but  there  was  also  the 
fact  that  nearly  every  woman  realizes 
good  corsetry  is  essential.  The 
lingerie  drew  its  quota  as  well  because 
of  the  feminine  love  of  beautiful  things. 
Miss.  B.  E.  Temple,  the  head  of  the 
corset  and  underwear  department  of 
Beir  Bros.,  told  Dry  Goods  Review  that 
every  day  since  the  showing  there  have 
been  dozens  of  inquiries  and  several 
sales  directly  traceable  to  the  interest 
aroused  at  the  Fashion  Show. 


William    Agnew 

William  Agnew,  for  many  years  a 
well-known  dry  goods  merchant  in  Mon- 
treal, where  he  carried  on  business  un- 
der the  firm  name  of  William  Agnew  & 
Son,  died  at  Victoria,  B.  O,  at  the  age 
of  74.  He  was  a  member  of  the  Mon- 
treal Dry  Goods  Association  and  of  the 
Board  of  Trade  for  a  long  time,  and  for 
two  years  represented  the  Dry  Goods 
Association  on  the  Council  of  the  Board 
of  Trade.  He  retired  from  business 
about  ten  years  ago,  and  moved  with  his 
family  to  Victoria,  where  he  has  since 
resided. 
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Jfjarher's 

fast-Proof* 

Corsets— 

And  their  Interesting  Record  of  the  Past 


For  over  fifty  years  the  Warner  Brothers  Company 
have  manufactured  corsets  for  women  of  the  United 
States.  For  two  years  now  we  have  operated  a  com- 
plete factory  in  Montreal. 

Few  people  realize  how  much  this  Company  has  done 
during  the  past  fifty  years  towards  the  development 
of  every  modern  Corset  sold  to-day.  For  instance, 
here  are  certain  features  of  every  modern  corset 
which  were  invented  or  originated  by  the  Warner 
Brothers  Company. 

Rust-Proofing  of  all  corset  wire,  clasps,  etc. 

Double  Boning  —  affording  extra  strength  and  greater 
suppleness. 

Hose  Supporters  attached  to  the  corset — to  hold  the  corset 
in  place  and  permit  the  abolishment  of  the  old  "Hour- 
Glass"  waist  models  of  thirty  years  ago. 

Rubber  button  grips  on  hose  supporters — to  prevent  tear- 
ing the  stockings. 

In  addition  to  the  above  features  to  be  found  in  corsets 
generally  to-day,  we  have,  during  the  past  three  years, 
originated  and  developed  certain  features  in  the  corset 
art  which  have  appealed  strongly  to  many  women. 
These  are 

The  Corselette, 

The  Wrap-Around  Corset, 

The  Panel  Bandeau. 

Our  new  complete  Canadian  line  for  January  delivery 
is  now  being  shown.  It  will  pay  you  to  go  through  the 
samples  carefully  and  we  believe  you  will  be  agreeably 
surprised  at  the  splendid  values,  the  original  designs, 
and  the  general  standards  of  the  entire  range. 


The  Warner  Brothers  Company 

356  St.  Antoine  St.  Montreal,  P.Q. 
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Christmas 


1— I  andkerc  hie  fs 


—  and  now 

for  Selling 

Make  your  department  attractive  by  displaying 
an  abundance  of  Handkerchiefs.  You  will  be 
surprised  at  the  increased  interest.  We  live  up 
to   our   name  — 

"The  Handkerchief  House  of  Canada'' 

We  have    Handkerchiefs    by    the    thousands 
Write  —  Wire   or    Telephone 

and  we  will  do  the  rest 


Lace  Goods  Company  Limited 

79  Wellington  St.,  West  Toronto 

Importers  and  Manufacturers'  Agents 
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Late  Novelties  for  Xmas  Trade 

Promoting  Sale  Ivory  Toilet  Articles  by  Sets  Will  Bring  Better 
Results — Economy     Appeal — Some     Imported     Cosmetics — De- 
mand Growing  for  Better  Grade  Perfumes — The  New  "Tooth 
Pencil"  Whitens  the  Teeth — Handbags  and  Leather  Goods 


RETAILERS  who  are  inclined  to 
relegate  ivory  toilet  articles  to  a 
jecond  place  by  reason  of  the  fact 
that  it  is  becoming  difficult  to  secure 
really  new  additions  to  already  wide 
ranges  of  the  various  designs,  will  find 
it  worth  while  to  promote  the  sales  of 
all  kinds  of  ivory,  shell  and  ebony  toilet 
sets  in  a  new  way  this  Christmas.  A 
Montreal  importer  of  these  lines,  who 
has  given  the  subject  close  study,  has 
stated  to  Dry  Goods  Review  that  holiday 
gift  seekers  will  readily  respond  to  the 
suggestion  to  buy  ivory  toilet  ware  as 
in  former  years  if  gift  departments  will 
feature  the  various  items  in  sets,  priced 
say,  from  $10  to  $25  not  necessarily 
boxed,  demonstrating  the  purchasing 
power  of  these  amounts  where  ivory 
pieces  are  concerned.  For  example,  a 
display  of  three-piece  sets  priced  at  $10 
will  find  many  purchasers,  whereas  a 
sale  of  single  items  would  not  have  the 
same  appeal.  According  to  this  im- 
porter, the  retailer  should  be  able  to  of- 
fer a  good  quality  set  of  French  ivory 
including  such  items  as  brush,  comb, 
mirror,  powder  box,  ha:r  receiver,  tray, 
manicure  pieces,  cream  jar,  perfume 
bottle  and  jewel  box  for  $25  and  he 
should  make  this  set  standardized  so 
that  extra  pieces  can  be  added  later  if 
desired  from  the  same  pattern.  The 
main  idea  underlying  this  merchandizing 
suggestion  is  to  encourage  quantity  sales 
in  place  of  single  items  and  to  make 
the  customer  think  in  terms  of  sets.  The 
sale  of  ivory  boudoir  lamps  has  been  ex- 
ceptionally good  this  month  as  has  also 


been  the  casa  w.'th  ivory  clocks  in  dif- 
ferent shapes,  both  of  these  items  being 
among  the  newest  additions  to  ivory 
sets.  Shell  ivory  sets  are  in  good  de- 
mand for  holiday  trade,  but  the  most 
favored  novelty  in  thisi  line  of  goods  is 
the  engraved  and  hand-painted  set  of 
white  ivory  in  either  a  forgct-ms-not  or 
pompadour  rose  pattern.  These  are 
exquisitely  dainty  and  rank  with  ster- 
ling silver  toilet  ware  in  appearance. 
Brushes  and  mirrors  for  children's  use 
are  engraved  with  artistic  pictures  from 
the  old  nursery  rhymes  and  colored  in 
red,  etc.,  for  the  holiday  season.  A 
brush,  for  example,  bears  a  picture  of 
"Tom  the  Piper's  Son"  running  away 
with  bis  pig. 

French    Cosmetics    in    Demand 

One  of  the  outstanding  features  of  the 
present  season  in  fancy  toilet  articles 
is  the  increasing  demand  for  face  pow- 
der compacts  and  rouges.  "Women 
have  come  to  recognize  the  necessity  of 
the  compact,"  said  a  Montreal  importer, 
"and  are  willing  to  carry  the  new  large 
flat  metal  container  in  their  handbags 
and  even  use  it  on  their  dressing  table 
in  place  of  loose  powder  which  so  often 
spills  and  shows  upon  the  wearing  ap- 
parel. French  rouges  and  compacts  are 
so  entirely  natural  in  appearance  that 
their  use  cannot  be  detected  and  sales 
of  brunette  rouge  are  so  much  ahead  of 
other  years  that  it  is  apparent  the  use 
of  these  cosmetics  is  on  the  increase 
rather  than  on  the  wane." 

Where    perfumes    are    concerned    tho 


general  ciemand  is  for  better  qualities 
and  in  the  majority  of  cases,  retailers 
report  a  preference  for  an  ounce  of  the 
finest  perfume  rather  than  a  bottle  of 
cheaper  quality.  The  day  of  very  cheap 
perfumes  is  about  over  it  is  found,  and 
manufacturers  are  casting  about  to  find 
new  ways  of  presenting  high  grade 
scents  so  that  these  may  appeal  to  dis- 
criminating buyers.  One  of  the  newest 
ideas  on  the  market  this  fall  in  Mon- 
treal is  a  dainty  cut  glass  container 
about  2V2  inches  in  height,  fitted  with 
a  gold  cap  engraved  on  the  top  with  the 
name  of  the  scent  and  the  maker's  name 
below.  This  smart  little  conceit  is  es- 
pecially designed  for  Miladi's  handbag 
as  it  takes  up  practically  no  space  and 
imparts  a  delightful  fragrance.  It  comes 
boxed  in  a  smart  little  grey  container 
its  own  size  and  serves  the  double  pur- 
pose of  sampling  the  more  costly  French 
perfumes  as  well  as  helping  the  retailer 
to  introduce  the  demand  for  regular 
sizes  or  varieties  of  these  products  from 
Paris.  The  leading  scents  in  demand 
from  the  wholesale  at  present  are  given 
as  "Quelques  Fleurs,"  "Coeur  de  Jean- 
nette"  and  "Mon  Boudoir"  which  are 
standardized  in  both  bulk  and  fancy  con- 
tainers. 

Manicure  Gift  Sets  Are  Artistic 
A  really  worth-while  gift  package  has 
been  put  on  the  market  this  month  by 
a  leading  manufacturer  of  manicure  pre- 
parations in  the  shape  of  sets  priced  tcv 
retail  from  60  cents  to  $5  apiece.  These 
new  sets  are  artistic  in  the  extreme, 
(Continued  on   page   81) 


The   lion,   king  of  all  the  stuffed  animals.     This  is  well  shaped  and  made   to   last.       The   dancing 
donkey  is  a  novelty  in  wooden  toys  which  is  getting  attention  this  season.     Shown    by  Nertich  & 

Company,   Toronto. 
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Must  Keep  Everything  in  Gift  Line 

This  is  the  Opinion  of  Woman  in  Niagara  Falls, 
N.Y.,  Whose  Store  is  Patronized  by  Buffalo  and 
Toronto  People — Caters  to  Exclusive  Trade — 
Some  Essentials  in  Running  a  Gift  Shop  Success- 


fully 


HAVE  you  a  Gift  Department? 
Does  it  pay?  The  following 
story  from  a  little  lady  who  man- 
ages one  of  the  most  successful  Gift 
and  Art  Shops  in  New  York  State  may 
interest  you.  This  department  is  in  the 
store  of  the  Niagara  Dry  Goods  Com- 
pany, Niagara  Falls,  N.  Y.  During  the 
two  years  in  which  this  shop  has  been 
carried  on  along  these  lines,  the  volume 
of  business  done  has  been  greater  than 
in  one  of  the  largest  department  stores 
in  Buffalo. 

Mrs.  F.  J.  De  Shinsky  says  there  are 
two  principal  reasons  for  the  success  or 
failure  of  a  department  of  this  type. 
One  is  the  quantity  of  stock  and  the 
other  is  the  quality  of  it.  She  believes 
that  the  man  or  woman  who  would  work 
up  a  department  of  the  kind  must  have 
everything  that  the  ordinary  customer 
would  include  in  a  gift  list  or  in  fancy 
work  lines.  Not  many  of  each  thing 
need  be  carried  but  certainly  the  sample 
alone  is  not  sufficient.  As  to  the  qual- 
ity of  merchandise  carried,  the  manager 
who  does  her  marketing  only  with  the 
highest  grade  manufacturers  and  im- 
porters, will  have   the  best  results. 

Exclusive    Trade    Best 

The  department  devoted  to  these  lines 
which  attempts  to  please  the  cheaper 
class  of  trade  runs  into  great  dangers. 
The  point  Mrs.  De  Shinsky  emphasized 
in  this  connection  was  that  people  whose 
patronage  is  worth  while  are  those  who 
go  to  a  store  where  they  can  get  some- 
thing a  little  different. 

This  applies  particularly  to  embroid- 
ery and  art  work  of  various  types.  When 
she  goes  to  New  York,  she  buys  at  the 
places  which  are  not  frequented  by  the 
ordinary  stores.  Moreover,  she  tries  out 
nearly  everything  which  is  new.  She 
believes  that  it  is  not  wise  to  wait  until 
the  customer,  returning  from  abroad  or 
elsewhere,  asks  for  a  novelty.  To  be  the 
one  who  first  tells  the  public  is  her  aim. 
That  there  must  be  a  sound  merchandis- 
ing principle  behind  this  theory  is  fair- 
ly certain  for  the  Niagara  Dry  Goods 
gift  shop  is  known  not  only  by  Buffalo 
and  Toronto  people  but  by  the  thousands 
of  tourists  who  flock  to  the  Falls  during 
nine  months  of  the  year. 

Selling  Brassware 

The  brassware  in  the  gift  department 
of  this  store  is  particularly  worthy  of 
mention.  Mrs.  De  Shinsky  believes  that 
every  article  of  practical  use  should  be 
carried  here.  She  frequently  has  orders 
from  all  over  the  United  States  for 
pieces  to  match  heirlooms.  People  who 
can  afford  this  ware  will  pay  for  service 


and  there  is  therefore  no  reason  to 
skimp  in  profits  where  orders  are  placed. 
Mrs.  De  Shinsky  does  not  even  give  in- 
struction in  embroidery,  the  making  of 
lamp-shades  or  in  any  of  the  things  she 
carries,  although  she  believes  this  is 
very  good.  For  those  stores  who  have 
not  the  room  or  the  capital  to  keep  a 
permanent  instructress,  she  thinks  care- 
ful selection  of  salesgirls  is  most  neces- 
sary. They  must  have  taste,  a  good  eye 
for  color  harmony  and  the  capacity-  of 
knowing  how  to  relate  sales.  There  is 
probably  no  department  where  one  sale 
can  effect  another  as  much  as  hare. 

Minimizing    Losses 

Many  merchants  tell  Dry  Goods  Re- 
view that  the  risk  in  operating  a  gift 
and  art  department  is  very  great.  They 
often  have  quantities  of  merchandise  left 
on  their  hands.  Our  informant  says  that 
the  dangers  are  very  few  if  the  follow- 
ing basic  principles   are  kept  in  mind: 

Mention  the  department  in  regular  ad- 
vertising at  least  once  a  week.  Do  not 
stock  heavily  in  the  lines  which  other 
stores  are  carrying.  Go  to  market 
often  and  keep  up  regular  correspond- 
ence with  your  supply  houses.  If  you 
like  a  line,  order  the  first  time  you  see 
it  because  several  weeks  usually  elapse 
before  your  merchandise  arrives — this 
makes  chances  for  competition  greater. 

Watch  stock  from  day  to  day;  have 
a  few  of  everything.  It  is  rarely  wise 
to  stock  heavily  in  either  fancy  work 
or  gift  goods. 

Get  your  display  man  to  give  you 
at  least  one  window,  one  day  a  week  all 
the  year  round.  During  the  Christmas, 
wedding  and  holiday  seasons,  have  gift 
windows  at  least  three  times  a  week. 

Select  a  quiet  spot  where  customers 
can  look  around  and  do  not  allow  sales- 
people to  force  sales. 

Use  only  the  best  samples  in  needle- 
work. If  these  are  sold  replace  them 
immediately,  for  most  women  want  to 
see  the  finished  product  before  they  will 
invest  in  materials. 


A  new  store  has  been  opened  at  2092 
Queen  Street  East,  Toronto.  It  is  called 
Model  Men's  Furnishings. 

N.  Shiftman,  1117  Granville  Street, 
Vancouver,  was  robbed  of  about  $1,000 
worth  of  men's  suitings  on  November  4. 

C.  P.  Wegner,  of  London,  Ontario,  is 
combining  his  two  stores  into  one.  He 
had  stores  at  371  Talbot  Street  and  120 
Dundas  Street.  The  two  stores  will  now 
be  at  371  Talbot  Street. 


The  prevailing  mode  for  tortoise  shell 
has  brought  out  this  neat  dressing-case 
equipped  with  toilet  articles.  Shown  by 
Julian  Sale  Leather  Goods  Company, 
TAmitc.l.    Toronto. 


BEADS 

for  all  purposes 

LARGE     VARIETY,     IMMEDIATE 

DELIVERY. 

B«ad    Necklaces    —    Girdles, 

Earrings — Bar     Pins — Combs 

and     Hair    Ornaments. 

Mail    orders    have    our 

prompt  attention 

THE  BEAD  HOUSE 

R.  A.  PHILLIPS 


Toronto 


Travellers  Are    Now  Out  with 

Complete  Lines 

French    Ivory. 

Greeting    Cards  and    Post   Cards  for  every  Season 

and    occasion. 
Decoration*    and    Novelties   for   Christmas,    Hallow- 

e'en.   St.    Valentine   and    Easter. 
Pennants.    Cushions,   etc. 
Tags,    Seals   and    Cards.    Toy    Books. 
Souvenir  Novelties    (Biggest    Range  In   Canada). 
Conservo   Lunch  and    Bib  Sets. 
Christmas    Stockings. 
Celebration    Goods.      Powder    Puffs. 
THE     PRODUCT     OF     FIVE     FACTORIES     WE 

OWN  OR  CONTROL. 
We  are  the  Canadian  Representatives  of  S.  Langs- 
dorf  &  Co.,  New  York  City,  makers  of  the  best 
popular  priced  line  of  French  Ivory  Toilet  Lines. 
Toilet  Sets  and  Manicure  Sets  In  the  United 
stated 

We     hive    a     Christmas    catalogue    worth    having. 
Your   name  on    a   post   card   brings    it. 

PUGH    SPECIALTY    CO.,    LTD., 

38    to    42    Clifford    St.,    Toronto,    Canada. 
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Sells  More  Merchandise  Through  Efforts  of 

Community  Savings  and  Loan  Company 

Erie  Organization  is  Capitalized  at  $100,000  and  is  the  Creation 

of  the  Merchants  of  That  Town — Makes  it  Easy  to  Buy  Articles 

and  be  Under  No  Obligation  to  Any  Dealer — Debts  May  be  Paid 

and  Misfortunes  Made  Less  Burdensome 


COMMUNITY  efforts  of  one  kind 
and  another  are  quite  the  vogue 
these  days.  If  there  is  anything 
to  be  done  for  the  betterment  of  the 
community  someone  tries  to  get  citi- 
zens of  all  classes  together  in  a  con- 
certed effort  to  achieve  this  thing  on 
which  they  have  set  their  hearts.  Out 
of  such  sentiments,  the  Rotary  and  the 
Kiwanis  Clubs  have  been  organized  and 
are  doing  a  wonderful  work  in  this 
country  and  in  the  United  States. 

Community  Savings  and  Loan  Company 

The  town  of  Erie,  Pa.,  has  a  communi- 
ty organization  that  will  be  of  interest  to 
Canadian  dealers  to  know  about.  It  is 
called  the  Community  Savings  and  Loan 
Company.  It  is  not  an  organization 
of  mixed  classes  in  the  community;  it  is 
an  organization  fostered  and  operated 
by  the  merchants  of  that  town.  The 
president  of  the  company  is  F.  S.  Bond, 
a  leading  men's  wear  dealer  in  that 
town.  It  is  capitalized  at  $100,000  and 
it  is  under  the  supervision  of  the  State 
Banking  department.  It  performs  the 
same  service  for  the  average  individual 
that  the  bank  gives  to  the  big  business 
man,  a  service  which  the  banks  do  not 
want  to  give  because  the  amounts  are 
small  and  do  not  come  within  the  scope 
of  their  ordinary  risks.  It  provides  an 
easy  method  for  persons  of  moderate 
means  to  secure  loans  of  money  in  any 
amount  up  to  $300  at  reasonable  rates 
of  interest,  payable  by  small  weekly 
savings.  Its  scope  is  so  broad  that  if 
you  have  a  financial  problem  of  any  sort 
a  visit  to  the  offices  of  this  organiz- 
tion  will  show  you  an  easy  solution,  a 
solution  that  brings  satisfaction  to  both 
the  applicant  and  to  the  merchants 
throughout  the  town  of  Erie.  It  helps 
to  eliminate  the  worry  of  unpaid  ac- 
counts, if  you  happen  to  have  any,  and 
the  embarrassment  of  collectors  or 
weekly  or  monthly  statements  is  done 
away  with. 

Ready  Money  to  be  Had 

The  manner  in  which  the  company  op- 
erates is  a  very  simple  one.  Suppose 
you  feel  that  you  need  and  should  have 
some  useful  article — it  may  even  be 
classed  as  a  luxury.  You  naturally  may 
hesitate  at  the  sum  involved  because  it 
is  ani  outlay  of  considerable  money — ■ 
more,  perhaps,  than  you  have  at  present 
and  it  may  be  many  months  before  you 
will  have  the  required  amount.  You  can 
borrow  this  money  from  the  Community 
Savings  and  Loan  Company,  under  cer- 
tain regulations  that  are  by  no  means 
onerous,  and  the  cash  is  paid  to  the  deal- 


Community  Savings  and  Loan  Company  of  Erie,  Pa. 

Erie,  Pa 19 


For  value   received,   the   undersigned,  jointly   and    severally,  promise   to  pay 

the  Community  Savings  and  Loan  Company  of  Erie,  Pa.,  the  sum  of 

Dollars,  with   interest,  under  Act   of  1915 

P.   L.   1012   and   the   supplements    and   amendments   thereto,   at   the    office    of   the 

said  company,  without  defalcation,  or  set  off,  and hereby  authorize 

any   attorney   of   any  court   of   record   in    Pennsylvania,   or    elsewhere,   to    appear 

therein    and    confess   judgment    against 

for  said  sum,  with  interest  as  aforesaid  and  costs,  and  ten  per  cent,  attorney's 
commission  if  collected  by  process,  waiving  inquisition,  exemption  and  stay  of 
execution,  and  waiving  all  benefit  from  any  sts^y,  extension,  or  relief  laws. 

It  is  understood  that  the  undersigned  shall  pay  this  obligation  by  repaying 

the   sum   of  $ this   day   lent   in installments   of 

$ together  with   interest. 

The   undersigned   hereby   pledge as    security,   for  the   payment   of  this 

obligation,  and  also  for  the  payment  of  any  other  debt  or  liability  of  the  under- 
signed to  the  said  company  or  holder  hereof,  whether  as  maker  or  endorser, 
surety,  guarantor  or  otherwise,  and  whether  absolute  or  contingent,  or  now 
existing  or  hereafter  incurred,  all interest  in  Certificate  of  Invest- 
ment, No of  said  company  to  the  amount  of  $ 

subscribed  in  accordance  with  its  by-laws,  together  with  the  following  collateral: 

When  this  obligation  matures  or  otherwise  becomes  due  and  payable  as 
herein  set  forth,  the  book  value  of  said  certificate  may,  at  the  option  of  the 
company,  be  applied  as  credit  thereon. 

The  undersigned   further  agree.. that 

will  deposit  with  the  said  company  such  additional  security  as  said  company 
may  from  time  to  time  require,  and  in  default  thereof  this  note  shall  at  the 
option  of  said  company  become  forthwith  due  and  payable  as  though  it  had 
actually  matured;  also  at  the  option  of  the  company  this  note  shall  become  due 
and  payable  upon  notice  to  that  effect  upon  default  in  the  payment  of  any 
installment  payable  to  said  company  upon  said  Certificate  of  Investment,  or 
upon  the  breach  of  any  regulation  of  the  company;  and  upon  any  such  default 
•before  the  maturity  of  this  note,  or  in  payment  of  the  same  at  maturity,  the 
maker.  ..  .hereby  authorize.  ..  .and  empower.  ..  .the  said  company,  its  successors 
or  assigns,  to  sell,  assign  and  deliver  the  whole  of  said  Certificate  of  Investment 
or  other  collateral  security,  or  any  part  thereof,  or  any  substitutes  therefore, 
or  any  additions  thereto,  either  at  public  or  private  sale,  or  upon  any  exchange 
or  any  broker's  board,  with  or  without  advertisement,  and  without  further 
notice,  for  the  purpose  of  paying  this  note  and  any  interest,  or  other  charges 
thereon,  or  any  other  debt,  or  liability  of  the  undersigned  to  said  company 
whether  due  or  not.  All  costs  and  expenses  incurred  by  said  corporation  or  any 
agent  thereof,  in  realizing  upon  said  collateral,  and  all  expenses  of  sale,  shall 
be  chargeable  to  the  maker  and  may  be  paid  out  of  the  proceeds  of  sale;  and 
said  company,  or  its  assigns,  may  become  the  purchaser  of  said  collateral  or 
any  part  thereof,  when  sold  at  public  auction  or  upon  any  exchange  or  at  any 
broker's  board. 

Protest,  presentation  and  notice  of  dishonor  are  hereby  waived. 
Addresses: 

(SEAL) 

(SEAL) 

(SEAL) 

(SEAL) 


er  and  you  are  relieved  of  a  feeling  of  ob- 
ligation to  anyone.  You  call  a:  the  of- 
fices of  the  company  weekly,  or  semi- 
monthly as  the  case  may  be  (regulated 
according  to  pay  days)  and  by  small 
savings  you  have  accumulated  a  suffi- 
cient sum  in  a  short  time  to  pay  your 
indebtedness.  You  have  had  the  use  and 
the  pleasure  of  the  article  you  wanted 
and  have  not  missed  the  small  deposits 
that  have  been  made — 2%   on  the  prin- 


cipal and  2cf    on  the  total  interest  each 
week. 

Paying  Debts 
There  is  one  other  service  which  this 
company  offers  that  is  invaluable  to  the 
customer  and  which  takes  care  of  him 
at  a  time  v  hen  "a  friend  in  need  is  a 
friend  indeed."  Suppose,  for  instance, 
that  a  man  owes  acounts  in  the  town 
amounting  to  $300.  Suddenly,  misfor- 
tune   overtakes   him.     Perhaps    his   wife- 
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is  taken  ill,  an  operation  is  required, 
and  death  knocks  at  his  door.  All  at 
once,  a  very  heavy  expenditure  is  in- 
curred, an  expenditure  which  he  is  to- 
tally unable  to  meet.  Not  only  his  debt 
of  $300  but  new  debts  hang  over  his 
head  and  he  sees  no  way  of  meeting 
them.  Ordinarily,  creditors  would  be 
.-taring  him  in  the  face  every  corner  he 
turned  and  the  future  would  seem  very 
discouraging  ahead. 

But  the  town  of  Erie  through  its 
Community  Savings  and  Loan  Company 
has  made  provision  for  just  such  an 
emergency.  The  money  can  be  borrow- 
ed on  the  endorsement  of  the  notes  by 
the  firms  to  whom  he  is  indebted.  With 
the  endorsement  of  these  note;,  the  mon- 
ey is  handed  over  and  the  man  goes  and 
pays  off  all  his  accounts.  In  the  mean- 
time, his  credit  which  is  listed  with  the 
Credit  Rating  Bureau  is  not  affected  in 
any  way. 

There  are  other  cases  of  a  similar  na- 
ture that  are  handled  by  this  company. 
Suppose,  for  example,  that  a  man  lor.es 
his  position  through  no  fault  of  his  own 
— unemployment  becomes  more  or  less 
rife  in  the  community.  He  is  unable  to 
meet  payments  that  ars  falling  due  be- 
cause there  is  nothing  coining  in,  at 
least  not  more  than  he  needs  to  keep 
body  and  soul  together.  He  can  borrow 
from  this  company  to  pay  his  debts  and 
be  free  of  the  financial  worry  that  drives 
many  a  man  to  desperation  and  some- 
times worse.  It  is  a  known  fact  that 
financial  worry  impairs  greatly  a  man's 
usefulness  to  the  community  and  bis 
earning  power.  This  Community  Sys- 
tem takes  much  of  the  strain  away.  It 
is  a  fact  mentioned  by  Mr.  Bond  in  the 
course  of  a  conversation  which  Dry 
Goods  Review  had  with  him  that  during 
the  recent  winter  when  there  were  many 
men  in  Erie  out  of  employment  that  the 
Company  had  borrowed  some  $47,000 
from  the  banks  there  to  help  men  who 
were  out  of  work  or  who  had  met  with 
one  misfortune  or  another  during  the 
business   depression. 

The  Feeling  Behind  It. 

In  discussing  the  operations  of  the 
Company  with  Dry  Goods  Review,  Mr. 
Bond  pointed  out  that  it  made  for  a 
much  better  feeling  in  the  community 
than  would  otherwise  exist.  Citizens 
felt  that  merchants  were  interested  in 
them  and  their  welfare  and  were  anx- 
ious to  make  buying  an  easy  as  well  as 
a  profitable  thing  for  all  concerned.  It 
sold  more  merchandise  because  it  made 
buying  easy  and  relieved  it  of  much  of 
the  unpleasantness  that  sometimes 
creeps  up  if  accounts  are  not  paid  on 
the  minute  and  if  misfortune  comes 
robbing  a  man  of  his  ability  to  meet  ob- 
ligations entered  into  when  skies  over- 
head seemed  blue  enough.  It  made  every 
consumer  feel  that  the  merchant  was 
his  friend  rather  than  a  mere  dealer  in 
merchandise  whose  sole  and  only  object 
in  being  in  business  was  to  make  a  pro- 
fit at  any  price. 


LATE  NOVELTIES  FOR  XMAS 
TRADE 

(Continued  from  page  78) 

coming  in  blue  and  silver  toned  wrap- 
pers altogether  distinctive  in  appear- 
ance. The  idea  which  has  been  em- 
phasized by  this  maker  in  putting  out 
these  manicure  sets  is  the  fact  that 
they  may  be  used  appropriately  as  gifts 
on  any  occasion,  so  that  should  any  sets 
be  left  after  Christmas  they  can  just  as 
well  be  sold  for  New  Year  or  for  other 
special  occasions.  InclucLd  in  some  of 
these  holiday  sets  are  two  radically  new 
nail  polishes  which  are  already  proving 
acceptable  holiday  novelties  in  toilet 
goods.  These  polishes  are  liquid  and 
can  be  quickly  applied.  The  new  polish 
dries  instantly  and  lasts  for  days  with- 
out being  renewed,  thus  supplying  a  real 
need  for  the  dressing  table. 

Still  another  novelty  for  the  dressing 
table  is  a  "Tooth  Pencil"  or  rather  a 
pencil  which  will  remove  any  discolora- 
tion from  the  teeth  and  keep  them  white 
and  in  good  condition.  This  novelty  has 
just  arrived  from  England  and  will  be 
widely  popular  when  introduced,  as  it  is 
convenient  to  carry  like  an  ordinary  pen- 
cil and  can  be  applied  anywhere  at  any 
time. 

A  leading  Montreal  manufacturer  of 
leather  goods  pointed  out  to  Dry  Goods 
K  view  the  fact  that  the  newest  leather 
handbags  are  fitted  with  the  large  size 
metal  compact  case  so  that  ladies  who 
prefer  the  new  style  of  face  powder  con- 
venience can  slip  it  into  a  compartment 
of  the  right  size.  These  containers  do 
not  include  the  powder  however,  and 
this  must  be  added  by  the  purchaser  of 
the  bag. 

English   Effects   in   Handbags 

The  English  style  is  a  leader  in  fine 
handbags  for  the  holiday  season,  beaver 
and  velvet  calf  bein»'  especially  popular. 
Flap-over  bags  in  rather  severely  plain 
effects,  finished  with  double  strap 
handles  in  such  colors  as  browns,  tans 
and  greys  are  considered  especially 
smart  at  the  moment.  Linings  are  match- 
ed or  harmonized  and  carried  out  in  rich 
moire  as  a  rule,  which  suits  the  dull  fin- 
ish of  the  leather.  The  medium-sized 
bag  is  most  in  demand  at  present  but 
there  is  a  choice  of  three  sizes  to  select 
from,  ranging  from  rather  small  to  large 
effects,  including  the  new  crescent- 
shaped  bag. 

Tan  calf  bags  finished  with  a  14  karat 
gold  frame  and  lined  with  rich  rose- 
colored  silk  are  among  the  handbags 
"de  luxe"  offered  by  this  Montreal  firm 
for  the  holiday  trade.  An  ingrain 
leather  of  new  appearance  is  also  shown 
in  strongly-made  and  useful  styles  com- 
ing in  four  colors  and  fitted  with  change 
purse,  mirror,  compact,  lipstick  and 
rouge.  These  can  be  had  from  $36  up- 
wards and  are  particularly  good  for 
spring  trade. 


Bridge  sets  are  a  new  idea  o'fered  by 
this  firm  for  Christmas  selling  and 
come  in  tan  or  assorted  colors  in  rich 
suede  and  other  leathers.  The  set  com- 
prises 2  packs  of  cards,  score  pad  and 
pencil  and  folds  up  compactly  in  oblong 
shape.  This  item  is  to  be  a  leading 
feature  of  all  novelty  and  art  goods' 
stores  this  year.  A  bill  fold  for  ladies 
is  also  shown,  fitted  with  mirror  and 
powder  chamois.  Any  of  these  articles 
can  be  initialled  if  the  personal  touch  is. 
desired  by  the  purchaser. 


The  Store  of 

Specialty  Shops 

Department    Stores    Dividing    Into   Sev- 
eral Specialty  Shops 

There  is  a  growing  tendency  among 
department  stores  to  subdivide  their  de- 
partments into  shops.  Thi.,  is  an  out- 
growth of  the  specialty  idea.  Those  who 
have  made  a  study  of  the  small  shop  say 
many  people  have  learned  to  patronize 
these  because  stores  which  stress  one 
line  have  all  that  can  be  desired  in  it. 
This  means  that  the  larger  stores  which 
may  have  just  as  complete  a  range  are 
overlooked. 

The  Wm.  E.  Hengerer  Co.,  of  Buffalo. 
N.  Y.,  calls  their  large  house  "The  Store 
of  Specialty  Shopsi"  General  depart- 
ments have  certain  sections  set  aside  for 
particular  lines.  There  is  the  "Toy 
Shop,"  the  "Art  Shop,"  "The  Boys'  Shop" 
and  "The  Shop  for  Larger  Women."  This 
system  means,  of  course,  stocking  a 
complete  range  in  the  section  named  and 
the  result  is  less  going  around  on -the 
part  of  the  customer.  In  mo^st  cities  and 
even  in  small  towns,  merchants  tell 
Dry  Goods  Review  that  one  of  the  big- 
gest problems  of  the  large  store  today 
is  to  get  people  to  exert  themselves. 
They  like  the  convenience  of  the  little 
store  which  is  just  off  the  street. 

Sections  Every  Store  Could  Have 

While  many  stores  might  not  find  it 
possible  to  have  some  of  these  shops, 
there  are  a  few  which  all  should  have. 
One  is  an  Infants'  Section  or  Layette 
Room.  There  is  not  a  ntore  with  which 
our  representatives  have  discussed  this, 
which  has  found  it  unsuccessful.  Every- 
one is  specializing  on  infants'  clothes  be- 
cause of  so  many  outside  forces,  from 
the  Dominion  andl  provincial  govern- 
ments down  to  the  school  girls  in  their 
teens. 

Then  there  is  the  Gift  Shop.  This  is 
an  absolute  need  at  Christmas  time.  No 
matter  how  small  the  section,  let  it  be 
suggestive,  let  it  be  artistic  and  cus- 
tomers will  frequent  it. 

American  stores  say  that  sections  for 
larger  women  are  necessary.  In  Cana- 
da the  need  is  not  so  great.  Yet  those 
stores  which  have  them  are  developing 
a  class  of  trade  which,  in  former  days, 
went  to  dressmakers  for  all  their  needs. 
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Feather   Fans 


appropriate   gifts 

Ours  are  boxed  separately 

Solid  and  slat  handles 

all  colors 

$36.00  perdoz.  up 

Metallic  Flowers 

and   Fruits 

a  large  range 

The  Boutonniere 

a    neat    little    gift 
Attractively  Boxed 

$2.50  per  doz.  up 

Present    these    with    your 

Christmas  Message 

to  your  customers 

Wait 

for   our     salesmen 
now  out  with  the  best  range  of 

Feathers  and  Flowers 

for  Spring- 

*  *  *  * 

As  Always 
"The  New  Things  First  " 

Stocks  carried   in 
Ottawa -Montreal -Winnipeg 

DOMINION    OSTRICH 
FEATHER  CO.,  Limited 

78  Wellington  St.  W.      -     Toronto 

Representatives : 
H.  B.  Taylor,  Mappin   Bldg.,  Montreal. 
J.  G.  Martin,  Hammond   Bldg., 

Winnipeg 
E.    R.  Briggs,   Western    Ontario. 
J.  A.  Ayearst,   Ottawa. 


//  will  add  to  your 
profit  to  investigate  our 
lines.  Our  prices  are 
fair  and  our  dealings 
are  square.  We  have 
built  our  business  on 
service. 

Braids  —  fancy  and  military; 
Beads,  Chenille,  Cords,  Drops, 
Fringes  —  fancy  and  plain; 
Girdles,  Ornaments,  Tassels, 
Knitted  Trimmings  and 
Soutache. 

The  Moulton  Mfg.  Co. 

Limited 

4  Inspector  St.  -  Montreal 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 


MADEIRA    HAND   EMBROIDERED 
LINENS  and  HANDKERCHIEFS 


I  r^RrTTiff^fTM 


932-938  Broadway  New  York  Cor.   22nd   St. 

Canadian  Showroom   and  Factory: 

Bay  and  Wellington  Sts.,        -        Toronto,  Canada 


Most  effective  to  announce  spec- 
ial sales,  anniversaries  and  otlier 
merchandising  events.  Novel.  In- 
expensive. Trade  marks,  special 
designs  and  any  wording  can  be 
imprinted. 


EVANS 
&  CO., 
Limited. 


ttttffifflmg 


247  St.  Paul 
Street  West. 
MONTREAL. 
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"You're  Going  to  Have  a 
Good  Christmas!" 

Shirt  and  Neckwear  Gifts  will  easily  lead  among  the  practical  Gifts 
for  Men  this  Christmas. 

We  have  prepared  a  special  selection  of  Shirts  and  Neckwear  par- 
ticularly suitable  for  Christmas  trade;  the  patterns  are  particularly 
attractive,  and  every  item  is  put  up  in  individual  boxes. 


NECKWEAR 


Lot  "E" — Comprehensive  selection  of 
American  silks  in  two  and  three-color 
combinations  particularly  suitable  for 
Christmas  business;  Made  in  "Prince 
Shape."     Individually    Boxed. 

$6.50  Dozen 


Lot  "F" — American  and  European  Silks 
of  the  better  qualities  made  in  Medium 
width,  "Byng  Shape"  with  Slide  Easy- 
Bands.      Individually    Boxed. 

$8.00  Dozen 
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A  Novel  "Nine-Day  Nine-Cent  Sale 

Sales  Idea  That  Helped  Out  the  Notions  Department — Started  at 

Nine  O'Clock  on  Ninth  of  Month  and  All  Prices  Contained  the 

Figure  Nine— An  Old  Style  Sewing  Bee  Sale  Brings  Good  Results 

—Getting  Good  Mailing  List  From  Clearance  Sale 
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SEMI-ANNUAL  clearance  sales  are 
prosaic  matters  at  the  best  of  times 
and  need,  more  than  any  other  vari- 
ety of  merchandise,  the  stimulus  of  ori- 
ginal, fresh  ideas  in  order  to  attain  the 
maximum  results.  In  particular,  such 
lines  as  smallwares  and  fancy  goods 
require  careful  forethought  where  sales 
are  concerned,  otherwise  the  same  old 
hackneyed  and  threadbare  merchandis- 
ing methods  will  once  more  be  called 
into  play.  Dry  Goods  Review  has  inter- 
viewed four  or  five  retail  buyers  of 
the^e  g&ods  in  order  to  put  the  ques- 
tion "Is  there  a  new  angle  possible  for 
the  January  clearance  sale?"  and  in 
each  case,  the  reply  was  in  the  affir- 
mative where  smallwares  and  fancy 
goods  are  concerned. 

"My  most  :uccessful  notion  sale  oc- 
curred last  year,"  said  one  buyer.  "I 
intend  to  feature  it  annually  hereafter 
and  called  it  our  annual  'Nine-Day  Nine- 
Cent  Sale.'  The  idea  underlying  this 
event  is  the  featuring  of  the  figure  nine 
which  is  not  often  met  with  in  this  con- 


nection. As  far  as  possible  we  featur- 
ed goods  at  the  nine  cent  price,  but 
where  this  was  impossible  we  used  fig- 
ures in  which  nine  predominated.  The 
sale  begins  on  the  9th  of  the  month  and 
lasts  nine  days.  The  doors  are  opened 
at  9  a.m.  and  consequently  there  are 
plenty  of  'extraordinary'  9  o'clock  spe- 
cials to  act  as  'door  jammers.' 

"As  this  particular  price  figure  is  an 
unusual  one  and  comes  between  the  pro- 
verbial nickel's  worth  and  the  dime,  it 
requires  somewhat  close  watching  to 
see  that  values  are  really  given.  How- 
ever, the  possibilities  in  the  idea  as  re- 
gards advertising  and  display  are  de- 
cidedly worth  while,  since  the  sight  of  a 
huge  figure  9  dominating  a  page  of  ad- 
vertising or  a  huge  window  display  of 
the  usual  wanted  lines  will  make  even 
the  most  hardened  bargain  hunter  sit 
up. 

"Arranging  merchandise  in  a  rising 
fcale  of  values  priced  from  9  cents  up- 
wards such  as  19  cents,  29,  39,  49,  etc., 
is    also    a   novel    way    of   attracting    at- 


tention and  practically  anything  in  no- 
tions and  left  over  Christmas  goods  can 
be  rapidly  disponed  of  by  means  of  such 
groups  and  prices." 

"Old  Style  Sewing  Bee" 

Although  more  properly  belonging  to 
an  early  Spring  or  Fall  sewing  week, 
another  sales  idea  which  quickly  effect- 
ed a  clearance  of  notions  and  trim- 
mings for  dresses  of  all  kinds  is  worth 
nijention.  This  event  was  called  "An 
Old  Style  Sewing  Bee"  by  the  store 
which  originated  it  last  year  and  par- 
took of  the  nature  of  an  educational 
event  since  a  miniature  button  cover- 
ing factory  was  installed  in  the  small- 
wares  department  together  with  a  hem- 
stitching machine  for  finishing  all  kinds 
of  garments  and  household  linens,  while 
sponging  and  free  hemming  of  linens 
was  also  undertaken  during  the  fort- 
night of  the  January  clearance  sale.  In 
addition,  an  experienced  dressmaker  was 
on  hand  in  the  dress  fabrics  department 
to   advise   customers    on   how   to   utilize 


The  first  of  the  Robert  Simpson  Company's  series  of  Christmas  toy  displays.     This  is  the  large  corner  window  at  Queen 

and  Yonge  Sts.     Of  the  hundred  or  more  dolls  shown,  not  a  single  one  is  hidden  from  view.     The  clown  in  the  centre  is  n 

life-sized  mechanical   toy  which  turns  completely  around  in  his   seat,  from   morning   until  night   and   brings   hundreds   of 

young  and  old  from   across  the  street.     Above  his   head  are  ballooyis.  Display  under  the  direction  of  E.  P.  Burns. 
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remnants  to  achieve  smart  effects.  A 
great  sale  of  remnants  of  all  kinds  was 
staged  towards  the  close  of  the  month 
and  it  was  found  that  practically  every 
piece  was  sold  when  customers  could 
feel  assured  that  the  remnant  which 
took  their  fancy  was  really  sufficient 
for  the  particular  need  they  had  in 
mind. 

The  manner  in  which  these  various 
services  were  operated  was  as  follows. 
The  buttons  were  to  be  purchased  at 
the  department  and  the  material  for 
covering  supplied  by  the  customer.  There 
was  no  co.  t  for  the  process  of  covering 
which  was  done  inside  an  hour  or  two. 

The  sponging  also  was  done  by  an 
improved  process  right  in  the  depart- 
ment by  an  experienced  man,  and  was 
also  done  gratis  when  goods  were  pur- 
chased at  the  store.  The  hemstitching 
and  picot  work  was  done  as  well  in  the 
department,  a  nominal  charge  being 
made  per  yard  for  each  kind  of  work 
which  in  the  case  of  thin,  sheer  materi- 
als was  a  little  higher  than  that  charg- 
ed for  cotton  goods.  Ordinary  hem- 
ming upon  table  linens,  .  heets,  pillow 
cases,  etc.,  was  done  free  of  charge  on 


A  CORRECTION 
A  typographical  error  occurred 
in  Ribbons  Limited  advertisement 
on  page  5  in  the  October  issue.  It 
should  read — "for  winter  wear  fur 
and  velvet  are  giving  way  to  col- 
lars of  Ribbon  Roses  aiid  wide 
ruches." 


all  goods  purchased  during  the  January 
white  sales. 

At  the  same  time  the  counters  of  the 
departments  were  overflowing  with  no- 
tions and  :  mallwares  marked  at  attrac- 
tive prices  to  encourage  quantity  buy- 
ing. Such  goods  as  hair  nets,  mend- 
ings, hairpins  and  threads  were  priced 
by  the  dozen  and  sold  more  easily  than 
they  had  previously  done  by  the  single 
item. 

Free    Sample:    Drew    Buyers 

The  idea  of  "something  for  nothing" 
exercised  considerable  influence  in  a 
very  successful  semi-annual  clearance 
sale  of  smallwares  featured  by  Mur- 
phy's of  Montreal  when  that  store  offer- 


ed to  give  with  every  sale  of  fifty  cents 
worth  of  notions  a  choice  of  one  of  the 
following  five  items: 

1  pkge.  of  the  best  needles;  1  set  of 
shell  hairpins;  1  card  of  high  grade  safe- 
ty pins;  1  set  of  lingerie  pins;  1  "Han- 
dy  Kit"  holding  assorted  notions. 

The  only  condition  attached  to  this 
free  gift  was  that  the  sales  slip  of  the 
fifty  cent  purchase  should  be  presented 
at  the  time  the  request  for  the  free  gift 
was  made.  To  announce  the  tale,  the 
Murphy  store  featured  a  remarkably 
effective  window  display  in  the  centre 
of  which  a  pretty  girl  was  seated  hold- 
ing up  the  free  gifts  for  passers-by  on 
the  sidewalk  to  see.  Among  the  many 
splendid  values  offered  by  this  depart- 
ment were  a  large  assortment  of  hang- 
ers for  clothing,  made  of  wire,  wood, 
etc.,  which  were  priced  in  quantities 
varying  from  2  to  one  dozen,  and  ad- 
vertised with  the  suggestion  that 
enamelled  or  gilded  they  were  appro- 
priate for  gift  purposes. 

Mailing    List   From    Clearance   Sale 

The   same   idea,   namely,   that  of  giv- 
ing  away   free    samples,   was    tried   out 
(Continued  on  page  112) 


BUCKLES    ARE 
LEADING 
TRIMMING 


on  this  year's  gowns, 
suits  and  even  blouses, 
-is  what  both  Paris  and 
New  York  say.  Here 
are  two  numbers  which 
justify  the  demand. 


TOP— Celluloid  engrav- 
ed with  electric  pen- 
cil. They  come  in 
white  and  black. 
Some  are  set  with 
rhinestones  and  oth- 
ers have  silver  and 
gold   tassels. 


BOTTOM— Also  cellul- 
oid trimmed  with 
metal  in  all  the  new 
shades,  (silver,  gold, 
red,  jade,  etc.). 

Shown  by  Button  Sales 
Limited,  Toronto. 
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WM.  E.  WRIGHT  SAYS: 

"There  is  always  a  noticeable  activity  in  sales 
of  bias  tape  in  the  weeks  preceding  the  holidays. 
The  business  is  mostly  done  in  the  colors.  This 
is  easily  explained.  The  various  utility  articles 
which  clever-fingered  women  design  for  gifts 
require  binding  and  the  use  of  our  taipe  saves 
time  and  money  and  gives  the  home  sewer  a 
better   job. 

"We  decided  this  year  that  we  would  develop  this 
business  for  the  benefit  of  the  dealer.  During 
October  and  November  we  are  advertising  tapes 
especially  for  gift  making  in  a  list  of  tested 
women's  publications,  and  we  are  distributing 
a  new  sewing  book  "Christmas  Gifts  of  Real 
Value,"  uniform  in  size  and  general  appearance 
with  our  regular  sewing  book  but  devoted  entirely 
to  articles   suitable  for  Christmas  giving. 

"Be  sure  you  have  plenty  of  colors  on  hand  dur- 
ing the  weeks  between  now  and  Christmas.     Many 

of  the  articles  in 
the  book  call  for 
the  new  taffeta 
silk  bindings.  Your 
notion  department 
cannot  afford  to 
be  without  these. 
Buyers  in  notion 
departments  who 
write  for  the  book 
on  the  firm  sta- 
tionery will  be 
supplied  with  a 
copy  without 
charge.  We  are 
asking  the  public 
10   cents   for   it." 


Send  for  Color  Card  of 

WRKiHT'SBlASFOmWi 

with    full    description    of    widths    and    materials  for   reference— showing 

our    full    line    of    fast    colored    percales    in    13  plain    colors,    7    colors 

checked   and   6   colors  striped;  also  taffeta  silk  in   6  plain    colors   and 
white    and    black. 

Till:    BIAS    TAPE    WITH   THE    GREATEST    ELASTICITY. 
"IT'S    IN   THE    MAKING." 

WM.  E.  WRIGHT  &  SONS  COMPANY 


Manufacturers 

350-370    Scotland 

Road 

Orange,  N.J. 


WRIGHT'S 
B1ASF0LDTAPE 

v  It  turns  itself  ' 


Infants'  Knitted  Goods 

i 

Hand    and    Machine    made. 
Our  range  is  most  complete. 

BOOTEES,  MITTENS,  TOQUES,  HOODS, 

SCARFS,  VEILS,   LEGGINGS,  JACKETS, 

SHAWLS,  OVERALLS,  CLOUDS. 


JAPANESE  SILK  SHOES,  JACKETS, 

PRAM  COVERS. 

HOLIDAY  SILK  NOVELTIES. 


Knitting  Wools — all  colors. 


Hambly  &  Wilson 

LIMITED 

1  1  Wellington  Street,  W. 
TORONTO 


Make  Your  Show  Windows  Pay  Your  Rent 

A  Chest  Full  of  Interchangeable 

Window  Display  Fixtures 

For  Displaying  All  Kindt  of  Merchandise 
That  Will  Give  10  Yeart  Service  at  Little  Cost. 
Ask  for  Catalog.  Enough  Good  Oak  Fixtures  to  Fill  Your  Windows. 

Shipped  Thru   Jobber  or  Direct  from  Hamilton,  Patented   and   Made  in   Canada 

The  Oscar  Onken  Co.      3851  4ih  S(.     Cincinnati, O. 


"Canada's  Oldest  Fixture  House" 

A.  S.  Richardson  Co.,Limited 

BELLEVILLE,  ONTARIO 

Let  us  figure  your  Display  Fixture  wants. 

Papier-mache     forms,     wood     and     metal 
fixtures,     hangers     and     silent     salesmen. 

AGENCIES— Halifax,      Montreal,     Ottawa.     Toronto, 
Windsor,   Winnipeg,    Regina,   Calgary,    Vancouver. 
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For  Your  Ready -to- Wear— 


Nothing  finer  is  extant  than  our 
foims,  perfect  in  shape — quality  the 
best. 

Write  for  our  catalogue  showing  a 
complete  line  of  display  forms. 

We  do  not  import  figures 
We  make  them. 

Dale  Wax  Figure 
Co.,  Limited 

Canada's  Leading  Manufacturers  of  Display 
Forms  and  Fixtures   of  all  kinds. 


86  York  Street 


Toronto 


Agents 


MONTREAL— P.     R.     Munro,    New    Birks     Bldg.       WINNIPEG — O'Brien,     Allen    &     Co., 
Phoenix   Block.      VANCOUVER — E.    R.    Bollert   &   Son,   501    Mercantile   Bldg. 


COMPLETE     STORE     EQUIPMENT 

Wall 

Cases 

Show 

Cases 

Counters 


Illustration  of  Glove, 
Hosiery  and  Furnish- 
ings   Fixture. 


Send  us  your  floor  plan  and  idea  of  require- 
ments. We  make  plans  and  quote  you  in 
detail. 

Right  construction,  price  and  life  service  in 
these  fixtures. 

The 

Walker  Bin  &  Store  Fixture  Co. 

Limited 
Kitchener  .  Canada 


Show  Case  No.  23X 
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The  Art  of  Showcard  Writing 

Suggestions  as  to  How  to  Hold  the  Pen  and  Obtain  Greater 
Facility — Some  Alphabets  Adapted  for  Use  in  Pen  Lettering — 
Satisfactory  Color  for  Pen  Work — The  Practical  Importance  of 

Pen  Lettering 

By  JALEXO 


THE  pen  has  a  definite  and  prom- 
inent place  in  the  hands  of  the  ex- 
perienced cardwriter.  It  is  through 
the  medium  of  the  pen  that  the 
desired  "  gray  "  effect  is  obtained 
on  showcards,  which  are  lettered 
in  paragraph  fashion.  It  may  here  bj 
explained  that  in  showcards  where  cap- 
tion, reading  matter  and  price  are  let- 
tered on  a  card,  it  becomes  necessary  to 
dist'nguish  these  elements  by  correct 
display  and  contrast.  A  showcard  of  this 
sort  lettered  in  black,  permits  of  three 
contrasting  effects — black,  gray  and 
white.  We  may  also  observe  here  that 
the  caption  and  price  provide  the  black 
contrast,  the  reading  matter  provides  the 
gray  contrast  and  the  spacing  around 
and  between  the  various  elements  of  dis- 
play provide  the  white  contrast.  Hence 
we  have  the  black,  gray  and  white, 
which  must  be  kept  continually  in  mind 
during  the  layout  and  lettering  of  the 
card. 

Obviously  it  is  to  the  pen  that  the 
cardwriter  looks  for  the  means  of  ac- 
quiring the  desired  gray  contrast  which 
is  so  appropriate  when  rightly  used. 

How  To  Hold  The  Pen 

The  pen,  you  will  notice,  is  held  in 
much  the  same  manner  as  the  brush.  In 
the  accompanying  sketch  we  have  two 
methods  of  holding  the  pen.  Both  ways 
are  recommended,  since  each  brings  a 
distinctly  different  result.  Position  1,  il- 
lustrates the  upright  effect  in  lettering 
obtained  by  holding  the  pen  squarely  to 
the  line,  and  keeping  it  in  this  position 
for  the  execution  of  both  straight  and 
curved  strokes.  Similarly  in  position  ? 
we  have  a  distinct  change  of  lettering 
which  comes  from  holdingthe  pen  at  the 
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angle  shown,  and  (as  in  the  case  of  po- 
sition 1)  keeping  it  in  this  position  dur- 
ing the  execution  of  both  straight  and 
curved  strokes. 

Pen  Easier  To  Master  Than  Brush 

It  is  popularly  recognized,  however, 
that  penwork  is  more  easily  mastered 
than  brushwork,  due  to  the  fact  that  in 
using  a  pen,  the  hand  obtains  a  firmer 
hold  on  the  card  as  a  result  of  the  pres- 
sure required  in  making  the  characters. 
A  first  attempt  at  penwork,  of  course,  is 
likely  to  prove  disappointing.  Penwork 
is  not  so  simple  that  it  can  be  mastered 
in  a  day.  As  with  the  brush,  so  with 
the  pen,  careful,  attentive  perusal  is  im- 
perative at  every  stroke.  It  is  only 
through  constant  practice  that  one  reach- 
es any  marked  degree  of  proficiency.  De- 
vote but  thirty  minutes  a  day  to  the  pen 
and  the  numberless  little  difficulties 
will  practically  vanish  within  a  week  or 
so.  Any  cardwriter  who  questions  his 
ability  to  bring  the  pen  under  complete 
control,  will  upon  giving  the  matter  suf- 
ficient study  and  practice,  discover  that 
his  "troubles"  were  rather  imagined 
than  thought. 

Color  for  Penwork 

Black  is  the  most  satisfactory  color: 
for  use  with  the  pen.  The  ordinary  brush 
color,  diluted  with  water  to  the  right 
consistency  is  in  universal  usage.  If, 
however,  you  wish  to  mix  some  co'.or  of 
your  own,  there  is  an  excellent  formula: 
First,  obtain  some  lamp  black;  second, 
dissolve  water-soluble  nigrosine  dye  in 
water;  third,  mix  these  to  the  desired 
consistency;  and  fourth,  add  glycerine 
and  mucilage*  f  or  a  binder.  This  color 
will  be  found  suitable  alike  for  pen  or 
brush. 

The  Soennecker   Pe.n 

The  beginner  is  advised  to  experiment 
with  the  Soennecker  penv  It  is  simple 
in  construction  and  comparatively  easy 
to  handle.  These  pens  come  in  a  variety 
of  sizes,  from  narrow  to  wide.  Any  sup- 
ply school  (or  dealer  in  cardwriters' 
needs)  will  be  able  to  meet  your  require- 
ments in  this  respect.  When  new,  pens 
are  not  sufficiently  pliable  for  immediate 
service.  Preparation  is  essential.  Each 
pen  ought  to  be  held  in  the  flame  of  a 
match  for  about  five  seconds.  When 
taken  from  the  flame,  the  pen  should  be 
dipped  in  cold  water.  This  process  soft- 
ens the  pen  and  makes  possible  that 
smooth  fluent  lettering  so  much  admired. 

Nobody  ever  mastered  the  pen  with- 
out patient  submission  to  a  discipline 
far    from     attractive   and     entertaining. 


Penwork  bristles  all  over  with  technical 
difficulties,  and  I  will  hazard  the  asser- 
tion, without  much  fear  of  contradiction 
from  those  acquainted  with  the  subject, 
that  it  offers  drudgery  enough  and  dis- 
appointment enough  to  be  a  training 
both  in  patience  and  drudgery. 

Practice    Strokes    For    Penwork 

From  the  illustrations  herewith  the 
student  will  observe  that  the  practice 
strokes  which  comprise  the  pen  alphabets 
are  executed  in  the  same  series  of  move- 
ments required  for  brush  work.  The  same 
principles  hold  good  throughout  the  al- 
phabets. 

When  charging  the  pen  with  color,  it 
is  a  good  plan  to  shake  off  the  surplus 
so  as  to  avoid  "blotting"  on  the  card 
when  strokes  overlap.  This  is  a  frequent 
cause  of  disaster  and  demands  constant 
care  and  supervision. 

Penwork  on  Large  Showcards 

Although  pretty  generally  used  on 
small  cards,  penwork  is  also  adapted  for 
the  lettering  of  showcards  in  the  larger 
sizes,  namely,  half  and  quarter  sheets. 
The  writer  recalls  a  series  of  interest- 
ing half-sheet  (14  x  22-inch)  cards  used 
in  the  windows  of  an  exclusive  men's 
and  boys'  clothing  store  in  one  of  our 
Canadian  cities.  These  showcards  fea- 
tured merchandising  messages  referring 
to  the  g'oods  in  the  window,  and  were 
lettered  exclusiveiy  with  the  pen.  An 
initial  letter  on  each  card  at  the  begin- 
ning of  the  first  paragraph  was  the  on- 
ly display  element  observable.  Wide 
borders,  margins  and  thin  line  borders 
produced  an  effect  that  forcibly  im- 
pressed   the    onlooker.    The    penwork   on 
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those  showcards  was  invariably  done  in 
black  color    on   white   cardboard. 

The  smaller  store,  however,  might 
easily  secure  this  refined,  inviting  style 
for  its  particular  use,  by  specifying  a 
smaller  card,  say  the  quarter-sheet  (11  x 
14-inch)  size.  This  would  be  found  ob- 
viously more  appropriate.  Lettered  sole- 
ly with  the  pen,  the  showcard,  whether 


half  or  quartersheet,  may  be  made  to  de- 
liver the  message  in  a  quiet,  unmistak- 
able manner.  Details  to  keep  in  mind, 
while  doing  cards  of  this  description, 
are,  wide  margins,  thin  line  borders  and 
if  desired,  an  initial  letter  or  other 
dainty  ornament.  Above  all,  penwork 
must  be  clean-cut.  It  has  to  be,  in  or- 
der    to     gain     clear,     readable     results. 


There's  no  reason  why  this  kind  of  let- 
tering should  be  stiff  and  labored.  Upon 
overcoming  the  first  beginnings,  as  it 
were,  during  which  every  practice  sheet 
will  be  an  advance  on  its  predecessor 
in  style,  construction  and  technique,  the 
student  will  quite  naturally  acquire 
the  ability  to  do  penwork  that  reflects 
the  neatness  and  freedom  of  the  expert. 
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Display  Men's  Club 

is  Organized 


Toronto   Display   Men   Form    Association 

— Entertained  by  Claude  Forsyth 

of  Kitchener 


A  Display  Men's  Club  has  been  or- 
ganized in  the  city  of  Toronto,  similar 
to  those   that  have  been  operating  suc- 


cessfully in  many  cities  of  the  United 
States  for  some  years.  It  is  to  known 
as  the  Toronto  Display  Men's  Club  and 
it  will  be  conducted  under  the  rules  and 
regulations  of  the  International  Associ- 
ation, with  such  modifications  that  are 
deemed  necessary.  A  good  deal  of  the 
credit  for  the  organization  of  the  To- 
ronto club  is  due  to  F.  G.  R.  Laccy.  the 
Canadian  representative  of  the  Interna- 
tional  Executive   Committee. 

It  is  the  intention  of  the  club  to  hold 
their    meetings    on    the    second    Monday 


of  each  month  and  competent  speakers 
will  be  secured  for  the  occasions. 

The  officers  of  the  new  club  are:  Hon. 
President,  E.  P.  Burns;  President,  F.  G. 
R.  Lacey;  Vice-president,  C.  L.  Brown; 
Secretary,  G.  E.  Duffy;  Treasure)-,  C. 
L.  Morden-  trustees,  C.  H.  Bray,  W.  H. 
Mould,  A.  S.  Hardy,  N.  L.  Birred 

On  Monday  evening,  November  20th, 
Claude  Forsyth  of  Kitchener  entertained 
the  members  of  the  club  to  a  dinner  at 
the  King  Edward.  Over  forty  men  hove 
joined  the  club  already. 
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Cardinal  Points  in  Advertising 

Its  Primary  Purpose  is  to  Bring  People  to  Your  Store — Every 
Word,  Layout  and  Picture  Have  Dollar  and  Cents  Value — Layout 
and    Display — Knowledge    of   Typography    a    Most    Important 

Factor  in  Advertising 

By  D.  L.  WESTON,  Advertising  and  Sales  Promotion  Manager  of  Jas.  A.  Ogilvy's, 

Limited,  Montreal 


STORE  advertising  is  primarily  in- 
tended to  bring  people  to  your  store. 
That  is  the  first  and  greatest 
thing  never  to  be  lost  sight  of.  Every 
word  we  write,  every  layout  we  plan, 
every  picture  reproduced,  is  meant  to 
have  a  certain  very  definite  dollars  and 
cents  value.  No  matter  how  beautiful 
an  ad  looks,  no  matter  how  many  dic- 
tionaries you  have  consulted,  unless 
your  advertising  brings  customers  to 
your  store,  it  is  a  failure,  and  with 
space  costing  anything  up  to  $750  a 
page  you  cannot  afford  to  lose  sight  of 
your  one  great  objective.  Is  it  any 
wonder  that  store  advertising  men, 
either  have  heads  like  billiard  balls  or 
badgers  ?  So  the  first  great  essential 
of  store  advertising  is  that  every  adver- 
tisement must  bring  you  definite  re- 
turns. If  it  does  not,  then  you  have  to 
find  out  why,  and  find  out  P.  D.  Q. 

If  your  advertising  fails  to  bring  re- 
turns then  either  the  merchandise,  the 
price,  or  the  advertising  is  at  fault. 
Strictly  between  ourselves  I  might  add 
the  weather,  but  if  you  were  to  search 
the  whole  of  the  United  States  and  Can- 
ada you  would  not  find  a  single  store 
owner  or  general  manager  who  would 
concede  that  the  weather  could  ever  be 
responsible. 

No,  Sir!  So  knowing  the  causes  of  pos- 
sible failure  it  is  our  daily  duty  to  be- 
ware of  them.  How?  First  of  all  watch 
your  advertising.  Let  your  work  be  your 
constant  thought.  Live  with  it;  love  it; 
study  it;  ever  be  on  the  lookout  for 
chances  of  improving  it;  above  all,  keep 
your  finger  ever  on  its  pulse,  for  the 
pulse  of  advertising  is  the  response  on 
the  part  of  the  public.  Also  by  inspect- 
ing the  merchandise — seeing  it  is  want- 
ed merchandise,  up  to  the  standard  of 
your  store,  and  consider  prices.  This 
last  is  a  pitfall.  A  department  'buyer 
naturally  seeks  to  make  all  the  profit  he 
can  for  his  department.  Each  buyer 
knows  how  much  percentage  of  profit 
his  department  has  to  show  at  the  end 
of  each  trading  period;  but  seeing  that 
our  wives  insist  on  bargains,  he  natural- 
ly has  to  put  a  little  extra  on  now  and 
again  to  level  things  up.  Other  things 
besides  water  seek  their  own  level.  Of 
course,  the  great  majority  of  bargains 
are  really  bargains,  merchandise  bought 
below  market  prices  for  a  variety  of  very 
good  reasons,  and  sold  to  the  public  at 
prices  lower  than  those  generally  pre- 
vailing. 


As  to  the  actual  ad  itself.  How  did 
the  items  gvt  in — how  were  they  select- 
ed and  how  were  they  assembled  ? 

No   Hit  or  Miss   Method 

In  all  large  stores  there  is  a  certain 
definite  schedule  whereby  certain  de- 
partments are  allocated  certain  days  for 
advertising.  This  is  no  hit-or-miss 
method — in  fact  I  may  say  parenthetical- 
ly, there's  no  hit-or-miss  methods  in  de- 
partment store  advertising  at  any  time. 
Friday  is  usually  the  bargain  day, 
whether  you  call  them  bargains  or  not. 
Saturday  is  the  day  for  ready-to-wear 
selling.  The  middle  of  the  week  is 
good  for  piece  goods.  The  latter  part 
of  the  week  for  house  furnishings.  Mon- 
day is  usually  a  good  day  for  kitchen 
ware,  etc.  So  a  department  buyer 
knowing  that  he  has  to  advertise  more 
or  less  regularly  takes  care  to  select 
wanted  merchandise  at  an  attractive 
price  for  his  advertised  items,  or  goes 
out  into  the  open  market  to  see  what  he 
can  pick  up  cheaply.  And  here  you 
find  the  greatest  differenece  in  buyers. 
Some  of  them  seem  to  have  a  sixth 
sense  in  ferretting  out  cheap  merchan- 
dise, whilst  others  wouldn't  see  it  unless 
they  fell  over  it.  Having  bought  his 
merchandise,  or  having  certain  stock  on 
hand,  he  writes  out  the  details  of  his  of- 
ferings and  sends  it  up  to  the  advertis- 
ing department,  where  it  is  filed  under 
the  day  of  the  week  his  announcement 
has   to   appear. 

Each  morning  an  assistant  gathers  up 
all  these  manuscripts  and  compares  them 
with  the  list  to  see  they  are  adhering  to 
the  schedule.  From  January  to  May, 
and  September  to  January,  the  advertis- 
ing manager  is  an  autocrat  sternly  deny- 
ing publicity  to  a  buyer  unless  he,  the 
advertising  manager,  wants  it.  From 
May  to  September  he  is  a  humble  sup- 
plicant at  the  knees  of  the  buyers,  be- 
seeching them  with  tears  in  his  voice, 
and  curses  in  his  heart,  to  give  him 
copy.  When  the  assistant  has  collected 
all  the  copy  it  is  taken  to  the  advertis- 
ing manager  who  looks  it  over — seeing 
it  is  seasonable — seeing  it  is  not  old 
stuff  revamped — seeing  the  comparative 
prices  are  not  exaggerated.  You  either 
O.  K.  the  MSS.  and  hand  it  over  to  the 
copy-writer  to  add  the  garnishments,  or 
else  pick  up  offending  copy  and  get  af- 
ter the  buyers  hot  foot.  Eventually 
everything  is  lovely.  Each  department 
offering  is  typed  on  a  separate  sheet 
of  paper,  so  as  to  leave  room  for  you  to 


add  some  of  your  own  scintillating 
thoughts  if  you  wish  to,  or  delete  some  of 
the   adjectives  provided. 

Now  for  your  layout.  Probably  no  two 
ad  men  do  their  leyout  in  the  same  way. 
Personally  I  consider  this  a  very  im- 
portant feature.  Some  ads  look  as 
though  the  different  items  have  just 
been  thrown  in  anyway;  in  fact  I  once 
heard  an  advertising  manager  pick  up 
his  telephone  and  calling  a  buyer  say, 
"Say,  Jim,  I  have  3  inches  over  2  cols, 
that  wants  filling  up,  can  you  give  me 
anything?"  Gentlemen,  as  advertising 
men  you  will  appreciate  what  a  poor  ad 
that  sort  of  a  man  will  generally  turn 
out.  Personally  I  tabulate  the  items 
I  have  to  advertise  into  three  columns. 
Big  display,  Medium  and  Fill  Ups. 
Then  I  take  a  small  dummy  sheet,  pro- 
vided by  myself,  8  x  11,  ruled  into 
squares  representing  column  widths,  25 
agate  lines  deep.  Then  I  make  my 
dummy  layout.  I  may  make  1,  I  may 
make  3  or  4,  but  I  go  on  making  trial 
layouts,  until  I  get  one  which  contains 
all  the  items  harmoniously  balanced 
without  any  extravagant  use  of  space. 
Fifteen  minutes  spent  on  trial  layouts 
often  saves  me  $45  worth  of  space.  With 
that  as  my  guide  I  then  proceed  to  make 
my  final  layout  for  the  printer,  wherein, 
every  heading,  every  piece  of  body  mat- 
ter, every  cut  is  accurately  placed  and 
allowed  for;  every  rule  indicated;  and 
all  headings,  at  least,  type  specified, 
both  as  to  the  kind  of  type  and  the  font. 
Then   it  goes   to  the  printer. 

Should  Know  Typography 

It  is  absolutely  essential  that  the  de- 
partment store  advertising  man  should 
have  a  thorough  practical  knowledge  of 
typography.  Fortunately  I  spent  many 
years  in  'the  "Montreal  Star,"  and  I 
know  of  no  experience  more  valuable  to 
an  advertising  man  than  the  advertising 
department  of  a  good  newspaper.  It 
gives  him  an  education  which  will  stand 
him  in  good  stead  every  day  of  his  ad- 
vertising life.  The  typography  of  ad- 
vertising can  make  or  mar  a  sale.  Time 
was — and  not  so  long  ago  either — when 
72  point  Cheltenham  bold  upper  case 
screeched  its  message  across  the  pages 
of  our  favorite  papers.  Cotton  sheets 
would  be  advertised  in  Ecclesiastical 
Church  text  and  women's  new  fall  hats 
in  Antique,  bold  also.  Every  reader  of 
every  paper,  be  he  Bank  Manager  or 
Street  Cleaner,  has  an  aesthetic  sense, 
whether  he   knows    it   or  not,  and     the 
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psychological  reaction  of  inharmonious 
tyipe  has  been,  and  is  to-day,  responsible 
for  many  lost  and  diminished  sales. 

Compositors,  excellent  men  in  many 
ways,  are  as  a  rule  bad  guides  in  this 
respect,  although,  of  course,  there  are 
exceptions.  Of  recent  years  they  have 
learned  not  to  mix  fonts  in  an  ad,  but  a 
department  store  manager  must  be  able 
to  specify  his  type  to  secure  the  best 
results. 

Matter  of   Display 

It  is  also  absolutely  essential  in  mak- 
ing your  layout  to  pay  strict  attention 
to  your  display.  Remember  a  paper  is 
not  bought  primarily  for  the  advertis- 
ing: It  is  bought  for  the  news,  and  peo- 
ple will  only  read  your  store  news  if  it 
is  presented  in  a  thoroughly  clear  man- 
ner. To  achieve  the  best  results  you 
must  have  the  ad  well  balanced,  you 
must  not  let  the  display  heading  for  one 
line  of  merchandise  be  too  close  to  an- 
other line  of  merchandise.  We  have  to 
break  the  ad  up.  Separate  your  dis- 
play sections  with  small  items,  for  by  so 
doing  you  not  only  secure  each  display 
section  receiving  the  attention  it  de- 
serves, but  the  small  items  sandwiched 
in  between,  also  receive  a  prominence  of 
their  own. 

Use  pictures.  The  more  pictures  you 
use  in  your  advertising  the  better  re- 
sults you  will  obtain.  Don't  keep  using 
the  same  pictures  over  and  over  again. 
A  good  neat  service  is  comparatively  in- 
expensive, and  provides  you  with  con- 
stant new  material.  And  be  sure  your 
illustrations  are  pictorially  faithful  to 
the  article  you  are  advertising.  If  they 
are  not,  trouble  will  soon  bo  your  mid- 
dle name. 

Dignity  and  Simplicity 

Store  advertising  has  to  be  dignified 
and  simple.  Clever  advertising  defeats 
its  own  ends.  Readers  will  remember  a 
clever,  smart  advertisement,  but  usual- 
ly fail  to  remember  what  it  advertised 
or  who  advertised  it.  Spending  money 
to-day  is  for  most  people  a  serious  duty 
and  not  a  pleasurable  avocation.  Your 
advertising  should  reflect  this.  For  the 
same  reason  do  not  sell  a  coat  as  a  coat. 
Sell  the  person  the  warmth  the  coat 
will  give,,  the  fashion  it  displays,  the 
sound  workmanship  it  contains. 

That  I  think  exhausts  what  I  may  call 
the  mechanical  side  of  advertising 
duties.  There  is  another  side  more 
onerous,  more  exacting.  I  refer  to  the 
allocation  of  your  advertising  appropria- 
tion  to    the   different   departments. 

Each  department  is  allowed  a  certain 
percentage  of  its  sales  for  advertising, 
the  percentage  varying  from  V2  to  1  per 
cent,  to  as  much  as  8  or  10  per  cent.  I 
know  the  amount  of  business  the  buyer 
has  been  told  to  do  in  the  year.  I  know 
the  advertising  percentage  for  his  de- 
partment, so  I  easily  know  how  much  he 
may  spend  in  the  year.  That  amount 
I  have  to  allocate  into  twelve  irregular 
monthly  instalments. 

(Continued   in  December  issue) 
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jAs.A.OGILVYTSLimiled 


Friday  Bargains  Classified  to 
Make  Selection  Easy 


Women's 

Winter    Coats 

WOMEN'S  COATS— Here  la  a  real  *pcc- 
clal  Indeed.  Women'*  and  Hlasu'  Win- 
ter Coats  In  newest  winter  colorings  in 
brown  and  green  mixtures.  rrlrwW-r.  and 
mined  (weeds.  These  coala  sell  regu- 
larly for  $»  to  535  each.  Spetl-il  Fri- 
day   Bargain SIS. OO 


Women's    Wear 

SILK  STOCKINGS  —  Women's  thread 
•Ilk  hose:  full  fashioned  stilled  heels. 
ome  in  beige,  camel,  sand,  gr^y.  brown 
and  black.  Topa  aro  very  el  utile.  A 
regular        $3.23        stocking-  Friday 

for gl.OS 

HEATHER  STOCKINGS  —  Women's 
wool  heather  stockings  In  a  double  sole*. 
seamless  Colors  brown,  grey  and  l»vat 
Special    .       OS* 


PULLOVERS  —  Knitted  wool  Pullovers 
r.  ade  showing  the  new  ftuhlonablo  style 
neck.  Ions  aTeevea;  a  large  variety  of 
.olorlngs.  Repriced  for  Friday  Hnr- 
^aln   at »2.0S 


Special    for   Friday. 


Vi;iLS — Mona   Lisa   W 
blt.Ck,     brown,     taupe 


Shel- 

r,lor-. 

S|»- 

50* 


■  ;UIMPES  —  Just  lliirty-s.U  Jumr.' 
<";uli«[na  f;mM"»ed  of  fine,  vnlle  wll 
llnmlry    roller    and    tuffs.     Ir.-m.slltche 


fJIXWKS— Women 
in  suede  finish:  J 
black,   brown,    bel 


1  Chamolsette  Glc 


f'ORSET  COVERS — Crepe  < 


APRONS — Gingham  and  Print  Apic 
In  a  large  variety  of  colors  and  il«*lt,' 
made  In  good,  full  slit  with  wide  b 
and  neat  pocket.     Friday    ...    .       41 


Corsets    and 

Underwear 


CORSETS— In  email  Heea  only.  IB.  ». 
nnd  21;  models  for  almost  all  styles  of 
dc'ires.  In  pink  coulll  and  bro..;id.  s 
Clearing  Friday,   at  per  pair      ...   98* 


UNDERWEAR^A  line  of  Women's 
Vesta,  Drawers  and  Bloomers  of  wool 
and  cotton  mixture.  In  heavy  wool  fln- 
lah.  The  vesta  are  both  low  neck  and 
no  sleeves  and  high  neck  and  *>ok 
sleeves.  Regular  selling  $1.50.  Friday 
Special 08* 


UNDERWEAR— Heavy  Ribbed  Cotton 
Vesta  and  Drawers.  Very  warm  and 
comfortable  fitting,  medium  weigh  L 
Regular  and  opera  style  Regular  price 
11.00  a  Bftui,.«r,t        r-il-Ky    *!"     Ml         GO* 


of  high  neck  and  long 
neck  With  no  sleeves. 
fl.tt  to  II. Do    for  ..    .. 


Regular   oelllrv 


selling 

si. art 


Art    Needlework 


l.l  N'HU'.N  m:TS—  Unblei 
Linv  I, eon  Sen  of  five  piece 
inihrjlilery      in      French      k 


DRESSES— White    only. 


Toys 


SETS— Consist  I 
strongly  made 
rhalrs,  3  colon 


KINDERGARTEN 

(wo  straight  back 
den.  red  and  green 
»2.50 


Basement    Offerings 


WHITE    LUNCHEON  snTR— Many   d.-- 

nicns    «nd    .vtylea    for  eyelet    and     solid 

v»urk,    nlso    for   dal*y  nnd    French    knot 

allUlics     In      various  colors,      scalloped 

edg.a    : 59s* 


CREPE  DRESSING  SACQUES  - 
mauve  and  pink,  all  stamped  to  1 
up.     Friday ,    ...    ... 


Toilet    Requisites 


Smallwares 


C  M  C.  HUSK  SUPPORTERS  —  While, 
children's  sites  Regular  30c  and  ,1'ic. 
Spethil.   per  pair tti4 


MAMAZON  —  Combination  Wa 
Hose  Supporter,  alze  2  to  12 
Regular  75c.     Special 


Men's    Furnishings 


LTS —  Men's  and  Boys'  Delu,  made  of 
lah  feather  In  a  black  and  grey  with 
ent     and     plain     buckles.        R.  gularb 


Sl'SPKNDERS  Men's  Prices,  made  In 
cord  «lyle  ami  l-ather  ends.  In  a  fine  as- 
snrln.ent  of  light  aniT  dark  colors. 
Worth   up   to   S5c       Friday  50* 


COTS'  Bt.Ol'SrcS  —  Boys  Pen-ale 
Rlouaes.  every  blouse  guaranteed  full 
size.  In  light  and  dark  ground  with  a 
fni.'  ouortmeat  of  hair  lino  and  funcy 
stripes.     Friday 85* 


Boys'    Clothing 

BOYS'  SCHOOL  SLITS  with  extra 
<iolr  breeches  All  wool  Scotch  and 
EngllBh  Twi-«da,  Ftrx'n  blue  cheviots 
Wt-H  made  with   wool   eergo  llnlnge.      All 


Beds 


1IMM0NS    MET 


uus  posts,  five  fillers.  Double, 
uarter  or  twin  widths  Walnut. 
>i  Muhogany  finish.  These  beds 
ally  priced  at  !2fl.ZJ  Special  for 
-■-    -    ■        _»15.0S 


,K    COUCHES— Varl 


KAPOK     CUSHIONS— Kapok     that     la 
as    -oft    as    down,    covered    with    white 


Furniture 


ALUMINIUM  WARE— Real  alundniurn 
wiiru  at  re.il  Friday  Bargain  Prices. 
The  celebrated  '  Duro"  wear;  8  eu.nl 
preserving  kettles.  Regular  »2  M  each. 
'or $1.57 

One.  two  and  three  quart  saucepans. 
Regularly  selling  at  93.23  each, 
'" wl.69 


Grocery    Specials 


Cumfort  Soap.    14  bare Sl.tm 

St      Williams    Pure    Plum    Jam,    4    It. 


.  William's  Pure  Raspberry  Jam.  < 


Royal   Brand   Toma.loes,   (!  Una    .  OO* 

Ice  Castle  Com.  «  tins J»Oc 

Fairy  Soap.  10  bars 80* 

H.P.  Sauce.     Regular  3Jo,  for  30* 


Toilet    Sundries 


BO* 


Toilet     Soaps.        Regular     fl  SO 

Odd  lines  of  Fare  Crtum.     Regul 

*or ■   • 25* 

Talcum  Powders  In  glass  bottles  >■.  * 

oOc   und   85c,    (or 3©t- 

Face    Powders,      Regular    7&c.    for  4G<* 


Enamelware 


69c 

The  entire  stock  c 
(Jrnde  White  Enam 
be  offered  for  s.ile  o 
sensational   reducttoi 


3  qt.  Coffee  Pole 

4  qt  Sauce  Pans 
6  qt.  Sauce  Pans 
4  qt.  Cook  Pots 
6  qt.  Cook  Pota 

The  former  prices  we 
$1  2r.  to  JZ50.  The  wh 
lie     placed    on    Friday 


69c 


The    aale    starts    at    9    A  M- 
nharp  and,  early  ahopfrlog  Ls  re- 

'.'■niujauOfeil. 


Reproduction  of  a  novel  advertisement  used  by  Jas.  Ogilvy  Co.,  Limited,  of 
Montreal.     The  layout  which  follows  the  classified  advertisement  style  at- 
tracted a  good  deal  of  attention  and  brought  good  results. 


R.  A.  Macauley,  of  Macaulay  Brothers, 
St.  John,  N.  B.,  was  a  visitor  to  Upper 
Canadian  cities  during  the  past  month. 


Announcement  is  made  of  a  departure 
by  the  Montreal  branch  of  Debenhams 
Canada  Ltd.,  which  has  installed  a  ready 
to  wear  department  in  addition  to  its 
regular  dry  goods  specialty  lines.  A 
fine  showroom  has  been  opened  up  on 
the  fifth  floor  and  in  addition  a  factory 
in  which  ladies'  coats  and  suits  will  be 
made  for  the  coming  spring  season.  The 
formal  opening  of  this  new  department 
will  take  place  towards  the  first  c-f  Jan- 
uary next. 


SLOGANS   SELL   GOODS 

"Suppose  you  had  a  new  veil"  is  a 
slogan  which  a  Toronto  wholesaler  has 
gotten  out  recently  and  sent  to  his  cus- 
tomers. Several  reports  have  been  re- 
ceived1 as  to  its  selling  merits.  The 
head  of  the  veiling  department  in  a 
BelleviKls  store  says  that  at  least  a 
dozen  sales  resulted  directly  from  this 
slogan  in  one  day.  A  store  in  Dunn- 
ville,  Ont.,  showed  an  improvement  on 
sales  through  pasting  it  across  the 
showcase.  This  shows  that  apt,  catchy 
phrases  help  business  and  that  mer- 
chants who  spend  a  little  time  on  th'sm 
get  results. 
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EQUIPMENT    AND    DISPLAY 
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You  Can  Afford  These  "NE  W  WA  Y" 

Unit  Fittings  Now 

Just  what  would  it  mean  to  you  to  have  your  shop  fitted  out  with  the  new 
modern  fittings — NEW  WAY  Unit  equipments.  You  would  save  money — save 
your  customers'  and  your  salespeoples'  time  and  temper — save  labour — cut 
down  your  wage  account — sell  more  goods — prevent  depreciation  of  stock  and 
eliminate  lost  motion.  Make  your  shop  bright,  interesting  up-to-date  and  effic- 
ient. You  can,  and  at  very  little  cost,  every  week,  after  their  installation,  save 
and  make  something  towards  the  initial  cost. 


High 

Quality 

and 

Low 

Cost 


Catalogues 

on 

Request 

Write 

Now 


You  cannot  make  more  money  by  pursuing  the  old  methods.  Why  not  mod- 
ernize now? 

AND  AS  TO  COST 

You  think  it  would  be  expensive.  Not  at  all.  NEW  WAY  mass  production 
has  brought  prices  for  Units  down,  down,  down.  NEW  WAY  Units  pay  their 
way.  That's  surprising,  isn't  it?  But  it's  true.  You  can  start  with  ONE 
group  of  Units  and  add  to  them  as  you  go  on. 

Tell    us   about   your  shop    and   we   will   send  suggestions  and  prices. 

JONES  BROS.  &  CO. 


WESTERN    BRANCH 
102    Travellers    Bldg. 
Bannatyne  Ave. 
Winnipeg 


29-3  I  Adelaide  Street  West 
TORONTO,  ONTARIO 


LIMITED 


EASTERN   BRANCH 
71  Bleury  Street 
Montreal,  P.  Q. 
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MSRCHAMTS  8V6RyWHSR8 

SndorsQ    this  now    LAMS  ON   idoa  — - 

EVERY  tack  in  this  map  indicates  a  merchant  who  is  using  the  kind  of 
Store  Service  System  you  too  will  eventually  want  to  have — a  complete 
Lamson  System  with  the  new  Automatic  central  station  that  is  making 
such  records  for  economy  and  service. 

In  the  short  time  since  this  system  was  perfected,  merchants  everywhere  have 
come  to  regard  it  as  standard.  It  is  being  installed  in  most  of  the  newer 
stores,  and  merchants  now  using  older  types  of  equipment  are  fast  adding  the 
new  units,  which  are  interchangeable  with  the  old. 

Write  for  a  list  of  the  names  of  merchants  represented  on  this  map  who  are 
using  this  new  system.  These  are  not  partial  users  or  stores  which  have  put 
in  a  trial  station  or  two,  but  all  are  completely  equipped  with  the  new  service, 
and  most  of  them  are  handling  cash,  charge  and  special  sales,  from  all  store 
departments. 

Our  local  representative  will  tell  you  more  about  the  economy  and  better  ser- 
vice you  can  get  by  using  this  new  system. 

1 1  in  i  nun  i  ni  i  ii  i  ii  1 1 iiniiiiimiiiiiiiiiiiimiilliliiliillMiiiiiiiimiMiimii! 


THE    LAMSON    COMPANY 


130  Wellington  Street  W. 

TORONTO,    ONT. 


603  Hastings  Street 

VANCOUVER,    B.C. 
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Are  Featuring  Household  Linens 

Montreal  Houses  Anticipate  Holiday  Trade  Will  be  Big — Im- 
proved Demand  for  Linen  Damask — Smaller  Patterns  in  Huck 
Towels — More  Artistic  Designs  in  Turkish  Towelling — Lighter 
Weight  Spreads  in  Demand 


AS  MOST  buyers  are  well  aware, 
there  is  little  to  be  said  of  such 
staple  lines  as  sheetings,  pillow 
cases  or  towels  in  reviewing  the  cur- 
rent offerings  of  the  leading  wholesale 
houses  but  there  is,  nevertheless,  a  per- 
petual demand  for  a  new  selling  angle 
for  all  branches  of  the  linen  and  cot- 
ton business  whether  it  refers  to  new 
designs,  colors,  sizes,  etc.,  or  just  a  new 
way    to    feature    old    merchandise. 

Household  linens  of  all  descriptions 
are  a  leading  feature  of  nearly  all  the 
Montreal  wholesale  firms  this  month  in 
anticipation  of  holiday  selling.  Full 
ranges  of  both  staple  and  fancy  linens 
offer  wonderful  possibilities  for  sorting 
up  retail  stocks.  For  example,  follow- 
ing the  demand  for  small  sized  table- 
cloths, such  as  are  called  for  to  supply 
apartment  house  dwellers,  Montreal 
wholesalers  are  well  stocked  up  with 
new  designs  of  smaller  figures  in 
Scotch  and  Irish  damasks  in  all  the 
wanted  sizes,  especially  those  styles 
which  feature  a  centre  medallion  effect 
surrounded  by  a  border  and  corner 
motifs.  Lunch  sets  comprising  a  hem- 
stitched cloth  and  half  a  dozen  napkins 
to  match  are  also  in  stock  in  the  finest 
qualities  which  are  so  well  adapted  for 
initialling  and  are  priced  at  the  moder- 
ate figure  of  $7.50  a  set,  which  repre- 
sents a  decided  drop  over  former  prices. 


Perhaps  on  account  of  the  universal 
need  for  small  sized  tablecloths,  linen 
damask  by  the  yard  has  improved  in  de- 
mand, the  70  inch  width  as  usual  out- 
selling other  kinds.  It  should  be  borne 
in  mind  that  the  best  quality  linen 
damask  can  be  got  this  season  for  as 
low  as  $2.50  a  yard.  The  preferred 
designs  in  these  damasks  are  the  Scotch 
thistle,  ribbon  and  fern,  Acacia  and  spot, 
Greek  key,  and  double  key  with  spot. 
Many  other  floral  variations  such  as  the 
wild  rose  pattern,  the  grape  vine,  etc., 
are  still  included  in  the  ranges  of  stap^ 
damask  but  the  fashion  of  the  hour  is 
apparently  in  favor  of  geometrical  fig- 
ures. 

Among  the  novelties  noticed  was  a 
scalloped  damask  linen  tablecloth  in  a 
two  yard  square  size  priced  at  only  $4. 
This  cloth  can  be  matched  in  scalloped 
napkins  as  well. 

Smaller  Designs  in  Huck  Towels 

Pure  linen  huck  towelling  comes  in 
particularly  beautiful  patterns  this  Fall, 
the  tendency  being  towards  smaller  and 
neater  figures  such  as  the  fleur  de  lys, 
star,  or  -small  flowers.  In  31%  inch 
widths  these  towellings  are  ideal  for 
making  up  into  either  full  or  guest 
styles  and  have  a  rich  silky  finish.  The 
current  price  is  only  55  cents  a  yard. 


A  real  holiday  seller  is  shown  in  an- 
other line  of  pure  linen  huck  towels 
which  come  in  two  sizes  priced  at  $13.50 
and  $15  a  dozen  in  either  hemstitched 
or  scalloped  edge  finish,  further  em- 
bellished with  solid  embroidery  set  a 
few  inches  from  the  edge  at  either  end. 

Bath  towels  are  improving  in  design 
year  by  year  and  a  special  consignment 
but  lately  received  from  England  by  a 
Montreal  wholesale  house  bears  out  this 
assertion.  Many  of  these  new  Turkish 
towels  are  developed  in  an  artistic 
Jacquard  design  in  combinations  of 
white  with  rich  tones  of  yellow,  blue, 
rose,  orchid,  etc.  These  are  matched 
with  face  cloths  in  which  the  design  is 
duplicated  in  a  reduced  form.  The  new 
mode  of  striping,  namely  colored  bars 
running  lengthwise  through  the  towel, 
crossed  by  solid  stripes  at  each  end  with 
a  space  for  embroidering  a  monogram  if 
desired,    is    altogether    attractive. 

Good  Demand  For  Natural  Linens 

Colored  linen  towelling  has  been  spok- 
en of  tentatively  in  retail  circles  but 
the  demand  has  proved  so  limited  that 
Canadian  wholesalers  have  not  found  it 
worth  while  to  follow  up.  On  the  other 
hand,  there  is  a  decided  demand  for  na- 
tural and  full  bleached  linens  lately, 
due  to  the  slight  drop  in  prices  and  the 
(Continued   on   page   99) 


Crescent  shaped  wreaths  of  foliage  together  with  a  howl  of  artificial  fruits  provided  touches  of  color  to  relieve 
the  ivhiteness  of  this  effective  display  of  embroidered  linens   shown   lm   Goodwin's   for   Thanksgiving.     The   same 

display  would  he  appropriate  for  the  January  white  sales. 
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Sells  Draperies  From  Samples 

Flint  &  Kent,  of  Buffalo,  Have  Not  Only  Increased  Their  Busi- 
ness by  This  Method,  But  Have  Cut  Down  a  Good  Deal  of  Loss 
Consequent  Upon  Carrying  Stocks — Can  Fill  Any  Order  in  Two 
Days — Method  Also  Helps  Customer 


HAVE  you  ever  tried  to  sell  drap- 
eries from  samples  lalone?  A 
Buffalo  store,  which  has  one  of 
the  biggest  drapery  departments  in  the 
city,  says  that  this  method  is  respon- 
sible for  its  huge  turnover.  This  is  the 
department  house  of  Flint  and  Kent,  a 
store  which  has  the  reputation  not  only 
among  Buffalo  people  but  throughout 
New  York  state,  of  being  one  of  the 
most  reliable  concerns  in  the  dry  goods 
business.  While  it  is  spoken  of  as  a 
more  or  less  exclusive  house,  this  ex- 
clusiveness  refers  rather  to  its  methods 
and  to  the  type  of  customer  which  fre- 
quents it  rather  than  to  its  prices.  Buf- 
falo people  know  it  as  a  store  which  is 
owned  and  operated  by  Buffalo  men  and 
look  upon  it  for  that  reason  as  an  insti- 
tution of  which  they  should  be  proud. 

How  the  Sample  Method  Is  Carried  Out 

According  to  the  manager  of  the 
home  furnishing  department,  what  cus- 
tomers want  most  of  all  in  choosing 
draperies  is  a  big  selection.  No  matter 
how  much  they  are  pleased  with  the 
lines  shown,  they  hesitate  to  buy  if  the 
range  is  small.  As  every  merchant 
knows,  this  means  in  most  stores  the 
carrying  of  a  very  large  stock.  The 
Flint  and  Kent  firm  found  it  impossible 
to  keep  an  amount  which  they  consid- 
ered sufficient  for  an  ideal  drapery  de- 
partment. Moreover,  they  discovered 
that  if  the  merchant  can  be  trained  to 
select  from  samples  so  can  the  consum- 
er. On  these  bases  they,  therefore,  in- 
stalled a  full  range  of  samples  of  every 
fabric  on  the  market. 

The  samples  are  never  less  than  1V2 
yards  in  length  and  never  more  than  3 
yards.  They  are  always  bought  from 
the  manufacturer,  not  borrowed.  Every 
new  design  and  every  new  fabric  which 
seems  to  the  buyer  at  all  possible  can  in 
this  way  be  tried  out.  The  samples  are 
carded  as  to  price  and  quality  and  placed 
in  piles  on  tables  in  the  department. 
They  are  divided  into  classes  according 
to  material  and  grades.  For  example, 
there  is  one  table  which  holds  cretonnes 
ranging  from  50c  to  $3.00,  another  for 
those  from  $3.00  to  $10.00  and  a  third 
for  the  higher-priced  samples.  Velours, 
brocades,  casement  cloths,  even  scrims 
and  marquisettes  are  sold  in  the  same 
way. 

In  the  case  of  wash  materials  and 
some  of  the  staple  upholstering  and 
drapery  lines,  stock  is  carried  but  kept 
in  a  stock-room,  not  on  the  floor.  Other 
goods  are  bought  direct  from  the  man- 
ufacturer.    An  arrangement  is  made  by 


which    these    can    be    obtained    on    two 
days'  notice. 

Advantage  To  the  Store 

By  this  method  not  a  yard  of  goods 
is  lost  through  being  counter-soiled.  Nor 
are  the  edges  of  the  bolts  marked,  as 
happens  almost  always  when  goods  have 
been  on  shelves  for  a  few  weeks.  There 
is  no  loss  through  cutting  of  pieces.  If 
customers  want  small  samples  they  are 
taken  from  the  lengths  on  display  or 
these  are  sent  up  to  their  homes  for 
approval. 

Even  the  store's  decorators  bring  only 
sample  lengths  when  they  go  to  homes 
to  give  advice.  It  is  claimed  that  some 
stores  lose  hundreds  of  dollars'  worth 
of  merchandise  a  year  through  accidents 
that  happen  to  their  outside  men  when 
carrying  full  webs  of  material. 

The  only  expense  in  connection  with 
this  scheme  is  the  initial  cost  of  sample 
pieces.  This  is  moTe  than  made  up  for 
by  the  fact  that  there  is  no  old  stock  on 
hand.  The  buyer  is  never  held  back  un- 
til he  can  get  rid  of  last  season's  goods 
and  the  salesmen  are  not  pressed  to  sell 
what  they  know  is  not  new.  Whether 
the  goods  .'ell  or  not  is  a  matter  for  the 
manufacturer  to  worry  about,  not  the 
retailer. 

If  certain  lengths  which  have  been 
displayed'  for  a  fair  amount  of  time  do 
not  cause  interest  they  are  removed  and 
others  take  their  place.  At  the  end  of 
the  season  most  samples  are  disposed  of 
at  cost  and  a  fresh  stock  obtained. 

"Will  not  the  delay  in  obtaining  goods 
keep  some  customers  away?"  asked  Dry 
Goods  Review.  "No,  we  have  never 
found  this  to  happen,"  was  the  answer. 
"People  who  are  buying  furnishings  us- 
ually take  their  time.  Rarely  do  we  find 
one  that  is  not  willing  to  wait  two  days 
and  they  have  only  to  do  thin  for  the 
higher-priced  materials.  All  of  the 
wash  lines  and  many  of  the  others  we 
stock  all  the  time." 

The  principal  feature  of  the  above 
method  seems  to  be  the  fact  that  the 
range  carried  is  at  least  three  times  the 
size  it  would  be  if  sold  in  the  usual  way. 

Advantage   to    the    Customer 

Most  women  are  better  pleased  with  a 
2  or  3  yard  piece  which  they  can  carry 
over  to  the  light  and  take  up  and  down 
from  certain  positions  than  they  are 
with  loose  ends  from  heavy  webs.  More- 
over, these  drape  very  much  better. 

Everyone  who  enters  the  Flint  and 
Kent  home  furnishing  department 
knows  that  the  salesman  is  not  "boost- 
ing"  old    stock.   They   even   are  pleased 


that  a  special  order  is  going  through  for 
their  particular  needs  and  that  other 
customers  have  not  handled  what  they 
buy. 

Many  like  to  browse  among  these 
samples  until  they  find  two  or  three 
which  they  fancy.  They  then  call  the 
salesman  who  brings  the  correct  pieces 
in  the  draperies  which  are  to  go  with 
these.  In  this  way  a  customer  may  have 
three  or  four  settings  to  choose  from. 
(This  store  makes  a  point  of  having  suf- 
ficient window  forms,  furniture  and  rugs 
on  the  floor  so  that  the  salesman  may 
group  things  to  the  best  advantage). 

Besides  these  large  samples  this  de- 
partment has  on  racks,  books  of  small 
samples  such  as  every  manufacturer 
sends  out.  These  racks  are  about  five 
feet  high  and  have  several  panels  each 
three  feet  wide.  The  books  are  hung  on 
hooks  and  may  be  taken  down  as  re- 
quired. The  using  of  the  book  samples 
is  a  saving  of  the  larger  ones  where 
only  color  is  required.  For  example  in 
selling  velvets  for  hangings  one  large 
sample  is  placed  on  the  table.  This 
shows  the  quality,  width  and  general 
features.  For  color  the  customer  is  re- 
ferred to  the  big  range  in  the  books. 

The  general  appearance  of  this  de- 
partment was  one  of  the  points  which 
impressed  Dry  Goods  Review.  The 
sample  method  tends  toward  greater 
neatness  because  each  table  is  carefully 
watched  or  chaos  would  result.  The  dif- 
ferent grades  of  each  fabric  must  be 
kept  on  their  own  tables  and  even  the 
piles  must  be  classified  in  order  to  cause 
no  delay  when  needed.  A  certain  amount 
of  time  is,  of  course,  required  in  obtain- 
ing and  marking  these  lengths  but  every 
clerk  in  the  Flint  and  Kent  department 
seems  convinced  that  this  is  the  ideal 
way  of  selling  draperies  so  there  must 
be  a  good  foundation  beneath  it. 


The  new  Workman  premises  are  three 
storeys  high  at  one  end  and  four  at  the 
other.  Of  modem  design  the  store  has 
been  built  on  the  "daylight"  plan  with 
windows  on  three  streets,  allowing  a 
flood  of  natural  light  to  enter  the  store. 
The  interior  decorating  will  include  ma- 
hogany show  cases  and  other  furnish- 
ings, with  a  white  background. 

The  first  floor  will  be  reserved  for 
men's  furnishings,  and  on  the  second 
there  will  be  the  children's  department, 
which  will  include  a  children's  hair-dress- 
ing parlor  and  dressing  room.  The  fit- 
ting rooms  will  also  be  upstairs.  Thsre 
is  about  15,000  square  feet  of  floor 
space  in  the  new  building. 
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Feature  Linens  in  January  Sales 

Quantity  Sales  on  Economy  Appeal — "Initial  Sales"  or  "Demon- 
stration Linen  Display"  Are  Methods  of  Promoting  Sales — The 
Question  of  Display — Lectures  on  Table  Etiquette— The  Bride- 
to-be  is  a  Prospect 


LAST  year  linens  received  far  more 
han  the  customary  attention  ac- 
TtJed    to   this    class    of   homefurn- 

l  -  in  the  annual  January  clearance 
held   in   Montreal   for   the   reason 

leading  merchandise  managers  be- 

.1   that  the  public  can  be  induced  to 

i         quality  goods  in  quantity  when  the 

i  f  economy  is  properly  presented. 
I  all  very  well,  they  say,  to  feature 

the    old    fashioned    window    displays    of 
i  of  sheetings,  pillow  cases  and  table 

cloths — these  goods  are  always  in  de- 
d — but  there  is  a  decidedly  valuable 
opportunity  in  the  January  clearance 
sale  to  push  decorative  linens  of  all 
sorts  and  it  is  well  worth  while  fur- 
thermore,  to   present   these   goods   with 

is  sometimes  termed  "atmosphere" 

though  price  be  given  more  than 
usual    emphasis. 

There  are  a  large  number  of  people 
who   anticipate   the  January  linen   sales 

a  great  deal  of  interest  who  should 
lie  mere  directly  catered  to  in  the  mat- 
t  -.■:  of  store  advertising.  For  example, 
the  June  bride  is  already  planning  the 
requirements  for  her  linen  closet  and 
will   be   on  hand   early   to   pick  up  any 

ularly  tempting  bargains.  The 
housekeepers  of  leading  boarding  houses 
or  public  institutions  also  are  regular 
attendants  at  clearance  sales  although 
their  wants  are  rarely  if  ever  presented 
in  definite  form.  The  average  house- 
wife can  be  interested  as  well  in  re- 
newing her  table  napery  or  towels,  etc., 
if  she  is  told  of  the  newer  things  on 
sale  at  special  prices.  Variations  on 
the  regular  linen  sale  can  be  experi- 
t'i  mted  with  also,  such  as  the  idea  of  an 
"Initial  Sale"  in  conjunction  with  a  sale 
of  cottons  and  linens,  whereby  custom- 
ers might  have  any  article  purchased 
during  the  special  event,  initialled  free 
of  charge,  or  monogrammed  for  a  slight 
extra  cost. 

In  one  Montreal  store  noted  for  its 
January  sales  of  decorative  lines  and 
staples  the  invariable  custom  is  to  mark 
the  regular  stock  down  from  10  to  20 
per  cent,  during  the  period  of  the  sale 
hut  specials  are  offered  at  even  lower 
prices  in  addition. 

The  problem  of  how  to  lift  the  Janu- 
ary linen  sale  out  of  the  ordinary  run 
of  white  sales  is  easily  solved  if  atten- 
tion be  given  to  the  question  of  the 
i  ight  atmosphere. 

Natural    Settings   Promote   Sales 

A  comparatively  small  American 
.shore  last  year  doubled  its  business  in 
table  linens  of  this  description  by  try- 


ing out  a  new  scheme  in  connection 
with  its  .sale  displays.  This  event  was 
called  a  "Demonstration  Linen  Display" 
and  consisted  of  an  exposition  of  the 
finest  table  naperies  of  all  sorts  shown 
just  as  they  would  appear  when  in  use 
in  the  average  home.  That  is  to  say, 
regular  dining  tables  were  used,  set  cor- 
i  ectly  with  silver,  china,  glassware  and 
flowers,  with  all  the  attractiveness  of  a 
home  atmosphere,  yet  complying  with 
the  requirements  of  good  taste  in  every 
particular. 

A  room  was  set  apart  for  this  dis- 
play, furnished  with  a  number  of  tables, 
each  set  according  to  the  directions  of 
an  authority  on  etiquette  and  each 
showing  a  different  arrangement  of 
drapery  and  appointments.  For  ex- 
ample, there  were  tables  for  formal 
dinners,  luncheons  and  suppers,  as  well 
as  others  for  informal  repasts  of  simi- 
lar kinds,  fcr  bridge  parties  and  after- 
noon teas,  while  other  tables  showed 
sample  sets  suitable  for  presentation  to 
brides  at  showers,  etc.  Delightful  no- 
velties for  the  .-ummer  cottage  were 
also  included  in  the  exposition,  which 
was  attended  by  crowds  of  women  who 
expressed  themselves  as  pleased  with 
the  educative  character  of  the  idea.  No 
prices  were  featured  with  the  exhibition 
tables,  the  feeling  being  entertained  by 
the  store  in  question  that  it  is  possible 
to  create  a  more  permanent  sales  basis 
where  such  goods  are  concerned  by  in- 
spiring an  admiration  and  a  desire  to 
possess  fine  linens  of  the  various  types, 
in  the  minds  of  housewives.  This  re- 
sult was  definitely  achieved  by  the 
store  in   question. 

The  same  idea  could  be  further  de- 
veloped in  connection  with  a  linen  sale 
by  featuring  a  good;  window  display 
along  the  same  lines,  showing  a  dining 
table  fully  set  with  napery,  silver  and 
dishes,  wax  figures  being  seated  in  the 


chairs  as  though  about  to  commence 
dinner.  An  announcement  card  could 
be  placed  preeminently  in  the  foreground 
of  the  window  to  read  as  follows: 

"You  are  invited  to  attend  the  lec- 
tures on  Table  Etiquette  given  in  our 
Linen  Department  twice  daily  by  Mrs. 
John  Brown,  during  our  January  White 
Sales.  Hours  10  to  11  a.m.  and  from 
3  to  4.30  p.m." 

The  same  invitation  should  be  em- 
bodied in  the  store's  newspaper  copy 
and  a  capable  woman  of  refinement  and 
experience  should  be  engaged  to  talk 
on  the  many  problems  incidental  to  en- 
tertaining correctly.  Problems  of  eti- 
quette are  really  serious  matters  to 
many  women  and  this  idea  .should  prove 
an  attraction  to  hundreds  who  have  at- 
tempted formal  entertainments  or  even 
semi-formal  affairs  without  a  maid  to 
assist. 

Brides-To-Be   Good    Customers 

Brides  should  not  be  forgotten  in  con- 
nection with  the  January  White  Sale  of 
linens  and  a  "Hope  Chest  Sale"  will 
prove  interesting  to  many  who  are  not 
even  engaged.  One  store  did  exception- 
ally well  last  year  by  featuring  trous- 
seau sets  suitable  for  brides  in  moderate 
circumstances  during  the  January  sales. 
The  items  included  in  such  set:,  were 
given  as  follows: 

6  sheets,  8  hand  towels,  6  guest  tow- 
els, 1  bath  mat;  6  pillow  cases,  2  pair 
blankets,  6  bath  towels,  1  down  com- 
forter, 3  bedspreads,  1  dozen  dinner 
napkins,  1  doz.  serviettes;  2  table  cloths, 
1  lunch  set,  1  dozen  doylies,  2  bureau 
scarves,   12  dish  cloths,  6  glass  towels. 

These  sets  were  offered  in  a  range  of 
three  qualities,  varying  from  quite  in- 
expensive linens  up  to  really  high  grade 
lines  of  the  more  conservative  sort. 
Special  rates  for  initialling  any  of  the 
linens  were  offered  by  the  fancy  work 
department  of  the  same  store  during 
the  month. 

"Free  Hemming"  Still   Attracts 

In  many  localities  the  habit  of  offer- 
ing free  hemming  still  prevails  as  an 
inducement  to  purchase  yardage  sheet- 
ings and  other  linens  at  a  specified 
period,  usually  during  the  first  two 
weeks  of  the  January  sale.  This  idea 
is  not  gaining  ground  however,  for  the 
reason  that  hemmed  sheets,  pillow 
cases,  etc.,  are  now  on  the  market  in 
such  a  wide  range  of  sizes  and  qualities 
that  it  is  no  longer  necessary  to  make 
them  by  hand.  Hemstitched  effects  are 
(Continued  on  page  97) 
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"Damasclene"  is 

New  Material 

Being     Introduced     This     Month — Many 

Uses  in  Hospitals,  Hotels  and 

Private  Homes 

Just  in  time  to  give  a  stimulus  to  the 
January  white  sales  comes  a  brand  new 
item  for  the  homefurnishings  depart- 
ment in  the  shape  of  a  table  cover  ma- 
terial called  "Damasclene."  This  new 
fabric  which  somewhat  resembles  table 
oilcloth  in  appearance  is  in  no  way  re- 
lated to  this  substance.  On  the  con- 
trary it  is  introduced  to  the  Canadian 
retail  trade  as  a  substitute  for  real  lin- 
en rathe'r  than  for  oilcloth.  In  con- 
nection with  the  introduction  of  this 
new  product  from  England  certain  par- 
ticulars regarding  it  should  be  consid- 
ered carefully  by  retailers  in  each  lo- 
cality. 

To  begin  with,  "Damasclene"  cannot 
crack,  will  not  stain  and  can  be  washed 
like  oilcloth  by  wiping  over  with  a  dam- 
sponge  or  rag.  It  can  be  ironed  out  to 
remove  folds  or  creases  and  is  readily 
adaptable  for  decorative  effects  such  as 
hemmed  edges,  lace  trimmings,  etc.  It 
ccmes  in  four  very  artistic  designs,  en- 


tirely   white,    in    the    following    damask 
patterns: 

1.  Allover  damask  in  rose  design. 

2.  Floral  damask  in  wild  rose  design. 

3.  Marled  effect. 

4.  Alternating  narrow  and  wide 
stripe. 

"Damasclene"  comes  in  50  inch  widths 
and  is  manufactured  in  England  under 
a  secret  process  by  which  a  good  quality 
cotton  and  linen  fabric  is  coated  with 
a  substance  known  as  pegamoid  which 
is  a  derivative  of  imitation  leather 
lather  than  an  oilcloth  product.  Hence 
there  is  rather  a  silky  and  supple  tex- 
ture to  the  fabric  which  lends  iteself  ad- 
mirably to  a  variety  of  uses  including 
that  of  table  linen,  lunch  sets,  bedroom 
runners,  etc.,  for  use  in  hospitals,  hotels, 
private  homes  and  anywhere  where  the 
appearance  of  fine  napery  is  desirable 
but  laundering  costs  are  unduly  heavy. 

Taking  into  consideration  the  mani- 
fold advantages  of  this  new  napery  its 
cost  will  not  be  considered  excessive 
as  it  will  be  priced  in  the  neighborhood 
of  $1.25  a  yard  wholesale.  The  mak- 
ers issue  a  guarantee  that  for  six  months 
at  least  this  material  will  not  require 
anything  more  than  sponging  with 
water  to  retain  its  high  gloss  and  satin 
line  finish  and  at  the  most  nothing  but 


a  good  cleansing  powder  should  be  used 
on  it. 

"Damasclene"  is  to  be  distributed  to 
the  Canadian  trade  through  the  leading 
wholesale   firms    of   Canada    this    month. 


FEATURE  LINENS  IN  JANUARY 
SALES 

(Continued  from  page  96) 

rapidly  supplanting  ordinary  hemmed 
cottons  in  favour  and  this  also  has  a 
decided  influence  upon  the  liking  for 
"Free  Hemming." 

According  to  an  experienced  display 
man,  there  are  few  window  displays 
which  equal  the  old  fashi&ned  piles  of 
:  heetings,  pillow  cases,  towels,  etc.,  such 
as  have  been  featured  for  decades  past 
in  January  sales  along  with  plenty  of 
neat  price  tickets  and  no  ornamental  set- 
ting. The  sight  of  snowy  piles  of  cottons 
has  a  never  failing  appeal  to  the  older 
generation  of  shoppers  especially  and 
will  sell  goods  in  snm-5  localities  when 
"atmosphere"   sales   fail. 

A  remnant  sale  of  table  linens,  dish 
towellings  or  sheetings  is  always  a  good 
wind-up  for  the  month's  activity  and  in 
connection  with  this  event  any  odd  lines 
or  items  left  over  from  the  regular 
sales  should  be  quickly  disposed  of. 


"DAMASCLENE" 

A.  new  material  for  table  coverings.  One  of  four  design 
in  damask  effect  made  of  "Pegamoid,"  a  chemical  pre- 
paration applied  to  a  linen  back,  guaranteed  not  to  crack 
or  stain  and  which  can  be  washed  off  like  oilcloth  with  a 
damp  rag.  If  creased,  this  material  can  be  ironed  out 
like  a  tablecloth  on  the  xvrong  side  and  can  also  be  hem- 
med or  lace  trimmed  if  desired.  Shoivn  by  courtesy  of 
G.  C.  Egan,  Ltd.,  Montreal.  Made  by  New  Pegamoid,  Ltd., 
of  England. 


"DAMASCLENE." 
In.  another  design  which  is  one  of  four  patterns,  each 
coming  hi  50  inch  wide  goods,  requiring  no  laundering. 
This  material  has  been  largely  taken  up  by  hospitals, 
hotels,  etc.,  owing  to  the  saving  which  it  effects  in  laun- 
dering costs.  Shoivn  by  courtesy  of  G.  C.  Egan  Co.,  Ltd., 
of  Montreal,  and  made  by  the  Neiv  Pegamoid,  Ltd.,  of 
England. 
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The  Ubiquitous  "Miss  Smith 

Ogilvys  of  Montreal  Celebrate  Their  55th  Anniversary  and  Give 
a  New  Personal  Touch  to  Salesmanship — Suggestions  Double  the 
Sales  in  Some  Departments — Making  Use  of  a  Sales  Thermometer 

To  Speed  Up  Sales 


55 


ANNIVERSARY  sales  would  ap- 
pear to  have  lost  much  of  their 
original  value  as  a  means  to  draw 
crowds  tec  the  store  by  reason  of  the 
numerous  events  called  by  this  name 
which  have  been  tried  out  all  over  Cana- 
da, yet  when  the  volume  of  sales  re- 
corded at  the  end  of  a  "Birthday  Sale" 
is  fully  50  per  cent,  ahead  of  the  best 
results  achieved  at  any  preceding  event 
held  by  the  store  in  question,  it  is  tan- 
gible evidence  that  the  drawing  power 
of  the  Anniversary  Sale  is  by  no  means 
diminished. 

The  Jas.  A.  Ogil<vy  Company  store  of 
Montreal  has  just  completed  the  cele- 
brating of  its  56th  birthday  to  commem- 
orate the  founding  of  the  firm.  Each 
successive  year  this  store  endeavors  to 
formulate  and  carry  out  new  sales  pro- 
motion ideas  which  probably  have  not  a 
little  to  do  with  the  success  that  always 
attends  the  efforts  of  the  management. 

According  to  D.  L.  Weston,  publicity 
manager  of  the  firm,  plans  for  this  an- 
nual anniversary  sale  were  formulated 
long  before  the  actual  sale  began  and 
buyers  were  sent  abroad  to  seek  new 
and  attractive  merchandise  to  be  fea- 
tured specially  at  this  time.  Not  a 
single  item  of  regular  goods  was  marked 
down  for  the  sale,  but  an  entirely  new 
range  of  goods  was  introduced,  priced 
so  low  as  to  ensure  immediate  clearance. 

In  order  to  introduce  the  sale  to  the 
women  of  Montreal,  a  very  attractive 
scheme  was  adopted  which  consisted  of 
issuing  invitations  printed  in  a  neat 
folder,  colored  in  red  and  blue,  which 
reproduced  the  five  different  stages  of 
development  of  the  Ogilvy  store  in  pic- 
torial form  beginning  with  the  small 
shop  of  1866  and  showing  those  occupied 
by  the  store  in  the  successive  years  of 
1877,  1884,  1896  and  1912.  The  wording 
of  the  invitation  was  as  follows: 

"Yo'U  are  cordially  invited  to  attend 
Ogitvy's  56th  Anniversary  Sale.  Cele- 
brate with  us  the  crown  of  achieve- 
ment; for  it  is  no  light  thing  tcy  be  still 
running  strong  after  56  years  of  mer- 
chandising effort. 

"To  celebrate  the  passing  of  another 
milestone  we  shall  hold  a  great  week  of 
sales  from  October  30  to  November  4. 
For  the  sale,  every  department  in  the 
house  has  made  very  special  purchases 
— the  most  beautiful  furniture  and  home 
furishings,  the  most  up-to-date  wearing 
apparel  for  men,  women  and  children — 
at  very  special  prices;  and  we  shall  sell 
these  very  special  goods  at  a  mere  frac- 
tion of  profit  in  order  that  you  may  cele- 
brate with  us  the  crown  of  achieve- 
ment." ,    I 


A  /jo  Pound  Birthday  Cake 

teas  featured  by  the  Jas.  O.  Ogilvy  Co.  store  of  Montreal  during  their  recent 
50th   anniversary  sale.     This  cake  was  cut  up  and  distributed  to   customers 

during  the  sale. 


Inside  this  artistic  invitation  was 
tucked  a  spray  of  real  Scotch  heather 
imported  from  Scotland  by  the  firm  to 
lend  a  touch  of  distinction  to  the  printed 
cards,  and  these  were  distributed  to 
customer?  the  week  preceding  the  sale 
by  three  dainty  Scotch  lassies  garbed  in 
kilts  who  stood  inside  the  main  entrance 
and  did  their  part  to  convey  the  spirit 
of  the  sale  to  customers. 

A  Monster  Cake 

The  window  display  prior  to  the  sale 
likewi:  e  did  much  to  attract  crowds  of 
interested  customers,  featuring,  as  it 
did,  the  proverbial  cake  of  monster  pro- 
portions occupying  nearly  the  entire 
space  of  the  large  corner  window 
and  weighing  well  over  700  pounds.  On 
either  side  of  the  cake  were  placed  two 
wax  forms  representing  "Miss  1866"  and 
"Miss;  1922"  each  arrayed  in  the  fashion 
of  her  times.  The  window  was  beauti- 
fully decorated  with  potted  ferns  and 
drapes  of  silk  brocades  while  the  top- 
most pinnacle  of  the  cake  was  surmount- 
ed by  a  huge  bouquet  of  roses  and  car- 
nations. 

When  the  sale  opened  every  member 
of  the  staff  wore  a  white  satin  ribbon 
badge  with  the  words  "56th  Anniversary 


Sales"  printed  in  gold  letters  on  it,  and! 
these  small  but  conspicuous  reminders 
of  the  event  kept  the  latter  constantly 
before   the   attention   of  visitors   to   the 

store. 

Suggestions   Doubled   Sales 

A  series  of  sales  features  were  ar- 
ranged, announced  in  the  huge  two-page 
advertising  spreads  which  the  store  ran 
daily  during  the  entire  week  of  the  sale. 
A  group  of  related  house  furnishings 
were  featured  during  the  early  part  of 
the  week,  followed  by  a  sale  of  sewing 
and  dressmaking  needs  also  related,  and 
finally  a  sale  of  ready-to-wear  apparel 
for  each  member  of  the  family  at  the 
ek>se.  Each  sales  clerk  was  instructed 
to  suggest  merchandise  either  in  her 
own  or  another  department  which  would 
be  of  interest  to  customers  and  it  is 
estimated  that  due  to  this  scheme  much 
of  the  increased  volume  of  selling 
may  be  attributed  this  year.  At  the 
same  time  it  was  found  extremely  help- 
ful to  customers  to  be  directed  to  an- 
other department  by  means  of  another 
simple  expedient.  Suppose  the  custom- 
er had  bought  a  rug  and  had  expressed 
a  willingness  to  have  a  vacuum  cleaner 
demonstrated  to  her  while  in  the  store- 
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The  rug'  salesman  in  closing  the  sale  of 
the  rug  would  remark:  "If  you  will  en- 
quire for  Miss  Smith  at  the  vacuum 
cleaner  section,  s  he  will  gladly  show 
you  how  the  machine  is  operated."  The 
customer  feels  that  the  personal  touch 
is  different  from  the  usual  impersonal 
method  of  selling  and  usually  accepts 
the  invitation  to  ask  for  "Miss  Smith." 
Here  is  where  the  point  comes  in.  Ev- 
ery saleswoman  in  that  particular  sec- 
tion is  instructed  to  reply  to  the  query 
for  Miss  Smith,  "Why  I  am  Miss  Smith, 
can  I  do  anything  for  you?"  and  so  the 
customer  is  given  preempt  attention  be- 
sides feeling  flattered  at  the  service 
afforded  by  this  personal  touch. 

A  Sale  "Thermometer" 

Downstairs  in  the  basement  of  the 
store,  close 'beside  the  time  clocks,  was 
placed  a  monster  double  thermometer 
■which  was  explained  as  follows:  The 
first  thermometer  was  called  "Where 
We  Should  Be,"  and  the  second  "Where 
We  Are,"  and  by  means  of  the  two  the 
sales  staff  could  see,  day  by  day,  just 
how  the  mercury  of  sales  volume  com- 
pared with  that  achieved  during  1921. 
On  the  very  first  day  this  year  the  mer- 
cury stood  fully  half  as  high  again  as  it 
did  during  the  first  day  last  year,  and 
■was  kept  ahead  of  its  record  through 
the  event.  The  reason  given  for  this 
excellent  showing  on  the  part  of  the 
sales  staff  was  the  fact  that  a  generous 
cash  bonus  was  offered  to  the  entire 
personnel  of  the  store,  including  non- 
selling  members  as  well  as  sales  clerks, 
on  condition  that  each  day's  sales  should 
exceed  those  of  last  year.  This  incentive 
proved  wonderfully  stimulating  and 
down  to  the  humblest  window  washer 
the  staff  co-operated  to  "put  over"  the 
biggest  birthday  sale  ever  held  by  the 
Jas.  A.  Ogilvy  firm. 


ARE    FEATURING    HOUSEHOLD 
LINENS 

(Continued  from  page  94) 

fact  that  there  is  a  wide  assortment  of 
widths  to  select  from.  A  well  known 
make  of  natural  linen  can  be  had  in 
five  widths  from  18  to  50  inches,  while 
the  full  bleached  linens  can  be  had  in 
an  even  wider  range  up  to  90  inches. 
The  prevailing  vogue  for  lunch  sets, 
runners,  cushion  covers,  etc.,  developed 
in  pure  linens  or  crash  has  led  the  ma- 
jority of  retail  linen  sections  to  call  for 
large  quantities  of  these  goods.  Linen 
buyers  are  advised  to  bear  in  mind  that 
the  oblong  shape  doyly  is  by  all  odds 
the  most  popular  in  these  lunch  sets  and 
it  is  believed  that  this  fad  will  become 
a  permanent  one.  At  all  events  there 
is  not  the  same  demand  shown  for  plain 
round  effects.  Oblong  mats  are  larger 
in  proportion  than  the  round  ones  so  as 
to  hold  an  entire  service  of  plate,  silver, 
and   cup  and  saucer. 

According  to  wholesale  importers  the 
humble  red  bordered  glass  towel  is  In 
;good   demand   at   present  particularly  in 


llVz  inch  widths  in  bleached  crash 
which  can  be  had  in  various  qualities 
ranging  from  $2.25  to  $6  by  the  piece. 
Quite  a  demand  is  also  registered  for 
the  new  patterns  in  colored  table 
damask  in  red,  green,  etc.,  with  white, 
which  can  be  had  this  Fall  for  75  to  80 
cents  a  yard  wholesale.  New  designs 
are  also  offered  in  unbleached  table 
damask  around  $1.50  a  yard  wholesale. 

Call   For    Light   Weight   Spreads 

Another  wholesaler  attributes  the  de- 
mand for  lightweight  bedspreads  to  the 
fact  that  women  are  doing  more  launder- 
ing at  home  with  the  aid  of  electric 
washing  machines  and  hence  they  de- 
mand something  without  undue  bulk  and 
weight.  All  the  light  weight  varieties 
command  a  good  sale  at  present  and 
this  fact  should  prove  a  valuable  sell- 
ing pointer  to  sales  clerks. 

Retail  linen  buyers  are  commenting 
particularly  this  month  on  the  attractive 
boxing  featured  by  manufacturers  of 
these  goods.  In  the  case  of  a  line  of 
towels  nothing  more  attractive  can  be 
imagined  than  a  bridal  set  comprising 
7  items  including  a  large  bath  mat,  the 
entire  set  coming  in  a  choice  of  three 
pretty  colors  and  tied  up  with  big  bows 
of  satin  ribbon  to  match  the  set.  The 
price  on  these  sets  has  recently  shown 
a  slight  advance  but  the  present  quota- 
tion of  $9.25  is  remarkably  reasonable 
for  merchandise  of  this  quality. 


ENTERTAIN  STAFF 

Macaulay  Bros.  &  Co.,  St.  John,  N.  B., 
played  the  host  to  their  employees  on 
Monday  evening,  October  30th,  when 
they  entertained  them  with  a  very  en- 
joyable dance. 

The  decoration  of  the  room  was  the 
work  of  Mr.  Bustain,  the  decorator  of 
the  store,  and  was  beautiful,  touching 
on  the  Hallowe'en  effect.  About  sev- 
enty-five were  present  and  a  very  enjoy- 
able evening  was  spent  by  all.  Refresh- 
ments were  served  about  midnight.  The 
committee  in  charge  was  composed  of 
Miss  Magee,  Mr.  Macaulay  and  Mr. 
Shaw. 


HOME   DECORATING   AND 
FURNISHING  . 

J.  A.  Nadeau  of  the  interior  decora- 
tion department  of  Henry  Morgan  &  Co., 
of  Montreal,  gave  an  address  last  month 
before  the  Business  Women's  League,  on 
the  subject  of  "Home  Decoration  and 
Furnishing"  in  which  he  pointed  out 
the  importance  of  studying  the  differ- 
ent rooms  of  the  home  and  stressed  the 
point  that  interior  decorating  was  a  pro- 
fession which  required  close  study  and 
attention  to  master  successfully. 

Mr.  Nadeau  made  his  address  prac- 
tical by  supposing  a  six-room  apart- 
ment, and  proceeding  to  suggest  the 
decoration  and  furnishing  suitable  un- 
der different  conditions.  The  kitchen, 
he  said,  is  really  one  of  the  most  Im- 
portant rooms  of  the  house,  since  so 
much  of  the  work  is  done  there,  and  it 
should  be  bright  and  cheerful.  Putty 
color  or  some  other  light  wall  covering 
and  a  good  deal  of  blue  in  the  linoleum 
were  suggested.  It  was  not  so  much 
the  shape  of  the  dining-room  as  the 
proper  grouping  of  the  furniture  that 
mattered.  A  plain  material  was  per- 
haps better  for  the  draperies  than  one 
that  is  flowered.  Cretonne  or  chintz 
was  beautiful  and  suitable  for  curtains, 
etc.,  in  the  bedroom.  The  order  of 
choosing  should  be  first  the  suite,  then 
the  rug,  the  draperies,  and  last,  the 
paper.  It  was  easier  to  harmonize  the 
draperies  with  the  rug,  than  the  other 
way  about.  When  the  draperies  were 
flowered  the  paper  should  be  plain. 
Plain  walls  with  a  few  good  pictures 
were  always  satisfactory  for  the  living 
rooms. 

Dominant  hues  for  different  exposures 
were  suggested,  and  personal  disposi- 
tion should  also  be  taken  into  account. 


GIFT  TABLE  IN 

EACH  DEPARTMENT 

Most  stores  like  to  give  custom- 
ers a  slogan  at  Christmas  time. 
Here  is  one  for  the  store  itself  and 
for  its  salespeople:  A  Gift  Table 
in  Every  Department  This  Year. 

Try  this  out.  There  is  not  a 
branch  of  the  regular  dry  goods 
store  which  cannot  stress  the  gift 
idea.  The  old  story  of  some  de- 
partments being  quiet  at  this  per- 
iod has  been  proved  fabulous. 
Even  the  notions  sections  carry 
Christmas  goods  nowadays.  Base- 
ments can  be  made  attractive 
haunts  for  gift  hunters  as  well. 
There  is  not  an  article  sold,  from 
a  tin  kettle  to  a  boxed  ornament 
in  a  millinery  department,  which 
cannot  be  included  in  this  year's 
business. 

Attractive  island  displays,  large 
clear  signs,  artistic  arrangement 
r.nd  variety  in  selection  are  the 
four  silent  salesmen  of  the  "Gift 
Table  in  Every  Department"  plan. 
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$50,000  at  50? 

Will  you  have  $50,000  at  50?  Are  you  systemat- 
ically building  an  estate  of  sound  income  bearing- 
investments  ? 

Just  as  the  giant  skyscraper  must  be  solidly  built 
from  foundation  to  cornice  so  must  your  estate  be 
firmly  built  if  it  is  to  "withstand  financial  stress. 

Bond  upon  bond,  stock  upon  stock,  insurance  policy 
upon  insurance  policy — you  must  exercise  care  and 
discretion  in  building  your  fortune. 


Turning  (Knowledge 
Into  Profits 

Such  is  the  basis  of  all  busi- 
ness endeavor.  The  more  thor- 
oughly you  understand  the 
fundamentals  of  your  business 
the  more  quickly  you  will 
achieve  financial  success  in 
that  business.  So  it  is  with 
investing.  The  more  thorough- 
ly you  understand  investment 
fundamentals  and  financial 
conditions  the  more  quickly 
will  you  achieve  the  aims  of 
your  thrift — whatever  they  are 
— comfort  in  old  age,  educa- 
tion of  your  children,  pro- 
vision for  your  family  or  what 
not. 


Here  is  the  Dependable 
Guide  You  Need 

For  sixteen  years  THE  FINANCIAL  POST  has  been 
leading  the  way  for  Canadian  investors.  Its  expert 
analyses  of  industrial  conditions  and  of  the  business 
outlook,  of  individual  securities,  of  all  matters  per- 
taining to  personal  financial  af- 
fairs have  given  it  the  largest 
circulation  of  any  Canadian  in- 
vestment   paper. 

It    is    the    investment    newspaper 
you   have  been    looking   for.     Sub- 
scribe   to-day    and    prepare    to    laj  ■  ^y^ 
your   investment   plans   of    1923   on          V 
solid    foundations.                                               mi 

j —  -CLIP  HERE-  —  —  -  -j 

THE     FINANCIAL    POST, 

143    UNIVERSITY    AVE..    TORONTO.  I 

I  scud  me  The  Financial  Post  for  one  year,   52  issues.     You  may 

draw    on    me    for   $V00.      (Or   enclose    cheque). 

■       XAMTv     

'        ADDRESS    

L  _  .       .  _  J 


Send  the 
Coupon 

Today 


;S^    Fast    Stitch 

Lace    Curtains 
Lace   Nets 
psw?     Casement   Nets 

Fast     Colour 

Madras    Muslins 
Delhi    Muslins 


A  pattern 
book  contain- 
ing a  selec- 
tion of  "Beau- 
Fast"  designs 
will  be  sent 
to  any  reliable 
Draper  or 
Furnisher  who 
w  rites  for 
same.  Write 
to  Glasgow. 

"Beau-Fast" 
Filet  Nets 
Tuscan  Nets 


.  _-L— *_1     e  c- 


MANUFACTURED  BY 

C.    &    J.    Robertson 

87  Mc Alpine  Street 
Glasgow 

Factories:     Galston,   Ayrshire. 
London  Office:     42  Gutter  Lane. 

CANADA 

Edgar  Fenton 

718  Empire  Buildings 

64  Wellington  Street  W. 

TORONTO 
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PRODUCTS 

This  Trade  Mark  means  an 
absolute  assurance  of  durable 
goods  of  the  highest  quality. 

Every  time  you  sell 

yjaltyOr    Shades 

you  not  only  have  a  satisfied  cus- 
tomer but  a  friend  as  well. 


DALY  &  MORIN,  Limited 

LACHINE  -  MONTREAL 


DARVEL,  SCOTLAND 

is  known  all  over  the  world  as  the  chief 
Madras  manufacturing  centre  in  Scot- 
land. 

We  are  large  manufacturers,  and  our 
business  has  been  built  by  a  combin- 
ation of 

Superfine  Material  Finest  Finish 

Artistic  Colorings  Reasonable  Prices 

and  every  piece  GUARANTEED  against  fading  through  exposure  or 

washing. 
When  you  can  get  a  Guaranteed  Service, 
Why  Trust  to   Luck? 

Send  at  once  for  particulars  and  prices  to 
our  Canadian  representative 

Gabriel  S.  Young 

303  Southam  Buildings,  128  Bleury  Street, 
Montreal. 


MESSRS.  MORTON  BROTHERS  LIMITED 


Madras'  Manufacturers , 


Darvel,  Scotland 


102 


HOME    FURNISHINGS 


Dry  Goods  Reoieiv 


KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  see 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WINDOWSHADE  JOBBERS 

Made   by 

JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 


LION  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 

George  H.  Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 


Dry  Goods  Review 


HOME    FURNISHINGS 


103 


9  y 


"Slavery  has  been  abolished 
—BY  LINOLEUM 

You,  Mr.  Merchant — can  appreciate  the  strong  selling 
points  of  Linoleum  as  suggested  in  the  picture. 

Linoleum  has  solved  a  big  problem  in  thousands  of  Cana- 
dian homes.  But  there  are  many  to  whom  you  should  ex- 
plain Linoleum's  advantages. 

Make  your  Linoleum  Department  hum  with  sales  by  play- 
ing up  the  outstanding  qualities  of  this  practical  and  san- 
itary floor-covering.  You  can  double  your  sales  with  but 
little  effort.  Linoleum  is  an  easy  seller.  So  are  genuine 
Dominion  Linoleum  Rugs.  Canadian  housewives  need 
it,  but  you  should  take  the  initiative. 

Link  up  your  local  advertising  with  our  Canada-Wide 
Linoleum  Advertising  Campaign.  We  will  send  you 
electros  free.  Make  window  displays  that  will  interest 
the  customer — that  will  sell,  by  using  our  window  trims. 
They  are  sent  free  to  merchants  selling 

DOMINION  LINOLEUMS 

Distributed  by  Canadian  Dry  Goods  Jobbers 

Dominion  Oilcloth  &  Linoleum  Co. 

Limited 

Montreal 
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This  is  the  blanket  so  many  leading  stores  are 
featuring  this  season-and  for  good  reasons 

Pure  NEW  wool — Pre-shrunk — 
Unusual  warmth  for  weight — 
Patterns    approved    by    Fashion 

The   above    are   but    four  of  the  many  advantages  which 
have  caused  these  prominent  merchants  to  display  and  sell — 

KEN  WOOD  ^el  BED  BLANKETS 


Kenwood 


ProdUctS 


Kenwoods  are  a  new  type  of  blanket  in 
which  LONG  FIBRED  Wool  (for  ser- 
viceability) is  spun  in  a  thicker  yarn 
(for  comfort).  This  selected  wool  cre- 
ates a  resilient  body  and  permits  a  high, 
fleecy,     long-wearing,     permanent     nap. 

The  result  is  lightness,  warmth  and  ser- 


viceability that  give  wonderful  satis- 
faction to  the  purchaser.  To  prevent 
shrinkage  in  washing,  Kenwood  Blankets 
are  woven  100  inches  wide  and  PRE- 
SHRUNK  to  72  inches.  There  are  eleven 
patterns  and  color  combinations.  Write 
for   particulars. 


KENWOOD  MILLS  LTD.,  ARNPRIOR,  ONTARIO 
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About  Babies 

YV7HETHER  your   linen   department   is   in   its 
infancy  or  whether  you  have  a   baby  linen  de- 
partment— 

Nothing  is  too  good  for  the  baby! 

Not  even  "Old  Bleach"  Linens. 

"Old  Bleach"  provides  for  the  present  generation 
with  its  fine  damasks  and  household  goods  and  for 
the  next  with  its  special  sheetings  and  towels,  soft 
as  feather-down  so  as  not  to  irritate  babv's  skin. 

Nothing  is  too  good  for  the  baby!  This  is  a 
selling  thought  that  will  yield  profit  through  "Old 
Bleach"  Linens — bleached  by  the  sun. 


MEMBER  IRISH  LINEN  SOCIETY 


4446  East  25th  Street  New  York 

Canadian  Representative: 

W.  H.  STELEY 

22  West  Wellington  Street,  Toronto,  Ont. 
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"Dalmor 
NOVELTY   CUjRTAINS 


Illustrating  here  a  few  of  our  new  ideas 
in  Novelty  Curtains. 

Panel  effect  fringed  curtains  are  the  popu- 
lar idea  in  curtaining  to-day.  We  are 
showing  an  extensive  line  in  this  type  of 
Novelty  Curtains  for  both  at  once  and 
Spring  delivery. 


Daly  &  Morin,  Limited 

Manufacturers  and  Converters  of 
LACHINE 
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The  Line 
That  is  Made  Right 

These  curtains  are  made  of  the  finest  of 
voiles  and  marquisettes  in  both  plain  and 
fancies,  trimmed  with  silk  and  cotton 
fringes. 

Samples  are  now  in  the  hands  of  our 
travellers.     Don't  fail  to  see  this  line. 

Daly  &  Morin,  Limited 

Scrims,  Marquisettes  and  Voiles. 
MONTREAL 


.  ...,; 


•  : 


4W 

il    ..  1,1*  1 1  fill  N'i 


■':^iM'}\%&Mk^m 


108 


READY-TO-WEAR 
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More  Attention  to  Baby  Department 

No  Reason  Why  Special  Effort  to  Sell  This  Type  of  Merchandise 

Should  be  Left  to  a  One-Week  Effort — Program  Outlined  for 

a  Week's  Event  With  the  Babies — Featuring  a  Fashion  Revue 

— The  Appeal  of  the  Window 


BABY  departments  are  receiving 
greater  attention  on  the  part  of 
leading  Canadian  stores  of  late 
years,  but  it  is  only  quite  recently  that 
it  has  been  deemed  worth  while  to  de- 
vote entire  pages  of  advertising  as  well 
as  greatly  enlarged  floor  space  and  win- 
dow displays  to  the  various  kinds  of 
merchandise  destined  for  His  Majesty 
the  Baby.  Although  Canadian  stores 
are  yet  behind  American  firms  in  the 
matter  of  getting  business  for  the  in- 
fants' department,  there  is  nevertheless 
a  noticeable  improvement  shown  due  to 
a  wider  recognition  of  the  benefits  fol- 
lowing in   the  wake   of  all  such  efforts. 

Although  the  late  Spring  is  usually 
the  time  selected  by  most  stores  in 
which  to  feature  baby  goods,  there  is 
really  no  reason  why  this  merchandise 
should  not  be  pushed  several  times  a 
year.  However,  if  it  is  desired  to  hold 
a  Baby  Week  or  Children's  Festival  of 
an  elaborate  character,  once  or  at  most 
twice  a  year  is  sufficient.  One  firm 
which  experimented  with  a  Festiva1 
Week  for  Children  last  year  commented 
on  it  as  follows: 

"We  are  sometimes  asked  if  we  feel 
repaid  for  the  expense  and  trouble  in- 
cident to  these  annual  events  in  our 
store  and  we  can  only  say  that  there  is 
no  measuring  the  benefit  that  follows  in 
the  wake  of  such  publicity,  for  judging 
from  the  enthusiasm  from  parents  we 
do  not  try  to  measure  results  in  dol- 
lars and  cents  alone  but  remember  that 
little  children  do  not  forget  and  they  are 
our   customers   of  tomorrow." 

This  store  planned  its  week  to  in- 
clude all  children  up  to  14  years  of  age, 
providing  something  of  interest  to  each 
group  on  each  day  of  the  event.  Be- 
ginning with  Monday  morning,  an  invi- 
tation was  issued  to  all  mothers  to  have 
babies  weighed  at  the  store.  Prizes 
were  awarded  at  the  end  of  the  week 
to  the  heaviest  baby  in  the  following 
groups:  f>  months,  18  months  and  24 
months.  Each  baby  entering  this  com- 
petition received  a  free  gift  of  a  dainty 
pair  of  garters. 

On  Tuesday,  children  from  4  to  6 
years  had  their  turn  when  they  were  in- 
vited to  the  store  auditorium  to  listen  to 
a  professional  story  teller  who  varied 
her  narratives  with  phonograph  record  ; 
from  the  famous  "Bubble  Books,"  af- 
ter which  balloons  were  distributed  by 
a  man  in  humorous  costume.  On  the 
same  day,  a  Mother's  Hour  was  held 
when  the  auditorium  was  filled  with 
mothers  who  came  to  hear  a  local 
librarian  talk  on  "Choosing  the  Proper 
Books    for    Children." 


On  Wednesday,  a  local  dentist  ad- 
dressed mothers  and  children  both  on 
"The  Care  of  the  Teeth,"  and  showed 
lantern  slides  illustrating  the  various 
points. 

Thursday  was  set  apart  for  older 
girls  from  11  to  14  when  a  recreation 
leader  of  the  Y.W.C  A.  gave  a  talk  on 
attire  for  sports  and  school,  which  was 
interspersed  by  calisthenic  drills  by  a 
group  of  her  pupils.  Booklets  illustrat- 
ing the  newest  styles  in  gym  and  school 
dress  were  distributed. 

A  promenade  of  living  models  was 
the  feature  of  the  last  day  of  the  Fes- 
tival, Friday.  From  4  to  5  p.m.  the 
public  was.  invited  to  witness  a  fashion 
revue  of  children's  wear  worn  by  child- 
ren of  all  ages,  from  a  baby  in  arms  to 
a  girl  of  11  years.  The  baby  in  question 
wps  wheeled  in  a  lovely  carriage  by 
a  correctly  dressed  nurse,  while  the  old- 
er kiddies  wore  dresses  and  other  gar- 
ments suitable  for  the  different  hours 
of  the  day  and  carried  toys  or  school 
books,  finishing  up  with  party  frocks  and 
finally  nightwear,  which  was  amusingly 
enhanced  by  each  child  carrying  a  candle 
in  a  brass  holder  as  though  in  the  act 
of  going  to  bed.  An  orchestra  was  of 
course,  a  feature  of  this  revue. 

As  a  buyer  of  baby  goods  pointed  out 
to  Dry  Goods  R'>view,  there  is  a  con- 
stant demand  for  such  merchandise  all 
the  year  round,  irrespective  of  Christ- 
mas or  birthdays,  for  the  reason  that 
it  is  customary  to  give  little  presents  of 
baby  wear  to  young  mothers  as  well  as 
to  celebrate  christenings.  One  Montreal 
store    makes    it    a    practice    to    send    a 


FIVE  years- 
practical  BUSINESS 

EXPERIENCE 

divided  thus: 

Retail  Selling  2  years. 
Retail  Management  1  year. 
Wholesale  Selling  1  year. 
Advertising   1   year. 

AND     A     PARTIAL 
COLLEGE     EDUCATION 

are  at  the  service  of  the  firm 
who  is  willing  to  pay  $2  000 
initial  salary  to  a  capable, 
energetic  young  man  (Cana- 
dian), 23  years  old,  who  desires 
a  position  of  responsibility  in 
active  business  circles. 
If  you  could  use  such  a  man  in 
your  bus'ness,  write  Box  No.  71, 
Dry  Goods  Review,  143  Univer- 
si'y  Ave.,  Toronto,  Ont. 


lovely  Bal  y  Book  free  of  charge  to  every 
baby  whose  arrival  is  announced  in  the 
newspapers,  so  that  proud  parents  may 
record  such  momentous  events  as  ttie 
appearance  of  the  first  tooth,  his  first 
attempts  to  walk,  etc.  These  books  are 
also  given  free  on  request  at  the  de- 
partment and  are  most  artistic,  being 
printed  in  dainty  colors  and  profusely 
illustrated. 

The  Henry  Morgan  &  Company  of 
Montreal  find  it  worth  while  to  advertise 
their  infants'  shop  located  upon  the 
fifth  floor  in  a  charming  and  secluded 
room,  quite  extensively.  In  one  of  their 
recent  advertisements,  nearly  a  page 
was  devoted  to  "Thing-amajigs  For  Ris 
Cuddly  Highness"  including  a  full  range 
of  wearing  apparel  illustrated  by  cuts, 
and  accessories  and  toys,  as  well  as 
baby  furniture  and  carriages,  weighing 
scales,  and  bath  tubs.  Prices  were  free- 
ly quoted  and  full  descriptions  of  mer- 
chandise given,  so  that  the  advertise- 
ment equalled  the  proverbial  mail  order 
catalogue  for  clearness  and  mail  inter- 
est. 

Baby  Week  window  displays  are  al- 
ways irresistible  to  passers  by  to  judge 
by  the  crowds  which  invariably  stop  be- 
fore such  a  showing  of  pink,  white  and 
blue  garments  offset  by  bows  and 
streamers  of  ribbons  together  with 
plenty  of  toys  and  dainty  novelties. 
Such  a  showing  is  materially  enhanced 
if  realistic  doll  babies  are  used,  sleep- 
ing in  basinettes  or  seated  in  swings.  A 
wax  figure  representing  a  nurse  is  al- 
ways a  good  addition. 

There  is  a  decided  demand  for  rea- 
sonably priced  layettes  this  year,  at- 
tractively put  up  in  baskets  trimmed 
with  ribbons.  In  this  regard  it  is  advis- 
able to  feature  qualities  which  represent 
good  values,  tince  there  is  every  in- 
ducement offered  by  the  fancy  work  de- 
partments to  encourage  home  sewing. 
It  often  happens  that  ready  prepared 
layettes  are  called  for  as  gifts  from 
grandparents  or  relatives,  and  these  have 
met  with  much  success  when  well  ad- 
vertised in  a  range  of  two  or  more 
prices,  including  the  basket  and  usual 
toiletries. 

In  advertising  the  various  articles  of 
baby  wear,  it  is  advisable  to  explain 
to  the  uninitiated  in  such  matters  how 
the  sizes  are  taken,  for  example,  if  a 
little  bonnet  is  under  consideration,  ex- 
plain that  measurements  are  taken 
round  the  face  and  run  from  13  to  16, 
while  caps  for  boy  babies  in  sizes  from 
19  to  22  are  measured  round  the  head. 
Other  garments  should  be  explained  ac- 
cordingly with   regard   to  age. 
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Fashions  in  Filmland 


This  illustration  is  fiom  "Anna  Ascends,"  the  new 
photoplay  which  Paramount  has  jiist  finished  at  the 
Famous  Players  studio  in  Long  Island.  Nita  Naldi  and 
Alice  Brady,  both  leaders  of  fashion  in  the  motion  picture 
world,  are  shown  here  in  costumes  worn  during  the  play. 

Miss  Naldi  is  on  the  left.  She  is  wearing  an  evening 
gown  of  beautiful  lace  over  a  lustrous  satin  crepe.  There 
is  deep  fringe  on  the  sleeves  of  the  tunic  cmd  it  is  embroid- 
ered, in  chenille  and  sequins  in  much  the  same  way  as 
many  of  this  year's  overdresses  are  done;  nevertheless 
it,  is  veiv  different  from  the  usual  conception  of  a  tunic. 
Not  the  least  interesting  from  the  viewpoint  of  fashion 
is  Miss  Naldi's   headdress — her  heavy,   glossy   black   hair 


is  coiled  many  times  and  placed  softly  about  the 
well  out  on  Ihe  cheeks.  Covering  the  top  of  the  head  is 
a  cap  ivhich  resembles  her  famous  Juliet  cap  of  pearls. 
Miss  Brady  on  the  right  is  wearing  an  afternoon  dress 
of  heavy  crepe  chaimeuse.  It  drapes  softly  about  the 
figure,  closing  at  the  hips  with  a  large  clasp  ornament. 
The  neckline  is  bateau  while  the  shoulder  lines  and  sleeves 
are.  very  artistic  as  well  as  unusual.  A  deep  fringe,  ten 
or  twelve  inches  long,  falls  over  the  hand.  The  whole 
effect  is   chic,  an   idea!   costume  for  wear   under  a 

or    ftif    coat 

Shown  by  courtesy  Famous  Players  Canadian  Corj 
tion,  Limited,   Toronto. 
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Waist  Department 

Made  to  Pay 

Experience   of   Buffalo   Merchant   Shows 
It  Can  Be  Made  To  Pay 

Does  your  waist  department  worry 
you?  Is  it  yielding  you  a  profit  or 
merely  holding  its  own  ?  Here  is  a  story 
which  proves  that  the  blouse  and  waist 
business  is  not  dead,  in  spite  of  the 
many  merchants  who  believe  it  is. 

The  manager  of  one  of  the  largest  of 
the  serie.-  of  New  York  waist  shops  says 
that  turnover  has  so  far  this  year  been 
equal  to  last  year.  There  are  55  of  these 
stores  in  the  United  States,  situated  in 
all  of  the  most  important  citiej  of  that 
country.  The  business  that  this  firm  is 
doing  is  worth  consideration  by  the  or- 
dinary merchant  dealing  in  waists  be- 
cause the  stock  carried  in  popular-priced 
and  not  exclusive  as  in  most  specialty 
stores. 

The   Sale  Problem 

These  stores  do  not  have  January 
clearance  sales.  In  fact  they  have  no 
regular  sales.  The  management  believe 
that  where  merchandise  is  marked  close- 
ly all  the  time,  customers  soon  learn  to 
appreciate  fair  prices  without  sales. 
When  it  is  necessary  to  reduce  goods, 
they  are  marked  with  the  old  and  the 
new  prices  and  placed  for  regular  cus- 
tomers to  see.  The  secret  of  disposing 
of  merchandise  in  this  way  is  being  the 
one  store  in  the  town  or  at  least  in  the 
vicinity  known  strictly  as  a  blouse  shop. 
The  New  York  stores  now  carry  lingerie 
and  dresses  but  their  reputation  was 
"built  up  on  waists.  For  that  reason  their 
stores  are  always  included,  no  matter 
what  others  are  visited  by  chance,  when 
women  go  waist  hunting. 

Certain  Conditions  Necessary 

This  brings  us  to  the  knotty  problem: 
what  conditions  should  exist  for  a  mer- 
chant to  stress  a  waist  department  or  to 
open  a  waist  store?  Our  informant  says 
there  should  be  no  other  outstanding 
store  or  department  of  the  kind  in  the 
same  town.  Then  the  possible  turnover 
must  be  considered,  for  exclusive  blouse 
trade  will  not  yield  big  profits  these 
days.  This  means  that  popular  mer- 
chandise ranging  in  price  from  $1.95  to 
$6.50  should  make  the  bulk  of  sales.  The 
hest  district  is  the  one  which  gets  the 
business  women's  trade  these  days  since 
the  dressy  blouye  finds  so  small  a  part 
In  the  wardrobe.  Lastly,  there  must  be 
sufficient  capital  to  carry  a  large  stock 
and  to  make  an  attractive  setting  for  it. 
Counter  space,  wax  forms,  sectional  fix- 
tures and  good  windows  are  all  neces- 
sary for  the  man  who  is  planing  the 
best  waist  department  or  waist  shop  in 
his  town.  Getting  80  per  cent,  of  the 
town's  possible  trade  must  be  the  objec- 
tive. 


The  City  of 

Window  Sales 

Buffalo    Merchants    Have    Trained    Citi- 
zens to  Follow  Window  Advertising 
Closely 

Buffalo,  N.  Y.,  might  well  be  called 
"the  city  of  window  sales."  There  is 
something  offered  in  every  store  window 
every  day.  The  merchants  of  that  city 
have  trained  their  customers-  to  follow 
this  kind  of  advertising  very  closely. 
Shoppers  of  Buffalo  do  not  depend  on 
the  newspapers  alone;  they  start  cut  on 
regular  excursions  to  discover  by  the 
"window  shopping"  method  where  they 
can  get  what  they  want.  Whether  thu 
method  of  publicity  has  been  responsible 
for  the  large  number  of  smaller  stores 
which  Buffalo  has  or  whether  the  small 
stores  have  developed  window  advertis- 
ing as  a  money-saving  device  is  a  prob- 
lem worth  considering.  The  fact  re- 
mains, however,  that  this  city  has  a  sur- 
prising number  of  stores,  particularly 
ready-to-wear  shops,  which  depend  al- 
most entirely  on  their  windows  for  busi- 
ness. Moreover,  almost  all  are  in  a 
very  thriving  condition.  Canadian  cus- 
tomers are  given  by  one  house  as  a  very 
good  reason  why  they  need  to  pay  so 
much  attention  to  their  store-fronts.  A 
g-  cat  many  women  from  Toronto,  Ham- 
ilton, St.  Catharines'  and  other  towns 
come  over  regularly  to  shop  no  matter 
how  vigilant  the  customs  officials  are. 
These  women  have  not  read  the  Buffalo 
papers  and  so  depend  on  what  they  see 
up  and  down  Main  St.  and  Washington 
Ave. 

Typical    Buffalo    Windows 

Few  merchants  in  this  city  use  the 
elaborate  display  type  of  window  ex- 
cept for  after-hours.  During  the  shop- 
ping day,  they  usually  keep  to  merchan- 
dising purely  and  simply.  They  em- 
phasize price-cards.  The  general  prin- 
ciple seems  to  be  to  show  one  of  every 
line  carried.  This  means  very  little 
overcrowding  because  of  the  variety- 
offered.  For  example,  apparel  shops, 
which  outnumber  every  other  class,  show 
as  a  rule  a  collection  about  as  follows: 
one  evening  gown,  two  afternoon  dre 
ses,  one  coat,  one  or  two  pairs  of  hose 
and  a  sweater  or  underskirt.  This  holds 
for  those  stores  have  only  one  window. 
Department     houses    and    shops     which 


have  windows  on  both  sides  of  the  en- 
trance are  more  inclined  to  show  only 
one  type  of  goods  in  each. 

No-  matter  what  opinion  one  may  hold 
as  to  what  is  the  be^t  type  of  window, 
certainly  the  merchants  of  Buffalo,  have 
the  scheme  of  displaying  something  of 
everything  without  crowding,  developed 
into  a  real  science.  No  doubt  they  learn 
from  each  other.  Moreover  they  are 
not  afraid  of  work.  Many  of  them  are 
not  satisfied  with  changing  their  win- 
dows once  a  day.  Seme  admit  that  they 
make  certain  alterations  every  noon 
hour  and  have  another  set  of  models.-,  for 
the  people  who  walk  the  street  by  night. 

A  Surprising  Story 

In  connection  with  the  large  amount 
of  business  which  Buffalo  is  said  to  be 
doing  in  sale  merchandise,  the  manager 
of  one  store  which  carries  only  ready- 
to-wear  but  is  the  size  of  a  department 
house,  made  a  very  interesting  survey 
of  business  in  his  city  this  Fall.  He 
told  our  representative  that  while  every 
one  who  walks  into  his  store  this  year 
is  looking  for  a  bargain,  they  want  them 
in  the  higher-priced  lines.  Good  suits 
and  good  gowns  will  sell  if  the  price  is 
right,  but  the  very  cheap  lines  are  mov- 
ing very  slowly.  Our  informant  was  D. 
W.  Goldthorpe,  manager  of  the  Walter 
E.  Bedell  Co. 


Make  Profit  on 

January  Sale 

Manager    of     Buffalo    Store    Says    Old 
Stock  Should  Be  Cleaned  By  Dec.  31 

A.  D.  Friedman,  manager  of  the  Mich- 
ael Leo  Company  of  Buffalo,  believes 
that  ready-to-wear  houses  and  depart- 
ments need  to  take  advantage  c-f  Jan- 
uary for  clearing.  This  store  is  one 
of  the  largest  strictly  ready-to-wear 
houses  in  Buffalo.  The  ideal  way,  says 
Mr.  Friedman,  is  to  have  this  stock  so 
clean  by  Dec.  31  that  a  buyer  can  go  to 
the  market  on  the  first  of  January  and 
get  merchandise  at  a  price.  Those  who 
can  do  this  can  make  of  their  January 
sales  a  real  money-making  scheme. 

This  year,  however,  he  believes  that 
few  stores  ave  in  a  position  to  go  to 
market  for  all  their  January  supply. 
The  season  was  so  late  in  wearing  ap- 
parel that  most  of  them  are  fairly  heav- 
ily stocked.  In  these  cases  he  thinks  it 
wise  to  buy  some  new  stock  and  to  mix 
it  with  the  old.  Most  of  the  marked 
down  merchandise  will  go  at  a  loss  so 
manufacturers'  stocks  are  really  neces- 
sary for  those  merchants  who  want  to 
make  any  profit  during  this  month. 
Moreover  many  customers  will  have 
seen  the  pre-Christmas  lines  and  even 
though  they  know  January  is  devoted  to 
clearance,  they  will  not  buy  unless  they 
see  goods  which  are  fresh.  In  other 
words,  ready-to-wear  lines  must  be  up 
to  the  minute  in  style  c-r  people  will  not 
buy  no  matter  how  great  the  induce- 
ment. 
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Increased  Output  of  Women's  Wear 

Official  Government  Report  Covering  1920  Shows 
Production  in  1920  to  be  $5,278,154  Greater  Than 
in  1919 — Custom  Made  Clothing  Small  Item — 
Ontario  Leads  With  Quebec  and  Manitoba  Fol- 
lowing— Capital  Invested  Less 


THE  total  value  of  all  women's 
wear  produced  in  Canada  in  the 
year  1920,  according  to  a  recent 
report  of  the  Dominion  Bureau  of  Sta- 
tistics, was  $64,939,019.  This  was  an  ad- 
vance over  the  previous  year  of  $5,- 
278,154.  These  figures  cover  factory 
and  custom-made  clothing  and  millinery. 
Of  the  total  production  of  all  establish- 
ments in  the  country,  Ontario  is  credit- 
ed with  $38,325,134  and  Quebec  with 
$23,089,397.  The  next  in  importance  is 
Manitoba    with    only   $1,104,909. 

Comparatively  speaking,  custom-made 
clothing  amounted  to  very  little  in  the 
year's  operations.  The  total  production 
figures  for  the  three  branches  of  the  in- 
dustry were:  factory  made  clothing. 
$52,874,565;  custom  made  clothing,  $3,- 
280,372;  millinery,  $8,784,079.  While 
the  millinery  figures  for  1919  are  not 
available,  those  for  the  other  branches 
for  that  year  are  shown  as  follows:  fac- 
tory clothing,  $44,381,417;  custom  cloth- 
ing, $15,279,448. 

The  increase  in  the  number  of  estab- 
lishments was  only  34.  In  1919  there 
were  231  factories  and  1,545  custom 
•clothing  establishments,  a  total  of  1,776. 
The  custom  establishments  included  mill- 


inery and  dress  and  mantle-making.  In 
1920  there  were  274  factories;  216  cus- 
tom made,  and  1,320  millinery  estab- 
lishments, a  total  of  1,810. 

Capital    Invested 

The  amount  of  capital  invested  in 
1920  is  shown  to  have  been  less  than 
in  the  previous  year,  viz:  1920,  $27,- 
883,652,  and  in  1919,  $29,759,416.  The 
falling  off  occurred  in  both  branches  of 
the  industry.  The  total  factory  invest- 
ment of  1920  was  $22,750,922,  as  com- 
pared with  $23,343,671  in  1919.  In  the 
custom  clothing  establishments  the 
total  amount  invested  in  1920  was  $5,- 
132,730,  as  against  $6,415,745  the  prev- 
ious year. 

The  total  amount  paid  out  in  salaries 
and  wages  in  1920  in  all  branches  of  the 
industry  was  $17,427,857,  as  compared 
with  $15,422,762  in  1919. 

Employment 

During  1920  the  entire  industry  em- 
ployed 4,179  men,  13,152  women.  The 
clothing  factories  employed  3,589  men, 
9,627  women  and  paid  out  in  salaries 
and  wages,  $14,333,280.  The  custom 
tailoring  shops  employed  277  men;  819 
women,  and  paid  out  in  salaries  and 
wages,  $988,160,  while  the  millinery 
shops  employed  313  men,  2,706  women 
and  paid  out  in  salaries  and  wages  $2,- 
106,417.  For  all  establishments  the 
month  of  highest  employment  was  April 
for  women  with  14,025  and  for  men 
with  3,358.  December  was  the  lowest 
month  for  males  and  females  with  2,338 
and  9,917  respectively.  The  yearly 
average  is  of  2,887  males  and  12,037 
females.  Employment  is  considered  to 
have  been  fairly  consistent  throughout 
the  year. 

Expenditures 

It  cost  the  entire  industry  in  1920  for 
fuel,  $15,524  more  than  the  previous 
year,  the  total  cost  in  that  year  being, 
$125,565.  In  this  connection  the  fac- 
tories spent  $67,033,  as  compared  with 
$49,499  in  1919,  while  the  custom  estab- 
lishments spent  $58,531,  as  against  $60,- 
541  the  year  previous.    • 

The  cost  of  materials  in  all  branches 
of  the  industry  in  1920  was  greater  than 
the  previous  year  by  $5,277,450.  The 
total  outlay  for  this  purpose  in  1920  was 
$36,842,339.  This  was  divided  up  as 
follows:  factory  made  clothing  $30,- 
956,445;  custom  made  clothing,  $1,494,- 
887;   milinery,  $4,391,007. 


Reduce  Complaints 
80  Per  Cent. 

Do  your  customers  ever  dispute  the 
denomination  of  a  bill  which  they  have 
given  your  salesclerks?  For  example, 
does  this  happen  occasionally  in  your 
store?  A  one-dollar  bill  is  given  in  pay- 
ment for  a  small  sale,  the  amount  receiv- 
ed is  marked  on  the  sales-slip  as  well  a 
the  amount  of  the  sale  and  this  passed 
with  the  bill  down  the  tube.  When  the 
change  is  returned  the  customer  declares 
that  a  two-dollar  bill  or  even  a  five-dol- 
lar bill  was  given.  Sometimes  it  is  im- 
possible to  prove  that  this  was  not  the 
case  and  the  customer  leaves  the  store 
believing  that  either  the  salesgirl  or 
the  one  who  made  change  at  the  other 
end  of  the  tube,  was  dishonest.  Some- 
times stories  of  collaboration  between 
the  two  have  been  concocted  by  indig- 
nant patrons.  This  is  said  to  occur  prin- 
cipally with  women  customers  because 
they  do  not  as  a  rule  keep  as  close  check 
as  men  do. 

A    Simple   Method 

Some  stores  have  adopted  a  policy 
which  is  almost  certain  to  avoid  this  un- 
pleasantness. Every  clerk  is  instructed 
to  repeat  clearly  the  amount  received  be- 
fore placing  it  on  the  sales-slip.  Al- 
though it  is  not  often  necessary  when 
silver  is  given,  salespeople  are  required 
to  make  this  a  constant  practice  lest  it 
should  be  omitted  when  a  bill  is  receiv- 
ed. One  store  which  has  adopted  the 
plan  in  the  last  few  months  has  found 
that  complaints  of  the  kind  have  been 
reduced  80<#    since  its  installation. 


Go%vn  of  Plush  Stripe  Roshanara  Crepe 
designed  by  Madame  Crone,  of  the  Fash- 
ion  Art   League.   Material  from   H.   B. 
Mallinson  and  Company,  New  York. 


Parker's  Ltd.,  Calgary,  Alta.,  have 
opened  a  dressmaking  and  millinery 
school  in  their  store,  the  lessons  being 
under  the  direction  of  Ruth  V.  Winnek. 


A    Martha    Mansfield    gown    of    Kerry 

Kord  designed   by   the  Meyer  Chic  Co., 

New  York.  Material  is  from  H.  R.  Mall- 

inson   and   Company,   New    York. 
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The  McEIroy  Mfg.  Co.,  Ltd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(REG.) 

"DRESS  FABRICS" 

F.   A.  RODDEN  &  CO. 

Dry  Goods 

Commissioners  anJ  Importers 

5>  Victoria  Square  MONTREAL 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It     makes     them     more     attractive. 
Economical.    Fast.    Pract.cal.    Neat. 

E.  W.  McMARTIN 

45    St.    Alexander   St.  MONTREAL 


^^r  ^^  ^BB£V     B^*W  Wtffli    ■LotW 


KENT-McCLAIN    AGAIN 

Holt  Renfrew  &  Co.  Montreal 

Messrs.  Holt  Renfrew  &  Co.,  are  opening 
a  store  in  the  Mount  Royal  Hotel.  The 
contract  for  fixtures  has  been  secured  by 
Kent-McClain,  Limited  (Toronto  Show  Case 
Company). 


NINE   DAY    NINE   CENT   SALE 

(Continued  from  page  111) 

by  another  store  in  connection 
with  its  semi-annual  toilet  goods. 
Plans  were  laid  for  this  mammoth 
event  well  in  advance  and  the  firm 
in  question  wrote  to  manufactur- 
ers of  standard  toilet  preparations 
requesting  liberal  amounts  of 
samples.  Instead  of  cheap  bags 
these  were  packed  in  attractive 
boxes  the  size  of  a  one  pound  can- 
dy box,  the  cover  of  which  carried 
the  legend  "Toiletries  from  Smith's 
Semi-Annual  Sales."  These  box- 
es were  given  with  each  purchase 
of  toilet  articles  of  $2  or  over,  and 
the  recipients  were  required  to 
sign  a  slip  containing  name  and 
address  certifying  to  the  receipt 
of  a  box.  The  purpose  of  these 
slips  was  of  course  to  compile  a 
good  mailing  list. 

Buttons  Sell  in  January 

Whether  or  not  buttons  are 
fashionable  there  is  always  a  de- 
mand for  them  in  some  variety  or 
other.  Last  year  on  January  23rd 
a  large  Montreal  store  featured 
a  one  day  button  sale  for  which 
every  card  erf  ^buttons  in  stock 
was  specially  priced. 


NOTES 

Dickison,  Nicholson  Ltd.,  whole- 
sale milliners  of  London,  Ont.,  are 
retiring    from   business. 

The  Fashion  is  the  name  of  a 
new  store  devoted  to  ladies'  and 
children's  garments  which  has 
opened  in  Fredsricton,  N.  B. 

"The  Art  and  Gift  Shop"  is  the 
name  of  a  new  store  which  has 
been  opened  in  Ingersoll,  Ont.  J. 
H.    Murray    is    the    proprietor. 

Laurence  Billinghurst,  formerly 
with  the  Woolworth  store  in  St. 
Thomas,  Ont.,  has  been  promoted 
to  that  company's  store-  in  Toron- 
to. 

The  Calgary  Dry  Goods  Ltd , 
have  purchased  the  stock  of  the 
Brcwn  Co.  Ltd.,  and  Robinson  & 
Co.,  Ltd.,  at  108  Eighth  Ave.,  East, 
Calgary,    Alta. 

The  Nelson  Knitting  Co.  of  Nel- 
son, B.  C,  are  opening  a  factory 
and  store  at  55  Baker  St.,  Nelson. 
Goods  sold  in  the  store  are  manu- 
factured on  the  premises.  Gar- 
ments  are   also  knitted   to   orde  \ 

The  Wilson  Style  Shoppe  is  oc- 
cupying the  store  vacated  by  Dow- 
Ur's  Limited,  Ottawa,  Ont.  This 
shop  features  exclusive  styles  in 
English,  American  and  Canadian 
goods.  Sports  outfits  are  . 
a    specialty. 

The  dry  goods  business  conduct- 
ed by  Messrs.  Ball  &  Co.,  in  Kitch- 
ener, Ont.,  has  bec-n  sold  to  H.  E. 
Maddick.  The  new  proprietor  has 
had  many  year's  experience  in  the 
general  store  bushiess  in  Kin- 
cardine, Ont. 


ALL  WOOL 

FLANNELS 

Cream,    Scarlet,  Navy   and  Natural 


Immediate  delivery  from  stock  at  prices  varying 
from  64c  to  $1.10  (the  last  a  fine  baby  flannel). 
Samples  gladly  sent  on  request. 


JOHN  E.  RITCHIE,  Dry  Goods  Commission  Agent 

591  St.  Catherine  Street  West,  Montreal. 
Branches    '     64  Wellington  st-  w-         29     Minsfcul]     Street,         615    Pender    St..    W., 


Toronto. 


Manchester.    Engr. 


Vancouver,    B.C. 


Further  information 
for  the  asking.  All 
kinds  of  wire  cash 
and  parcel  carriers 
and    pneumatic   tubes. 

Gipe-Hazard    Store    Service 

Co,   Limited. 

113    Sumach    St.,    Toronto, 

Ont. 
Also  318   Homer  St.,   Van- 
couver, B.C. 


Here  is  a  Carrier  affording  the  merchants  better  service  in  return  for  the 
money  it  cost  than  does  any  other  of  its  type  ever  produced.  It  is  also  more 
compact   and    handsome. 

Note  that  it  has  no  cords,  pulleys,  elastic  springs  or  other  frail  cumber- 
some and  t-nsightly  toggery,  and  its  means  of  propulsion  are  not  only  the 
most  simple,  but  afford  more  power  than  any  other  made,  and  therefore  the 
Carrier   is   more    rapid   and   dependable. 

There  are  many  users  of  these  machines  throughout  Canada,  and  you  are 
invited  to  inspect  and  make  inquiry  about  them   from  any  one  of  these. 
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COMFORTERS 

COTTON-DOWN-WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 
2154-56-58  Dundas  St.  W  ,  Toronto 

(Lhe  (Can  aft  inn  'JCaftj;   JJrrss  <fo.> 

TCtmitrft 

Kitchener,  One 

Manufacturers  of 

"The  Canadian  Lady    Dress" 

Ginghams,  Crepes,  Chambrays,  Prints 
Write  us  for  catalogue  and  Prices 

WILL  P.  WHITE,  LIMITED 


Head  Office  : 
Toronto 

65  Sirncoe  St. 


Montreal 
137  McGill  Street 


Manufacturers'   Agents  and    Distributors 
and    Smallwares   Specialities. 
Wholesale  and  Manufacturers  Only  Supplied. 


"HOOSIER" 

The  best  36-inch  brown 
domestic  in  America 

Buy  it  by  the  bale; 
sell  it  by  the  bolt 

sunsiEinMjas 

Indiana   Cotton    Mill 

Cannelton,Ind.,U.S.A  . 

T.  H.  Birmingham  &  Co- 

LIMITED 

'f/feD          533  College  St.,  TORONTO 

JvK                                  Maker,  of 

"UJ/            Women's  High  Grade 

Neckwear 

' '  The    Exclusive    Neckwear    Houte" 

LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties,  Electric  Lighted  Flower 
Bushes.  Write  for  our  Catalogue.  It's 
free  for  the  asking. 
The  Botanical DecoratingCompany 

(Incorporated) 

208  W.   Adams   St.,  Chicago,  111. 


Fred  Jones  &  Company 

Manufacturers  and  Importers 

Babies'  Hand  Crochet  Goods  Notion* 

Babies'  Hand  Knit  Goods  NoveJties 

Art   Needlework  Materials 

Room  712  Empire  Building 

64  WELLINGTON  ST.  WEST,  TORONTO 


D  B.  Fisk&Co. 

Chicago 


M  E  R  C  H  A  N  D I  C  E 

New  York  Salesroom : 

Open   Throughout  the  Year 

411  Fifth  Avenue 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,  Metal  Frames  for 
Ladies'  Hand  Bags. 
Made  in  Canada  for  the  Canadian  Trade 

WHITING  &  DAVIS  CO. 

SHERBROOKE,     QUEBEC 

VEILINGS  and 
SILK  NETS 

HODGES  &   LETTAU 

14  St.  Helen  St.  Montreal 


QHtOWCARDS.        PRICE       TICKETS, 
etc.      Christmas    samples,    25c.      M. 
MOORBY,    Newmarket,    Ont. 


KENT-McCLAIN    AGAIN 

R.   Dack  &  Sons  Montreal 

Another  high  class  specialty  shop  for  the 
new  Mount  Royal  Hotel  is  that  of  Messrs. 
R.  Dack  &  Sons.  Ltd.  The  contract  for 
fixtures  has  been  entrusted  to  Kent-Mc- 
Clain   Limited,    (Toronto  Show   Case   Co.) 


NOTES 

J.  B.  Reilly  has  been  made  gen- 
eral manager  of  the  Robert  Simp- 
son Western  Co.,  Ltd.,  in  Regina. 
He  succeeds  K.  E.  N.  Cornwall, 
who  resigned  a  month  ago. 

A  reprssentative  of  the  J.  Ram- 
sey Ltd.  store  in  Edmonton,  Alta., 
was  in  Toronto  for  some  time  this 
fall  en  a  buying  trip.  He  reports 
that  business  is  good  in  the  West. 

L.  H.  Bond,  formerly  assistant 
superintendent  of  the  Waterloo, 
N.  Y.,  Woollen  Mills,  has  been 
made  superintendent  of  the  Cana- 
dian Woollen  Co.,  Ltd,  at  Peter- 
borough, Ont. 

The  J.  A.  McNabb  Co.,  Ltd.,  of 
Peterborough  and  Kingston,  are 
opening  another  store  at  Belle- 
ville, Ont.  J.  J.  O'Brien,  who  was 
connected  in  turn  with  the  Rito'iie 
Co.  and  the  Sinclair  Co.,  of  Belle- 
ville, has  beui  made  manager.  The 
new  store  will  be  devoted  exclus- 
ively to  ladies',  misses'  and  young 
misses'   wearing    apparel. 

The  official  opening  of  Elzear 
Lepinay's  new  store  in  Quebec, 
Que.,  took  place  Nov.  11.  Mr. 
Lepinay  has  been  in  the  dry 
goods  business  for  forty  years. 
The  store  which  he  is  now  occupy- 
ing was  owned  formerly  by  T.  D. 
Duboc.  The  business  itself  was 
established  in  1834  by  Thomas 
Donohue. 


CLIMAX  PAPER 
BALERS 

ALL  STEEL-FIREPROOF 
"Turn*     Waste 

into  Profit" 

12  SIZES 
Send  for  Catalog 

CLIMAX  BALER  CO. 
Hamilton,    Ont. 


BUCKLES 

Pertaining  to 

Millinery,  Dresses  &  Gloves 

Designs  of    many  Shapes  and  Sizes 

Colors— Black,   Green   and    White 

THE  SCHULER  BUTTON  CO. 

LIMITED 
Rrantford  -  Ontario 


Artist  Supply    Co.,    Ltd 

Room  50,  77  York  St., Toronto 

Complete    Show    Card    Material    Dealers 
Write   for   Price   List. 


RIBBONS    OF    DISTINCTION 

"J-C"  Ribbons  have  peculiar 
charm.  Widely  advertised  to 
the  consumer  under  their 
trade-mark  names  for  the 
protection  of  the  dealer. 


"SATIN     DE     LUXE" 

"TROUSSEAU" 

"LADY    FAIR" 

"SANKANAC"    "VIOLET" 

"DEMOCRACY" 

JOHNSON,    COWiDIN    &   CO..     40    E.    SOth    St.. 

New   York.   N.Y.  Made  in    U.S.A. 


HABERDASHERY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking. 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring  Trades. 

FREDERICK  NEWTON  &  CO. 

8&9  Hamsell  Street,  London  E.C  I. 

Established  1871 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Pe^y  Cloth- Blankets 


SnAfeG 


(115  Worth  St.,  NY 
775ummer  SI,  Boston 
?%  West  Adam  St  Cfajo 


To  Buy  or  to  Sell  in  Canada 

USE 

Fraser's  Trade  Directories 

For  Sample   Copy  Address 

Head  Office— 128  Bleury  St.,  Montreal 
Branch  "  —122  Wellington  W.,  Toronto 

(The  Six  Specialized  Red  Directories  of  Canadian 
Trade.) 
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Future  Greatest  Within  Empire 

So  Says  Dr.  H.  J.  Cody  in  Addressing  the  Commercial  Travellers' 

Association  at  the  King  Edward — As  Manager  of  the  Association 

he  Gives  a  Record  of  his  Travels  in  England  Last  Summer — Deals 

With  Many  Questions  of  Imperial  Importance. 


A 


S    ONE     >f    you,    I    tried   during 
my    trip  'he    Motherland,   to 

sell  Canada/' 
So  spoke  Dr.  J  H.  Cody  at  the  first 
of  the  season's  dinners  held  under  the 
auspices  of  the  Commercial  Travellers' 
Association  at  rt>-  King  Edward  Hotel. 
Toronto,  on  Saturday,  October  21st. 
There  were  two  ot  three  hundred  mem- 
bers of  the  association  present.  Harry 
Dodgson  presided  in  a  very  happy  man- 
ner and  made  the  announcement  that  it 
was  the  intention  of  the  association  to 
hold  these  dinners  on  the  third  Satur- 
day of  every  month  during  the  winter. 
Several  members  of  the  Montreal 
branch  were  in  lttendance  and  were  ac- 
corded a-  special  welcome  by  the  presid- 
ing  officer. 

Dr    Cody's   Report 

Dr.  Cody  is  i  member  of  the  Com- 
mercial Travellers'  Association  of  Can- 
ada and  in  addressing  the  gathering 
stated  that,  like  all  travellers,  he  de- 
sired to  give  i  report  of  his  journey- 
ings.  In  referring  to  men  living  in 
the  Motherland  who  were  staunch  sup- 
porters of  all  :hings  Canadian,  Dr. 
Cody  mentioned  particularly  the  Duke 
of  Devonshire.  The  Duke,  he  said, 
would  probably  brook  no  criticism  of 
this  country.  It'  the  statement  were 
made  to  him  thai;  much  of  the  land  in 
Canada  was  not  liable,  the  Duke  re- 
plied that  it  was,  then,  mineral;  if  the 
claim  were  made  that  the  climate  here 
was  too  rigorous,  he  replied  that  it  made 
vigorous  men.  In  this  connection,  Dr. 
Cody  made  a  plea  for  cheaper  transpor- 
tation rates  as  one  of  the  factors  that 
would  make  Canada  much  better  known 
in  England.  Distance,  he  said,  was 
measured  by  the  cost  of  transportation; 
for  that  reason  England  to-day  was 
farther  away  thai;  it  was  before  the 
war. 

Will   Keep   Her   Word 

Throughout  his  entire  address,  Dr. 
Cody  made  strong  appeals  for  the  con- 
tinued relationship  at  present  existing 
between  the  Motherland  and  Canada. 
He  was  very  strongly  of  the  opinion,  he 
said,  that  the  j-r^atest  future  of  this 
country  would  be  as  an  integral  part  of 
the  British  Empire  rather  than  as  an 
independent  nation.  There  were  cer- 
tain national  characteristics  that  were 
common  to  those  who  lived  here  and 
those  in  the  Motherland.  One  of  these 
which  the  speaker  particularly  em- 
phasized, was  England's  remarkable 
record    in    keeping    faith    with    promises 


DR.  H.  ./.   CODY 
who    addressed    the   Commercial    Travel 
lers  Association  at  their  regular  month- 
ly luncheon. 

given.  In  this  connection  the  enormous 
debt  with  which  England  is  faced  was 
mentioned.  The  speaker  said  that  re- 
sponsible statesmen  in  England  had 
never  suggested  that  the  debt  owing 
to  the  United  States  should  ever  be  can- 
celled. No  reputable  statesman  ever 
would  suggest  such  a  thing.  It  was 
true  that,  for  the  first  time  in  her  his- 
tory. England  had  been  obliged  to  ask 
for  a  little  time  in  meeting  her  foreign 
obligations  but  there  was  certainly  no 
thought  of  sidestepping  the  burden 
however  heavy  it  might  be. 

Burden  of  Taxation 

Dr.  Cody  expressed  it  as  his  opinion 
that  the  foremost  danger  confronting 
the  Motherland  to-day  was  this  awful 
burden  of  taxation.  He  quoted  a  fin- 
ancial expert  who  has  recently  visited 
Toronto  as  saying  that  60  per  cent,  of 
all  the  earnings  of  the  British  people 
were  earmarked  for  local  and  imperial 
taxes.  Such  a  staggering  burden  of 
taxation  could  not  be  easily  borne  and 
it  constituted  a  real  danger,  he  thought, 
to  the  political  situation  in  the  Mother- 
land. 

A    Word    About    Politics 

The  speaker  was  very  careful  in  re- 
ferring  to    the    political    situation.    Sum- 


marizing the  opinions  of  men  from  all 
shades  of  political  thought  with  whom 
he  had  had  the  opportunity  of  talking, 
he  believed  that  there  was  a  feeling  for, 
perhaps,  a  little  less  brilliance  and  a 
little  more  solidity  to  government.  Af- 
ter all  he  had  heard  while  in  England  he 
could  not  say  that  the  present  situation 
there  came  as  a  great  surprise  to  many 
who  had  been  following  the  course  of 
events  carefully. 

Westminister    Abbey 

One  of  the  most  interesting  passages 
in  Dr.  Cody's  address  dealt  with  the 
famous      Westminster      Abbey.  This 

ancient  building,  he  said,  was  the  symbol 
of  a  very  ancient  and  honorable  people; 
into  it  had  been  gathered  the  last  re- 
mains of  those  who  had  made  no  small 
contribution  to  the  history  and  great- 
ness of  a  great  people.  To  understand 
it  was  to  understand  the  history  of  Eng- 
land in  the  vast  scope  of  her  endeavor 
the  world  over,  to  appreciate  the  ideals 
for  which  she  stood,  the  causes  which 
she  espoused,  the  good  she  had  accom- 
plished not  only  for  herself  but  for  the 
world  at  large.  Perhaps  no  one  spot 
in  England  received  the  homage  and 
tribute  of  the  world  as  did  Westminster 
Abbey  because  of  the  Unknown  Warrior 
buried  there.  Great  statesmen  and 
soldiers  and  private  citizens  from  many 
countries  placed  their  wreaths  on  this 
grave  and  thus  paid  their  tribute  to  the 
greatness,  the  courage  and  the  steadfast- 
ness   of   the   British    Empire. 

The  Royal  Family 

Dr.  Cody  spoke  a  few  words  with  ref- 
erence to  his  sermon  to  the  members  of 
the  Royal  Family.  He  referred  to  the 
simple  and  hearty  manner  in  which  the 
King  and  Queen  participated  in  the  ser- 
vice, joined  in  the  singing  and  gave  voice 
to  all  the  responses.  It  was,  the  speak- 
er said,  something  to  be  thankful  for 
that  the  people  of  the  Emph'e  had  on 
the  throne  people  of  simple  Christian 
faith. 

During  the  dinner,  songs  were  ren- 
dered by  Harry  Barker  and  Charles 
Leslie. 

The  chairman  announced  that  as  a 
result  of  the  collections  taken  at  these 
dinners  in  aid  of  the  Sick  Children's 
Hospital,  over  $200  had  been  handed 
over  to  the  hospital.  It  was  their  hope 
that  in  the  near  future  a  cot  would  be 
installed  there  known  as  the  Commercial 
Travellers'  cot. 
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Five  Reasons  for  Better  Conditions 


Roger  W.  Babson  in  an  address  to  the 
Empire  Club  of  Toronto  recently  gave 
the  following  five  reasons  for  stating 
that  conditions  were  improving  and  that 
the  retailer  was  again  coming  into  his 
own: 

1.  —  Fundamental  conditions  are 
favorable.  By  this  I  mean,  that  the  so- 
cial, economic  and  spiritual  conditions 
which  affect  business  have  improved  so 
that  they  now  furnish  the  basis  for 
genuine  prosperity.  The  over-extension 
among  business  concerns  and  the  habits 
of  extravagance  and  waste  on  the  part 
of  people  as  a  whole  have  now  been 
largely  corrected.  People  are  beginning 
to  produce  more  than  they  consume. 
This  is  apparent  from  the  Babsonchart, 
which  shows  that  business  turned  the 
corner  in  August. 

2. — Crop  conditions.  From  the  stand- 
point of  profits,  the  crop  outlook  is  the 
best  in  years.  The  harvest  promised  is 
large  and  prices  are  fair.  Hence,  1922 
crops  should  benefit  both  the  farmers 
and  the  public.  Estimates  indicate  that 
the  value  of  grain  and  cotton  harvests 
at  the  farm  will  be  30  per  cent,  more 
than  last  year.  This  indicates  that  the 
majority  of  farmers  will  get  about  30 
per  cent,  more  for  their  products  than 
they  did  a  year  ago.  Considering  the 
fact  that  producing  expenses  have  been 
less,  the  net  profits  of  this  year's  har- 
vests should  be  much  more  than  in 
1921.  This  means  that  at  least  one- 
third  of  the  people  in  Canada  are  going 
to  have  a  greatly  increased  buying 
power  this  Fall  and  Winter.  Large 
crops  are  a  source  of  real  wealth.  They 
help  everyone. 

3. — Money  conditions — loans  through- 
out Canada  have  been  reduced.  The 
banks  are  rediscounting  only  about  a 
fourth  as  much  as  they  were  this  time 
last  year.  Banks  have  cut  down  their 
loans  greatly.  Moreover,  they  have 
cleaned  up  a  large  part  of  the  doubt- 
ful accounts  Which  they  had  been  carry- 
ing since  the  1920  crash.  From  the 
standpoint  of  reserves,  the  ratio  of  re- 
serves against  note  and  deposit  liabili- 
ties shows  the  strong  position  of  the 
Canadian  banking  system^  Certainly 
the  bank  statements  promise  plenty  of 
money  with  which  to  do  business 
throughout  the  coming  months,  regard- 
less of  what  may  happen  abroad.  The 
long  swing  trend  of  interest  rates  is 
downward. 

4. — Commodity  conditions  —  the  po- 
sition of  business  houses  is  decidedly 
better.  Reports  show  that  in  most 
cases  inventories  have  been  sufficiently 
written  off.  Stocks  of  goods  have  been 
cut  down  and  there  has  been  no  over- 
buying. The  same  progress  has  not 
yet  been  made  in  reducing  retail  prices, 
but  this  will  follow.  Failures  are  few- 
er.      The  peak  of  losses  apparently  has 


been  passed.  Prices  are  becoming 
stabilized.  A  shortage  in  goods  may 
even  be  witnessed  in  some  lines.  All 
signs  point  to  a  stiffening  in  commodity 
prices  this  Winter,  although  the  long 
swing  trend  may  continue  downward. 

5. — Employment  conditions  are  very 
much  better.  Where  2,000,000  people 
were  out  of  employment  two  years  ago, 
less  than  500,000  are  out  of  employ- 
ment to-day  in  Canada.  If  the  rail- 
roads now  come  into  the  market  for 
new  equipment  and  supplies  there 
should  be  very  little  unemployment  dur- 
ing the  next  few  months.  This  must 
mean  better  business  because  the  pur- 
chasing power  of  the  people  is  ultimate- 
ly determined  by  the  total  payroll  of  the 
people. 

Retailers  Coming  Back 

In  giving  his  advices  for  the  year, 
Mr.  Babson  set  forth  a  long  pull  down- 
ward in  money;  a  long  pull  upward  in 
bonds  and  a  shorter  pull  downward  in 
stocks.  In  commodities  there  would 
be  an  increase  for  a  year  or  more,  then 
a  long  pull  down,  comparable  to  what 
followed  the  Napoleonic  and  Civil  wars. 
Mills  and  factories  would  have  a  better 
business  this  Winter.  If,  however, 
the  improvement  resulted  in  any  infla- 
tion, a  reaction  and  a  long  period  of 
dullness  would  follow.  Retailers  were 
coming  back  to  their  own.  Mr.  Babson 
said  there  were  one  million  retail  stores 
entitled  to  more  help  from  manufactur- 
ers and  the  public.  Business,  he  claim- 
ed, travelled  in  cycles,  while  business 
men   travelled  in  ruts. 

Mr.  Babson  made  a  special  plea  to 
"boost  the  retailer,"  remarking  that  al- 
though the  latter  was  largely  respon- 
sible for  the  period  of  over-expansion, 
yet  he  must  be  depended  upon  to  bring 
back  real  prosperity.  "We  should  be- 
gin at  once,"  Mr.  Babson  urged,  "to  give 
more  support  to  the  retailer.  Supplied 
with  the  same  statistical  information, 
and  backed  up  with  the  same  assistance 
from  government  and  private  research, 
the  individual  retailer  will  make  as 
much  progress  in  his  field  as  the  pro- 
ducer has  in  his  own.  The  idea  that 
he  must  fight  the  chain  store  and  co- 
operative buying  is  entirely  wrong.  He 
must  be  willing  to  adopt  the  improve- 
ments of  these  systems,  in  order  that 
the  retail  field  may  not  be  dominated 
either  by  the  chain  store  or  any  other 
single    organization." 


Minister  Says 

Have  No  Funds 

Claims  They  Have  Not  Sufficient  Money 
To  Put  Female  Inspectors  At  Border 

Many  appeals  have  been  made  by 
the  provincial  officer  of  the  Retail 
Merchants'  Association  to  the  Domin- 
ion government  to  exercise  greater  vig- 
ilance at  the  border  points  in  respect  to 
smuggling.  In  spite  of  this  fact  there 
is  still  a  vast  amount  of  it  done  and 
merchants  at  these  points  are  continual- 
ly up  against  unfair  competition  be- 
cause of  this  smuggling.  One  of  the 
latest  appeals  made  by  the  provincial 
secretary,  W.  C.  Miller,  was  in  the  in- 
terests of  the  merchants  of  Sault  Ste. 
Marie.  In  reply  to  his  letter  to  thp 
minister  of  customs  and  excise,  the 
latter  said: — 

"The  evil  is  especially  when  women 
cross  the  border  wearing  suits  and 
dresses  bought  on  the  American  side. 
I  suppose  we  search  the  women  so  far 
as  coats  and  suits  are  concerned,  but 
you  want  us  to  go  beyond  that,  and  that 
is  why  you  want  a   female   inspector. 

"We  have  not  at  the  present  time  at 
our  disposal  sufficient  funds  to  place 
female  searchers  at  the  various  points 
at  the  border;  as  far  as  the  coat  or  dress 
is  concerned,  I  do  not  see  any  objection 
to  a  man  calling  attention  to  the  lady 
that  he  has  suspicions  of  the  dress  or 
coat  any  more  than  of  the  boots  and 
shoes.  We  realize  the  situation  and  also 
realize  its  gravity. 

"Nevertheless,  we  are  willing  to  ac- 
cept your  co-operation  and  if  you  sug- 
gest anything  you  can  do  to  relieve  the 
situation  I  will  gladly  receive  any  sug- 
gestion that  you  can  make." 

(Note.  We  do  not  know  if  Mr.  Miller 
is  making  any  further  suggestions  or 
not  but  if  so  he  is  probably  telling  the 
minister  what  any  person  outside  of  the 
department  knows,  namely,  that  a  fe- 
male inspector  at  such  points  would  eas- 
ily pay  her  own  salary). 


A  weaving  mill  has  been  installed  in 
Kingston,  Ont.,  this  month.  It  is  known 
as  Collie's  Limited,  and  is  owned  and 
managed  by  William  Collie.  The  plant 
was  formerly  located  at  Stratford,  Ont., 
under  the  name  of  Dutton's  Limited.  It 
was  under  the  control  of  Mr.  Collie  for 
the  last  few  years.  The  particular 
branch  of  the  woollen  industry,  which 
this  factory  will  be  interested  is  the 
weaving  of  all-wool  cloths  for  men's  and 
women's  overcoatings. 


C.  S.  McKee,  for  eight  years  with 
Murphy-Gamble,  Ottawa,  has  been  se- 
cured as  the  new  manager  of  Steacy's 
Ltd.,  Kingston,  Ont.,  Messrs.  B.  N.  and 
Herbert  Steacy  will  generally  supervise 
the  departments  and  the  decorations  and 
displays  will  be  under  the  direction  of 
Gregory  Mclnnis. 


Action  has  been  taken  by  the  Attor- 
ney General's  department  of  the  State 
of  New  York  against  the  Fur  Dressers' 
and  Fur  Dyers'  Association.  It  is  seek- 
ing the  dissolution  of  the  organization 
on  the  ground  of  conspiracy  to  restrain 
the  output  of  the  fur  industry.  This  or- 
ganization represents  about  90  per  cent, 
of  the  fur  industry  of  the  United  States 
and  its  yearly  aggregate  earnings  from 
this  source  alone  are  $1,500,000. 
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Annual  Convention  of  N.  B.  R.  M.  A. 

Attendance  Was  Gratifying  and  Questions  of  Vital  Interest  to 
Retail  Trade  Discussed — Exhibition  of  New  Goods  by  Whole- 
salers of  St.  John — President  Speaks  Optimistically  of  Trade 
Outlook — Election  of  Officers 


NEW  BRUNSWICK  retail  mer- 
chants held  their  eighth  annual 
convention  on  October  10th  and 
11th  last  at  St.  John,  when  merchants 
from  all  over  the  province  foregathered 
and  enjoyed  the  various  entertainments 
provided  for  their  pleasure  by  the  local 
hosts  together  with  the  addresses  given 
by  speakers  of  prominence. 

A  new  note  was  introduced  into  the 
proceedings  by  reason  of  an  exhibition 
if  new  goods  shown  in  the  a;?,emb]y  hall 
in  which  the  meetings  were  held.  The 
wholesalers  of  St.  John  co-operated  to 
make  the  convention  a  success  by  ar- 
ranging varied  showings  of  the  newett 
spring  merchandise  including  such  lines 
as  dry  goods,  footwear,  food  products, 
sporting  good:    and  hardware,   etc. 

The  first  session  commenced  at  2.30  on 
October  10th,  the  president,  W.  G.  de- 
Wolfe,  presiding.  At  this  session  the 
official  welcome  to  the  delegates  was 
extended  by  Mayor  McLellan  on  behalf 
of  the  city;  W.  F.  Burditt,  president  of 
the  board  of  trade,  in  its  behalf;  and  F. 
A.  Dykeman,  ex-president  of  the  local 
branch. 

President  deWolfe  thanked  the  speak- 
ers for  their  words  of  welcome  and  called 
on  J.  J.  Weddall,  of  Fredericton;  J  W 
Scovil,  of  St.  Stephen;  T.  B.  Price  of 
Moncton;  B.  Roy  Holman,  of  Charlo'tte- 
tcwn  and  E.  M.  Trowern,  of  Ottawa, 
Dominion  secretary,  to  respond.  The 
latter  in  his  address  paid  tribute  to  the 
part  the  maritime  provinces  had  played 
n  the  development  of  the  Dominion  and 
assured  his  audience,  as  one  who  had 
come  into  dose  touch  with  parliament, 
that  when  the  members  from  the  East 
spoke  they  were  listened  to,  and  when 
they  demanded  things  they  got  them 
despite  the  feeling  which  maritime  peo- 
ple   held    to    the    contrary. 

"If  there  is  one  criticism  I  would  like 
to  make  about  the  country  down  here  " 
he  said,  "it  is  this— you  do  not  blow 
about  yourselves  enough.  Now  when  the 
Yanks  entered  the  war  they  :aid  'We'll 
equip  5,000,000  men  and  if  that' is  not 
enough  we'll  equip  10,000,000  and  if  that 
is  not  enough  yet,  we'll  equip  20  000  000 
men.'  That  scared  the  Germans.  You 
have  resources  down  here  but  you  do  not 
let  the  world  knew  about  it.  You  need 
some  Yankee  advertising." 

Business  On  Up  Grade 

The  president  in  his  official  address 
paid  a  h.'gh  tribute  to  the  services  of  the 
executive  officers  and  especially  to  the 
work  of  Mi.s  F.  P.  Alward,  the  provin- 
ce secretary,  who  has  been  untiring  in 
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her  efforts  to  further  the  best  interests 
of  the  association.  He  spoke  very  op- 
timistically of  the  future  business  pros- 
pects and  mentioned  the  fact  that  though 
the  Canadian  dollar  had  been  at  a  dis- 
ccunt a  year  ago,  today  it  was  at  a  slight 
premium  and  he  thought  this  fact  of 
considerable  significance  a:"  denoting 
the  general  uplift  of  trade  conditions. 

He  dealt  in  a  general  way  with  the 
many  problems  confronting  the  retailer 
today  and  suggested  some  means  of 
coping  with  them.  He  referred  to  the 
courtesy  of  the  press  and  expres.ed  his 
appreciation  of  what  had  been  done.  He 
urged  the  members  to  take  part  in  what- 
ever good  work  was  being  carried  on  in 
the  community,  especially  such  work  as 
tended  to  improve  conditions  in  general. 
In  closing  he  thanked  the  members  of 
the  provincial  board  for  the  co-operation 
given  him. 

Following  this  address  the  annual  re- 
port of  the  secretary,  Miss  Alward,  was 
given  and  the  session  closed  by  a  talk 
en  mutual  fire  insurance  by  E.  L.  Ma- 
honey.  A  letter  from  J.  A.  Banfield, 
Dominion  president,  was  read  in  which 
the  latter  regretted  his  inability  to  at- 
tend  the  convention. 


At  the  evening  session  the  report  of 
S.  L.  Emerson,  one  of  the  St.  John  dele- 
gates to  the  Dominion  convention,  was 
presented.  This  was  a  most  successful 
convention,  he  reported,  and  the  Halifax 
people  had  entertained  the  delegates 
royally.  The  association  had  now  12,044 
members,  and  the  next  convention  would 
be  held  in  Montreal. 

Second  Day's  Proceedings 

A  speech  by  E.  M.  Trowern  on  "The  Re- 
sponsibility of  the  Retail  Merchant,"  was 
the  feature  of  this  session  of  the  con- 
vention. 

At  the  opening'  of  the  meeting  the  retir- 
ing president,  W.  G.  deWolfe,  of  St. 
Stephen,  called  A.  O.  Skinner  to  the  plat- 
form and  congratulated  him  on  the  fiftieth 
anniversary  of  his  wedding  which  he  cele- 
brated recently.  Mr.  Skinner  said  he  had 
been  one  of  the  pioneers  in  the  association 
movement  in  St.  John  and  had  watched  it 
grow  with  great  satisfaction.  It  was  a  pow- 
erful and  influential  organization  and  it  had 
a  great  future.  The  merchants  all  were 
working  for  the  interests  of  the  city  and 
province.  He  expressed  thanks  for  the 
courtesy  extended  to  him. 
Mr.  Trowern 
Mr.  Trowern  was  called  upon  for  a  speech 
and  spoke  at  some  length  giving  many  in- 
teresting and  instructive  bits  of  informa- 
tion of  value  to  merchants. 

He  said  the  idea  was  to  impress  upon  the 
merchants  more  firmly  the  things  they  al- 
ready knew.  Retail  merchandising  was  one 
of  the  oldest  and  most  responsible  occupa- 
tions in  the  history  of  the  world.  The  word 
'"retail"  really  came  into  existence  only 
with  the  association.  He  reviewed  the  act- 
ivities of  the  world's  work  in  business.  The 
retail  merchant  had  been  here  since  the  be- 
ginning of  time,  and  his  preservation  de- 
pended on  himself.  The  world's  work  was 
done  by  two  groups  —  the  employer  and  em- 
ployee. There  was  an  idea  that  the  em- 
ployer did  not  work,  but  when  capital  was 
invested  the  employer  worked  hard  to  get 
the  most  out  of  it.  The  retail  merchant 
was   an    employer,   large   or   small. 

The  retail  problem  looked  simple  but  in 
reality  was  very  much  complicated  and  a 
large  problem.  A  prominent  member  of 
parliament  had  told  the  speaker  that  there 
were  far  too  many  retailers  in  small  dis- 
tricts selling  the  same  goods.  An  editor 
had  expressed  the  same  view.  This  was  a 
dangerous  stand  to  take.  It  was  a  question 
of  democracy  or  autocracy.  The  latter 
meant  socialism  and  Bolshevism.  Napoleon 
had  described  England  as  "the  little  nation 
of  shopkeepers,"  and  we  all  were  proud  of 
that   little   nation. 

The  retail  trade  was  divided  into  three 
groups  graded  according  to  the  degree  to 
which  the  members  specialized  in  their 
business.  The  large  mail  order  houses  had 
not  cleared  out  the  small  retailer  because 
they  lacked  the  personal  touch  and  this 
was  the  age  of  specialists.  The  biggest 
part  of  a  man's  business  depended  on  the 
confidence  the  public  had  in  the  man  him- 
self. 

He  looked  forward  to  the  time  when  there 
would  be  trained  men  going  about  the  coun- 
try explaining  to  the  public  what  the  De- 
tail trade  meant.  The  association  had  110 
employees    and    every    province    had    a    sec- 
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retary  with  a  permanent  office.  No  one  was 
ever  "  through  learning  about  the  retail 
trade.  The  idea  should  be  not  to  set  the 
style,  but  to  stock  what  the  public  wanted. 
The  best  college  a  boy  could  be  put  into 
was  behind  the  counter  of  a  good  decent 
retail  merchant.  This  was  the  testimony 
of  Sir  Wilfrid  Laurier,  Abraham  Lincoln 
and  General   Booth. 

Every  retail  merchant  must  size  up  his 
customers  and  it  was  an  excellent  train- 
ing, but  he  must  treat  all  alike.  The  way 
a  customer  was  approached  was  an  import- 
ant factor.  Selection  of  clerks  was  very 
important.  Pleasant  faces  went  far  in  mak- 
ing sales.  Credit  was  another  responsibil- 
ity. The  largest  retail  stores  in  America 
■were  credit  stores.  Giving  credit  was  in- 
evitable. It  was  necessary,  however,  to 
know  the  customer.  One  man  who  gave 
credit  to  every  one  whose  face  he  liked  said 
he  had  never  lost  one-quarter  of  one  per 
cent. 

'The  retail  merchants  had  stood  behind 
the  farmers  when  the  crops  were  bad.  The 
wholesalers  had  stood  back  of  the  retailers 
and  the  banks  back  of  the  wholesalers.  He 
told  his  hearers  to  play  fair  with  the  people 
to  whom  credit  was  given,  and  not  to  go  to 
law  if   it   could  be  avoided. 

Stores  should  be  kept  neat,  clean  and  at- 
tractive, and  reliable  goods  should  be  stock- 
ed. The  retailer  was  the  servant  of  the 
public.  One  of  the  functions  of  the  assoc- 
iation was  to  remedy  any  evils  arising  in 
the  retail  trade.  All  the  troubles  that  the 
liquor  dealers  had  gone  through  had  been 
brought  on  themselves  by  not  keeping  the 
trade  clean.  The  result  had  been  that  they 
had  lost  their  business  and  they  had  only 
themselves  to  blame.  He  said  good  hotel 
accommodation  was  essential  to  good  trade. 
The  merchants  had  a  great  responsibility 
and    that    responsibility   was    a    blessing. 

David  Magee  took  strong  exception  to  the 
use  of  the  word  ''gents"  in  advertising 
men's  furnishings.  He  said  it  always 
grated  upon  him.  He  would  like  to  see 
the   association    advocate   a   change. 

The  matter  was  referred  to  the  trade 
section. 

The  report  of  the  treasurer,  A.  A.  Mc- 
Intyre,  was  received  and  filed.  It  showed 
receipts  in  excess  of  $14,000  with  expendit- 
ures slightly  less.  The  present  total  liabil- 
ity of  the  association  was  about  $1,223.  It 
was  expected  that  this  would  be  cleared  up 
■within  a  year.  A  vote  of  thanks  was  tend- 
ered to  Mr.  Mclntyre  for  his  excellent  work. 
Resolutions 
A.  A.  Mclntyre  reported  for  the  resolu- 
tions committee  and  his  report  was  taken 
np  section  by  section.  A  resolution  that  a 
resolutions  committee  be  appointed  at  each 
■session  to  serve  for  the  year  was  passed. 

Another  resolution  that  the  executive  be 
requested  to  take  up  the  matter  of  fair 
trading  by  manufacturers  started  some  dis- 
cussion. Some  instances  were  cited  where 
retailers  had,  it  was  said,  not  been  treated 
fairly  by  manufacturers  and  it  was  thought 
that  some  sort  of  united  official  action 
might  have   the   desired   effect. 

Mr.  Trowern  said  the  Dominion  board 
should  take  this  matter  up  and  this  course 
was  decided  on. 

Afternoon   Session 

Passing  of  resolutions  occupied  the  time 
of  the  short  afternoon  session,  previous 
to  the  inspection  trip  to  the  hydro-electric 
development  at  Musquash.  'The  more  im- 
portant resolutions  referred  to  the  income 
tax,  fraudulent  advertising  and  minimum 
"wage.  The  income  tax  resolution  demand- 
ed that  the  income  tax,  tax  on  receipts  and 
tax  on  checks  be  abolished,  and,  if  neces- 
sary, the  sales  tax  should  be  increased  so 
as  to  secure  sufficient  revenue  for  the 
needs  of  the  country  and  be  collected  from 
the  source  of  supply.  The  minimum  wage 
resolution  urged  that  this  matter  be  given 
careful  attention  by  the  incoming  execu- 
tive. 

The  convention  went  on  record  as  favor- 
ing   stricter    provisions    for   the    prevention 


of  smuggling;  of  opposing  any  proposals 
for  an  eight-hour  day  for  all  manufactur- 
ing, producing  and  distributing  classes; 
thanking  the  government  for  the  abolish- 
ing of  all  guessing  and  lottery  contests; 
endorsing  the  action  of  the  Dominion  board 
relative  to  postal  rates  for  mail  order 
houses. 

Another  resolution  requested  that  a  ques- 
tionnaire be  sent  out  to  the  various  mem- 
bers to  ascertain  the  feeling  with  regard  to 
open  book  accounts  or  trade  acceptances, 
and  also  one  regarding  a  definite  weekly 
half-holiday. 

A  final  resolution  requesting  that  steps 
be  taken  to  have  all  retailers  exempted  from 
the  operations  of  the  Workmen's  Compensa- 
tion Board  was  adopted.  The  convention 
went  on  record  as  being  opposed  to  the  tax 


on    receipts,    which    is    ordered    to    go    into 
effect  Jan.  1,  1923. 

Complimentary   Banquet 

Speeches  by  Mayor  McLellan,  Hon.  Fred 
Magee,  minister  without  portfolio;  Hon. 
Senator  J.  W.  Daniel,  Hon  Dr.  J.  B.  Baxter, 
M.P.;  E.  M.  Trowern  and  others,  featured 
the  complimentary  banquet  tendered  the 
delegates  by  the  St.  John  branch  of  the  as- 
sociation. In  the  absence  of  the  local 
president,  R.  A.  Macaulay,  the  vice-presi- 
dent, A.  Ernest  Everett,  presided  and  called 
on  the  gathering  to  honor  the  toast  to  the 
King. 

Miss  Alice  Fairweather  delivered  a  short 
address  on  advertising,  illustrating  it  with 
motion  pictures.  Motion  pictures  of  the 
raisin  industry  also  were  shown  after  which 
the  convention   came   to  a  close. 


Frank  Sumner  Heads  Dominion  Travellers 


Frank  Sumner,  of  Hodgson  and  Sum- 
ner arid  Co.,  Ltd.,  will  be  president  of 
the  Dominion  Travellers'  Association  for 
the  next  year  while  Fred  E.  Dugan,  of 
Lymans,  Ltd.,  will  fill  the  chair  of  first 
vice-presidency  following  the  elections 
held  at  the  annual  meeting.  They  will 
assume  their  responsibilities  in  their 
new  capacities  on  December  16.  John 
Perry,  of  Greenshields,  Ltd.,  and  W.  J. 
Joyce,  of  Herron  Leblanc,  Ltd.,  both  of 
Montreal,  were  nominated  for  second 
vice-presidency.  Elections  will  take 
place  shortly. 

The  five  vacancies  on  the  board  of 
directors  will  be  filled  by  five  of  the 
following:  W.  A.  Wood,  of  Caverhill 
[  earmont  and  Co.;  Herbert  S.  C.  Hol- 
land; Pierre  Rolland,  of  the  Rnlland 
Paper  Co.,  Ltd.;  Maurice  Shea;  William 
Blanchard,  of  the  Lake  of  the  Woods 
Milling  Co.,  Ltd.;  J.  Copping,  of  the 
Christie  Brown  and  Co.,  Ltd.,  and  Mr. 
Massiah,  of  the  Sherwin-Williams  Co., 
Ltd. 

Maxwell  Murdock  was  re-elected 
treasurer.  D.  Campbell  continues  as  sec- 
retary. 

The  reading  of  the  annual  report  re- 
vealed to  the  members  present  the 
growth  of  the  association  to  the  extent 
of  an  increase  of  1,500  over  last  year 
to  the  present  membership  of  12,000. 

The  incoming  president,  Mr.  Sumner, 
has  been  a  member  of  the  Dominion 
Commercial  Travellers'  Association  for 
27  years  serving  two  years  on  the  board 
of  directors — 2nd  vice-president  and  1st 
vice-president. 

Mr.  Dugan,  the  1st  vice-president,  has 
been  an  active  member  of  the  associa- 
tion for  some  time. 


envelopes.  We  obtained  these,  of  course 
by  paying  for  them.  Then  we  prepared 
and  duplicated  letters  to  all  the  Sum- 
merside  list  and  to  the  best  customers 
in  villages  nearby;  these  letters,  sign- 
ed by  the  buyer,  told  in  a  chatty  way 
about  the  good  time  they  were  having 
in  New  York,  and  the  wonderful  se- 
lection of  hat  styles  they  had  found. 
The  letter  closed  with  an  invitation  to 
visit  our  millinery  department  as  soon 
as  the  new  styles  would  be  in. 

"The  buyers  took  these  letters  down  to 
New  York,  stamped  them  with  United 
States  postage  and  mailed  them.  The 
millinery  department  was  stormed  the 
day  the  new  hats  were  placed  on  sale. 
Yet  Marshall  Field  and  Company  used 
almost  that  identical  plan  for  a  Paris 
trip." 


THE  SMUGGLER  AND  HIS  METHODS 

(Continued  from  page  39) 
est  importing  houses  are  feeling  it  and 
several  manufacturers  have  told  Dry 
Goods  Review  that  they  will  be  forced 
out  of  business  if  the  situation  contin- 
ues. Yet  there  seems  to  be  a  great  re- 
luctance on  the  part  of  these  firms  to 
help  the  government  by  telling  them  of 
instances  they  know. 

The  Canadian  Manufacturers'  Asso- 
ciation and  the  Retail  Merchants'  Asso- 
ciation have  both  tried  to  get  some  ac- 
tion  in   the   matter  but  this   should  not 


ADVERTISING  THAT  PULLED 

In  an  article  written  by  the  president 
of  the  R-  T.  Holman  Co.  Limited,  of 
Summerside,  P.E.I.,  president  Harry  T. 
Holman  described  a  scheme  in  connec- 
tion with  thoir  millinery  department 
which  brought  them  unusual  results. 
Here  is  what  he  wrote: — 

"We  were  planning  to  send  mill- 
inery buyer  and  her  assistant  to  New 
York  on  a  buying  trip.  So,  once  we  had 
determined  which  hotel  they  would  se- 
lect, we  wrote  to  the  hotel  for  several 
hundred    sheets   of   guest   stationery   and 


The  information  which  jormed 
the  basis  of  this  article  was  given 
with  the  .understandino  that  the 
source  be  kept  strictly  confidential. 
The  authority  of  the  informant, 
however,  is  reliable  and  unques- 
tioned. 


be  left  to  them  entirely.  Going  after 
the  individual  is  the  most  effective  meth- 
od of  all.  If  those  who  know  of  cases 
where  contraband  merchandise  is  being 
sold  or  made  up  for  sale  will  report 
these  at  headquarters,  they  may  feel 
assured  that  the  information  will  be 
kept  strictly  confidential.  In  fact,  only 
the  official  to  whom  the  matter  is  report- 
ed knows  of  the  informant,  for  such  a 
name  is  not  passed  on  even  to  the 
chief  of  the  department  when  action  is 
taken. 
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Christmas    Novelties 
Boudoir  Caps 


Send  an  open  order  for 

assortment    of  individual 

Holly  Boxes 

Boudoir    Caps,   Berthas,   Pleatings,  Belts 


Bresa  Cs&enttate,  Htb. 

Originators  and  Manufacturers 
Bertha  Pleatings,  Neckwear  and  Blouses 

14  Breadalbane  St.,  Toronto 
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The  lasting  nature  of  Leather  Goods 
makes  them  Ideal  Christmas  Gifts 


Our   goods  are  distinctly   superior — a   line  that   merits   a  featured 
place  in  your  Leather  Goods  Department. 


Avenue  Bags 

Shopping  Bags 

Beauty  Boxes 

Toilet  Cases 

Frame  Purses 

Card  Cases 

Bill  Folds 

Collar  Boxes 

Music  Cases 

Ladies'  Belts 

Manicure  Cases 

Photo  Cases 

Military  Brush 

Cases 

Judge  for  yo 

urself 

by 

16 

928 

sending   for 

sampl 

es 

English   A' 

•enue   Bag. 

Winnett  &  Wellinger!  Limited 

Manufacturers  of  Fancy    Leather  Goods 

348-350  Sorauren  Avenue 
TORONTO 

ESTABLISHED     1905. 
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THE  INQUIRER'S  CORNER 

You  may  want  to  know  where  a 
certain  line  of  merchandise  in  the 
Dry  Goods  Trade  can  be  procur- 
ed; you  may  have  on  your  hands  a 
problem  in  connection  with  your 
business  that  is  difficult  to  solve. 
Dry  Goods  Review  can  render  you 
a  service  and  will  cheerfully  do  so 
if  you  will  fill  in  this  blank. 


INFORMATION  WANTED 

Dry  Goods  Review, 

153  University  Are.,  Date 1922 

Toronto,  Ontario. 

Please   tell  me 

Name    

Address    
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Did  you  ever 

hear  of  Helen  Armstrong? 

Suppose  you  picked  up  your  paper  and  saw  that  Helen 
Armstrong  was  going  to  sing  at  your  local  theatre.  Would 
you  rush  to  get  tickets?  Not  likely.  You'd  want  to  know 
who  Helen  Armstrong  was !  Before  you  spend  money  you 
want  to  know  what  you're  going  to  get. 

But  suppose  you  were  told  that  Helen  Armstrong  was 
Nellie  Melba's  name  in  private  life.  That  would  be  differ' 
ent.  Madam  Melba  is  a  world-famous  opera  singer.  People 
flock  to  her  concerts  who  pay  no  attention  to  the  "Helen 
Armstrongs." 

It's  the  same  way  in  buying.  When  people  spend  money 
for  goods,  they  want  merchandise  of  known  reputations — 
they  don't  want  unknown,  unrecognized  brands. 

That's  one  reason  why  people  buy  Gold-Seal  Congoleum 
Rugs  and  Floor-Covering  with  complete  confidence.  They 
know  Gold-Seal  Congoleum  —  they  buy  it  in  such  quanti- 
ties that  it's  by  far  the  biggest  money  maker  in  the  floor- 
covering  market. 

Month  after  month  its  advertising  broadcasts  the  story 
of  Congoleum's  beauty,  cleanliness,  and  economy — its  labor- 
saving  features  and  the  Gold  Seal  Guarantee. 

Still  bigger  business  is  coming  to  men  who  handle  Gold-Seal 
Congoleum — more  sales,  more  profits,  more  good  will.  Don't 
miss  out.  Feature  Gold-Seal  Congoleum.  It  pays. 

CONGOLEUM  COMPANY  OF  CANADA,  LIMITED 

Factory  and  Offices 
1270  St.  Patrick  Street,  Montreal,  Quebec 

Made  in  Canada — By  Canadians — For  Canadians 
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Try  to  tear  it 


Silk  is  the  quality  test  of 
your  ribbon  stock. 

And  the  "Tear  Test"  is  the 
proof  of  the  quantity  of  silk 
in  your  ribbons  which  makes 
the  quality.  This  test  proves 
whether  ribbons  are  mostly 
silk  or  mostly  weighting. 

Weighted  ribbons  tear  eas- 
ily, rot  quickly,  deteriorate 
and  cause  loss. 

Select  at  random  a  bolt  of 
imported  ribbon  and  a  bolt 
of  Beldings  "Made-In-Can- 
ada"  Ribbon — apply  the 
"Tear  Test"  to  them,  and 
note  results. 

Beldings  "Made  -  In  -  Can- 
ada" Ribbons  are  strong  be- 
cause they  are  manufactur- 
ed with  less  weighting.  They 
stand  up  to  every  test  of  rib- 
bon quality.  They  create 
friends  for  your  store  by 
making  satisfied  customers. 


They  are  Made-In-Canada,  thus  you  save  heavy  import  dut- 
ies, and  obtain  a  larger  profit.  Write  your  nearest  Sales 
Office  for  samples  and  prices,  or  request  that  our  Ribbon 
man  call  upon  you. 


MANUFACTURERS  OF 

Belding's    and    Corticelli    Spool    Silks, 

Corticelli   Crochet   and  Embroidery   Cottons, 

etc. 


^tnited 
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tEo  tfje  Jllercijants  of  Canaba 

Mc  cxtenb  the  heartiest  of  Christmas  (greetings  toitfj 
tfje  best  of  goob  toisfjes  for  pour  prosperity  in  1923. 
Jfor  ttoentp=six"  pears  toe  babe  enbeaboureb  to  serbe  pou 
bonestlp  anb  efficientlp  anb  to=bap  our  bisplap  fixtures 
confibentlp  challenge  comparison  Ltoitb  anp  mabe  in 
Canaba  or  elsetobere. 

Me  are  proub  of  the  reputation  built  up  buring  this 
periob  anb  plebge  ourselbes  to  greater  efforts  in  pour  Ser= 
bice  buring  tfje  coming  pear. 


CLA  TIVOR  THY  &  SON 

LIMITED 
London,  Eng.      -     Established  1896      -     Toronto,  Can. 

Canadian  Representative:   PIERRE  IMANS,  Paris,   France 


Travelling  Representatives:  VICTOR  H.   BUTT,     A.   L.   BRONSKILL,     W.  S.  MARZETT 


V\ 


DRY     GOODS     REVIEW 


Beautiful  Black  Walnut  "INTER-PLACE-ABLE"  Unit  Fixtures  in  Miltons'  Limited, 

The    Jaeger    Shop,    Toronto. 

PROFIT  BY  THE  TEACHINGS 
OF  THE  SUCCESSFUL  STORES 

--by  applying  the  proven  principles  of 
their   success    to   your  own   business. 

A  careful  study  of  the  more  successful  Dry  Goods  and  Men's  Furnish- 
ing Stores  will  reveal  many  important  factors  of  the  utmost  value  in 
the  successful  managing  of  your  own  business. 

Outstanding  among  these  many  business  "principles  of  success"  is  the 
absolute  necessity  of  an  attractive,  expertly  planned,  adequately  equip- 
ped store  interior — an  interior  equipment  that  utilizes  every  foot  of 
floor  space,  that  affords  unlimited  display,  and  from  every  angle  is  an 
irresistible  invitation  to  buy  and  "call  again." 

"INTER-PLACE-ABLE"  UNITS  permit  the  gradual  evolution  of  a  truly 
modern  store  interior  at  a  small  initial  cost,  and  are  described  and  il- 
lustrated in  a  catalogue  for  Dry  Goods  and  Men's  Furnishing  Stores 
which  is  yours  for  the  asking. 

fMrOaia 

(Toronto ShowCaseCo)    Lszntad. 

"Canada's  Outstanding  Designers  and  Builders  of 
Modern-Merchandising  Store  Equipment" 

183  Carlaw  Avenue,  Toronto 
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Prepare  Now  for  Spring  Needs 

JVhile  our  large  range  is  unbroken 

Particular  attention  is  being  directed  to  our 
Spring  line  of  Hosiery  and  Underwear 
which  our  travellers  are  now  showing. 


Children's  Socks 

A  wealth  of  designs  and  a  greater  variety  of  colorings  in 
both  x/>  and  Y\  styles  than  we  have  ever  shown,  including 
Plain  Mercerized,  Derby  Ribs,  Striped  and  Jacquard  Tops, 
Silk  plaited  clocked,  etc.     See  them  before  placing  your  order. 

Lisle  and  Silk  Hosiery 

Staple  and  Fancy  Lines,  Fibres,  Silks  and  Silk  and  Lisle 
mixtures  in  Plain  and  Ribbed  effects.  Some  with  fancy  clocks 
and  some  with  embroidered  or  lace  fronts. 


Lady  Betty  Vests 


Those  elastic  knit  Swiss  Ribbed  lines  with  the  non-slip- 
ping shoulders  in  a  wide  variety  of  styles,  priced  from  $3.00  to 
$6.00.  Also  Baby  Betty  Vests  for  children.  They  will  prove 
big  trade  winners. 


GREENSHIELDS  LIMITED 

"  The  Hub  of  the  Dry  Goods  Trade  in  Canada  * 


VICTORIA  SQUARE  !• 

"  Everything  in  Dry   Goods 


MONTREAL 
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Novelties 


Featured  in  Immense  Variety 


Chry—nUttmum  Timt 


Popular  Priced  Lines  a  Specialty 

Chinese  and  Japanese  Designs 

Foulards,  Printed  Georgette  and  Crepe 

Lingerie  Silks,  Cantons,  Crepe  de  Chine 

Black  Dress  Silks,  Taffetas  and  Satins 

Full  Ranges  in  New  Gorgeous  Colorings 

@L.  ^>.  Emg  ^>tlfc  Company 

ILimittb 

"1Efyt  &ilfe  ftouge  of  Cana&a" 


59-61   Wglhngton  St.   West.  Toronto 


Foreign   Offices: 

Zurich,  Switzerland 

Yokohama.  J apan 

Lyons,  France 

Chefoo,  China 

-illllllllllllllllllHIIIMI«inilMNIMIIMIIMHMIininMUIIMIinillllllMIMMIIMMIIMMMIIIIIMMIMIIIIllllllllllllllllllllllllllll|i|IIIIIIIIIIIIIIMIlMIMI«lllillMIIIIIIIIMIMIIIIV Ill II  1 1  111  III  I  Ml II Illllllllllllllllllllllll Ill Illllllllll Illlllllll 


DRY     GOODS     REVIEW 


lie  toant  to  tljanfe  our  manp  frienbg  for  tljetr  patronage 
burtng  ttje  past  pear  anb  to  extenb  to  tfjem  our  best  toistjesi 
for  Cbristmag  anb  1923. 


Our  representative  will  be  calling  on  you  again  the 
first  of  the  new  year  with  the  usual  complete  range  of 
sorting  samples  and  a  splendid  showing  for  Spring  and 
we  believe  you  will  do  well  to  anticipate  your  full  re- 
quirements at  once. 


John  M.  Garland,  Son'&  Co. 


Limited 


OTTAWA 


CANADA 


Wholesale  Dry  Goods 
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94?  Obv^S  and  TioSlQW  7/oU4V  <g/  Gct/ioSd  t 


h?  Chrtatmag  Spirit 


HE,  Chri^tma^  £piriP  i/  a  fiae  thing. 
^We  need  if?  If  i/  the  one  big  uplifP 
of  the  year: 

'The  Tecognitioa  of  frue   friendihip, 
of- loyal  Service,  of  timely  Support? 

accompanied~by  a  Statement  ofyour  good  wi^he/ 

at  thi^-  £ea£bn,  i^  a  practice  to be  encoliraged. 

Weall~like  to  be  remembered~by  tho^e  who^e 

good  will  and  esteem  we  covet. 

TT,e  ^han^or^e  iSSlenc*  of  ^3 
will  and  a  p  p  r  e  c  i  a  f  i  o  n.  make£  for  a  higher 
Standard  of  thinking  and  of  conduct,  and~bring$ 
u£  back  fo  a  realization  of  the  fad:  that  there 
10  much  in  life  and  to  it$living  that  cannot 
"" be   measured   in- dollarg  and   cem£. 


St.  Catharines.Silk  Mills 

Limited 

St.  Catharines  Ontario 


London  Hosiery  Mills 

Limite*4 

London  Ontario 


Venus  Silk  Hosiery  Mills 

'limited  | 

Toronto  Ontario 


Selling 

d  L.Baker 

Wellington  \ 
Toronto 


Griffin  Gloves 

Limited 

Toronto  Ontario 
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(greeting*! 

77?e  Winsome  Maid  trips  into  the  page 
to  give  you  Christmas  Greetings 

More  bewitching  than  ever  before  she  has 
made  hosts  of  new  friends  in  the  year  now 
passed.  A  fresh  packet  of  silken,  rainbow 
beauties  will  bring  many  more  admirers  to 
her  dainty  feet  during  1923.  And  so  for  old 
friends,  new  friends  and  future  friends  she 
wishes 

&  J>appp  Cfjrtetma*  anb 
21  prosperous  JSeto  ©ear 

ALLEN  SILK  MILLS,  LTD 

43  Davies  Ave.      -      Toronto,  Ont. 


The  Finest  Trade  buys  "Winsome  Maid' 


£h&  Q-* 


s.eMn 


affair 


£2t 


%$ZS&*r 


&nb  Jloto  it's! 
Cfjrtsitmas:  fttme! 


So  let  us  cease  being  merchants  and  man- 
ufacturers for  one  moment,  and  just  be 
good  fellows  shaking  hands  and  saying 
"Merry  Christmas"!  Here's  hoping  that 
youj  will  have  a  jolly  Christmas  Day, 
and  that  your  New  Year  will  abound  with 
prosperity  and  happiness 


Allen  Bros.  Co.,  Limited 

(gi  883  Dundas  St.  E.       -       Toronto 

A.  B.  C.  is  a  Hose  Guarantee 
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$16,541  Worth  of  Hoovers  Sold 
at  Edmonton  in  Eighteen  Months 


MEN  WANTED 

to  sell  The  Hoover 

The  expansion  of  our  business 
continually  creates  openings  for 
alert,  energetic  young  men  of  good 
character,  appearance  and  address 
to  be  trained  as  retail  Hoover 
salesmen.  Many  of  our  men 

Earn  $200  to  $600 
per  month 

The  average  runs  #200  to  J4250. 
Some  make  #500  to/>600,  however. 
It  is  simply  up  to  the  man  and 
how  willing  lie  is  to  be  taught  the 
best  methods  of  selling.  You  sell 
the  best  known,  besl  advertised 
and  best  cleaner.  We  train  you 
free  and  pay  you  liberally.  Ex- 
cellent opportunities  for  promo- 
tion. Apply  in  person  at  Hoover 
district  offices  in  principa  I  cities 
(consult  phone  book)  —  or  by 
mail  to  factory.  There  may  be 
an  opening  tight  in  your  locality. 


The  Hudson's  Bay  Co.  Department  Store  at  Edmonton, 
Alberta — a  city  of  11,742  wired  homes  —  sold  226  Hoovers 
valued  at  $16,541  in  1921  and  the  first  six  months  of  the 
present  year. 

The  fact  that  114  ol  these  sales  were  made  during  the  first 
half  of  this  year  indicates  conclusively  that  their  Hoover  busi- 
ness for  1922  will  be  twice  that  of  1921. 

The  famous  Hoover  Co-operative  Plan  is  in  use  in  the  Hud- 
son's Bay  store,  as  it  is  in  the  stores  of  many  of  the  most 
representative  merchants  throughout  the  Dominion,  the  States 
and  abroad. 

Under  this  highly  successful  and  time-proved  arrangement  our 
trained  sales  organization,  working  closely  with  the  dealer, 
secures  leads,  demonstrates,  sells,  delivers  and  services  the 
machines. 

Tt  is  a  plan  which  holds  down  a  dealer's  stock  investment, 
speeds  up  his  turnover,  and  nets  him  a  large  annual  return. 

The  fact  that  The  Hoover  is  so  universally  well  known  and  so  ex- 
tensively advertised,  makes  the  plan  successful  wherever  tried. 

At  the  Hudson's  Bay  store,  Hoover  demonstration  tables  are 
placed  in  the  center  of  the  main  floor  and  in  the  Carpet  Depart- 
ment. Hoover  window  displays  are  used  quite  often  while 
newspaper  space  is  very  frequently  devoted  to  inviting  pros- 
pects to  witness  a  demonstration. 

There  are  certain  factors  which  make  the  Hoover  proposition 
look  even  better  for  1923.  Now  is  the  time  to  investigate. 
When   would   you  like  to  see  our  representative? 

The  Hoover  Suction  Sweeper  Company  of  Canada,  Limited 

Factory  and  General  Offices:  Hamilton,  Ontario 


//  BEATS --  as  it  Sweeps      as  it  Cleans 
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1922 


1923 


We   extend 
f  Season  s   Greetings   to   you 

ana 
Best   Wishes   for    a   Prosperous   New  Year 

to  YOU  Mr.   Merchant   and   the    various    members    of  your   staff 


Any  rush  orders  for 
Spanish  Lace  Scarves, 
Metal  Laces  or  V  eils 
will  receive  prompt 
attention. 


C.    E.    Hill,    Toronto  I.   W.    Booth,    Ontario 

B.    Kerr,   Ontario  W.    O.    Price,    Ontario 

A.  T.  Ashky,  W.  Prov.  Jas.  A.   Turner,    W.    Prov. 

V .   A.    Olivier,    Quebec  D.  R.  Henderson,  M.  Prov. 


CANADA  VEILING  CO.,  LIMITED 

84-86    Wellington   Street    West.    Toronto 
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1L  tmtteb 
Importers  of  Fancy  Dry  Goods 

12  ST.  HELEN  STREET 

ill  ontreal 
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Cf)ri£tma£  Greeting* 


THAT  all  happmesss  and  contentment, 
health  and  the  good  things  of  life  be 
yours  this  Christmas-tide  is  our  wish  and 
hope  for  our  friends  in  the  dry  goods  trade. 

We  wish  you  all  success  and  prosperity  in 
1  923,  and  on  our  part  we  will  strive  to  give 
as  in  the  past  faithful  service  to  those  who 
have  learned  to  rely  upon  us  for  dependable 
merchandise. 


^obgston  gmmner  &  Co. 

ILimitefc 

St.  Paul  Street  West  84-92  Leroyer  Street 

21    St.  Sulpice  Street 


Sample  Rooms: 

7  Charest  St..  QUEBEC  Windsor  Hotel,  OTTAWA 

Carlaw  Bldg.,  28-30  Wellington  St.  W.,  TORONTO 
Can.  Bank  of  Commerce  Bldg..  THREE  RIVERS  New  Sherbrooke  House.   SHERBROOKE 

503  Mercantile  Bldg.,  VANCOUVER  50  Bon  Accord  St..  MONCTON.  N.  B. 

Empire  Bldg..  HAMILTON  The  Grigg  House.  LONDON 
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STOFFEL  &  CO.,  ST.  GALL 


The  Largest  Manufacturers  of  Cotton  Fabrics  in 

SWITZERLAND 

TRANSPARENT  ORGANDIES  IN  100  SHADES 

DOTTED  SWISSES  IN  50  SHADES 

Batistes  Nainsooks  Jaconas  Fancies 

Fine  Muslins  Voiles  Crepes  Calicots 

"IT  IS  STOFFEL'S" 

---the  finest  praise  that  can  be  bestowed  upon  an  Organdie 
STOCK  CARRIED  IN  TORONTO  IMMEDIATE  DELIVERY 

To  the  Wholesale  and  Manufacturing  Trade  only 

HERON  &  TAYLOR 


235  Coristine  Bldg., 

20  St.  Nicholas  Street, 

Montreal,   Que. 

Tel.   Main  6248 


Sole  Agents  for  Canada 

77   York  Street, 
Toronto 

Tel.  Adel.  2253 


Western  Representatives: 

McRae  &  Walker, 

105  Hammond  Block, 

Albert    Street,    Winnipeg,    Man. 

Tel.  A.  7265 


A  Wholesaler  Writes : 

".  In  the  first  place  we  find  that 

SUNSET  has  been  a  most  satisfac- 
tory line  to  handle,  for  the  reason 
that  SUNSET  DYES  are  well  known, 
and  give  perfect  satisfaction  to  the 
Consumer.  This  makes  repeat  orders 
for  us!" 


Go  with  the  Current 


Sunset  is  the  dye  that  your  customers 
want.  That's  why  it  is  so  easy  to  sell. 
Sunset  pleases  every  woman  who  tries  it. 
That  makes  the  repeat  business. 

To  save  the  time  of  your  clerks  and 
make  your  profits  the  easiest  way — SELL 

SUNSET. 


c 


IT'S    THE   'COME-BACK'   THAT   COUNTS 


Send  a  post  card  for  full  information 


SSLNpWeS 

ONE   Real  Dye   For  ALL  Fabrics 


Sales    Representatives  : 

HAROLD   F.   RITCHIE  &  CO.,  Ltd. 
10  McCaul  St.,  Toronto,  Can. 

Manufactured  by 

NORTH  AMERICAN  DYE  CORPORATION 
LTD. 

Toronto,  Canada 
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{Manufacturers  and  Wholesale  Distributors'of  Dry  Goods 

60-98JST.  PAUL  STREET,  WEST,  MONTREAL 

FACTORIES:    Beaubien   St.,  Montreal;   St.   Denia,   Que.;   St  Hyadnthe,   Que 
18  SAMPLE   ROOMS: 


HAILEYBURY,     ONT., 
EDMUN8TON,     N.B. 
ST.    PASCAL.    P.Q.. 
CALGARY 


SYDNEY.     N.S.. 
269    Charlotte    St. 


OTTAWA 
III   Sparks  St. 


QUEBEC 
Merger    Bldf., 


ST.      HYACINTHE       THREE     RIVERS    CHARLOTTETOWN.     P.E.I 
Hotel     Ottawa.  38    Hart   St.  Queen    and    Sydney    Sts. 


HAMILTON 


LllNUlIN 


Oddfellows'    Building        214    Lister   Chambers         147    Carlins    St. 


SUDBURY 
Balmoral    Hotel 


-,,T0,R01T0  SHERBROOKE 

72    Bay  Street        50     Wellington     St.     N. 

■   HALIFAX  ST.    JOHN,    N.B 

119    Roy    Building  85    Germain    St. 

CHICOUTIMI.    P.Q 
Hotel     Chiceutimi 
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THIS    IS    KELLY    SERVICE 


YOU'LL  have  our  fullest  co- 
operation, you  11  find  the 
people  here  have  absolute  con- 
fidence  in  us." 

CJ  With  this  statement  Mr.  Rob- 
ert Seward,  senior  partner  in 
The  Seward  Clothing  Company, 
Columbus,  Indiana,  entrusted 
Kelly  Service  with  his  greatest 
selling   campaign. 

<I  The  Seward  Clothing  Com- 
pany carries  a  $35,000  stock 
and  the  $25,403.26  secured  in 
fifteen  days  proves  both  the 
Seward  Clothing  Company's 
enviable  standing,  and  that 
Kelly  Service  made  good  in  a 
big   way. 

€J  The  picture  of  women 
thronging  the  Seward  Clothing 
Company  Store  shows  the  pub- 
lic's enthusiasm.  Columbus 
women  were  determined  no  op- 
portunity of  the  sale  would  be 
lost  through  the  inability  of 
their   men   folks   to   attend    it. 


Tj*  FFORTS  were  intensi- 
-*— '  fied  as  the  sale  con- 
tinued, to  make  the  last 
day,  which  was  the  1  7th 
birthday  of  the  Seward 
Clothing  Company,  the 
sale's  great  day. 
<J  With  unstinted  co-oper- 
ation from  Mr.  Seward  and 
his  junior  partner,  Mr. 
Schwartzkopf,  Kelly  Ser- 
vice produced  a  tremen- 
dous final  day  far  exceed- 
ing any  other. 
<I  Following  the  sale, 
Messrs.  Seward  & 
Schwartzkopf  arranged  a 
picnic  for  the  members  of 
the  store  organization  and 
their  families.  The  pic- 
ture to  the  right  shows 
them  enjoying  the  com- 
pany's hospitality cele- 
brating the  greatest  mer- 
chandising event  in  the 
history    of    Columbus. 

K.  KELLY  SALES 
SYSTEM 
MINNEAPOLIS 
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is  just  peeping  over  the 
with    its    dawn    comes    the    promise    of 
better  business,  more  satisfactory  conditions. 

Yet,  the  fulfilment  of  this  promise  lies  with  ourselves. 
Each  merchant  will  in  the  end  determine  for  himself  what 
1923  will  mean  to  his  store.  Aggressiveness  must  be  his 
watchword,  for  indifferent  business  methods  and  slack 
selling  can  reduce  to  zero  the  brightest  prospects. 

Few  merchants  will  reach  January  1st  without  coming 
face  to  face  with  the  problem  of  winter  stocks  unsold — a 
problem  bequeathed  by  the  abnormally  warm  fall  and 
early  winter  season. 

Right  here  is  the  place  for  hard  hitting,  aggressive 
selling.  But  that  alone  is  not  enough,  it  must  be  intelli- 
gent, planned  selling. 

This  problem  rightly  handled  is  the  biggest  possible  as- 
surance of  a  brilliantly  successful  business  year,  for  its 
correct  handling  means  not  only  winter  stocks  sold  profit- 
ably but  likewise  a  stimulated  regular  trade  and  a 
broadened  territory  from  which  to  draw  business  through- 
out the  coming  months. 

Admittedly,  these  are  vital  issues — surely  they  should 
be  met  with  the  skill  and  trustworthiness  of  Kelly  Service. 
Weeks  ago  Kelly  Service  saw  the  probability  of  this  very 
situation — and  what  is  more  began  its  preparations  to 
meet  it.  Selling  plans,  clever,  forceful  and  original  have 
been  worked  out.  Naturally  only  a  limited  number  of 
stores  can  be  so  served  and  an  early  reservation  is  the  one 
positive  assurance  of  securing  this  special  campaign. 

Trustworthy  men  and  methods  have  made  Kelly  Service 
supreme — they'll  make  your  campaign  the  supreme  selling 
drive  of  your  district. 
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1. 

$40,000  stock  -  Kelly  Sale  $20,000 

2. 

$30,000  stock  -  Kelly  Sale   $13,000 

3. 

Shore  Newcom  Merc.  Co.  - 

$100,000  stock  -  Kelly  Sale  $71,000 

4. 

$22,000  stock  -  Kelly  Sale  $9,000 

5. 

$50,000  stock   -    Kelly  Sale  1921   - 

$11,000 

Kelly  Sale  November  1922  -  $25,000 

6. 

$45,000  stock    -    Kelly  Sale   1921  - 

$9,000 

Kelly  Sale  October  1922  -  $22,C00 

7. 

$75,000  stock  -  Kelly    Sale    August 

1922  -  $23,000 

Kelly  Sale  November   1922  - 

$7,000  1st    4  days 

8. 

$70,000  stock  -  Kelly  Sale  Jar.uary 

1922  -  $31,000 

Kelly  Sale  October  1922  -  $44  000 

9. 

$20,000  stock   -    Kelly    Sale    April 

1922  -  $7,000 

Kelly  Sale  November  1922  -  $5,500 

1st.  3  days 
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Christmas 


Greetings 


HTO  EVERY  MERCHANT— 
everywhere — we  extend  the  greet- 
ings of  the  Season,  coupled  with  our 
sincere  thanks  to  those  who  have  fa- 
vored us  with  their  orders  during  the 
year  just  closing. 


Seme  (globe  Morfes  limtteb 

Montreal 


DRY    GOODS    REVIEW 


hnouncement 


Tke  policy  regarding  Hie  marketing  of 
our  product  has  been  jomewkat  changed. 
We  ai'e  now  celling  direct  to  Ike  relail  f rade 
as  well  as  to  ike  wholesale.  Our  large  and 
complete  ranfle  of  handkerchief^  consist - 
-in$  of  all  kindf  of  noveltie/,  kand  ambroid- 
-cry,  ladiex'  and  meiw  initial?,  and  fancy 
boxed  flood/,  will  be  ready  to  jkow  to  tke 
bade  immediately  after  tke  fir  A  of  Ike  year 
for  tke  €a*fcr  and  Ckrohn&f  seasons  of 

1923 

For  tke  purpose  of  proper  dutribuKon  of 
our  flood/,  wc  kavo  appointed  efficient  sdft- 
~ing  orflamjatiow  conm  hnfl  of  tke  Adairo* 
Barrett  a.  Limited  of  64  Wellington  fl.  W. 
Toronto,  W.  F.  Macoun ,  Lindiay  Building, 

Montreal,     and   F.W.MacLeaa  *&*&&*§& 
5  Fkddock  Street,    St.  Jokn.  N.B.j«=«© 

Gnadian  Handkerchiefs*  Limited. 

3  Desnqyeiv   Street 
Montreal 
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Cfyvistmas  Greetings 


^O  close  the  year   without 

expressing  appreciation 

of  our  pleasant  relationship  in 

I  922  would  be   leaving   one 

of  our  principal  debts  unpaid. 

We  wish  you  a  very  prosper- 
ous 1923. 


SILKS  LIMITED 


"The     House    of     Smart     Silks' 

Montreal  TORONTO 


Wi 


innipeg 
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To  rou  A// 

THE  W.R.  BROCK  CO.,LIMITED 

Wholesale  Dry  Goods 

MONTREAL 

Ottawa  Sample  Room,      415  Booth  Building 
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The  Best  Known 

Boys'  Stockings 

"DUSTER  BROWN  Stockings  have  a  nation- 
wide reputation  for  durability,  warmth,  eco- 
nomy. Their  outstanding  value  is  so  apparent 
that  the  first  sale  is  remarkably  easy.  After  that 
— another  "Buster  Brown"  customer  is  made. 

Prove  this  statement  yourself.  Point  out  to  your  custom- 
ers the  triple  reinforcements  at  the  points  of  hardest 
wear;  the  manner  in  which  they  are  shaped  to  fit;  their 
neat  appearance.  You'll  be  delighted  with  the  rapid  turn- 
over obtained. 

If  you  do  not  yet  sell  Buster  Brown  Stockings,  and  Buster 
Brown's  Sister's  Stockings,  or  if  your  stock  is  low,  your 
wholesaler  can  supply  you. 

The  Ghipman-Holton  Knitting  Company,  Limited 
Hamilton,  Ontario 

Mills  at  Hamilton  and  Welland,  Ontario 


STQCim 


"ICiiTCRCS* 


Buster  Brown 
Three  Eighties 
Little  Darling 
Little  Daisy 
Rock  Rib 
Hercules 


Buster  Brown's 
Sister's  Stockings 
are  equally  suit- 
able for  girls. 
They  are  knitted 
from  a  6ne  two- 
thread  English 
mercerized  lisle, 
in  Black,  Leather- 
shade  Tan,  Pink. 
Blue  and  White. 
Moderate  in  price. 


REGISTERED. 
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General  Wholesale  Dry  Goods,  Woollens,  Carpets 

Cor.  Bay  and  Wellington  Streets,  Toronto 
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STOCKINGS    AND    SOCKS    OF 

PURE  WOOL 


ll'|10\vII       ,  A  fil        ,^         «\       ,« 


■  ,  .  .      ■.--..- 


Pure  Silk  arid  Artificial  Silk  as  tvell  as  Soft  Cotton  ( Cashm  ere 
or  Llama  Finish),  Mercerised  Cotton  (Silk  Finish)  and  Lisle 
Thread  are  now  being  dyed  "  Hawley's  Hygienic  Black." 


Attractive 
Showcards, 

Price 

Tickets,  etc., 

featuring 

this  and 

other 

designs 

are  now 

available 

and  supplies 

will  be 
gladly  sent 

upon 
application 

to  the 
Offices  of 

The 
Dry  Goods 
Review, 
143-153 
University 
Avenue, 
Toronto, 

and 
,128 
Bleury  Street, 
Montreal. 


British  Dye 


HOSE&SOCKS 


To  meet 

the 

Great  Public 

Demand  for 

"Hawley's 

Hygienic 
Dye"  upon 

Hose  and 
Socks  in  all 
makes  and 
"Materials 

Retailers 

should  at 
once  place 


Ul  UV1  vl 

for  a  full 

range  of 

these  goods 

with  their 

wholesale 

houses 


Every  pair  bearing  the  name  HAWLEY'S '  is  warranted] 

Fast  ^Stainless  to  Wishing ,Vfear  and  Perspiration 


Every  pair  is  clearly  stamped  with  the  name  "  Hawley's " 

and   is  a   guarantee    to    the    purchaser    of   the   Fast    and 

Stainless  qualities  of  the  Dye. 


5 


Should  any  difficulty  arise  in  respect  to  supplies  of  any  particular  line  of  goods  dyed  "  Hawley  s 
Hygienic  Black,"  names  of  Wholesalers  who  are  in  a  position  to  supply  will  be  gladly  given  in 
answer  to  an  inquiry  addressed  to  the  Publicity  Dept.,  Sketchier  Dye  Works,  Hinckley,  England. 
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Glance  At  The  Old  -  -  Peep  At  The  New 


rrHE  CURTAIN   is  about  to  rise  on  the  year    1' 
at  such  a  time  tha?  one  is  constrained  to  look  b 


1923.      It  is 
backward — 

and  then  forward — to  calmly  reflect  on  the  happenings  of  the 
year  just  closing;  to  peer  into  the  coming  year  with  a  sincere 
desire  to  apply  the  lessons  of  experience  to  its  unrevealed  history. 
Philip  Kerr,  private  secretary  of  ex-Premier  Lloyd  George, 
in  a  recent  address  to  the  Toronto  Canadian  Club,  traced  the 
effect  of  a  revolution  in  India  on  industrial  and  commercial 
conditions  in  Canada.  It  is,  after  all,  a  very  simple  and  direct 
chain  of  circumstances.  If  India  does  not  buy  her  usual  re- 
quirements of  cotton  from  Lancashire  because  of  revolution 
which  interferes  with  inter-imperial  trade,  a  great  industry  is 
temporarily  destroyed.  In  turn,  this  affects  buying  of  Can- 
adian wheat,  and  anything  that  strikes  a  blow  at  the  Canadian 
wheat  market  strikes  a  blow  at  Canadian  industry  and  commerce. 

THE  INTERNATIONAL  VIEW 

TT  IS  this  view  of  international  interdependence  and  inter- 
national relationships  that  one  must  get  to  rightly  understand 
some  of  t'~e  fundamental  causes  which  affect  business  of  every 
kind.  There  is  not  the  slightest  doubt  that  there  is  still  great 
turmoil  and  unsettlement  in  the  world.  Germany  and  France 
are  facing  bankruptcy;  Russia,  once  a  great  buying  power  in  the 
markets  of  the  world,  is  still  an  isolated  entity.  England,  the 
financial  centre  of  the  world,  has  carried  and  directed  the 
financial  problems  of  the  world  for  many  years.  But  there  are 
signs  that  the  burden  is  becoming  greater  than  she  can  bear 
unassisted.  As  against  this  condition,  there  is  a  growing  senti- 
ment in  the  United  States  for  a  more  active  participation  in 
world  affairs  and  in  healing  its  open  wounds.  If  that  senti- 
ment becomes  crystallized  into  definite  action  —  and  business 
men  in  the  United  States,  foreseeing  the  effect  of  a  European 
financial  disaster  on  themselves  are  hoping  that  it  will  —  we 
shall  have  gone  a  long  way  toward  greater  stability  in  inter- 
national affairs  which,  in  turn,  will  make  for  greater  stability  in 
international  business.  Many  vexing  and  irritating  international 
difficulties  have  been  settled  during  the  year  that  is  just  closing, 
and  one  can  but  hope  that  statesmanship  can  still  measure  up 
to  its  responsibilities  and  bring  peace  out  of  chaos,  stability 
out  of  turbulence. 

OUR  TRADE  BALANCE 

/^ANADA'S  trade  balance  at  the  end  of  the  twelve  months 

ending   October    31st   shows   that   Jack   Canuck   has  been 

runn  ng  his  store  wisely.     He  has  sold  more  than  he  has  bought; 


that  is  fundamental  in  running  a  national  store  as  it  is  in  running 
an  individual  one.  It  indicates  progress  within  the  organization ; 
it  means  that  we  are  producing  more  than  we  are  consuming  and 
that  we  are  finding  a  market  for  our  surplus  production.  Our 
trade  balance  shows  that  we  have  seventy-five  millions  to  our 
credit;  it  shows,  moreover,  that  we  are  decreasing  our  purchases 
from  the  United  States  and  increasing  them  from  the  United 
Kingdom.  For  the  twelve  months  ending  October  31st,  1921, 
our  imports  from  the  United  States  constituted  71  per  cent, 
of  the  total;  for  the  same  period  ending  October  31st,  1922, 
they  were  only  66  per  cent.  At  the  same  time  our  purchases 
from  the  United  Kingdom  increased  from  15  to  18  per  cent., 
not  much,  but  indicating  the  trend  of  trade  nevertheless. 

INCOMING  POPULATION 

TT  IS  most  gratifying  that  our  trade  balance  stands  as  it  does. 
Hand  in  hand  with  this  in  its  bearing  upon  condition  of 
business  in  this  country  goes  our  problem  of  immigration.  Ser- 
ious thought  is  being  given  to  this  problem  and  great  care  is 
being  exercised  in  selecting  that  class  of  immigrants  which  will 
fit  in  best  with  our  necessities  in  developing  Canada.  While 
the  immigration  figures  during  the  year  have  not  been  heavy, 
the  stock  has  been  good.  The  year  lying  immediately  ahead 
of  us  will  see  a  larger  influx  of  people  than  the  year  just 
closing,  and  of  a  type  that  will  contribute  to  the  building  up  of 
a  happy  and  prosperous  people  whose  efforts  will  be  spent  in 
the  development  of  our  great  country.  Business  will  quickly 
reflect  our  incoming  population. 


L 


A  BETTER  OUTLOOK 

OOKING  back  over  the  year  that  soon  passes  into  history 
lends  encouragement  to  a  brighter  outlook  for  the  year  that 
soon  will  dawn  upon  the  world.  Business  with  the  retailer  on 
this  continent  has  shown  steady  and  satisfactory  improvement. 
It  has  been  a  better  year  than  1921  was.  Prices  have  been 
more  stable;  profits  have  depended  more  upon  scientific  and 
economical  merchandising  than  they  did  in  the  previous  year. 
Unemployment  is  less  acute  at  the  close  of  1922  than  it  was 
at  the  close  of  1  92  1 .  While  there  are  still  dark  clouds  in  the 
international  skies,  they  are  certainly  not  darker  than  they  were 
a  year  ago.  Nationally,  our  business  is  in  better  shape.  With 
industry,  economy  and  the  full  application  of  one's  time  and 
ability  to  that  which  should  be  the  uppermost  consideration  of 
every  man  —  his  life's  work  —  the  incoming  year  can  be  view- 
ed with  no  misgivings. 
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Small  Stores,  Watch  Yourselves 

If  the  Department  Store  is  Watching  the  Small  Store  it  is  Equally 

Important  That  the  Small  Store  Watch  Itself — The  Reputation  it 

Has  Gained  in  the  Community  Should  be  Zealously  Guarded — 

Don't  Remove  Foundation  Stones 


IN  THE  LAST  issue  of  Dry  Goods  Re- 
view an  article  appeared  expressing 
the  views  of  one  of  the  heads  of  one  of 
the  leading  department  stores  in  Toron- 
to with  regard  to  the  present  standing  of 
the  department  store  in  the  community 
and  the  growth  of  the  small  or  specialty 
store.  It  was  his  opinion  that  the  de- 
paitment  store  had  reached  the  zenith 
of  its  power  and  that  the  outlying  small 
stores  had  become  very  serious  compet- 
itors because  they  had  learned  the  les- 
sons of  service  to  the  customer,  they 
were  assisted  by  the  manufacturer  in  a 
way  that  they  had  not  previously  been 
assisted,  and  that  they  offered  conven- 
ience and  merchandise  comparable  with 
the  larger  and  more  centrally-located 
stores. 

Watch   Yourself 

The  burden  of  this  man's  argument 
was:  "Watch  the  small  stores  for  the 
next  five  years."  His  opinion  is  certain- 
ly a  tribute  to  the  growth  and  develop- 
ment of  the  small  store  and  the  place  it 
has  come  to  occupy  in  the  merchandis- 
ing field  in  this  or,  for  that  matter,  any 
other  city.  Someone  has  written  to  the 
purpose  that  if  a  man  built  his  store 
in  the  woods  and  gave  honest  merchan- 
dise and  real  service  people  would  find 
their  way  to  his  door.  It  is  not  neces- 
sary to  go  to  the  woods  to  try  out  the 
experiment,  but  it  undoubtedly  is  nec- 
essary to  give  honest  values  in  mer- 
chandise and  real  service  to  the  custom- 
er. Bargains  are  not  the  only  thing,  by 
any  means,  that  attract  people  these 
days. 

If  what  this  man  says  is  the  ease  it  is 
none  the  less  urgent  that  the  small 
stores  watch  themselves  for  the  next 
five  years.  It  is  doubtful  in  the  mer- 
chandising field  whether  it  is  harder  to 
attain  a  reputation  or  to  live  up  to  it 
after  it  has  been  attained.  Perhaps  it 
may  be  said  of  the  merchant  as  It  is 
frequently  said  of  the  individual  that 
there  are  more  of  them  who  go  down 
under  prosperity  than  under  adversity. 
Things  begin  to  come  their  way,  profits 
begin  to  increase,  the  business  begins  to 
expand,  greater  numbers  of  people  fre- 
quent the  store,  the  future  seems  to 
blossom  forth  like  a  bed  of  roses. 

Things  Forgotten 

And  in  the  new  era  of  prosperity  that 
dawns  and  reaches  its  meridian,  the  mer- 
chant forgets  those  services  that  made 
his   business,  he   begins   to   get  reckless 


in  his  buying,  believing  that  there  is  no 
limit  to  his  market,  he  drops  a  part  of 
his  advertising  because  he  has  convinced 
himself  that  people  will  come  to  his 
store  anyway.  For  the  first-class  mer- 
chandise he  has  been  handling  at  a  fair 
margin  of  profit  he  believes  he  can  sub- 
stitute something  "just  as  good" — it  will 
cost  him  a  little  less  and  the  margin  of 
his  profit  is  widened.  A  few  complaints 
begin  to  come  in  but  not  enough  to  shake 
the  bigger  profits  that  come  from  the 
substituted  merchandise.  Some  of  the 
services  of  which  he  boasted — courtesy, 
prompt  delivery,  exchange — are  a  little 
less  cordial  to  the  customer.  Stocks  of 
certain  lines  of  merchandise  begin  to 
accumulate  and  "bargain  sales"  loom  up 
as  a  necessary  item  in  the  whole  plan 
of  merchandising.  The  buying  policy 
has  been  unscientific,  careless,  and  the 
result,  of  course,  is  a  mark-down  sale 
In  which  a  hole  is  eaten  into  the  profits. 

And   the   Result — 

And  the  result,  of  course,  is  just  what 
might  have  been  expected.  Business 
is  slipping  through  his  fingers  every  day 
and  going  to  some  other  store  where 
these  foundation  stones  of  a  successful 
business  have  not  been  removed  from 
underneath  the  structure.  It  is  another 
of  those  millions  of  cases  of  which  Abra- 
ham Lincoln  spoke  when  he  said  you 
could  fool  some  of  the  people  all  the 
time  and  all  of  the  people  some  of  the 
time  but  you  couldn't  fool  all  of  the 
people  all  of  the  time.  The  substituted 
merchandise  that  was  "just  as  good," 
the  services  and  the  courtesies  that  were 
lopped  off  a  little  bit,  have  brought  their 
own  harvest,  and  not  a  very  good  one  at 
that. 

The  Next  Five  Years 

The  small  or  the  specialty  shop  should 
watch  itself  the  next  five  years.  If,  as 
this  man  says,  they  have  achieved  an 
enviable  reputation  in  the  community 
because  they  give  good  service,  because 
they  carry  good  merchandise,  because 
they  offer  conveniences  that  compare 
with  the  larger  stores,  they  will  need  to 
guard  it  carefully  if  they  want  to  re- 
ta'n  their  standing  in  the  community. 
They  cannot  afford  the  luxury  of  sub- 
stitutes, they  cannot  affovd  to  drop  one 
item  of  their  service  to  their  customers, 
they  cannot  afford  to  substitute  anything 
for  the  quality  merchandise  they  have 
been  giving.  There  are  certain  princi- 
ples   of   business    that   are  fundamental 


and  eternal,  and  we  have  mentioned 
some  of  these.  They  apply  to  small  and 
big  stores  alike.  Those  who  trifle  with 
them  go  to  the  wall.  Those  who  uphold 
them  year  in  and  year  out  succeed.  The 
man  who  expressed  his  views  to  Dry 
Goods  Review  on  this  matter  believes 
that  small  and  specialty  shops  have 
grasped  some  of  these  unalterable  prin- 
ciples of  successful  business.  The  small 
or  specialty  shop  will  need  to  watch 
itself  for  the  next  five  years  to  see  that 
none  of  them  Is  forgotten  in  their  busi- 
ness  management. 

The  Bargain  Idea 

One  idea  promoted  by  this  man  is 
worth  the  most  careful  attention.  He 
says  the  big  stores  have  exploited  the 
sales  idea  until  people  don't  know  when 
they  are  getting  a  bargain.  We  will 
leave  it  to  this  man  to  pass  his  own 
judgment  on  his  own  business  and  we 
neither  affirm  nor  deny  it.  We  think  it 
is  worth  while,  however,  to  refer  to 
what  we  have  said  inumerable  times 
during  the  last  eighteen  months,  and 
that  is  that  the  public  are  sick  to  death 
of  sales,  sales,  sales.  They  have  lost 
confidence  in  their  integrity  and,  just 
as  this  man  says,  the  people  don't  know 
when  they  are  getting  a  bargain.  And 
for  that  very  reason  they  have  lost  faith 
in  the  word  "Bargain." 

There  are  thousands  of  people  who 
don't  like  the  bargain  counter,  whether 
the  counter  be  a  few  feet  long  or  wheth- 
er it  represent  the  character  of  the 
whole  store.  They  want  honest-to- 
goodness  merchandise  three  hundred  and 
sixty-five  days  in  the  year  and  are  will- 
ing to  pay  a  legitimate  price  for  it. 
This  man  says  that  the  small  and  spe- 
cialty stores  have  grasped  this  idea.  It 
is  one  they  might  well  hang  on  to. 


HOLD    CARNIVAL   IN   PORTAGE   LA 
PRAIRTE 

Thirty-two  merchants  of  Portage  la 
Prairie  covoperated  in  October  in  a 
carnival  which  lasted  three  days.  The 
object  of  the  carnival  was  to  demon- 
strate the  advantages  and  many  serv- 
ices to  be  had  by  shopping  in  the  Port- 
age la  Prairie  stores.  The  local  paper 
issued  a  special  carnival  edition  of  ten 
pages,  the  first  being  given  over  to  the 
announcement  and  the  names  of  the 
firms  co-operating  in  the  scheme.  The 
other  nine  pages  were  advertisements 
from  the  merchants  themselves. 
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Opening  of  the  New  Arcade,  Calgary 

It  is  Called  "The  First  Real  Community  Shop  in  Canada" — Sena- 
tor Sir  James  Lougheed  Was  a  Prime  Mover  in  the  Venture — 
An  Experienced  Merchandise  Manager  is  in  Charge  of  the  Whole 

Arcade 


1 


HE  FIRST  real  Community 
Shop  in  Canada"  is  the  slogan  of 
the  new  Arcade  lately  opened 
in  the  City  of  Calgary,  and  as  the  sum 
of  $65,000  has  been  expended  on  what 
was  the  old  Pantage's  Theatre  building 
in  making  this  most  attractive  and  up- 
to-date  shopping  centre,  the  city  has 
every  right  to  be  proud  of  the  achieve- 
ment. 

The  principle  of  the  Arcade  such  as  is 
now  established  in  Calgary  is,  as  far  as 
is  known,  the  first  of  its  kind  in  the  Do- 
minion having  open  departments  sep- 
arately conducted  after  the  manner  of  a 
departmental  store.  Under  the  one  roof 
is  a  community  shopping  centre,  where 
light,  heat,  rent  and  advertising  are 
shared,  giving  the  merchant  along  dif- 
ferent lines  ample  opportunity  to  carry 
on  a  business  in  the  face  of  competition. 
To  permit  of  this  principle  being  sat- 
isfactorily carried  out,  an  experienced 
merchandise  manager  in  the  person  of 
W.  Greig  has  been  placed  in  charge  of 
the  whole  Arcade.  Mr.  Greig's  duties 
are  to  see  that  the  windows  are  always 
attractively  and  effectively  dressed,  to 
look  after  advertising  for  the  tenants, 
to  see  that  all  departments  are  kept  in 
an  artistic  manner  for  the  benefit  of  the 
whole  institution,  and  to  generally  offer 
suggestions  on  merchandising  matters 
to  such  tenants  as  may  desire  to  avail 
themselves   of  this  service. 

The   Arrangement 

The  Arcade  will  accommodate  between 
thirty  and  thirty-five  tenants,  the 
ground  floor  being  occupied  by  firms 
carrying  varied  lines,  and  the  upper 
floor  being  devoted  to  women's  wear 
departments,  a  tea  room,  and  the  offices 
of  the  management.  Nearly  all  thje 
space  was  taken  when  the  Arcade  was 
opened  the  second  week  in  November, 
and  things  were  booming  for  the  Christ- 
mas trade.  The  exterior  of  the  build- 
ing is  most  effective,  the  windows  of  the 
archway  being  of  the  most  modern  type 
and  being  planned  by  a  store  specialist 
who  has  produced  an  effect  not  to  be 
surpassed  in  any  metropolitan  city.  All 
the  fixtures  on  the  ground  floor  are  of 
uniform  character,  and  done  in  golden 
oak,  including  the  glass  show  cases;  the 
upper  floor  is  done  in  French  grey. 

The  Arcade  forms  a  means  of  com- 
munication, too,  between  7th  and  8th 
Avenues,  two  of  Calgary's  busiest 
streets;  there  is  direct  communication 
with  the  Central  market  through  the 
lane  leading  past  the  Central  Methodist 


Church,  and  this  lane  has  been  thor- 
oughly scoured  and  lighted;  there  will 
also  be  an  overhead  bridge  from  the  up- 
per floor  to  the  market  in  the  course  of 
a  few  weeks.  Another  feature  which 
will  be  of  great  convenience  to  the  pub- 
lic is  that  all  the  stores  in  the  Norman 
Block  on  Eighth  Avenue,  such  as  the 
McDermid  Drug  Co.,  Baiden's  Boot 
Shop,  Alberta  Music  Co.,  etc,  etc.,  will 
not  only  have  a  connecting  door  with  the 
Arcade,  but  also  a  show  window  open- 
ing into  the  building;  this  will  allow  the 
shi  pper  to  buy  almost  anything  on 
earth  he  or  she  thinks  of  without  leav- 
ing cover  on  a  stormy  day,  even  the 
Central   Market  being   available. 

Senator   Lougheed  Intereste-d 

Due  credit  should  be  given  to  Senator 
James  Lougheed  for  the  accomplish- 
ment of  this  creditable  new  addition  to 
Calgary's  business  centre.  Sir  James 
has  been  in  Calgary  since  1882;  he  has 
always  had  a  consistent  confidence  Jn 
the  future  of  the  city,  and  has  demon- 
strated this  by  venturing  his  capital 
many  times  in  business  enterprises,  and 
very  rarely  has  his  foresight  gone  un- 
repaid.  With  Edmund  Taylor,  who  de- 
signed and  planned  the  Arcade,  Sir 
James  Lougheed  may  be  regarded  as  its 
founder;  he  has  also  been  associated 
with  Mr.  Taylor  in  such  enterprises  as 
the  New  Calgary  Market,  the  Grand 
Theatre,  Universal  Motors,  the  Home 
Bank  building  and  other  enterprises  too 
numerous  to  mention. 

Formal  Opening 

The  formal  opening  of  the  Arcade, 
which  took  place  on  the  evening  of  Nov- 
ember 10,  was  a  festive  occasion,  the 
brilliantly-lighted  building,  the  Elks 
Band  in  their  gorgeous  uniforms,  the 
Mayor  in  attendance  to  do  his  part  in 
the  official  opening,  drew  an  enthusias- 
tic crowd,  and  the  Arcade  was  launched 
on  its  business  career  with  many  a  good 
wish  for  its  future. 

Some  of  the  firms  occupying  the  Ar- 
cade at  its  opening  are  as  follows: — 

Riley  &  McCormick,  leather  goods; 
Calgary  Jobbers;  Alberta  Piano  Co.;  F. 
F.  Mclntyre,  candy  dept.;  Victoria  Bak- 
ery; Floral  Decoration  Co.,  artificial 
flowers;  A.  Taylor,  hardware;  Miss 
Fraser,  The  Children's  Shop;  Frisco 
Stores,  grocery;  Galloway  Specialties, 
ladies'  ready-to-wear;  Miss  A.  Crist, 
cigar  and  tobacco  dept.;  Irish  Linen 
Shop;    Tea    &   Coffee    Specialist?;    D.   J. 


Moore  &  Co.,  Ladies'  Ready-to-wear; 
Madam  Lothian,  Hairdressing  &  Mani- 
curing; Miss  Evans,  Corsetiere  and 
Stamped  Goods. 

Other  firms  are  in  the  process  of  mov- 
ing in,  a  more  complete  list  being  avail- 
able next  month.  Each  merchant  having 
space  in  the  Arcade  is  provided  with 
adequate  reserve  stock  room  space  in 
the  basement  to  which  he  alone  has  ac- 
cess; the  windows  are  also  used  for  dis- 
play in  rotation  by  the  different  firms, 
very  frequent  window  dressing  always 
making  the  Arcade  an  attractive  spot. 
Public  telephone  call  booths,  wash  rooms, 
etc.,  are  conveniently  placed,  while  a 
public  stenographer  is  at  the  command 
of  both  customers  and  merchants. 

A  New  Venture 

The  shopping  public  of  Calgary  feels 
that  it  has  something  unique  here,  and 
they  thoroughly  appreciate  the  enter- 
prise which  has  made  this  shopping  con- 
venience possible  for  them;  the  Arcade 
merchants  are  looking  forward  to  a  brisk 
Christmas  trade,  and  it  is  understood 
of  course  that  many  of  them  have  taken 
space  here  without  giving  up  their  ori- 
ginal business  stands,  in  order  that 
their  regular  customers  may  have  the 
convenience  of  shopping  in  this  cen- 
tral location  without  going  away  from 
the    firms   they   regularly   patronize. 

The  opening  of  the  Arcade  marks  an- 
other step  in  the  progressiveness  of  Cal- 
gary business  men,  and  it  is  earnestly 
hoped  that  the  support  of  the  public  will 
justify  the  faith  placed  in  it. 


NEW   HANOVER  COMPANY 

Hanover  Converters  Limited  is  the 
name  of  the  new  company  which  has 
opened  up  for  business  in  Hanover,  Ont., 
in  the  plant  formerly  occupied  by  the 
Hanover  Cotton  &  Woollen  Mills.  The 
Head  Office  will  be  in  Hanover,  and 
they  will  have  branches  at  Toronto  and 
Montreal.  They  purpose  selling  their 
output  to  the  wholesale  trade  exclusive- 
ly. 

The  officers  of  Hanover  Converters 
Limited  are:  president,  John  Aird,  Tor- 
onto and  Hanover;  vice-president,  A. 
E.  Langmuir,  Toronto;  secretary-trea- 
surer and  manager,  R.  M.  Calvin,  Han- 
over; director  and  superintendent,  John 
Suckling,  Hanover.  The  president  is  a 
son  of  Sir  John  Aird,  General  Manager 
of  the   Bank  of  Commerce. 
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Display  Men's  Association 

WE  CONGRATULATE  and  offer  our  best  wishes 
to  the  newly-organized  Display  Men's  Associa- 
tion of  Toronto.  It  is  an  organization  that  has  a 
very  useful  and  a  very  definite  object  in  the  mer- 
chandising plans  of  every  retail  store,  and  we  have 
long  advocated  it  in  Canada.  Our  earnest  hope  is 
that  it  is  the  beginning  not  merely  of  a  local  or- 
ganization, not  even  a  provincial  but  a  Dominion- 
wide  organization.  There  is  a  great  need  of  it  in 
this  country.  As  Claude  Forsyth  stated  the  night 
of  the  opening  banquet  in  Toronto,  one  has  but  to 
travel  through  the  country  to  see  that  there  is  a 
great  lack  of  appreciation  of  the  value  and  import- 
ance of  store  fronts  and  window  display  as  a  part 
of  the  whole  scheme  of  merchandising.  The  first 
impressions  received  are  conveyed  through  the  eye 
and  the  retailer  who  fails  to  create  a  favorable  im- 
pression because  he  has  a  time-worn  store  front 
and  an  uninteresting  and  unattractive  display  is 
failing  to  meet  the  competition  of  the  bigger  stores 
in  his  own  city  or  in  distant  cities.  People  to-day 
are  travellers;  they  bring  home  impressions  from 
the  large  city  stores.  If  the  local  merchant  makes 
no  effort  to  meet  this  competition  in  the  best  man- 
ner possible  to  him,  that  is,  by  attractive  displays, 
he  need  look  no  further  for  some  reasons  which 
take  business  out  of  town. 

There  are  many  ramifications  to  the  work  of 
such  an  Association.  Photography  is  one  of  them. 
The  Display  Men's  Clubs  in  some  of  the  American 
cities  study  photography  very  closely  and  develop 
good  photographers.  This  enables  them  to  take 
pictures  of  their  own  or  other  productions  which 
can  be  of  service  to  themselves  or  other  display 
men  either  in  their  city,  state  or  country,  according 
to  the  scope  of  the  particular  organization  to  which 
he  belongs. 

Another  development  of  the  Display  Men's  As- 
sociation as  it  is  worked  in  the  United  States  is  the 
Circuit  Plan.  A  number  of  display  men  in  differ- 
ent cities  arrange  to  take  pictures  of  their  windows 
and  pass  them  around  the  circuit.  Thus,  the  dis- 
play man  in  one  town  or  city  may  see  the  window 


displays  of  eighteen  or  twenty  display  men  in  some 
of  the  largest  cities  of  the  United  States.  In  broad- 
ening out  their  usefulness,  the  Toronto  club  might 
take  this  idea  into  their  consideration  as  a  means 
of  interesting  display  men  in  neighboring  cities. 

Only  good  can  come  out  of  this  new  organization 
if  it  is  proceeded  with  with  vigor  and  a  sincere 
desire  to  improve  and  develop  display  talents 
amongst  the  membership.  Better  store  fronts  and 
better  window  displays  always  mean  better  busi- 
ness. That  is  one  reason  why  the  retail  merchant, 
himself,  should  evince  an  interest  in  this  organiza- 
tion and  seek  to  promote  it  in  Toronto  and  else- 
where. 

Taxation 

[  TNLESS  governmental  action  yet  suspends 
the  proposed  tax  on  receipts,  the  retail 
trade  will  be  saddled  with  a  new  form  of  taxation 
on  the  first  day  of  January.  We  give  the  clauses 
of  this  new  tax  in  another  part  of  this  issue,  and, 
no  doubt,  every  retailer  has  acquainted  himself 
with  a  fair  knowledge   of  its   workings.     At  this 


The  January  Issue 

One  of  the  outstanding  issues  of  Dry  Goods  Review  for 
the  year  is  the  January  issue.  It  is  our  Annual  Spring 
Number  in  which  all  available  information  regarding 
Spring  lines,  together  with  illustrations  of  new  goods,  is 
given.  The  high  standard  of  this  issue  during  Very  many 
years  will  be  maintained  in  editorial  excellence,  and  the 
advertising  will  carry  information  to  the  retailer  which  he 
cannot  afford  to  be  without  if  his  Spring  selling  campaign 
is  to  be  successful. 


time  of  writing  many  thousands  of  protests  are 
pouring  into  the  government,  asking  that  this  tax 
be  abolished  as  being  detrimental  to  the  retail 
trade.  The  whole  tendency  of  it  is  fashioned  along 
the  lines  of  the  old  Luxury  Tax  in  this  important 
respect — it  interferes  with  transactions  between 
retailer  and  consumer,  and  it  seems  to  be  an  es- 
tablished principle  of  all  taxation  that  it  should  be 
levied  nearer  the  source  of  production  than  this 
tax  proposes. 

Early  in  December  a  taxation  conference  was 
held  in  Toronto  at  which  this  and  other  matters 
pertaining  to  taxation  were  considered.  It  was 
pretty  much  of  a  secret  affair  but  it  is  understood 
that  among  the  outstanding  suggestions  made 
were:  an  increase  of  the  sales  tax  rather  than  the 
levying  of  the  proposed  receipt  tax;  the  abolition 
of  the  receipt  tax;  modification  of  some  of  the 
other  taxes.  It  was  stated  that  another  conference 
will  be  held  in  Ottawa  in  January  at  which  further 
deliberation  of  the  suggestions  contained  in  this 
December  conference  will  take  place. 

With  the  steady  improvement  of  business,  it 
would  seem  that,  perhaps,  a  more  lenient  view 
might  be  taken  of  the  whole  taxation  problem. 
It  is  admitted  that  the  present  sales  tax  has  brought 
the  government  far  more  than  it  ever  expected  to 
receive.  During  1923,  revenue  from  customs 
should   be   considerablv   in    excess    of    1922. 
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Dry  Goods  Markets  at  a  Glance 

Indications  Point  to  1923  Being  a  Better  Placing  Year  Than  1922 
— Wholesalers  Say  Spring  Placing  Has  Been  Better — Holiday 
Season  Brings  Active  Demand  in  Seasonable  Lines — How  the 

Markets  Are  Going 


THE  year  just  drawing  to  a  close  has  been 
pretty  much  of  a  sorting  year  with  the  retailer. 
There  are  indications  that  the  incoming  year 
will  see  business  back  a  little  nearer  to  the  old 
order  of  things  and  that  merchants  will  be  more 
disposed  to  place.  Wholesalers  have  told  Dry 
Goods  Review  during  the  last  month  or  two  but 
the  amount  of  spring  placing  they  have  received  is 
considerably  better  than  it  was  a  year  ago.  It 
gives  evidence  of  a  greater  confidence  on  the  part 
of  the  retail  merchant  in  the  future  of  business. 
He  is  not  disposed  to  speculate  at  all ;  but  he  is 
covering  himself  fairly  well  for  the  immediate  re- 
quirements of  seasonal  trade  when  it  opens  in  the 
spring. 

Fabrics 

TT  IS  still  impossible  for  wholesale  houses  to  fill 
the  orders  that  come  pouring  into  them  for  vel- 
vets; they  could  handle  thousands  of  yards  more 
than  they  are  able  to  secure  for  the  retail  trade. 
If,  as  American  papers  state,  a  little  less  interest 
is  being  manifested  in  metallic  cloths,  there  is  not 
much  indication  of  a  similar  condition  here;  there 
is  still  an  active  demand  for  them.  There  is  a 
marked  feeling  for  printed  crepes  and  taffetas  for 
Spring,  particularly  in  the  darker  shades,  and  the 
plain  crepes  of  all  types  are  good  also.  In  the 
wool  lines,  wool  crepes  are  to  be  featured  in  the 
Spring  lines;  some  of  the  lelss  expensive  homespuns 
and  tweeds  of  the  polo  order  rather  than  the  man- 
nish effects  are  going  well.  There  is  a  rising  de- 
mand for  Poiret  twills  and  gabardines  and  some  of 
the  specialty  houses  look  for  a  big  season  in  them. 
New  York  is  talking  a  good  deal  about  serges  at 
the  present  time. 

Accessories  and  Fancy  Goods 

CHRISTMAS  is  creating  a  very  lively  demand  for 
these  lines  and  manufacturers  are  hard  put  to 
it  to  fill  the  rush  orders  with  which  they  are  daily 
besieged.  The  Bertha  collar  continues  to  hold  a 
prominent  place  in  demand  and  circular  collars  are 
also  good.  Laces,  particularly  in  the  metallic  ef- 
fects, are  being  called  for,  but  the  demand  for 
veils  and  veilings  may  not  be  quite  so  strong. 

A  number  of  the  needlework  firms  have  had 
marked  success  with  their  novelties  and  are  still 
doing  well  with  them  for  later  delivery.  The 
Christmas  season  is  bringing  them  prominently  to 
the  front.  Retailers  are  doing  exceptionally  well 
with  package  goods  and  counters  over' which  these 
are  selling  are  very  popular  just  now.  Yarns  for 
handwork  knitting  are  in  very  strong  demand; 
manufacturers  of  these  yarns  testify  that  there  is 
a  rapidly  increasing  demand  for  popular  shades 
and  that  they  find  it  difficult  to  meet  the  demand. 


Knitted  Goods 

HNE  of  the  largest  knitting  concerns  in  the  coun- 
try state  that  their  placing  for  Spring  business 
is  much  better  than  it  was  a  year  ago,  and  another 
one  says  that  their  sorting  business  is  the  best  they 
have  ever  had.  Some  of  the  manufacturers  work- 
ing on  bathing  suits  for  next  summer  are  getting 
very  encouraging  orders.  These  men  are  careful 
students  of  the  weather  forecasts  and  they  say  it 
has  been  foretold  that  next  summer  is  to  be  the 
hottest  in  ten  years.  Hosiery  lines  have  been  very 
active.  We  know  of  one  firm  that  had  nearly  three 
quarters  of  a  million  dollars'  worth  on  the  floors  of 
their  warehouse  a  year  ago  unsold;  to-day  they 
have  none.  Christmas  novelty  lines  have  been 
good. 

Ready-to- Wear 

TPHERE  are  signs  that  the  blouse  business  is  pick- 
ing up  and  that  the  demand  from  some  quarters 
is  becoming  quite  active.  Dresses  have  been  good; 
crepe  and  velvet  for  immediate,  and  crepe  and 
taffeta  are  good  for  spring.  Many  of  the  manu- 
facturers, for  the  moment,  are  stressing  the  cir- 
cular skirt.  From  the  retail  end  of  it,  business  has 
been  rather  quiet  and  some  of  the  heavy  lines  have 
suffered  on  account  of  the  unseasonable  weather. 

Corsets  and  Lingerie 

^S  BETWEEN  the  corset  and  the  girdle,  sales  in 
this  country  seem  to  be  about  evenly  divided. 
A  visitor  from  New  York  recently  stated  that  he 
felt  the  campaign  in  the  United  States  in  favor  of 
the  corset  had  not  yet  begun  to  bring  very  notice- 
able results  and  that  the  demand  for  girdles  was 
still  very  active.  Manufacturers  in  both  lines  in 
Canada  have  enjoyed  a  very  good  season. 

Some  of  the  Spring  lines  of  lingerie  that  have 
been  seen  by  Dry  Goods  Review  clearly  indicate 
that  manufacturers  are  making  them  more  elabor- 
ate than  ever.  There  are  several  variations  in 
models,  and,  as  for  colors,  pinks,  blues  and  whites 
are  very  popular  shades.  Silk  for  lingerie  is  being 
used  in  great  quantities  and  some  of  the  manufac- 
turers say  that  its  use  for  lingerie  is  a  big  factor  in 
keeping  silk  prices  firm  or  with  an  upward  ten- 
dency. 

Furs 

THE  Christmas  season  has  given  considerable  im- 
petus to  the  fur  business  both  for  the  retailer 
and  the  manufacturer.  Seal  coats  are  selling  very 
well  and  the  favorite  trimming  seems  to  be  kolinsky 
or  the  self  fur.  The  prices  are  holding  up  well 
even  though  the  fur  season  did  not  open  out  very 
auspiciously.  Small  fur  pieces,  particularly,  are 
very  active  during  the  holiday  season. 
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One  manufacturer  is  stressing  a  line 
of  wash  blouses  for  wear  with  sweaters. 
They  all  have"  some  hand-finishing  and 
they  are  very  reasonable — $24  a  dozen. 

P'or  the  Spring  needlework  trade  a  To- 
onto  house  is  showing  complete  bed- 
room lines  of  unbleached  linen  with  filet 
lace,  colored  applique  and  fringe.  The 
counterpanes  stll  for  $9.50  each  with 
lace  and  fringe  and  for  $15.00  when  ap- 
plique is  added.  The  dresser  scarves 
are  in  three  sizes,  the  largest  costing 
less  than  $2.00.  Then  there  are  curtains 
and  cushion  tops  to  go  with  them. 

The  Canadian  representative  of  an 
English  carpet  firm  is  carrying  some  all 
wool  reversible  rugs  which  are  ,-eal  re- 
productions of  Oriental  desigr  s  and 
colors.  These  are  particularly  suited 
for  bedrooms  because  of  their  softness 
and  delicate  color,  but  are  also  adapted 
for  halls  and  living  rooms.  Made  in  any 
size  and  usually  sold  in  sets  of  two  or 
three.  The  wholesale  price  ranges  from 
$10  to  $35  depending  on  size  and  de- 
signs. In  quality  they  are  all  guaran- 
teed. 


Clip  out  items  you  are  interested 
in  and  send  them  in  to  Dry  Goods 
Review.  The  name  of  the  manu- 
facturer or  wholesale  house  having 
these  goods  will  be  sent  to  you  im- 
mediately. 


The  Spiing  line  of  sweateis  which  one 
rviil  is  turning  out  chows  a  range  of 
jumpers  at  $65  a  dozen  which  is  one 
o  he  best  we  have  seen.  These  are 
in  ail  the  high  shades,  with  short  and 
D.  g  sleeves  and  trimmed  with  the  new 
:  c.tach_   braid   in  military  style. 

The  last  word  according  to  lingerie 
experts  is  the  nightie  which  has  an 
rpening-  at  th^  sleeve,  reaching  almost 
to  the  waist.  It  forms  a  very  much 
abbreviated  sleeve  and  is  most  comfort- 
able. Comes  in  lingerie  silks  in  all  the 
lovely  shades  for  next  season  and  costs 
$54  a  dozen. 

A  feature  of  an  underskirt  which  re- 
cently appeared  in  Toronto  was  the 
pleated  sides.  The  front  and  back  were 
plain  so  that  the  outline  of  the  sheer 
gown  worn  over  it  was  not  broken.  More- 
over/, it  prevents  cruialhing  when  the 
wearer  is  sitting  and  gives  all  the  room 
necessary  for  walking.  Made  in  silk 
jersey,  taffeta  and  satin  at  regular  un- 
derskirt prices. 

Dame  Fashion  places  her  stamp  of 
approval  upon  the  envelope  handbag 
and  it  is  distinctly  satisfactory  ;j  note 
that  a  Montreal  manufacturer  is  cvTer- 
ing  a  very  attractive  line  of  these  bags 
in  beaver  grain  leather,  in  four  assorted 
colors,  fitted  with  mirror  and  a  separate 
car  ticket  compartment,  for  the  very 
low  price  of  $18  a  dozen.  This  bag  has 
a  strong  strap  handle  and  is  beautifully 
finished  in  every  respect. 

Side  front-laced  corsets  are  now  being- 
made  in  Canada.  These  have  a  4-eyelet 
lacing  under  a  band  of  elastic  which  is 
next  to  the  front  steel.  They  clasp  at 
the  front  as  do  the  back-laced  models. 
In  this  way  all  the  advantages  of  a 
front-laced  corset  are  obtained  and  at 
the  same  time  a  firmness  over  the  laced 
portion  by  means  of  the  elastic  strip,  is 
rs-sured.  The  price  of  these  is  $30  a 
dozen. 


It's  a  long  way  off  Spring  as  yet  but 
Montreal  wholesale  houses  are  daily  re- 
ceiving quantities  of  house  furnishings 
for  the  annual  Spring  renovation.  Every 
discerning  buyer  knows  the  attraction 
that  colorful  and  artistic  draperies  ex- 
ercise and  hence  will  be  interested  in 
the  new  printed  velours  in  new  color 
combinations,  36  inches  wide  at  only 
$1.35  a  yard.  One  design  shows  wide 
stripes  of  blue  and  grey  alternating, 
overlaid  with  prim  little  flower  pots 
ablaze  with  red  posies.  These  are  re- 
versible, by  the  way,  and  are  ideal  for 
draperies,  cushions  and  upholstery  pur- 
poses. 

Envelope  combinations  are  the  very 
latest  idea  in  Spring  lingerie  especially 
in  one  variety  which  are  simply  develop- 
ed in  the  finest  of  Egyptian  yarn  nain- 
sook in  either  flesh  or  white.  This 
model  has  a  lace  trimmed  yoke  forming 
the  shoulder  straps  which  will  not  slip 
off  and  is  daintily  finished  with  a  blue 
ribbon  draw  string  and  rose  buds. 
Hemstitching  elaborates  the  front  of 
this  practical  little  garment  which 
should  be  featured  in  the  forefront  of 
the  January  whitewear  table.  Priced 
; t  $12  a  dozen. 

When  it  comes  to  imported  curtain 
nets  it  is  hard  to  find  anything  more 
attractive  than  the  newest  British 
"Tuscan  nets"  which  are  just  at  hand 
in  Montrea1.  These  materials  come  in 
a  wide  variety  of  new  and  exceedingly 
artistic  designs  in  both  Egyptian  and 
ivory  tones.  Width  from  35  to  40  In.  and 
priced  most  moderately  from  50  to  80 
cents  the  yard.  These  Tuscan  nets,  by 
the  way,  are  the  leading  item  in  all  Fall 
and  Winter  house  furnishing  depart- 
ments and  the  fact  that  British  makers 
are  now  turning  out  these  goods  which 
formerly  could  only  be  obtained  from 
the  United  States,  will  be  good  news  to 
the  majority  of  curtain  buyers. 
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Formal  Opening  of  Workman  Store 

Workman  &  Company,  of  Montreal,  Have  Opened  Finely  Equip- 
ped Uptown  Store — Fixtures  Are  of  Mahogany  and  Novel  Use  is 
Made  of  Store  Pillars — Excellent  Arrangements  for  Handling  the 

Boys'  Trade 


THE  FORMAL  opening  of  the  new 
uptown  store  of  the  C.  A.  Work- 
man Co.,  of  Montreal,  men's  and 
boys'  clothiers,  took  place  on  Friday 
morning,  November  10th,  in  ti  e  presence 
of  a  large  number  of  customers  and  re- 
presentatives of  prominent  manufactur- 
ing concerns,  in  addition  to  members  of 
the  store's  personnel.  This  event  was  in 
the  nature  of  a  festive  occasion,  mark- 
ing as  it  did,  the  advent  of  this  well 
known  firm  to  the  uptown  district  after 
more  than  a  quarter  of  a  century's  ac- 
tivity downtown  in  the  heart  of  the 
financial  section  of  Montreal. 

To  celebrate  the  occasion  fittingly  the 
store  distributed  large  boxes  of  choco- 
lates to  the  ladies  present  and  boxes  of 
high  grade  cigars  to  the  men  visitors 
and  following  a  brief  reception,  the  new 
store  was  declared  open.  An  unusual 
feature  of  the  celebration  was  the  pre- 
sentation of  numerous  floral  offerings, 
wreaths,  baskets  and  bouquets  of  roses 
and  other  flowers  sent  by  leading  cloth- 
ing manufacturers  accompanied  by 
cards    of    greeting    and    congratulation. 


Altogether  the  presence  of  such  a  mass 
of  hot  house  flowers  in  addition  to  the 
potted  ferns  which  the  store  is  using  as 
a  decorative  effect,  gave  to  the  opening 
ceremony  a  festive  character  not 
often  encountered   in   clothing   circles. 

Novel  Use  of  Pillars 

The  store  interior  is  among  the  finest 
equipped  in  Montreal  and  possesses  a  con- 
siderable number  of  unusual  features 
which  excited  the  attention  of  the  visit- 
ors at  the  opening.  For  example  there 
are  three  pillars  centering  the  main 
floor  of  the  new  store  which  are  neces- 
sary to  support  the  weight  of  the  floors 
above.  These  pillars  have  been  ingen- 
iously covered  with  full  length  mirrors 
on  all  four  sides,  three  of  which  can  be 
adjusted  in  the  usual  triple  effect  found 
in  men's  stores  to  permit  of  trying  on 
coats,  headwear,  ec,  to  the  best  ad- 
vantage. When  the  three  mirrors  are 
swung  into  the  wanted  position  it  is 
noticeable  that  the  pillar  behind  is 
screened  by  oak  panelling. 

Mahogany  fixtures  are  used  through- 


out the  store  designed  on  the  latest 
models  with  solid  plate  glass  tops  and 
fronts  through  which  all  merchandise 
can  be  seen  perfectly. 

The  entire  ground  floor  is  given  over 
to  men's  wearing  apparel  from  head 
wear  to  hosiery  together  with  clothing, 
overcoats,  etc.  Three  sides  of  the  large 
main  floor  are  occupied  by  continuous 
clothing  cabinets,  attractively  curtained 
off.  Despite  the  fact  that  these  cabinets 
occupy  so  much  space,  no  loss  of  day- 
light occurs  for  the  reason  that  the  win- 
dow frontage  extending  from  one  end 
of  the  store  to  the  other,  reaches  right 
up  to  tl.ie  ceiling  from  the  ground,  thus 
permitting  the  entrance  of  a  flood  of 
sunlight  above  the  display  racks  through 
a  clear  glass  wall.  At  the  same  time 
this  unusual  lighting  arrangement 
in  no  way  interferes  with  the 
arrangement  of  the  window  displays 
which  are  so  built  that  the  window 
space  is  covered  in  overhead  to  prevent 
undue  reflection  and  unnecessary  shad- 
ows, besides  ensuring  the  proper  tem- 
( Continued   on   page   32) 


Part  of  the  fine  window  frontage  of  the  new  C.  A.  Workman  store  of  Montreal  showing  the  tipper  display  windows 
featuring  boys'  wearing  apparel.  This  building  was  completed  only  in  thne   for  the  store  opening  on  November 
10th,  and  is  located  in  the  heart  of  the  business  section  of  St.  Catherine  St. 
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Higher  Sales  Tax  Collected  at  Source 

Conference    of    Representatives    of    Canadian    Manufacturers, 

Wholesalers  and  Retailers  Discusses  All  Forms  of  Taxation — 

Trend  of  Opinion  Favors  a  5%  Tax  to  Do  Away  With  Proposed 

Receipt  Tax  and  That  Tax  be  Collected  at  Source 


TORONTO,  Dec.  6.  (Special).— 
Committees  representing  the  Can- 
adian Manufacturers'  Association, 
wholesalers'  associations',  and  the  Re- 
tail Merchants'  Association  of  Canada 
met  in  joint  conference  here  yesterday 
and  to-day  for  the  purpose  of  discussing 
problems  arising  out  of  taxation  legis- 
lation now  in  force     in     this     country. 

Higher  Tax  at  Source 

All  forms  of  taxation  came  up  for  dis- 
cussion at  this  conference.  The  trend  of 
opinion  was  in  favor  of  an  extension  of 
the  present  sales  tax  from  4%%  to  five 
per  cent.,  to  provide  for  the  proposed 
receipt  tax  revenue  which  is  due  to  come 
into  force  on  the  first  of  January,  also 
that  the  sales  tax  be  collected  at  the 
source.  As  pointed  out  at  this  meeting, 
investigation  had  shown  that  the  re- 
ceipt tax  would  not  be  sufficiently  pro- 
ductive of  revenue  to  offset  the  heavy 
costs  of  its  collection.  Revenue  from 
sales  tax  this  year  it  is  estimated  will 
be  fifty-seven  millions.  With  an  increase 
of  half  of  one  per  cent,  revenue  expect- 
ed from  the  receipt  tax  can  be  raised. 

Another  suggestion  brought  forth  at 
the  conference  is  one  relating  to  the 
stamp  tax.  It  was  argued  that  a  much 
more  workable  plan  would  be  to  charge 
two  cents  on  all  amounts  up  to  $100  and 
on  amounts  over  that  figure  make  the 
tax  four  cents. 

This  conference  constituted  a  Drafting 
Committee  from  the  three  branches  of 
trade  to  arrive  at  a  common  policy  of 
taxation  acceptable  to  all.  This  policy 
will  be  reported  back  to  the  individual 
organizations,  and  when  approved,  a 
joint  delegation  will  proceed  to  Ottawa 
where  the  suggestions  agreed  upon  will 
be  laid  before  the  government. 

J.  R.  Shaw,  president  of  the  Canadian 


Manufacturers'  Association,  was   in   the 
chair. 

The  Retailers'  Position 

The  Retail  Merchants'  Association 
have  for  some  time  past  advocated  a 
sales  tax  at  the  source. 

The  contention  was  made  by  officials 
of  the  Association  at  the  gathering  that 
the  sales  tax  should  be  collected  at  the 
source  of  supply,  viz.,  from  the  manufac- 
turer and  the  importer,  and  from  as  few 
channels  as  possible,  so  as  to  save  annoy- 
ance and  expense  in  the  collection  of  the 
same.  When  the  sales  tax  was  placed 
on  the  Statute  Books  by  the  late  govern- 
ment in  1921,  it  was  surrounded  with  a 
great  many  annoying  difficulties',  as  far 
as  the  retail  trade  was  concerned.  The 
Act  itself  was  poorly  drafted  and  full 
of  confusion  and  contradictions.  In 
order  to  ascertain  the  retailers'  position, 
it  was  necessary  to  undertake  a  number 
of  lawsuits',  as  will  be  remembered  by  a 
(arge  number  of  retail  merchants,  in 
order  to  have  the  courts  determine  the 
meaning  of  the  Act.  It  never  was  the 
intention  to  endeavor  to  escape  the  pay- 
ment of  a  fair  share  of  taxation.  The 
endeavor  was  to  keep  the  payment  of  the 
sales  tax  down  to  the  source  of  supply, 
as  always  advocated,  so  as  to  save  the 
expense  of  the  employment  of  a  host  of 
tax  collectors. 

"We  have  always  frankly  admitted 
that  although  manufacturers  and  im- 
porters were  asked  to  collect  the  tax,  in 
reality  all  the  taxes  they  pay  they  pass 
on  to  the  retail  merchants  and  they  in 
turn  have  to  do  the  best  they  can  to  col- 
lect them  from  their  customers,"  an- 
other official  stated. 

A  Distinct  Sales  Tax 
"What  we  have  always  contended  for 
was  a  clear,  distinct  Sales  Tax  Act,  one 


that  could  be  easily  understood  and 
easily  followed,  and  one  that  would  not 
be  applied  to  every  small  retail  mer- 
chant in  the  country  who  sells  soft 
drinks  or  makes  a  few  home-made 
candies  or  currant  bread  or  pastry,'  or 
other  like  small  articles  for  sale,  and 
which  forced  them  to  take  out  a  manu- 
facturers' license  and  be  called  manu- 
facturers, but  who  were  not  to  be  al- 
lowed to  be  taxed  in  the  same  manner 
as  manufacturers.  Our  contention  is; 
that  when  legislators  make  laws,  they 
should  be  consistent  and  clear,  and,  as 
far  as  our  Association  is  concerned,  we 
intend  to  see  that  all  legislation  that 
is  passed  which  affects  the  retail  trade 
is  made  as  intelligible  as  possible,  and 
if  it  is  not  we  intend  to  call  the  at- 
tention of  our  members  and  the  public 
to  it,  and  hold  it  up  to  the  public  view." 
4'/2  Per  Cent.  From  Wholesaler 
Representations'  made  by  some  manu- 
facturers present  and  from  some  whole- 
salers suggest  that  the  Sales  Tax  may 
not  be  absorbed  by  any  section  of  the 
trade,  that  the  Sales  Tax  from  the  man- 
ufacturer to  wholesaler  on  goods  boug-ht 
for  resale  be  eliminated,  that  the  Sales 
Tax  from  wholesaler  to  retailer  be 
4V2%,  and  that  the  Sales  Tax  from 
manufacturer  to  retailer  be  4%%. 


At  Madeline  and  Madeline's  the  fav- 
orite furs  for  this  season  are  reported 
as  murmel  and  shaved  lamb,  which  is 
American  broadtail. 

Among  the  most  recent  of  Bernard's 
creations  are  a  few  interesting  fur  mo- 
dels; many  little  coats  replace  the  jac- 
ket of  the  three-piece  costumes  and  have 
been  cut  oi>  the  same  soft  and  grace- 
ful lines,  slightly  bloused  at  the  waist 
under  a  narrow  belt  of  fur. 


FORMAL    OPENING    OF     WORKMAN 
STORE 

(Continued  from  page  31) 

perature  in  winter  to  do  away  with 
frosted-over  glass.  It  is  also  possib  o 
to  maintain  a  cold  temperature  in  these 
windows  in  summer,  so  that  wax 
display  figures  will  not  be  injured  by 
the  sun's  rays.  Although  the  store 
is  located  on  an  inclined  slope  the  win- 
dows have  been  designed  that  all  may  be 
the    same    level.     The    backgrounds    are 


cream    enamel    and    the    floors    are    of 
plain   polished   hardwood. 

Boys'  Department  is  Well  Equipped 

At  the  right  hand  end  of  the  main 
floor  is  located  the  staircase  leading  to 
the  boys'  department  on  the  floor  above, 
adjacent  to  which  is  the  office  and 
cashier's  desk.  At  the  head  of  the  stair- 
way is  located  the  resident  tailor's  shop 
in  which  all  alterations  required  in 
clothing  purchases  are  attended  to  free 
of  charge.  A  large  fitting  room  equip- 
ped with  mirrors,  etc.,  is  also  found  on 


this  floor  which  is  splendidly  lighted 
with  the  same  high  glass  windows  as 
are  employed  on  the  floor  below.  In 
the  case  of  the  upper  windows  a  per- 
manent display  of  boys'  clothing  and 
furnishings  is  to  be  kept  on  view,  as 
these  windows  can  be  easily  seen  from 
the  streeL  below,  and  sliding  doors  will 
permit  easy  facilities  for  dressing  dis- 
plays. To  add  to  the  life-like  effect,  a 
number  of  very  fine  wax  figures  re- 
presenting boys  from  the  ages  of  6  to 
12  years  are  posed  in  the  windows.. This 
department  will  cater  to  the  needs  of 
bovs  from  2V-?  years  up  to  "first  longs." 
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Above  is  shown  an  interior  view  of  the  newly  remodelled  store  of  P.  Bellinger  of  Toronto.     At  the  rear  will  be 
seen  the  clothing  section  which  permits  of  privacy  in  selection.  It  is  fully  equipped  with  mirrors  and  dressing  rooms. 


A  portion  of  the  interior  of  the  new  store  of  C.  A.  Workman.  Ltd.,  of  Montreal,  showing  the  clever  use  made  of 
the  pillars  which  have  been  fitted  with  triple  mirrors  movable  in  any  direction. 
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Spring  Placing  Better  Than  Year  Ago 


Head  of  Toronto  Woollen  House  Believes  That  Twills  Will  be 
Good — Wool  Crepes  Good  After  Run  on  Twills — Says  Flannels 
Will  Vie  With  Homespuns  for  Sports  Wear — Canadian  Mills 

Sold  Up  on  Ginghams 


o 


RDERS  for  Spring  1923  are  far 
I  ahead  of  last  year's,"  says  the 
head  of  a  Toronto  wholesale 
woollen  house.  "Immediate  business  is 
not  very  rushing,  though  we  have  noth- 
ing to  complain  of." 

"What  fabrics  are  you  counting  on  for 
most  of  your  early  Spring  trade?"  asked 
Dry  Goods  Review.  "Well,  we  can  now 
say  with  certainty  that  the  twills  will  be 
good.  Paris  for  two  years  has  not  fea- 
tured tricotines  but  has  stressed  both 
Poiret  twill  and  gabardine.  In  the  Unit- 
ed States  and  in  Canada,  however,  the 
demand  has  been  very  slow  in  develop- 
ing, the  public  being  quite  satisfied  with 
tricotine.  Nert  Spring,  our  house  is  cer- 
tain that  they  will  take  up  the  French 
mode. 

"After  the  twill  season  is  done  there 
should  be  a  run  on  the  wool  crepes,  par- 


ticularly crepe  marocain  and  materials 
or  that  order.  People  are  not  tired  of 
the  crepe  weave  in  silk,  so  they  should 
favor  it  in  wool  even  more  as  this  fabric 
is  comparatively  new. 

What  About  Tweeds? 

"What  have  you  to  say  regarding 
homespuns  and  tweeds?"  asked  Dry 
Goods  Review.  "I  am  looking  forward 
to  a  demand  for  the  polo  tweeds  or  the 
bright  novelty  mixtures  rather  than  to 
mannish  lines.  The  fact  that  the  quan- 
tities of  cheap  homespuns  which  England 
is  shipping  here  are  being  accepted  by 
the  trade,  looks  very  much  as  though 
these  will  be  preferred  to  the  good  home- 
spuns of  last  Spring. 

"Flannels,"  he  continued,  "will  vie 
with  homespuns  for  the  sports  trade.     It 


is  my  belief  in  fact  that  flannels  will  re- 
place serges  for  general  wear.  We  look 
upon  them  as  a  staple.  They  are  one  of 
the  easiest  fabrics  for  the  woman  who 
makes  her  own  clothes  to  work  on  and 
they  will  fill  the  gap  left  vacant  by  ser- 
ges when  the  novelty  materials  became 
so  strong." 

Cotton   Goods 

Fabrics  of  crepe,  eponge  and  voile  con- 
struction are  spoken  of  as  leaders  in  the 
Spring  collection.  The  silk  and  cotton 
mixtures  are  being  introduced  again  in 
both  stripes  and  checks  and  all-over 
printed  patterns.  Colorings  include  the 
high  sports  shades  as  well  as  the  conser- 
vative Summer  ones.  When  silk  stripes 
are  used  on  a  cotton  ground,  these  are 
usually  of  a  contrasting  shade. 

The    slight   advance   which   has    taken 


The  ahnvp.  window  disp!ay  was  created  by  Wolf-Marks  store  of  San  Antonio,  Texas,  as  an  exploitation  tie-up  for 
the  Hodkinson  special  "Slim  Shoulders,"  a  screen  play  in  which  Irene  Castle  featured.  A  special  week  tvas  ad- 
vertised as  "Castle  Dress-Up  Week"  and  this  window  shows  how  Wolf-Marks  linked  up  with  it.  The  display 
represents  the  famous  French  watering  place  "Vichy."    Tr>  artistic  arrangement,   the  window  leaves  little  to   he 

desired. 
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place  in  ginghams  in  the  last  few  weeks, 
shows  that  manufacturers  and  retailers 
are  expecting  a  good  season.  One  or 
two  wholesale  houses  report  a  record  ad- 
vance business  in  these  and  practically 
all  of  the  Canadian  mills  are  oversold. 
Imported  ginghams  will  have  to  be  re- 
lied upon  entirely  for  late  orders. 

Every  type  of  crepe  is  in  demand. 
This  includes  the  plain,  the  striped,  the 
printed  and  embroidered.  Noimandy 
and  flock  embroidered  voiles  are  men- 
tioned as  leaders  in  their  field,  the  gen- 
eral tendency  being  toward  the  dark 
shades,  especially  blue  and  brown  with 
relieving  designs. 

Immediate  Trade  in  Silk  Good 

In  spite  of  the  fact  that  the  month  of 
December  is  not  looked  forward  to  by 
most  silk  houses,  excellent  reports  are 
being  heard  from  Toronto  importers. 
The  trade  is  getting  rid  of  most  short 
ends  and  remnants  via  the  holiday  gift 
method.  Those  stores  which  have  stress- 
ed diess  lengths,  camisole  lengths  and 
small  accessories  materials,  are  doing 
splendidly.  One  of  the  big  stores  which 
has  been  showing  silk  handbag  fabrics  is 
dealing  out  its  whole  range  of  printed 
crepes. 

Velvets  and  metai  cloths  are  continu- 
ing to  such  an  extent  that  more  than 
one  importer  expects  them  to  last  until 
the  end  of  January.  The  greatest  dif- 
ficulty is  in  getting  the  velvets,  which 
have  been  very  scarce  for  more  than  a 
month. 

Discussing  Spring  buying,  one  buyer 
predicts  that  flat  crepe  which  is  really 
a  very  heavy  grade  of  crepe  de  chine 
will  be  a  favorite.  The  printed  crepes 
especially  the  allovers  will  continue  and 
so  will  Canton.  Brocaded  crepes  and 
the  other  fancies  have  not  by  any  means 
had  their  fling  yet  and  as  long  as  the 
overblouse  is  worn  they  should  be  in  de- 
mand. The  overblouse  has  also  been  re- 
sponsible for  color  contrasts  in  blouse 
and  skirt  so  that  the  bright  hues  are 
again  to  the  fore.  Materials  for  blouses 
will  be  in  Egyptian  red,  royal  blue  and 
green  with  skirts  in  black  or  white  with 
contrasting  stripes.  If  the  bandana 
handkerchiefs  reach  this  country  as  pro- 
mised another  impetus  should  be  given 
the  gay  colors. 

Three  other  fabrics  mentioned  around 
Toronto  are  artificial  velette,  charmeuse 
and  duchesse.  Sales  in  these  are  in- 
creasing every  week. 

"I  think  that  taffetas  are  a  certainty 
for  the  first  four  months  of  1923,"  says 
the  head  of  a  silk  house  in  Toronto. 
"These  will  be  good  in  a  limited  number 
of  shades,  particularly  the  dark  ones. 
Outside  of  this  material  I  am  not  willing 
to  prophesy  except  probably  in  under- 
wear lines.  All  of  the  knitted  fabrics 
have  taken  a  stronger  hold  than  ever  be- 
fore. Chemisettes  of  knitted  tubing  are 
very  big  while  Japanese  jersey  and  the 
satins  are  having  a  surprising  run. 
Baronette  is  showing  signs  of  life  and  a 
new  finely  knitted  fabric  for  dresses  and 
skirts  is  on  the  market  which  has  a 
great   deal   of  body  and   enduvance." 


HOLDS   AUCTION    SALE 

Peter  Abrams,  a  general  merchant  in 
the  small  town  o.  Mennon,  Sask.,  used 
a  very  unique  and  effective  method  to 
dispose  of  surplus  stock  this  month  of 
November,  1922.  Mr.  Abrams  found 
himself  with  left-overs  in  dry  goods 
which  had  been  accumulating  for  the 
past  six  years  while  he  has  been  en- 
gaged in  business  in  Mennon.  He  had 
had  special  sales  and  price-cut  table  dis- 
plays every  year  but  still  many  goods 
remained.  How  to  make  a  general 
clean-up  to  allow  room  for  new  and  up- 
to-date  goods  was  the  problem  before 
Mr.  Abrams  and  he  solved  it  by  an- 
nouncing a  public  auction.  Bills  were 
printed  to  this  effect  and  on  Monday, 
Nov.  13,  a  large  crowd  gathered  in  the 
store  and  bid  quickly  and  eagerly  on  the 
goods  auctioned  off  by  Mr.  J.  Wall, 
whom  Mr.  Abrams  had  engaged  as  auc- 
tioneer. All  the  left-overs  were  dis- 
posed of.  Such  is  the  excitement  and 
enthusiasm  evoked  by  public  auction 
that  often  goods  auctioned  brought 
higher  prices  than  the  previous  "bargain 
tables"  had  called  for!  Mr.  Abrams  re- 
ceived cash  for  goods  which  were  cum- 
bering his  shelves  and  the  buyers  went 
home  perfectly  satisfied  with  their  pur- 
chases. 

Public  bidding  and  competition  made 
successful  this  sale  of  dry  goods  just 
as  the  same  principle  holds  good  in 
farm  sales;  it  remained  for  Mr.  Abrams 
to  sponsor  the  idea  in  this  neighbor- 
hood. Mr.  Abrams  is  building  up  a 
lucrative  business  in  Mennon.  Begin- 
ning in  a  small  way  6  years  ago  he  has 
enlarged  both  his  buildings  and  his 
business. 


PENALTY  OF  SIMPLE  CLOTHES 

The  charm  of  women's  dress  to-day, 
writes  a  Paris  correspondent,  is  its  sim- 
plicity, but  the  art  of  the  modern  dress- 
maker is  costing  France  dear.  The  lace 
and  feather  trade  and  other  industries 
which  formerly  supplied  these  now  super- 
fluous ornaments  for  women's  robes  are 
languishing  and  the  export  trade  of 
France  has  in  consequence  diminished  by 
nearly  half  a  milliard  francs  (about  £10,- 
000,000)   a  year. 

M.  Lucien  Dior,  Minister  of  Commerce 
and  Industry,  is  disquieted  by  this  loss 
of  revenue  and  has  addressed  a  powerful 
plea  not  only  to  the  Chamber  of  Com- 
merce of  France,  but  also  the  great 
Paris  houses  which  are  the  arbiters'  of 
fashion,  to  remember  that  the  export  of 
the  accessories  of  female  attire,  such 
as  lace  embroideries  and  feathers,  has 
fallen  far  below  the  figures  of  1913.  That, 
he  says,  is  in  a  large  measure  the  con- 
sequence of  the  present  fashion,  of  which 
one  of  the  most  notable  characteristics 
is  the  almost  complete  absence  of  orn- 
aments. He  urges  the  Chambers  of 
Commerce  and  the  industries  concerned 
to  find  a  remedy  for  this  state  of  things, 
and  no  doubt  they  will.  Heavily  orna- 
mented robes  may,  therefore,  be  antici- 
pated as  the  mode  for  next  year. 


J.  L.  Murray,  managing-director  of  the 
Renfrew  Woollen  M;lls,  Renfrew,  Ont., 
announces  that  the  company  expect  to 
start  manufacturing  again  on  an  exten- 
sive scale  in  the  course  of  a  week  or  two. 
The  factory  will  produce  a  line  of  high- 
class  goods  and  expect  to  run  day  and 
n'ght. 
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Above  is  shown  an  interior  view  of  the  U 
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&  Graham  store  in  Ottawa. 
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Novelty  Effects  are  Freely  Bought 

Placing  on  Cotton  Fabrics  Has  Been  Active — Some  Wholesalers 
Entirely  Sold  Up  on  Gingham  Lines — Ratines  an  Outstanding- 
Line — Lower  Prices  on  Some  of  the  Cotton   Materials — Some 

New  Effects  Described 


WHATEVER  the  ultimate  trend 
of  prices  in  cotton  goods  may  be, 
whether  upwards  or  stationary, 
where  next  Spring  and  Summer  are  con- 
cerned, retailers  are  placing  orders  for 
the  new  novelty  effects  freely,  according 
to  information  just  received  from  a  Mon- 
treal wholesaler.  "Where  ginghams  are 
concerned  we  are  entirely  sold  up  on 
most  ranges,  especially  where  such  col- 
ors as  yellow  and  green  are  called  for," 
was  the  statement  made  to  Dry  Goods 
Review.  Commenting  on  the  other 
wanted  lines  in  novelty  cottons  this  firm 
may  be  quoted  as  follows: — 

"The  outstanding  range  will  be  ra- 
tines, according  to  advice  from  both  the 
American  and  English  markets.  We 
have  bought  a  wide  assortment  of  both 
solid  colored  plain  weaves  and  fancy 
effects  combining  a  silk  woven  stripe 
or  combinations  of  ratine  effects  with 
voiles  and  other  fabrics.  Just  as  crepe 
effects  are  decreed  where  silks  are  con- 
cerned we  find  the  most  marked  prefer- 
ence shown  for  all  kinds  of  crepe  weaves 
in  cottons  as  well." 

Crepes  of  Every  Description 

The  crepe  class  of  novelty  cottons  is 
so  extensive  that  it  is  almost  impossible 
to  give  a  detailed  description  of  the 
many  varieties  included.  First  there  is 
cotton  'Canton  crepe'  which  comes  in 
plain  colors  and  is  soft  and  dressy  in 
appearance.  There  is  also  'Sponge 
crepe,'  delightfully  new  and  featured 
mostly  in  solid  colors  in  the  yard  wide 
widths  so  much  preferred  nowadays.  An 
extra  good  quality  of  this  Sponge  crepe, 
by  the  way,  in  a  range  of  smart  shades, 
can  be  had  for  only  95  cents  a  yard 
wholesale. 

'French  crepes'  feature  a  fancy  stripe 
woven  upon  a  solid  ground  and  will  be 
largely  adopted  for  sports  clothes  next 
Summer.  Another  sports  crepe  material 
shows  a  striking  plaid  or  overcheck  ef- 
fect upon  vivid  grounds,  reproducing  the 
familiar  gingham  patterns  exactly.  These 
are  already  selling  quickly,  especially  in 
the  yellow  tones,  a  leading  color  for  next 
Season. 

'Ratan  checks'  is  the  name  of  another 
novelty  cotton  which  combines  crepe  and 
ratine  effectively,  the  ratine  being  evi- 
dent in  a  large  overcheck  effect  de- 
veloped in  black  and  white  threads  upon 
a  contrasting  ground  of  another  color. 
This  item  is  expected  to  be  particularly 
strong  for  skirts  and  one  piece  frocks. 

'Scotch  crepes'  are  yet  another  varia- 
tion in  solid  colors  but  which  are  selling 
very  well,  owing  to  the  very  lovely  col- 


orings included  in  the  range.  These  are 
all  British  made  fabrics,  of  course,  and 
the  improvement  in  the  dyes  of  all  the 
various  novelty  cottons  is  noticeable. 

A  colored  weft  crepe  which  is  slight- 
ly different  again  from  Scotch  crepe  is 
described  as  being  yarn  dyed,  thus  en- 
suring the  permanence  of  the  many 
lovely  colors  featured. 

Eponge  or  'sponge  crepe'  in  another 
variety  is  featured  in  plain  white  to  fill 
the  demand  for  a  smart  and  durable  ma- 
terial for  sports  skirts  and  trimmings. 

'Witchery'  crepes  is  the  attractive  title 
given  to  another  range  of  silky  looking 
cotton  materials  printed  in  voile  pat- 
terns of  the  smaller,  neater  kind.  Tiny 
covered  patterns  are  artistically  used  on 
medium  shades  and  create  decidedly  good 
effects  for  fabrics  of  inexpensive  quality. 

Lingerie  crepes  reappear  for  next  sea- 
son in  new  and  exquisite  pastel  tints 
printed  here  and  there  with  artistic  mo- 
tifs representing  tiny  floral  designs. 
Many  of  these  crepes  have  a  Japanese 
effect  due  to  the  slightly  blurred  and  de- 
licate manner  in  which  the  tiny  motifs 
aie  carried  out.  Most  of  these  new  lin- 
gerie crepes  have  the  flat  crimp  so  much 
preferred  and  come  in  fully  half  a  dozen 
colors   priced   around   30   ments    a   yard. 

The  idea  of  showing  voile  patterns  up- 
on crepe  fabrics  is  entirely  new  this 
season  and  is  being  extensively  featured 
in  simple  neat  figures  upon  medium  dark 
grounds. 

Voiles  in  Small  Designs 

Voiles  of  course  will  reappear  as  usu- 
al and  are  being  bought  extensively  es- 
pecially in  the  new  cross  stitch  printed 
patterns  which  strike  a  new  note  in  de- 
sign altogether.  On  the  whole  the  range 
of  patterns  in  both  British  and  Ameri- 
can voiles  runs  to  smaller  effects,  the 
preference  being  for  small  printed  geo- 
metric patterns  rather  than  floral  de- 
signs. Ratine  yarns  are  much  used  for 
striping  and  plaids  upon  voiles  also.  Silk 
stripe  voiles  appear  to  be  among  the 
leading  sellers,  especially  one  line  which 
shows  a  printed  warp  pattern  on  the 
silk  stripe.  The  majority  of  voiles  are 
priced  about  ten  cents  a  yard  lower 
than  last  year's  price,  which  may  have 
something  to  do  with  the  interest  shown 
in  these  materials.  Flocked  voiles  again 
are  shown  but  in  a  new  range  of  effects 
entirely.  Some  of  the  flocked  patterns 
reproduce  beaded  patterns,  others  solid 
French  embroidery  in  white  upon  me- 
dium and  dark  grounds.  Colored  geo- 
metric   designs    are    combined    with    the 


flocking  as  well.  A  few  Swiss  effects 
are  shown  again  in  flocked  voiles,  but 
as  in  the  case  of  genuine  dotted  Swiss, 
wholesalers  have  bought  lightly  of  these 
goods. 

A  full  range  of  organdies  will  be  car- 
ried by  the  wholesalers,  owing  to  the 
fact  that  fine  quality  Swiss  goods  are 
considerably  lower  in  price  than  last 
year  due  to  the  depreciation  in  value  of 
the  Swiss  franc.  American  organdies 
are  however  somewhat  stiffer  in  price  on 
.account  of  the  recent  advances  in  the 
cotton  market. 

It  is  thought  that  there  will  probably 
be  a  good  demand  for  organdies  as  usu- 
al for  the  reason  that  this  material  is 
much  used  in  conjunction  with  ging- 
hams, etc. 

Knitted    Ratine    Very    Smart 

Referring  again  to  ratines,  comment 
should  be  made  upon  one  outstanding 
novelty  called  "knitted  ratine"  which 
has  been  very  successful  already  ;or 
next  Summer.  This  smart  material  has 
a  very  coarse,  open  mesh  and  comes  in 
the  more  vivid  sports  shades  which  will 
be  decreed  for  next  Summer,  such  as 
tan,  wood  brown,  jade,  rose.  Copenhagen 
blue  orchid,  salmon,  etc.  'Tuffle  ra- 
tine' is  the  name  given  to  another  varia- 
tion of  woven  material  which  features 
broad  stripes  in  several  colors.  This  is 
designed  for  pleated  skirts  and  comes  at 
about  75  cents  a  yard  wholesale. 

Mercerized  foulards  are  shown  in 
quite  new  effects  somewhat  larger  than 
those  of  other  seasons  and  more  spread 
apart.  These  come  in  brown,  navy  and 
black  only  with  white  figures. 

Little  is  being  said  with  regard  to 
tissues  as  yet,  as  no  demand  has  been 
felt  for  these  sheerer  materials.  Can- 
adian women  are  fonder  of  staple  ging- 
hams and  are  calling  for  the  usual 
checks  and  plaids  for  1923  as  in  the 
past. 


NEW   OWNERS   OF   FACTORY 

Negotiations  have  been  completed  for 
the  taking  over  by  the  Elton  Knitting 
Mills,  Limited,  of  the  factoTy  and  the 
entire  plant  formerly  owned  and  operat- 
ed by  Messrs.  Penmans  Limited.  Port 
Dover,  Ont. 

The  directors  of  the  Elton  Knitting 
Mills  Limited  ai-e:  A.  E.  Elton,  presi- 
dent and  general  manager;  C.  W.  Bar- 
well,  vice-president;  John  S.  Martin.  B. 
A.,  treasurer;  W.  J.  T.  Ivey,  assistant 
treasurer.  The  above,  with  L.  B.  Ivey. 
H.  R.  Williams  and  J.  D.  Hoggartli.  form 
the  Board  of  Directors. 
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Selling  20,000  Yards  of  Gingham 

Intensive  Method  Used  by  New  York  Store  to  Dispose  of  Large 

Quantity  of  Gingham — Five  Window  Displays  Given  Over  to 

Campaign — Many  Departments  Show  the  Uses  of  Gingham  for 

Personal  and  Household  Purposes 


A]  L  kinds  of  ginghams  are  predict- 
ed for  a  top  notch  position  in  the 
.me-up  01  spring  wash  fabrics, 
no,  alone  for  dressmaking  purposes  but 
for  a  hundred  and  one  different  uses 
which  will  occur  to  the  resourceful  sales- 
man or  woman  after  a  few  minutes 
thought.  How  a  well-known  New  York 
store  put  across  a  gingham  sale  compris- 
ing 20,000  yards  last  year  might  be  re- 
peated here  as  a  suggestion  for  early 
spring  sales  for  1923. 

To  begin  with  the  ginghams,  which 
were  both  domestic  and  imported,  were 
all  priced  at  50  cents  a  yard,  said  to  be 
less  than  the  original  wholesale  cost, 
and  the  range  offered  included  every 
conceivable  shade  in  checks,  stripes, 
plain  colors  and  plaids.  All  the  ging- 
hams were  advertised  as  being  31  inches 
wide  and  of  the  finest  quality. 

Twenty  thousand  yards  of  gingham  is 
a  large  quantity  to  dispose  of  if  the  or- 
dinary methods  of  selling  are  resorted 
to,  but  the  store  in  question  went  about 
the  matter  in  an  unusual  manner  which 
quickly  resulted  in  a  complete  clearance. 
Fully  five  different  window  displays 
were  given  up  entirely  to  showing  ging- 
hams in  various  ways,  the  principal  idea 
being  to  accentuate  the  artistic  and  prac- 
tical nature  of  gingham  as  a  household 
necessity.  First  of  all  the  various  col- 
ors were  selected  and  red,  yellow,  blue, 
green  and  lavender  checked  materials 
each  had  a  window  to  themselves  appro- 
priately decorated.  For  example  a  cor- 
ner window  featured  a  library  effect 
with  the  room  carried  out  in  panelings 
in  red  checked  gingham  and  shaded 
lamps  also  made  of  the  same  material. 
Gingham  edged  linen  runners  and  ging- 
ham cushions  likewise  were  used  and  a 
gingham  parasol  was  laid  across  a  table. 
A  yellow  room  simulated  a  sun  parlor 
with  all  its  fittings  done  in  vivid  yellow 
and  white  checks  of  the  larger  size.  A 
bedroom  was  hung  with  lavender  and 
white  checks,  with  the  gingham  used  to 
form  the  edgings  on  the  bureau  cover, 
and  inserts  in  the  bedspread.  A  tele- 
phone cover  combined  organdy  and  ging- 
ham delightfully,  and  an  open  bandbox 
covered  in  the  same  goods,  displayed  a 
hat  made  also  of  gingham.  Novelty 
undergarments  and  handkerchiefs  were 
scattered  about  the  room,  developed  in 
sheer  fabrics  elaborated  with  medallions 
or  other  inserts  of  tiny  checks. 

For  The   Nursery 

A  nursery  was  fitted  out  in  blue  and 
white  checks  and  here  the  usual  con- 
ventional uses  were  shown,  such  as  med- 


ium-sized checks  for  children's  rompers, 
sun  bonnets,  curtains,  etc.,  as  well  as  for 
aprons,  to  line  a  sewing  basket  and  for 
upholstering  reed  furniture  most  charm- 
ingly. Dolls  dressed  in  the  same  style 
of  gingham  were  lying  round  the  room. 

Green  and  white  checks  were  effec- 
tively displayed  in  another  window  wh'ch 
represented  a  breakfast  room  in  which 
a  green  and  white  tea  set  exactly  match- 
el  the  tone  of  the  hangings  ar.d  table 
covers,  etc.  Numerous  examples  of 
women's  neckwear  developed  in  organdy 
or  ratine  with  gingham  were  also  exhib- 
ited  here. 

The  ginghams  were  advertised  in  thf 
daily  papers  in  an  attractive  piece  of 
copy  which  reproduced  in  pictorial  form 
all  the  various  ideas  capable  of  being 
developed  in  this  quaint  and  practical 
material.  In  the  department  itself  the 
pulling  power  of  the  windows  was  sec- 
onded by  the  use  of  patten  s  and  draw- 
ings as  well  as  dresses  on  models. 
Booklets  describing  the  new  cotton  fab- 
rics for  the  season  were  given  away  as 
souvenirs. 

A    Sale   of   "Black    and   White" 

Another  store  which  has  broken  away 
from  the  time  honored  January  white 
sales  made  a  concession  in  this  connec- 
tion by  terming  its  clearance  event  a 
"Sale  of  Black  and  White."  This  idea 
proved  to  be  a  really  successful  one,  al- 
though in  one  sense  there  was  nothing 
radically  different  about  the  idea  from 
the  regular  white  sale.  Nothing  but 
white  and  black  yard  goods,,  however, 
were  featured  on  this  particular  occa- 
sion and  many  practical  suggestions 
were  quoted  for  the  assistance  of  cus- 
tomers in  doubt  what  to  purchase.  Silks, 
cottons,  woollens  arid  linens  all  partici- 
pated in  this  event  which  many  novelty 
fabrics  combining  both  black  and  white; 
made  their  bow  for  the  spring  season  as 
well. 

Window  displays  showing  the  use  of 
black  fabrics  of  different  sorts,  in  con- 
junction with  white  as  a  relief,  were  ex- 
ceedingly striking  and  a  very  elaborate 
display  of  laces  was  effectively  set  off 
with  quantities  of  black  ribbons  as  a 
foil.  A  special  display  of  mourning 
goods  was  given  prominence  especially 
in  regard  to  the  most  suitable  fabrics, 
the  point  being  emphasized  that  all 
black  fabrics  are  by  no  means  correct 
for  mourning.  The  best  results  were 
recorded  in  connection  with  this  sale 
when  the  goods  were  grouped  together 
at  one  price,  such  as  silks  at  $1.85  a 
yard,  dress  goods  at  $2.49  and  so  on. 


Is  Taking  a  Rest 


RICH  ART)  BOOTH 

A  figure  well  k  lown  in  Canadian  dry 
goods  circles  and  among  fraternal  or- 
ganizations throughout  the  country  is 
Mr.  Richard  Booth,  of  the  W.  R.  Brock 
Company  (Limited),  Montreal. 

His  early  travelling  experience  was 
gained  with  MacKay  Brothers,  later  en- 
tering the  employ  of  James  Johnston  & 
Company,  afterwards  being  connected 
with  the  W.  R.  Brock  Company  (Limit- 
ed), covering  the  eastern  townships  for 
the  above  firms  for  seventeen  years.  In 
1904  he  was  appointed  manager  of  the 
men's  furnishings,  smallwares  and  hos- 
iery departments.  Mr.  Booth  is  one  of 
the  veterans  of  the  Dominion  Commer- 
cial Travellers'  Association,  having  rerv- 
ed  for  several  years  on  the  boards  of  the 
mother  and  mutual  boards.  He  was  in- 
strumental in  organizing  a  fund  and 
was  successful  in  placing  beds  in  the 
Montreal  General  and  Notre  Dame  Hos- 
pitals for  the  accommodation  of  sick 
members  of  the  Association. 

In  fraternal  societies  he  has  had  con- 
ferred on  him  some  of  the  highest  honors 
within  the  power  of  the  societies  to  con- 
fer upon  him  .He  is  a  32nd  degree  mem- 
ber of  the  Scottish  Rite,  Royal  Arcanum, 
Irish  Protestant  Benevolent  Society,  and 
a  Justice  of  the  Peace.  Owing  to  ill 
health  Mr.  Booth,  at  the  firm's  request, 
is  going  to  take  a  well  earned  rest,  be- 
ing relieved  from  the  responsibility  un- 
der which  he  has  laboured  successfully 
for  18  years. 
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Best  Silk  Fabrics 

As  in  Paris,  so  in  your  own  City  you  may  purchase  A.  G.  B. 
Fabrics,  for  theirs  is  not  merely  a  passing  fancy  of  a  single 
country,  but  the  universal  appeal  of  feminine  loveliness. 

Canton  Crepe,  Crepe,  Georgette, 
Crepe  de  Chine,  Ninons,  Crepe  Roma, 
Silk  Shirtings,  Stamped  and  Printed 
Crepts  de  Chine,  Satins,  Foulards, 
Chiffons  and  Printed  Novelties  on 
Georgette  and  Ninons,  Silk  Dress 
Nets. 


On   Yellow   Boards   Only. 


To  our  many  friends  we  extend  the  Compliments  of 
the  Season  and  the  sincerest  co-operation  for 
a  prosperous  1 923 . 


Les   Successenrs   de 


ALBERT  GODDE,  BEDIN  &  CIE. 

Paris,  Tarare,   Lyons,  London,  New  York 
Empire  Building:  64  Wellington  St.  West,  TORONTO 

Telephone:  Adelaide  3062  E.  Desnoux,  Representative 

EASTERN  CANADA  AGENTS:  G.  B.  Wynness,  113  Metcalfe,  Montreal. 
WESTERN  CANADA  AGENTS:  Edwin  J.  Kirkbright,  205  Bower  Bldg.,  Vancouver,  B.C. 
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Every  Buyer 

of  Textile  Goods 

in  Canada 


ought  to  have  first-hand  knowledge  of  B.  D.  A. 
Finishes.  Whether  you  are  the  proprietor  of  a  store, 
or  the  buyer  for  a  department,  an  intimate  know- 
ledge of  the  B.  D.  A.  fabrics,  dyes  and  finishes 
will    add    profit    and   prestige    to   the    Business. 


"L 


»» 


is  a  B.  D.  A.  finish  that  renders  fabrics  abso- 
lutely fadeless  to  sun  and  wash  tub. 

You  can  get  the  "SOLPRUFE"  finish  in  Cot- 
tons for  Ladies'  and  Children's  wear,  and  for 
Curtains  and  Furniture  Covers. 


umena 


is  one  of  the  great  B.  D.  A.  triumphs  in  fin- 
ishes for  artificial  silks. 


"Wulmella' 

is  just  what  its  name  implies,  a  finish  for 
woollen  goods  of  exceptional  richness  and 
mellow  tone. 


^ 


THE 


Bradford  Dyers'  Association;  B? 

MANC^im  BRA£FPRD  LotfboN 


6  OXFORD  ST 
3^  PETERS  5Q 


Dept.  4? 
39    WELL  ST 


I 


128  &•  129 

CHEAPMDE.t:C2 


(fOPYRlGKT^ 
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Throughout  the  length  and  breadth  of  England  the  House  of  Hoyle  is  known,  and 
is  renowned  for  the  quality  of  its  productions.  Every  process — from  raw  wool  to 
finished  material — is  carried  through  at  the  Prospect  Mills,  Longwood,  Yorkshire, 
under  ideal  conditions  by  highly  skilled  labour.  All  dyes  are  fast  to  sun  and  wash ; 
the  most  careful  attention  is  applied  in  selecting  the  right  grade  of  wool  for  the 
particular  cloth  under  production,  and  scrupulous  supervision  governs  the  weaving 
and  finishing. 

The  range  of  cloths  manufactured  includes:  Gentlemen  s  Suitings,  Overcoatings, 
Covert  Coatings,  Cap  Cloths,  Sports  Tweeds,  Ladies'  Mantles  and  Dress  Materials, 
Table  Covers,  Curtains,  "Purwol"  (registered)  Art  Serges,  Upholstery  Cloths  for 
Motor  Cars. 

Productions  of  the  House  of  Hoyle  can  be  relied  upon  to  tailor  well.  A  further 
factor  - —  they  market  at  a  moderate  figure. 


LONGWOOD 
YORKSHIRE 


/ 


(ji^iand 


Wires:      Hoyle.      Long 
wood-Yorks. 


Codes:  Marconi  Bent- 
ley's  A.!!  C.  5th 
Edn..    and    A     I. 


MONTREAL: 

Mr.    Archer    Robertson. 
327,    Board    of  Trade 
Buildings. 


VANCOUVER,    B.C.: 
Mr.   C.  S.   McConnel, 
1754.   Barclay   Street. 
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Normandy  Voiles 

We,  Fred  Butterfield  &  Co.,  Inc., 
are  the  sole  producers  of 
Normandy  Voile*  We  are  proud 
to  "sign"  every  yard  of  this  fabric— 
on  the  selvage.  We  are  prepared 
also  to  supply  Labels  for  mania* 
facturers  who  make  garments 
of  genuine   Normandy  Voiles, 


THIS  GARMENT  MADE  OF 

GENUINE 

NORMANDY  VOILE 

REG.  U.S.PAT.  OFF.       A 
OTS  GUARANTEED  FAStfUR&v 


Only  authorized  manufacturers 
of  genuine  <7N^>rmandy  Voile 
garments  can  use  this  label. 
We  will  gladly  supply  retailers 
with  a  list  of  these  manufacturers. 
aT\[prmandy  Voile  Patterns  are 
protected    by    U.    S.     'Patents. 


Sell  and  Repent' 
•*•••*  u   s.Pat.  Off. 


FRED  BUTTERFIELD  &  CO.,  inc., 

361-363  Broadway,  New  York  City 

Established  1838 
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Caution 


Make  sure  your  cloth  is  pro- 
perly shrunk  by  a  Guaran- 
teed Process.  No  matter  the 
standard  of  tailoring— ultra 
smart  or  ordinary — with  ill 
shrunken  material  it  results 
in  waste  of  time,  labour  and 
money. 

The  best  guarantee  of  ex- 
cellence is  obtained  when  the 
cloth  is  stamped  with  the 
name 

JENNENS,  WELCH  &  CO.,  Ltd. 

London,     Huddersfield,       Bradford 

Insist  on  Jennens,  Welch 
Shrinking 

The  world's  leading  firm  of  cloth 
workers,  shrinkers,  etc.,  are  also 
the  proprietors  of  the  well  known 
JENNWEL  Waterproof  Rubber- 
less  Finish,  applied  to  Tweeds, 
Serges,  Coverts,  Fancy  Worsteds, 
etc. 


JENNENS,  WELCH  &  CO.,  LTD. 

Springwood  Works,  Huddersfield 


HORROCKSES 

cottons,  pillow  cottons, 
sheetings,  pillow  cases, 
white  and  coloured 
Flannelettes,  in  stock 
for  immediate  delivery. 

JOHN  E.  RITCHIE 

Dry    Goods    Commission    Agent. 
591  St.   Catherine  St.   W.,   Montreal. 

Branches — 64    Wellington    St.    W., 
Toronto.      29    Minshull    St.,    Man- 
chester, Eng.;  615  Pender  St.,  W., 
Vancouver,   B.   C. 


A.    BRADSHAW 

42  St.  Mary's  Gate 
NOTTINGHAM,    ENGLAND 


MANUFACTURER   OF 

Veilings,    Complete    Veils,    Latest    in 

Radium    Silk    Laces,    Flouncings    and 

Allover    Nets,    Cotton    Allover    Nets, 

etc.,  etc. 

{Wholesale  Only) 

CANADIAN   AGENT: 

WM.    LOOSER,   Empire   Bldg.,    Wellington   St.   W. 
Toronto  . 


As  Days  Grow   Colder, 
the  demand  increases  for 


Flannelette 


Warmer  Underclothes  and  "Nighties"  for  the  chil- 
dren— warmer  bedclothes  for  babies — warmer  un- 
derskirts, pyjamas  and  kimonas  for  "grown-ups" — 
are  all  made  of  Horrockses'  Flannelette — the  stand- 
ard of  quality  and  value  all  over  the  world. 
These  are  the  days  to  remind  your  customers  of 
Horrockses'  Flannelette,  Sheets,  Pillow  Cases, 
Sheetings,    Longcloths. 

JOHN  E.  RITCHIE    .'.    Canadian  Agent 

591   St.   Catherine  St.   West,   MONTREAL. 

BRANCHES — Toronto    and    Vancouver. 

Maile    by    Horrockses.    I'rewdson    &    Co..    Limited,    Cotton    Spinners    and 
Manufacturers.     MANCHESTER,     ENGLAND. 


X  PUBLISHED    ANNUALLY  V 

THE  A 

LONDON  DIRECTORY 

with  Provincial  &  Foreign  Sections, 

enables    traders    to    communicate    direct    with 
MANUFACTURERS  &.  DEALERS 

in  London  and  in  the  Provincial  Towns  and 
Industrial  Centres  of  the  United  Kingdom  and 
the  Continent  of  Europe.  The  names, 
addresses  and  other  details  are  classified  un- 
der more  than  2,000  trade  headings,  including 

EXPORT  MERCHANTS 
with  detailed  particulars  of  the  Goods  shipped 
and    Colonial   and   Foreign    Markets   supplied; 

STEAMSHIP  LINES 
arranged  under  the  Ports  to  which  they  sail, 
and   indicating  the   approximate    Sailings. 


One-inch  BUSINESS  CARDS  of  Firms  desir- 
ing to  extend  their  connections,  or  Trade 
Cards  of 

DEALERS   SEEKING  AGENCIES 

can  be  printed  at  a  cost  of  $8.00  for  each  trade 
heading  under  which  they  are  inserted.  Larg- 
er advertisements  from  $10  to  $80. 


A  copy  of  the  directory  will  be  sent  by  parcel 
post  for  $10  nett  cash  with  order. 


THE  LONDON  DIRECTORY  C0..LTD 

25  Abchurch  Lane,  London,  E.C.4 
England 


Business     Established     in     1814. 
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For  Winter  Wear 


~r -r- *- ~r +* -r +-  -r  +-  v  <r  +-r+'*m'*'<r  ^r^^r 

HAWTHORN  velour  is  in  ever-increasing  demand 
for  winter  garments.  The  woman  who  dresses 
well,  knows  that  Hawthorn  fabrics  are  guaranteed 
and  considered  to  be  the  best  of  their  kind. 

Miles  and  miles  of  Hawthorn  fabrics  are  being 
turned  into  fashionable  garments  by  the  leading 
Canadian  cutters-up. 

Be  sure  the  garments  you  handle  have  the  Haw- 
thorn label  sewn  in  the  lining. 


I  ^s"'<)  All  Wool  Always 


,e^lac(<?  in  Carl&ton  !Place,  Ont,  by  Hawthorn  Mills,  Limited 


^  ^r^  ^  yy  >r  >r^r^ 
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"Influencing  the  dealer" 


97% 


of  all  the  Dry  Goods  sold  in' the  United 
States  and  Canada  are  sold  to  the    j 
public  through  the  influence 
of  the  dealer 


From  a  speech  by  H.  E.  Taylor,  Sales  Manager  of  Dry 
Goods  Economist. 

"Influencing  the  Dealer" 

How  foolish  it  is  to  argue  or  even  to  think  that  "it 
is  advertised"  constitutes  dealer  influence!  How 
unfortunate  it  is  that  the  proper  appreciation  of  the 
retail  merchant's  functions,  service  and  power  did 
not  receive  earlier  appreciation  from  the  advertising 
world.  How  unfortunate  it  is  for  hundreds  of  fine 
mills  and  manufacturers  in  this  country  that  there 
was  previously  so  little  appreciation  of  the  import- 
ance of  "influencing  the  dealer,"  and  so  little  apprec- 
iation of  "the  dealer's  influence,"  and  so  little 
thought  given  to  the  proper  and  economic  methods  of 
influencing  the  dealer  through  the  development  of 
full  understanding  and  appreciation  of  the  actual 
merchandise  to  be  promoted. 

Years  ago  I  first  heard  the  head  of  a  very  efficient 
research  department  say  that  less  than  10  per  cent, 
of  the  merchandise  sold  by  the  department  and  dry 
goods  stores  had  even  seen  the  light  of  publicity.  He 
meant  to  picture  the  opportunity  that  awaited  the 
producers  of  the  other  90  per  cent.  But  I  saw 
another  picture  in  that  statement — the  picture  of 
90  per  cent,  of  the  nation's  dry  goods  production 
being  selected  and  distributed  on  its  own  merits 
without  the  force  of  advertising,  but  rather  with  the 
force  of  the  retailer's  sales  power  and  public  good 
will. 

And  in  two  years'  subsequent  analysis  covering 
thousands  of  stores  we  found  also  that  of  the  re- 
maining 10  per  cent,  less  than  one-third  was  sold 
by  public  request  for  it  under  its  advertised  name, 
and  that  at  least  7  out  of  that  10  per  cent,  is  sold  for 
the  same  reason  that  the  other  90  per  cent,  was  sold — 
because  it  represented  the  merchant's  selection  and  his 
offering  to  his  customers. 

This  again  can  be  readily  verified  in  almost  all 
retail  stores.  But  remember  I  am  speaking  only  of 
dry  goods  and  allied  lines.  Out  of  every  hundred 
sales  to  the  public  it  is  the  merchant  who  absolutely 
determines  at  least  ninety-seven  of  them;  and  the 
per  dollar  power  of  advertising  to  the  retail  merch- 
ants of  this  country  as  against  advertising  to  their 
customers  (if  these  two  thoughts  continue  to  be  held 
competitive)  is  more  nearly  ninety-seven  to  three 
than  any  figure  that,  to  date,  has  been  put  forth  in 
the  preachments  and  presentations  of  the  general 
advertising  fraternity. 


DRY  GOODS  REVIEW 


TORONTO 

143-153  University  Ave. 


MONTREAL 

128  Bleury  St. 


LONDON,  ENG. 

88  Fleet  St. 


The  circulation  of  Dry  Goods  Review  is  audited  by  the  Audit  Bureau  of  Circulations. 

Copy  on  request. 
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THE  INTERNATIONAL  TRADE 
EXHIBITIONS,  LIMITED 

Broad  Street  House,    London,    E.C.  2,   England 

Established   1894. 

ANNOUNCE 

The  following  Trade  Exhibitions  will  be 
organised  by  them  in  London  during   1923. 

The    Fourth    Annual    Clothing,    Outfitting     and 
Woollen  Trades  Exhibition 

ROYAL   AGRICULTURAL    HALL,    LONDON,    N. 

March  13th  to  23rd. 

The    Fifteenth     Annual     Drapery,    Textile     and 
Women's   Wear   Exhibition 

ROYAL    AGRICULTURAL    HALL,    LONDON,    N. 

April  9th  to  20th. 

The    Fourth   Jewellers',  Silversmiths'   and   Allied 
Trades'  Exhibition       - 

HOLLAND    PARK    HALL,    LONDON.    W. 

June  12th  to  22nd. 

The  Fifth   Annual   London  Fair  and   Market 

(London's  International  Leipzig   Fair). 

ROYAL  AGR. CULTURAL  HALL,  LONDON,  N. 

July  9th  to  20th. 

The  Second  Annual  Fashions  Exhibition    - 

HOLLAND    PARK    HALL,    LONDON,    W. 

September  3rd  to  14th. 

The  above  are  highly  important  Exhibitions  for  their  respective 
industries  and  are  not  open  to  the  general  public.  Overseas  buyers 
should   carefully   note   the   dates. 

Complimentary  Trade  Tickets  for  any 

of    these  Exhibitions    can    be   obtained 
from     the     offices     of     this     Journal. 


46 


KNITTED    GOODS 


Dry  Goods  Revielv 


New  Specialty  Shop  For  Children 

Mrs.  M.  R.  Serrurier  Opens  One  in  Toronto — Pictures,  Toys  and 
Furniture  Are  Made  Very  Appealing  to  the  Children,  Who  Evince 
Great  Interest  in  Them  and  Want  to  Come  Back — Children  Not 

Unruly  in  the  Store 


TO  THE  galaxy  of  departments 
and  stores  devoted  to  the  needs 
of  children,  has  been  added  an- 
other shop.  It  is  the  ingenious  pro- 
duet  of  a  clever  Toronto  woman  who 
has,  after  two  months  trial,  proven  by 
actual  results  that  Canadian  people  are 
giving  more  attention  to  the  wearing 
apparel  of  their  children.  The  Child- 
ren's Shoe  Shop  is  the  name  of  this  es- 
tablishment and  its  owner  is  Mrs.  M. 
R.  Serrurier.  It  is  situated  on  Yonge 
St.  near  Bloor,  the  new  high-class 
small   shop   district  in  Toronto. 

Though    shoes    are    the    principal    line 
carried,   this    store  has   everything   that 


a  child  needs  in  outerwear  from  the 
waist  to  the  toes.  Th!s  means  shoes, 
rubbers,  mocassins,  slippers,  hose,  gai- 
ters and  knitted  pullovers. 

The  Secret  of  Attraction 

With  the  firm  belief  that  children  will 
not  fret  or  m'.sbehave  on  shopping  ex- 
peditions if  things  can  be  made  inter- 
esting to  their  small  minds,  Mrs. 
Serrurier  has  designed  her  shop  to 
please  them.  The  windows  are  more  or 
less  for  the  fathers  or  mothers  but  the 
interior  is  for  the  little  ones.  The 
color  scheme  is  grey  and  blue,  the  first 
being    chosen    as    the    best    background 


and  the  second  because,  after  white,  it 
is1  the  chidren's  color.  On  the  walls  are 
children's  pictures — The  Blue  Boy, 
Mighty  Like  a  Rose,  The  Little  Master 
and  other  famous  pictures  which  never 
escape  the  eye   of  youthful   shoppers. 

But  it  is  the  furniture  which  is  most 
alluring.  Tiny  wicker  armchairs  and 
couches  with  blue  upholstering  and 
cushionsjust  like  grown  ups'.  There 
are  several  for  the  mothers  in  the  same 
fiinsh  and  a  dainty  table  for  the  con- 
venience of  those  who  want  to  write 
cheques  or  to  telephone.  One  feature 
which  seems  particularly  good  is  the 
(Continued  on  page  61) 


A  CHILDREN'S 
SHOP 

that  is  really  design- 
ed for  children.  Note 
the  hip  ball  and  the 
rocking  horse  with 
which  little  prospec- 
tive purchasers  can 
play.  On  the  walls 
are  copies  of  famous 
pictures  and  a  story 
border.  There  is  a 
special  valance  on 
the  windows  to 
please  them.  Even 
the  miniature  wick- 
er furniture  carries 
Red  Ridiughood  pic- 
tures. The  Child- 
ren's Shoe  Shop  of 
Mrs.  M.  P.  Serrur- 
ier, Toronto.  the 
story  of  which  is  on 
I  h  is  page. 
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Stress  Simplicity  and  Tailoring 

These  Are  Features  of  the  Spring  Lines  Being 
Shown — Scarves  Very  Brilliant  —  Jumper  and 
Slipon  Are  Again  Prominent — Hosiery  Lines  Very 

Active 


IN  INTRODUCING  their  new  models 
Canadian  mills  state  they  have  con- 
sulted with  several  authorities  on 
this  continent  and  in  Europe  regarding 
the  best  that  can  be  made  in  sweaters. 
Simplicity  of  line  with  attention  to 
tailoring-  and  details  has  been  the  aim. 

The  jumper  and  slip-on  are  again 
prominent,  in  fact  are  made  up  in  much 
more  elaborate  styles  than  formerly. 
Colors  are  very  'bright  and  rich;  most  of 
the  designs  show  pockets  and  the  silk 
braiding  as  binding  and  trimming  is  used 
to  give  a  military  effect.  This  is  partic- 
ularly good  in  white  on  the  various  col- 
ors. Short  sleeves  are  noticed  among 
many  of  the  slip-ons,  rounded  collars 
are  shown,  and  the  overblouse  is  stressed 
with  the  hip-band  made  fairly  tight  as  in 
blouses.  Silk,  mohair  and  Iceland  wool 
are  all  good. 

The  Tuxedo  and  the  coat  sweater 
holds  more  to  the  conservative  type  of 
model.  There  are  whispers  in  some 
circles  that  the  three-piece  suit  which 
is  stressed  so  strongly  in  Paris  and  New 
York  will  reach  here  before  the  summer. 


Some  of  these  consist  of  crepe  de  chine 
or  marocain  tops  and  knitted  coat  and 
skirt. 

Scarves  are  very  brilliant  in  the 
spring  range.  They  feature  the  beau- 
tiful Oriental  shades  in  artistic  Mend- 
ings and  most  of  them  have  a  fringe.  One 
or  two  manufacturers,  however,  show  a 
tendency  to  use  the  delicate  tones,  par- 
ticularly shell  pink,  soft  blues  and  pale 
greens  in  their  scarf  colorings. 
Wool  Jersey  Good 

For  sports  wear,  wool  jersey  is  again 
coming  to  the  fore.  It  seems  to  be  a 
very  popular  cloth  for  youngster's  cloth- 
ing this  spring.  Tiny  boys'  suits  of 
red  jersey  with  ribbon  straps  and  frills 
are  featured  among  the  exclusive  novel- 
ties. 

Though  there  was  a  dearth  of  business 
early  in  the  month  among  the  retail 
trade,  there  has  been  a  remarkable  pick- 
up since  the  fourth  of  the  month,  an- 
other indication  that  any  depression 
which  exists  is  due  to  the  weather  and 
not  to  general  conditions.  The  infants' 
lines   and   the   children's  which   suffered 


THE    PERSIAN 
SCARF 

This  attractive  mod- 
el is  hand  knit  from 
n.  new  form  of  Art- 
sy I  Sweater  Yarn 
known  as  Persian 
Coloring.  Three  plys 
of  different  color* 
are  twisted  together 
to  form  a  thread  of 
unusual  beauty,  and 
when  this  thread  is 
knit  into  a  garment 
as  illustrated,  the 
effect  produced  is 
at  once  pleasing  and, 
novel.  Sweaters  and 
scarves  knitted  by 
hand  are  gaining  in 
favor  for  midwinter 
and  spring  wear. 
Shown  by  BeJd'nn- 
CorticeUi,  Limited 
Toronto. 


most  this  fall  are  very  busy.  Brushed 
wool  sets  including  sweaters,  leggings, 
caps  and  mittens  are  going  splendidly  at 
something  under  $10.  Hand-crocheted 
bootees  and  baby  sacques  have  received 
a  splendid  impetus  during  the  last  few 
days  and  stores  which  are  featuring 
Christmas  business  in  this  department 
are  expecting  to  show  records  almost  as 
good  as  last  season  when  the  cold  spell 
came  in  much  earlier. 

Those  manufacturers  which  relied  on 
all-silk  hose  for  their  early  winter  busi- 
ness, have  not  been  disappointed.  The 
heather  and  the  mixture  hose  have  been 
a  little  slow  in  developing  but  the  ac- 
tual quantity  of  hose  sold  is  ahead  of 
last  year.  Most  of  the  large  stores 
have  offered,  and  will  continue  to  offer 
next  month,  special  sales  of  silk  hose 
and   they   report   a   tremendous   success. 

Glove  silk  is  in  demand  in  both  hosiery 
and  underwear.  The  chemise  and  the 
bloomer  made  of  this  fabric  is  having 
the  best  season  it  has  ever  experienced 
The  new  tubular  machines  which  were 
brought  out  by  a  Philadelphia  firm  last 
year  for  hosiery  and  which  have  been 
widened  to  include  underwear,  are  ex- 
pected to  revolutionize  the  knitted  un- 
derwear industry.  These  machines  are 
equipped  with  spring  needles  instead  of 
latch  needles  and  are  in  great  favor  for 
seamless  hosiery.  Vests  are  the  newest 
number  in  the  tubular  undergarment 
trade  and  already  Toronto  wholesalers 
report  a  ready  response  from  the  dealer 
for  this   easily  made  up  article. 


PARIS  KNITTED  NEWS 

Handknitted  garments  of  artificial 
silk  or  of  fine  wool  are  attractions  of- 
fered in  French  shops,  according  to  re- 
cent visitors.  They  are  even  showing 
white  pyjamas  of  wool.  Knee-length 
coats  are  very  much  liked,  some  of  them 
having  a  deep  fringe.  There  is  a  great 
deal  of  embroidery  being  used  on  all 
garments  and  this  is  usually  done  by 
hand. 

Leather  sports  coats  and  trousers  are 
seen  every  now  and  then  for  wear  in 
European  winter  r.  sorts.  Lightweight 
Saxony  shawls  for  the  three  piece  gar- 
ments are  another  number.  In  the  suits, 
the  skirts  are  usually  made  to  contrast 
with  the  sports  coats,  in  color,  while  wool 
astrakhan  and  silk  soutache  braiding  is 
prominent,  on  most  of  the  elaborate  gar- 
ments. Tan,  beige,  and  the  wood  shades 
have  places  of  honor  in  the  color  race. 


W.  A.  PORTEOUS  IN  BUSINESS 

W.  A.  Porteous  has  opened  up  busi- 
ness as  a  manufacturers'  agent  at  308 
Builders'  Exchange,  Winnipeg. 

Mr.  Porteous  is  well  known  in  the 
West.  Before  entering  on  his  new  ven- 
ture he  was  25  years  with  the  T.  Eaton 
Company,  in  Toronto,  Winnipeg  and 
Saskatoon. 

Among  the  lines  now  carried  by  Mr. 
Porteous  are  those  of  R.  L.  Baker  & 
Company  of  Toronto.  He  also  repre- 
sents the  Dominion  Dress  Company,  of 
Brampton,  and  John  Marshall  &  Sons, 
of  London. 
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When   they    ask    for    the 
Underwear  that  Mother 

always  Buys 

We  are  advertising  Dods-Knit  Underwear  this 
season  in  the  newspapers  strong.  The  key-note  is 
contained  in  the  phrase  "The  Underwear  That 
Mother  Always  Buys."  She  buys  underwear  for 
the  whole  family  and  she  always  chooses  some  of 
the  Dods-Knit  lines,  according  to  whether  hus- 
band, son,  daughter  or  the  children  are  to  be  pro- 
vided for. 


Dods-Knit  Underwear  is 
a  staple  line  in  the  Cana- 
dian trade,  with  a  staunch 
reputation.  We  are  not  letting  it  go  at  that  though.  Notice 
the  ads  in  the  daily  papers  this  season.  And  be  prepared 
when  customers  mention  Dods  Underwear  as  "The  Under- 
wear That  Mother  Always  Buys." 

The    DODS-KNIT     Line 

Underwear  For  the  Whole  Family 

DODS-KNIT  BEAVER  FLEECE,  including  vests, 
drawers,  combinations  and  bloomers  for  ladies;  and 
sleepers,  waists,  bloomers,  vests,  drawers  and  com- 
binations for  children;  and  two-piece  suits  and  com- 
binations for  men  and  boys. 

DODS  SCOTCH  KNIT  AND  DODS  ELASTIC  KNIT, 

for  men  and  boys.     Guaranteed  100%  pure  wool. 
DODS   MERINO   AND    NATURAL   WOOL,    a    fine 
medium  weight  for  high-class  trade.     Men's,  Wom- 
en's, Boys'  and  Girls'. 

Every   garment   carries   the   Dods-Knit   trade-mark. 


Look  for  this  trade-mark 
ivhcn  they  ask  for  Dods- 
Knit.  "The  Kind  That 
Mother    Always   Buys." 


Selling  Agents 

Ontario  and  Western 
Canada 

R.  READE  DAVIS 
Manchester  BIdg., 
33  Melinda  Street 
Toronto,    Ontario 

Quebec  and  Maritime 
Provinces 

.VILLI AM   C.    FORSTER 

128    Bleury    Street 

Montreal.   Que. 


The  Dods 

Orangeville 


Knitting 
Company 
Li  mited 

Ontario 
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Every  Atlantic  garment  is  as  soft, 

warm  and  cosy  as  the  glow  of  the  fire. 

Every  sale  invites  another. 


Th< 


UNSHRINKABLE 


Underwear 


ihat  Overyears 

ATLANTIC  UNDERWEAR  Limited 
MONCTON,  N.B.  45 

E.  H.  WALSH  &  COMPANY 

Montreal  and  Toronto 

Selling  Agents  for  Quebec,  Ontario  and  Western  Provinces 


I 


Made  in  Canada 

For  Infants  and  Children 

Now  at  129  Spadina  Ave. — 
More  Room — 

Enlarged  manufacturing  facili- 
ties to  meet  increased  business — 
Real  Value,  Expert  Finish,  Re- 
liable Service,  we  believe  are  the 
dominating  factors  responsible 
for  our  growth — 
Free  from  fault  and  free  from 
flaws — 

JEM  KNIT  GOODS 

PROMPT  DELIVERY 
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Peerless  Underwear 

Means  Bigger  Sales 

Your  customers  know  Peerless  Underwear.  They  know  its  comfort,  its  wearing 
qualities,  its  excellent  fit.  When  you  carry  this  line,  you  are  catering  to  an  estab- 
lished demand. 

-      INFANTS 
Represent  a  fives: 


FOR  WOMEN 


CHILDREN 


IE'S 


PEERLESS  UNDERWEAR  COMPANY  Limited 

Controlled  by 

J.R.MOODIE&  SONS,  LIMITED,  HAMILTON,  ONT. 


ONTARIO : 

C.    &   A.    G.    Clark,   35   Wellington   Street, 
West,   Toronto,    Ont. 

MONTREAL,   QUE.: 

R.  C.  Poyser,  417  King's  Hall  Building,  St. 
Catherine  Street  West,  Montreal,   Que. 

PROVINCE    OF    QUEBEC: 

Earnest  Hamel,   66  Rue  de   L'Eglise, 
Qulebec,    Que. 

MARITIME  PROVINCES: 
J.    A.    Murray,    Sussex,    N.B. 

MANITOBA,    SASKATCHEWAN    AND 

ALBERTA : 
Hanley    &   MacKay   Company,    407    Ham- 
mond  Building.   Winnipeg,   Man. 

BRITISH    COLUMBIA: 
J.    J.    McKay,    804    Bower    Building,    Van- 
couver,   B.C. 


Hosiery   makes    appreciated   Gifts 

when  it  has  the  beauty  and  quality  of 

Circle-Bar    Hosiery 

This  Christmas,  more  than  ever  before,  the  "Practical  Gift"  is  first  in  favor,  pro- 
vided it  combines  charm  with  utility.      And  hosiery  heads  the  list  of  favorites. 

A  display  of  Circle-Bar  Hosiery  cannot  fail  to  attract  the  best  custom  in  town, 
because  of  its  beauty,  quality  and  good  style.  Our  lines  literally  sell  them- 
selves at  the  gift  season, — and  help  to  make  discriminating  Christmas  shoppers 
your  permanent  customers. 


If  your  stock  in  any  Circle-Bar  line  is  low,  wire  us  a  hurry  order. 


The    Circle-Bar    Knitting    Co.,    Limited 

Head  Office  -.   -  Kincardine,  Ont. 

mills    at    kincardine     and    owen    sound 

We  extend  the  Season's  Greetings  to  our  Business  Friends. 


HOSIERY. 
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"Scotch  Knit"  and  all  that 
Scotch  Knit  implies --that 
is  Pesco  Underwear. 

A  product — based  on  knowledge 
end    experience — knitted    stitch 
by  stitch  to  the  standards  set  by 
the  stockingers  of  old — partak- 
ing of  the  character  of  the  Scot- 
tish people  in  the  thoroughness 
and  honesty  of  its  workmanship 
— built  up  bit  by  bit  through  con- 
scientious effort  to  the  premier 
position  it  enjoys  to-day ! 
Undoubt?dly      the      brand      of 
SUPREME'  quality     for     high 
grade  trades.    The  proved  best 
brand  in  the  home  market,  and 
the  most  attractive  imported  line 
for  the  Canadian  dealer  catering 
for  people  who  love  good  clothes. 

We  invite 
your  enquiries. 

Peter  Scott  &  Co.,  Ltd 


Canadian  Agents  for  Pesco  Underwear. 

(Pure  Wool,  and  Silk  and  Wool,  for  Ladies,  Gentlemen 
and  Children,  and  in  shapes  for  the  Canadian  Market.) 


Messrs.  C.  and  A.  G.  Clark 

35    Wellington    Street    West, 

Toronto,    Ont. 

Mr.    R.    C.    Poyser, 

King's   Hall    Building,    St. 

Catherine   Street   W., 

Montreal. 


IIS 


Messrs.    Hanley    &    Mackay    Co., 

Hammond    Building,   Winnipeg. 

Mr.   J.  J.   Mackay, 

804   Bower  Building,   Homer   St 
Vancouver.    B.    C. 
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Sincerelp  Missing  pou 
a  Mlerrp  Cpristmas 

and  a  3Brigi)t  and 
prosperous  Mew  year 


We  thank  our  customers  for  the  business  given  us  in  1922, 
and  respectfully  solicit  a  continuance  of  their  valued 
patronage  daring  this  better  and  bigger  year  ahead. 


Clinton  Knitting  Company  Limited 


CLINTON 


ONTARIO 


J.ECarnall&G 

Redcross  St.  Leicester, 

England. 
^mm^uFACTUR£ks^ 

seamless  hose, 

5  HOSE  &  k  HOSE 

PLfclN  &  RIBBED, 
F11SE&  COARSE  MAKES. 

MENS  SELF,  &  FANCY 
M1XTURE.H0SE&  HALF  HOSE. 

LADIES'  SPORT  HOSE. 


GENTS  EMBROIDERED 

HALF  HOSE. 


West, 


QSNUAff 

AGENTS. 


East, 


G  ■  c^*/ 


Also  Representatives 
in  Winnipeg 


op^  H.A.MUMFORD, 


1 


ROOM  19, 
34,  VICTORIA  ST 
TORONTO. 


Taylor  Safes  For  Sale 

Rare  opportunity  to  secure  a  safe  at 
small  cost.  They  are  in  splendid 
condition.  Inside  dimensions  and 
prices  are  as  follows: 

15"  deep,  2'6"  wide,  S'11%"  hig-h,  fitted  with 
built-in  compartment.     Price  $250.00. 
18"  deep,  2'8"  wide,  4'5"  hig-h,  fitted  with  steel 
compartment.     Price  $200.00. 

Apply  Box  No.  18,  Dry  Goods  Review. 
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If  you  are  looking  J  or  an  exceptionally 

Saleable  Undergarment 

you  will  find  it  in 

Oxford  Under  things  for  Spring 

Whether  you  are  on  the  market  for  wool,  lisle  or  cotton  under- 
garments, a  careful  examination  of  Oxford  numbers  will  disclose 
the  better  materials,  better  workmanship  and  better  designs  that 
are  the  fundamental  part  of  the  manufacturing  policy  of  the 
Oxford  Knitting  Company. 

Oxford  Lines  are  JXoted,  too,  for  their  variety 

In  them  you  will  find  attractive  novelties;  Fancy  Evening  Vest, 
"Interchangeable"   and   "Kosy   Kut." 

Bloomers,  White,  Sky,  Pink,  etc.  Oxford  Bloomers  are  very 
different   from  the  ordinary. 

Children's  Combinations,  Jerseys  and  Bathing  Suits. 


The    Oxford     Knitting    Company,    Limited 

Woodstock  -  Ontario 


T.  H.  WARDELL 
24  Aikins  Block,  Winnipeg 


Representatives: 

H.  R.  BLADE 
Carleton  Chambers,   Ottawa 


F.  W.  McLEAN 
5  Paddock  St.,  St.  John,  N.B. 
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Telegraphic  Address:     "Vicuna"   Bradford 

Codes:     A.B.C.  (5th  Edition) 

Bentley's  and  Marconi. 


Merino,   Crossbred  and   English  Topmaker. 

STANDARD  QUALITIES. 

Cashmere  and  Camel's  Hair 
Tops,  Noils,  and    Cardings. 

Joseph  Dawson 

Cashmere  Works 

BRADFORD         -         ENGLAND 
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REGISTERED 
TRADE 
MARK 

Pronounced 

VELVOKNIT 


PURE  WOOL  UNDERWEAR 

For  A/en  cr/icf  Soys 


BATES  &INNESLiMiTE 

Carleton  Place,  Ont. 


Agents 


S.B.Kgye 
5 Carleton  Sr., 
Sr.John.  N.B. 


C.i  A.G.Clark 


E.O.Barerre&Co.Lrd. 


35Wellindton5r.E..      301   5r.  James  Sr., 
Toronto  Montreal 

Geo.G. Smith 


Winnipeg  "' 

General    Sales   Office:    35  Sh  Nicholas  St,  MONTREAL. 


\££ 


Cfjrtetmas  (greetings 


And  May  the  New  Year 
Bring  You  All  Health 
Happiness  &  Prosperity. 


Travellers  are  now  showing 

CELTIC  HOSIERY 

lines  for  Spring.  The  latest  "Cel- 
tic" creations  in  embroidered  de- 
signs are  especially  attractive. 

Selling  Agenls  : 

Harvey   Bros.  &   Semple,   Limited 


224    Empire    Bldg.      313    Fort    St. 
Toronto  Winnipeg 


325    Howe    St. 
Vancouver 


Th*  Celtic  Knitting  Co.,  L,d 


14  Turgeon  Street 


Montreal 


(greetings 


f',  BIRD'S  PURE  WOOQ 

Look    for    the    Trade    Mark. 


Not  because  it  is  an  honored  custom,  but  because  of  the  sincerity  of  our  apprecia- 
tion we  take  this  opportunity  to  thank  you  for  your  part  in  our  business  prosperity 
and  extend  to  you  the  Greetings  of  the  Season  and  assure  you  our  desire  for  a 
continuance  of  the  cordial  relation  between  us. 

If  you  are  in  the  Market  for: 
Mackinaw,  Tweeds,  Flannel  by 
the  yard  or  in  clothing,  Overcoating, 
Suiting,  Blankets,  Wheeling  Yarns  forSocks,  Mitts,  etc. 

A  careful  examination  of  the  above  lines  will  disclose  the  better  materials  and 
workmanship  that  are  the  fundamental  part  of  our  manufacturing  policy. 

If  you  cannot  get  these  goods  from  your  wholesaler,  write  us, 

The  Bird  Woollen  Mill  Co.,  Ltd. 

Bracebridge,  Ont. 
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JMtbap  #reettngg 

®o  our  olb  frienbs,  loyal  anb  true,  to 
our  ualueb  neto  frienog,  ana  to  thoge 
toijofif  frtenb£it)tp  toe  strtbe  to  begerbe,  toe 
heartilp  toigf)  unmeasiureb  happiness  anb 
goob   fortune   throughout  the   coming  pears. 


CONFIDENCE  in  the  PRODUCER  should  govern  the  placing  of  orders  for— 

MEN'S,  BOYS'    AND  GIRLS'  JERSEYS 

LADIES'  BATHING  SUITS  IN  JERSEY  CLOTH 

HOCKEY    UNIFORMS,  ETC. 


for  S 


eason 


1923. 


We've  laid  particular  stress  on  VALUE  for  the  coming  season.  You  will 
find  the  highest  standard  of  QUALITY,  WORKMANSHIP  and  STYLE 
in  our   attractive 


line. 


We  Will  be  pleased  to  send  you  samples  on  request 

Albion   Knitting  Co.,  Limited 

Peterborough,  Ont. 
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The  Hall-Mark  of 

Maximum  Comfort  and 
Durability  at  Minimum  Cost. 

FIRST  IN  THE   FIELD  AND  STILL  LEADING.        b 

Manufactured    on    THE    GRADUATED    : 
PRINCIPLE,  and  Commencing  with  TWO   | 
THREADS   in    the   TOP.  it    increases  in 
WEAR-RESISTING  PROPERTIES  as  it 
descends. 

Thus  THE  LEG  HAS  THREE  THREADS, 
THE    INSTEP   AND    FOOT    FOUR, 
and    the    HEEL   and  TOE    FIVE, 
making  it  essentially 


A  HALF   HOSE 
FOR    HARD   WEAR. 

ABSOLUTELY   SEAMLESS 
PERFECT  IN  FIT 
GUARANTEED  UNSHRINKABLE 


To  be  had  from  any  of  the  Leading  Wholesale  Dry  Coods  Houses. 


iniiTMiiiMmiiiiimiiiiiiiiniiiniitTitimiTiiiiiiiH 


Established  over  a  Cenlury-and-a-hal 

WM.  GIBSON  &  SON 

LIMITED 

Hosiery  and  Underwear  Manufacturers 


Head  Office  and  Warehouse: 
THURLAND  STREET,  NOTTINGHAM,  ENG 

Telegraphic  Address;  'Wigibson,  Nottingham' 


Factories: — 

Lincoln  Street,  Nottingham.    Cromford  Street, 
Nottingham.    Castle  Donington. 

Gent's,  Ladies'  and  Children's  Under- 
wear in  Cotton,  Lisle,  Union  Mixture 
and  All  Wool,  in  weights  to  suit  all 
climates. 

Plain  and  Fancy,  Striped  and  Em- 
broidered Hose  and  Half  Hose,  Seam- 
less and  Fashioned. 

Registered  Brands: 
ACT/EON,  COMMONWEALTH,  HOMANCOL 

Agents  for  Canada: — 
Allan  &  Macpherson,  31-33  Melinda  St.,  Toronto 


jfor  Cfjrigtmasi 

" Butterfly"  Silk  Hosiery  is  a 
gift  of  sheer  delight  to  every 
woman  who  loves  beautiful 
personal  things. 

1 8  exquisite  shades— in  differ' 
ent  grades  of  silk — in  truly 
Christmas  boxes  that  are  at' 
tractive  enough  to  reflect  the 
true  Christmas  spirit. 

Made  in  Canada  by 

THE  BUTTERFLY  HOSIERY 
CO.  LIMITED 

DRUMMONDVILLE,  QUEBEC 


osLery 


Jfor  CJ)ri£tma£ 
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Butterfly"  Silk  Hosiery 
and  Silk  Half  Hose 

IN  BEAUTIFUL  GIFT  BOXES 

Concentrate  on  the  "Butterfly"  Box  for  Christmas. 

Make  it  the  feature  of  your  Christmas  specials.  Show 
it,  of  course,  in  your  Hosiery  section.  Have  a  special 
counter  for  it  in  the  Men's  Department.  Display  it  in 
the  Shoe  Department.  Put  in  a  window  of  these  boxes, 
showing  Hosiery  and  Half  Hose. 

The  sheerness,  the  exquisite  shapeliness,  the  sturdy  wear, 
of  "Butterfly"  Silks  are  firmly  established  in 
the  minds  of  your  customers. 

Now,  that  you  may  have  18  beautiful  shades 
• — in  different  grades  of  Hosiery,  and  also  Silk 
Half  Hose  for  Men — you  have  the  line  that 
answers  every  demand. 

Look  over  your  stock — see  what  sizes  and  shades  are  low 
— and  order  at  once  from  your  jobber.  With  increased 
equipment,  we  are  in  a  position  to  fill  every  order  and 
assure  prompt  shipments. 

YOUR  JOBBER  CAN  SUPPLY  YOU 

Made  in  Canada  by 
THE  BUTTERFLY  HOSIERY  CO.  LIMITED 

DRUMMONDVILLE    QUEBEC 


Sole  Selling  Agents:     E.   H.   Walsh  6?  Company  Limited 

TORONTO  MONTREAL  WINNIPEG  VANCOUVER 
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Wishing  You  a  Very  Merry  Xmas  and    Prosperous  New  Year 

Our  Spring  Range 

is  now  being  shown  to  the  Trade  by  our  representatives 

The  prevailing  mode  in  Cloaks  and  Suits  for  Spring  is  inter- 
preted in  the  usual  cleverly  distinctive  manner  that  character- 
izes the  House  of  Lazare  &  Novek. 

Distinguished  by  originality,  expert  tailoring  and  fine  fabrics, 
vou  will  agree,  when  you  see  our  Spring  range,  that  it  has 
splendid  profit-making  possibilities. 


303  MOUNTAIN  STREET 


MONTREAL 


U 


Why,  I  Own  Stock  In 
That  Company" 

"Let  me  see  what  The  Financial  Post  has 
to  say  about  it." 

You  too  probably  have  made  investments  in  stocks  and  bonds. 
You  too  would  be  interested  in  knowing  what  THE  FINANCIAL 
POST  has  to  say  about  the  companies  you  have  invested  in,  tor 
THE  FINANCIAL  POST'S  information  is  always  authoritative,  and 
often    exclusive. 

Do  You  Hold  Any  of  These  Investments? 


Dominion     Iron     &    Steel 

Consolidated     Smelters 

Dome  Mines 

Mackay    Companies 

Brazilian 

Barcelona 

Kirkland    Lake 

Mining:     Corporation 

Carriage    Factories 

Mattagami    Pulp 

Canada   Steamships 

C.P.R. 

Matachewan     Rand 


Duluth    Superior 
Riordon 

Hudson    Bay    Mines 
Canadian    Western    Nat- 
ural  Gas 
International    Nickel 
Davidson 
Dominion   Stores 
Canada   Flour 
Dominion     Chocolate 
Canada    Bread 
Mount     Royal     Hotel 
Ruggles    Motor 


Quebec    Railway 
Steel  of  Canada 
Wayagamack 
Toronto    Railway    Com 

pany 
Matachewan    Power 
Rosemount   Apartments 
Clarke    Brothers 
Winnipeg    Electric 

Railway 
Dominion    Combing    Mills 
Monarch    Life 


In  one  ordinary  issue  of  THE  FINANCIAL  POST  there  was  news  concerning 
each   one  of    these   companies. 

In  every  issue  of  THE  FINANCIAL  POST  there  is  news— much  of  it  exclus- 
ive news — about  dozens  of  important  Canadian  companies,  companies  in  which 
you  may  be  a  shareholder  or  bondholder. 

To   be    informed    on    investment   matters    is    essential    if    you  are    to    make   the 
most  of   your   investments. 
There   is    breadth    to   THE    POSTS   service.      Each    week   you   get: 


News  of  stocks,  securities  and 
companies. 

Review  of  business  conditions. 

Crop    reports. 

Reports      on      real      estate      and 

building    throughout    Canada. 
Discussions    on    bond    investing. 


Insurance    for    buyer    and    seller. 

Taxation    problems. 

Statistical    information   of    value 
to    every    investor. 

Weekly   quotato.is   on    all    secur- 
ities. 

Articles      on      immigration      and 
other   national    problems. 
Etc.,   etc.,  etc. 


Vse  the  coupon    to  subscribe   for  THE  FINANCIAL  POST.      It   will  bring  you 
weekly  messages  of  real   help.     9.000  other  Canadian  investors   are  subscribers. 


Ml* 

His 

The  Plus  Feature  of 
the    Post's    Service. 

Every  subscriber  has  the  privilege  of  submitting  his  own 
investment  problems  to  the  editor.  You  may  ask  as 
many  questions  as  you  like  and  they  will  be  freely  and 
thoroughly  answered.  This  service  alone  if  worth  more 
than   the  subscription  price. 

THE  FINANCIAL  POST, 

143    University    Avenue,    Toronto. 

Send    me    The    Post    for    one    year    (52    issues).    I 

enclose   $5    (or   you   may   draw  on   me.  i 

'  NAMt    

ADDKL'SS 
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News  From  the  Style  Centres 

What  Paris,  London  and  New  York  Have  to  Say  About  the  Mode 
for  Fashionable  Women — Exquisiteness  and  Novelty  Are  Strik- 
ing Notes  Everywhere — Centres  Report  Lavish  Buying  by  Society 

Leaders 


AT  THE  opening  of  Parliament  in 
London,  cloth  of  gold  and  gold 
brocade  made  a  morning  function 
seem  like  a  glorious  pageant.  Queen 
Mary  wore  the  gown  which  Reville  made 
for  her  for  Princess  Mary's  wedding. 
It  was  of  cream  and  gold  brocade,  cut 
on  classical  lines  of  extreme  simplicity. 
The  Duchess  of  Norfolk  wore  black 
and  gold  brocade  and  many  had  cloaks 
of  brocade  over  brilliant  colors. 

In  recent  years,  two  or  three  wraps 
a  season  would  carry  one,  but  now,  for 
the  very  formal  costume,  Fifth  Avenue 
modistes  say,  the  wrap  must  show  its 
relation  to  the  gown.  In  some  instan- 
ces it  is  of  the  same  material;  again, 
it  may  be  trimmed  with  the  dress 
goods,  or  the  same  fur  which  edges  the 
ruffles  of  the  dress  shows  in  the  deep 
collar  of  the  wrap. 

It  is  the  same  with  the  jewelry  of  the 
moment,  and  many  sets  must  be  had  to 
harmonize  with  the  frock,  most  of 
these  consisting  of  necklace,  bracelets, 
eardrops,  and  hair  ornaments,  where 
the  semi-precious  stones  are  set  with 
jewels. 

Taffeta  frocks  made  for  the  more 
mature  woman  form  a  new  departure  in 
the  average  conception  of  the  Spring- 
taffeta  dress — the  usual  bouffant  lines 
suitable  only  for  the  quite  young  girl 
are  not  in  complete  control  of  the  taffe- 
ta world.  Straight  lines,  with  necklines 
and  waistlines  created  for  the  older  wo- 
man are  now  ready  for  the  woman  who 
wants  a  taffeta  frock  but  was  always 
afraid  to  place  one   in  her  wardrobe. 

Most  manufacturers  of  popular-priced 
merchandise  last  Spring  and  Summer 
did  an  enormous  business  on  leghorns 
trimmed  in  flowers  and  ribbons,  the  re- 
port generally  being  that  the  straw 
was  very  scarce  and  that  it  was  almost 
impossible  to  get  enough  to  fill  the  in- 
flux  of  orders. 

It  is  said  even  now  that  leghorns  are 
very  scarce,  and  high  priced  as  well. 
Even  this  early  in  the  season,  there  is 
said  to  be  a  very  small  proportion  in 
the  market. 

Sonu  of  the  high  class  manufacturers 
are  using  the  dyed  leghorns  in  good- 
looking  tailored  shapes,  and  say  tint 
buyers  are  interested  in  these  because 
they  are  so  unusual.  The  outer  circle 
of  the  brim,  which  is  cut  down,  is  used 
to  make  the  cuff  around  the  crown,  and 
sometimes  very  simply  tied  in  a  bow  of 
the   straw. 


The  use  of  dull  gold  beading  in  deli- 
cate designs  is  becoming  pre-eminent  in 
the  dress  world  for  Spring.  In  almost 
eveiy  case  the  beading  is  most  fragile 
and  develops  a  regular  pattern,  perhaps 
on  the  sleeves  or  just  on  the  front  of  the 
blouses.  This  gold  beading  is  particu- 
larly developed  on  afternoon  frocks  in 
the  various  shades  of  brown  now  fash- 
ionable. 

Wooden  beads  used  with  colored  glass 
beads  have  been  noted  on  some  of  the 
imported  crepe  frocks.  A  white  kasha 
frock  developed  in  sports  lines  carries 
an  allover  pattern  of  blue  beads  on  its 
belt  interspersed  with  heavy  wooden 
beads. 

Manufacturers  of  petticoats  and  more 
especially  of  costume  slips  have  been 
concerned  about  the  lengths  of  dresses 
for  the  coming  Spring  in  order  to  gauge 
their   measurements  accordingly. 

The  majority  of  dresses,  it  seems,  will 
be  about  eight  inches  from  the  ground, 
a  good  medium  length  which  demands 
an  average  34  inch  petticoat  and  48 
inch  slip  (measuring  the  latter  from  the 
shoulder.) 

It  can  also  he  said  that  dresses  will 
have  bodices  fitted  rather  closely,  but 
not  absolutely  tight.  There  appears  to 
be  a  minimum  of  blousing  at  the  waist 
line,  and  the  waistline  itself  is  only  mo- 
derately low  and  tends  upward  rather 
than  downward.  The  straighthne  frock 
is  in  evidence,  without  a  marked  waist- 
line, but  with  a  self  belt  run  through 
side  straps,  or  a  sash  device  of  one  sort 
or  another.  These  facts  have  a  direct 
bearing  on  the  measurements  of  the 
costume   slip. 

More  and  more,  one  sees  in  parts  this 
pulling  of  the  hair  off  the  ears  wholly 
or  partially,  and  in  general  the  coiffures 
here  are  sleek  compared  to  the  outstand- 
ing hair  arrangements  of  the  Amer: 
cans. 

This  showing  of  the  ear;  makes  oar- 
rings  imperative;  ar»d  the  longer  and 
heavier  they  are.  the  smarter.  When 
the  hair  is  pulled  smoothly  back,  old- 
fashioned  combs,  not  Spanish,  but  low 
and  wide  to  curve  all  the  way  around 
the    knot,    are    effective. 

Mannequin  parades  are  being  held 
twice  daily  by  Burberry's,  Ltd.,  special- 
ists in  sports  clothes,  demonstrating 
their  newest  designs  for  Swiss  Winter 
sports  wear.  In  addition  to  the  usual 
women  mannequins,  they  have  combined 
a    showing    of    men's,    boys'    and    young 


girls'    sports    clothes    shown    on    living- 
models. 

As  is  usual  with  this  house,  special 
emphasis  is  laid  on  the  waterproofed 
materials.  However,  a  feature  is  the 
brighter  colors  now  shown,  instead  of 
the  neutral  coverts,  browns  and  drabs 
which  used  to  predominate.  Shades  of 
old  rose,  Wedgewood  blue,  rust,  jade, 
and  almond  green,  tan  and  other  new 
brown  colors,  form  the  bulk  of  the  col- 
lection.— From  Women's  Wear,  N.  Y. 

In  the  early  collection  of  the  Jenny, 
the  Parisian  designer,  three-piece  cos- 
tumes are  featured  exclusively,  not  one 
skirt  and  jacket  suit  being  seen  in  the 
entire  showing. 

Jackets  are  short,  ranging  from  wrist 
to  finger  tip  length,  and  are  made  to 
mould  the  hip,  or  in  belted  styles.  Many 
are  featured  with  bolero  effects. 

Sports  wear  in  London  is  thriving.  In 
some  of  the  smartest  shops  there  are  a 
number  of  knitted  jacquards,  mostly  in 
comparatively  simple  designs.  One 
shows  motif  of  Gothic  inspiration  and 
one  has  a  Maltese  cross  outlined  in  a 
contrasting  color,  extending  from  neck 
to  hem  and  from  side  to  side. 

One  of  the  outstanding  novelties  is  a 
bright  rust-colored  proofed  gabardine 
suit,  made  with  long  trousers.  These 
are  fastened  tight  at  the  ankle  with 
clips.  The  top  is  fastened  to  the  trou- 
sers by  means  of  buttons  at  the  waist- 
line, and  there  is  no  separate  coat.  A 
small  pull-on  hat  and  a  pleated  skirt 
are   supplied   to  match. 

Camel's  hair  and  mohair  in  the  natur- 
al tones  are  the  favored  backgrounds, 
and  there  is  also  a  fine  yarn  knitted 
very  closely  which  makes  a  firmer  and 
slightly  heavier  fabric. 

Sweaters,  one  and  two-piece  dresses, 
two  piece  suits,  and  capes  are  shown 
with  trimming  of  the  type  described 
above.  Russian  lines  are  sponsored  in 
bloused  sweaters,  and  are  stressed  by 
embroidery. 

Jacquettes  and  *>olf  models  are  also 
fully  represented,  the  latter  carried  out 
in  pure  silk  as  we'.l  as  in  other  mediums. 

Parisian  furriers  report  this  as  the 
busiest  season  since  the  war.  There 
seems  to  be  no  settled  opinion  as  to  the 
leaders  among  furs,  although  it  is  gen- 
erally conceded  that  broadtail  and  car- 
acul are  in  the  front  rank.  Mink, 
squirrel,  mole  and  rabbit  are  also  in 
vogue  both  with  the  native  Parisienne 
and  with  the  Englishwoman  and  the 
American, 
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NEW  SPECIALTY  SHOP 

(Continued  from  page  46) 
platforms  where*  shoes  are  tried  on. 
These  are  about  six  or  seven  inches 
high  and  each  is  large  enough  to  hold 
two  of  the  little  armchairs.  The  fitter 
can  sit  in  a  chair  on  the  floor  and  fit 
the  child  without  bending  too  low  or 
making  the  youngster  uncomfortable  by 
having  to  raise  its  foot  to  the  fitting 
stool. 

Children  Come  to  Play 

Then  there  are  toys  to  amuse  the  lit- 
tle ones.  A  kiddy  car  and  a  rocking 
horse,  a  tea-table  with  small  chairs  and 
the  largest  colored  ball  that  Dry  "Goods 
Review  has  ever  seen.  The  children 
hate  to  leave  the  shop  and  they  coax  to 
come  back.  These  toys  are  theirs  while 
they  are  in  the  store  and  they  app'e- 
ciate  them  as  no  grown-up  can  under- 
stand. 

The  best  part  of  it  all  is  that  the  fit- 
ting of  this  shop  as  it  is  has  cost  very 
little  more  than  ordinary  fixtures 
amount  to.  Yet  every  article  is  an  ac- 
tual asset  because  it  plays  a  definite 
purpose  in  the  whole  scheme — it  brings 
customers — it  sells  merchandise — it  al- 
lures people  back  to  the  shop. 

Of  the  several  hundred  children  which 
Mrs.  Serrurier  has  so  far  fitted  there 
have  been  only  two  who  were  unruly 
while  in  the  shop.  This  speaks  for  it- 
self. 

A  Large  Scope 

To  the  uninitiated,  a  shop  of  this  kind 
might  seem  to  have  small  limits  in  an 
ordinary  city  or  town  in  Canada.  But 
our  informant  says  this  is  not  so.  She 
carries  fittings  for  very  tiny  infants  and 
for  boys  and  girls  up  to  size  6.  This 
means  school-children  as  old  as  14  or  15. 
Only  flat-heeled  rounded-toed  shoes  are 
carried,  as  the  aim  is  to  give  correct 
footwear.  This  means  sales  in  almost 
every  case  because  there  are  not  the 
fine    differences    that    there    are    in    wo- 


WHAT    THE 

BLOUSE 

TRADE  NEEDS 

for  January  and 
later  spring  is 
the  cotton  blouse. 
Here  in  one  oj 
Swiss  voile  for 
wear  with  flie 
Tuxedo,  the  slip- 
on  or  the  suit. 
Note  the  neat  res- 
tee  effect  in  the 
front  and  the 
ivide  hemstitch- 
ing.  Collcu-  edge 
and  sleeves  are 
finished  with  St. 
Call  filet  lace. 
The  dots  are  em- 
broidered h  y 
hand. — Eroni  the 
spring  range  be- 
ing shown  by 
Ladies'  Wear, 
Ltd  ,    Toronto. 


men's  shoes.  In  price,  Mrs.  Se  rurier 
is  able  to  meet  those  of  any  store  in 
Toronto.  She  be  ieves  that  this  will  be 
possible  as  long  as  the  volume  of  busi- 
ness continues.  One  and  one  half  pairs 
of  children's  shoes  are  only  equal  in 
amount  of  sale  and  in  profit  to  one  of 
adults. 

Then    there    is    the    character    o~    the 
Canadian      people      to    be    relied      upon. 


While  it  may  take  them  a  little  long- 
er to  learn  to  pat'  onize  this  type  of 
shop,  once  they  have  realized  that 
their  children  need  it,  they  will  never 
abandon  it.  They  are  conservative  in 
learning  of  new  things  and  just  as  con- 
servative in  holding  to  what  they  know 
is  good.  And  this  shop  has  started  out 
with  a  good  purpose,  that  of  service  to 
children. 


A  new  Toronto  store  devoted  to  ready  to  wear.     It  is  called  "Dillon  Women's  Wear."     Note  the  extra  display  space  given 
by  the  centre  window  and  the  two  glass  doors.     There  is  no  crowding  of  merchandise  in  the  store  itself  or  in  the  window. 
This  shop  ivas  designed  along  the  lines  wost  approved  by  Fifth  Ave.  merchants. 


62 


READY-TO-WEAR 


Dry  Goods  Review 


Children's  Wear 


Blouses 


Dresses 


Sets  of  hats  and  coati  to  match  will 
be  featured  in  the  Spring  collections  as 
they  were  in  the  Winter  ones.  The 
coats  include  wraps  and  little  capes 
showing  the  circular  tendency.  Some 
of  these  will  have  contrasting  material 
for  border  trjmmings.  The  linings  will 
match  the  borders.  Tweed  is  finding  a 
special  place  among  children's  wraps 
and  homespun  is  mentioned  as  worthy 
of  special  mention.  There  are  hats  of 
these  materials  for  the  early  buyers  with 
ones  of  a  more  fragile  type  but  suited 
to  the  same  wrap  for  a  little  later  on. 

Dresses    Like   Mother's 

Never  before  could  the  young  miss 
say  so  truthfully  that  her  dress  is  like 
her  mother's.  The  little  gowns  for 
Spring  are  the  replicas  of  the  grown-ups. 
Even  in  color  this  is  true.  Henna, 
yellow,  and  black  are  featured  almost 
as  much  as  the  staple  blue,  pink  and 
white.  There  are  as  many  buttons 
used  and  the  neck  and  sleeves  have  just 
the  same  frilling  or  lace  as  the  women's 
models.  The  lowered  waist  line  and 
the  full  circular  skirt  both  appear  in  the 
children's  collections. 

Retailers  report  that  business  is 
splendid  in  infants'  cotton  dresses  made 
to  retail  at  less  than  $2.00.  These  sell 
in  dimity  and  batiste  with  scalloped  hem 
and  sleeves  in  buttonholed  design.  Bon- 
nets of  the  same  type  are  very  good  also, 
because  these  little  things  are  one  of  the 
best  for  the  price  asked  that  have  been 
shown  in  the  infants'  departments  in 
some  time. 

The  few  cold  days  which  have  apnear- 
ed  in  December  have  already  helped  the 
children's  knitted  lines,  although  there  is 
much  yet  to  be  done  if  business  is  to  be 
as  good  as  last  year.  However,  manu- 
facturers are  not  discouraged  and  have 
turned  out  a  score  of  new  designs  in 
overalls  and  pullovers,  sweaters  and  leg- 
gings. 

Hat  Business  Good 

The  weather  has  no  more  effect  on 
the  juniors'  millinery  wants  than  it  has 
on  the  adults'  for  Winter  hats  must  be 
worn  in  December  even  if  it  is  actually 
hot.  For  January  business  poke  shapes 
with  fancy  ribbon  and  ostrich  trims  in 
very  intense  colors  are  liked.  Thin 
straw  braid  is  used  on  some  of  the  New 
York  models  received  for  Spring.  Shir- 
red chiffon  faces  the  fronts  of  others 
with  perhaps  a  fringe  of  ostrich.  A 
very  practical  feature  in  these  models  is 
the  elastic  at  the  back  of  the  neck  un- 
der the  hair,  in  addition  to  the  ribbon 
streamers  that  tie  under  the  chin.  This 
makes  the  new  bonnet  fit  very  much  bet- 
ter than   formerly. 


Canadian  manufacturers  are  making  a 
special  effort  to  get  the  same  interest 
in  blouses  here  next  Spring  which  New 
York  is  enjoying  now.  They  are  pay- 
ing particular  attention  to  the  cotton 
blouse,  which  is  a  special  favorite  in  the 
big  centres.  Dimity  and  voile  with 
hemstitching,  drawnwortc  and  embroid- 
ery are  strongly  stressed.  Though 
these  are  made  by  machine  with  the 
exception  of  the  finishing  touches,  they 
are  so  cleverly  done  that  they  resemble 
very  closely  the  handmade  blouse.  These 
cannot  be  produced  in  this  country  to 
compete  with  the  handmade  blouse  from 
Porto  Rico,  which  besides  being  made 
under  the  cheapest  living  conditions, 
comes   in   the   United   States   duty  free. 

The  costume  blouse  is  a  very  good 
number  for  the  dressy  outfits.  The 
demand  is  for  matelasse  jacquettes, 
printed  crepe  overblouses,  and  Russian 
designs  with  peasant  embroidery  and 
batik  work.  Even  the  beaded  blouses 
favor  the  hip  length.  The  Bertha  is 
finding  a  place  in  this  department  also 
and  in  fact  is  declared  by  one  retail  buy- 
er to  have  been  responsible  for  getting 
the  waist  business  started  again.  Spanish 
lace  is  very  good  in  allover  designs  and 
the  colors  mentioned  are:  white,  grey, 
green,  the  metallics  and  shell  pink. 

Simplicity  of  line,  coupled  with  bold- 
ness of  effect,  is  what  the  blouse  buyer 
is  demanding  for  the  coming  season.  Em- 
broidery is  the  accepted  ornamentation, 
but  all  fussiness  is  eliminated.  Cut  and 
choice  of  material  are  said  to  have  super- 
seded trimmings. 

Bandana   Idea  in   Blouses 

A  cowboy  collar  formed  of  a  hand- 
kerchief is  an  interesting  novelty.  The 
ends  pass  through  a  loop  on  the  front  of 
the  blouse.  Corners  of  the  bandana 
are  used  as  triangular  cuffs  and  a 
tucked  hipband  has  two  strips  of  col- 
orful   material    to    simulate    pockets. 

The  handkerchief  idea  will  be  also 
carried  out  in  headgear  and  in  arm  or- 
naments knotted  at  the  wrists. 

Monograms  are  another  feature  of 
the  new  blouses.  These  are  placed  on 
the  front  or  the  side  and  may  be  done 
in  color  on  white,  in  white  on  color  or 
in   white   on  white. 


"Kent-McClain  Again" 

W.  D.  Robertson,  Ltd.,  Toronto 

Messrs.  W.  D.  Robertson,  Ltd., 
will  open  a  large  Ladies'  Ap- 
parel- shop  in  the  Cuthbertson 
Bldg.,  Yonge  Street,  early  in 
February.  The  fixtures  for  this 
new  store  are  now  being  built 
by  Kent-McClain,  Limited  (Tor- 
onto Show  Case  Company). 


The  openings  o"  New  York  wholesale 
houses  found  a  great  number  of  Cana- 
dian designers  ready  with  pads  and  pen- 
cils. Already  manufacturers  here  are 
well  started  on  their  Spring  designs  and 
judging  by  the  variety  which  they  have 
turned  out  so  far,  there  will  be  a  collec- 
tion worth  while  to  offer  the  trade  in 
January.  These  are  some  of  the 
salient  features  of  those  seen  in  Toron- 
to by  Dry  Goods  Review: 

The  circular  skirt  will  rival  the  one 
with  side  panels.  The  former  will  be 
full  enough  to  take  up  three  or  four 
yards  of  material  and  will  be  almost  to 
the  ankles  in  centre  back  and  front. 

The  coat  style  is  very  good  for  street 
wear  and  a  recent  model  shows  the  very 
short  jacket  instead  of  the  long  one  of 
this  Fall. 

Sleeves  are  very  wide  or  are  close  fit- 
ting with  flared  cuffs.  The  old  leg 
o'  mutton  sleeve  is  even  spoken  of  in 
some  houses. 

The  three-piece  costume  will  continue, 
which  means  that  the  bodice  will  be  fig- 
ured for  plain  skirts  and  will  be  of 
plain  crepe  with  printed  and  novelty 
skirtings. 

Tiered  skirts  are  very  prominent  and 
side  peplums  are  promised.  Straight 
lines   and  uneven  hems  are  again   seen. 

Cape  costumes,  the  cape  coming  to 
the  knee,  are  sponsored  for  the  more 
elaborate  modes. 

Black  taffeta  is  talked  of  everywhere 
and  in  fact  all  the  taffetas  in  the  dark 
shades  are  fairly  certain. 

For  the  tailored  street  dress,  Poiret 
twill  is  very  good,  particularly  in  the 
coat  style.  Gabardine  and  broadcloth 
are  seen  quite  often  and  velvet  will  be 
used.  -The  best  material  for  sports 
wear  will  be  wool  jersey,  according  to 
several  authorities.  Satin  and  moire 
appear  on  a  few  distinguished  models. 

The  following  range  of  colors  is  prom- 
ised: beige,  tortoise,  grey,  black,  brown, 
Lanvin  green  and  dark  blue. 

There  is  a  tendency  to  have  the  waist- 
line a  trifle  higher  than  in  Fall  gowns 
and  real  lace  in  both  ecru  and  white  is 
used  extensively.  Leather  will  be 
noticed  more  than  ever  on  the  very 
smart   street   and   afternoon  dresses. 

The  formal  dinner  dress  to  be  used 
for  both  afternoon  and  evening  wear  is 
a  feature  of  most  collections. 

At  the  opening  of  the  Metropolitan 
Opera,  chinchilla  and  ermine  were  very 
much  in  evidence,  the  latter  being  used 
with  tails  more  than  it  has  in  the  last 
few  seasons.  White  furs,  moreover, 
are  quite  the  usual  thing  in  New  York 
during  the  day.  Monkey  trimming  at 
hipband  and  collar  makes  a  striking  con- 
trast   on   some. 
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Porch  Dresses 


A/fONTREAL  cloak  and  suit  manufac- 
***■  turers  report  that  their  Spring 
sample  ranges  are  complete  this  month 
and  travellers  have  in  many  cases  al- 
ready departed  with  a  full  range  of 
models  representative  of  the  coming 
season's  style  tendencies.  It  appears 
probable  that  the  outstanding  feature  in 
suits  will  be  the  three-piece  or  costume 
effect  which  comprises  frock  and  coat  or 
jacket.  One  manufacturer  considers  it 
likely  that  women  will  swing  away  from 
the  strictly  tailored  suit  effect  and  adopt 
more  semi-tailored  lines  in  preference. 
The  newer  development  in  suits  shows 
a  softly  tailored  collar,  some  variation  of 
treatment  of  the  waistline  in  place  of 
the  stereotyped  "string  belt"  effect  of 
the  past  several  seasons,  and  also  con- 
siderable elaboration  with  braids,  etc., 
in  the  way  of  trimming. 

Twillcord  and  Poiret  twill  are  two 
highly  favoured  materials  in  suits,  and 
although  navy  blue  again  predominates, 
a  number  of  tans  and  greys  are  noticed 
in  the  collections.  One  exclusive  Mon- 
treal firm  which  is  specializing  on  hand 
tailored  costumes  for  women  this  Spring, 
is  showing  sleeveless  effect  dresses  which 
are  in  reality  supplied  with  satin  sleeves 
so  adjusted  as  to  resemble  a  separate 
blouse.  The  frock  is  quite  simple  with 
admirable  lines,  girdled  with  a  fancy 
belt  or  sash.  Coats  are  smartly  youth- 
ful in  loose  boxy  lines  mostly,  featuring 
the  shorter  lengths.  These  are  all  lined 
with  silk  and  are  frequently  elaborated 
with  colored  embroidery. 

That  the  separate  coat  will  be  as  much 
wanted  a  garment  as  ever,  is  the-  belief 
of  many  coat  manufacturers  who  are 
showing  a  range  of  thtee-quarter  and 
full  length  models  for  Spring.  Plaids, 
camel's  hair  and  tweeds  again  reappear 
for  sports  wear  with  the  pile  fabrics  well 
represented  for  dressier  styles.  Veldyne 
and  Marvella  are  two  cloths  used  by  the 
makers  of  high   grade  coats. 

The  all  important  question  of  how 
long  skirts  are  to  he  is  answered  by  the 
majority  of  suit  manufacturers  as  being 
eight  inches  off  the  ground  in  dressy 
effects  and  slightly  shorter  in  tailored 
suits.  Sleeve,  collar  and  front  closing 
treatments  will  all  show  new  develop- 
ments in  Spring  styles  in  coats  and 
suits,  according  to  designers  interview- 
ed, and  emphasis  will  be  placed  upon  bet- 
ter qualities  in  fabrics  and  workmanship 
in  accordance  with  demand  from  retail 
buyers  who  insist  that  superior  merch- 
andise only  will  get  preference  this  com- 
ing Spring. 


CAPES  STRONG  FOR  SPRING 

Word  comes  over  the  border  that  the 
continued  request  for  capes  for  imme- 
diate selling  as  well  as  for  early  spring 
indieat's  that  th's  article  will  be  used 
extensively  for  the  coming  Spring  sea- 
sen 


THERE  is  an  excellent  demand  for 
popular  priced,  well  designee)  skirts 
at  the  present  time,  according  to  a  lead- 
ing Montreal  firm  interviewed  by  Dry 
Goods  Review  this  month.  Plain  gath- 
ered models  finished  with  a  buttoned 
front  and  narrow  self  belt  comprise  the 
bulk  of  demand  which  is  possibly  ex- 
plained by  the  fact  that  fall  and  winter 
nearly  always  brings  back  a  vogue  for 
blouses  to  wear  under  fur  coats  and  thus 
the  separate  skirt  comes  back  into  favor 
with  all  classes  of  women.  The  demand 
for  prunellas  in  a  variety  of  stripe  ef- 
fects suitable  for  box  pleating  is  well 
maintained'  with  the  trade  dealing  in  me- 
dium priced  goods,  whereas  for  the  bet- 
ter class  some  smart  English  materials 
with  a  rough,  nubby  or  bouche  surface, 
and  in  rather  bright  color  combinations 
are  offered.  All  the  woollen  novelty 
plaids  and  camel's  hair  effects  are  con- 
sidered smart  in  separate  skirts,  the  sur- 
face being  particularly  shaggy  and  com- 
ing mostly  in  gay  tones  on  brown  or 
blue  grounds.  The  buttons  are  usually 
large  and  rather  elaborate,  either  car- 
ried right  down  the  front  closing  and 
equipped  with  real  button  holes,  or  else 
merely  used  as  decoration  in  groups  of 
three  or  four. 

Little  extra  length  is  wanted  on  the 
average  skirt  for  present  and  spring 
wear,  as  freedom  in  walking  must  be 
considered  first  and  foremost.  In  more 
dressy  models,  however,  such  as  the  new 
effects  developed  in  Poiret  twill  with 
embro'dered  hems  a  few  inches  latitude 
is    allowable. 

Anticipating  next  season's  demand, 
this  manufacturer  predicts  a  large  de- 
mand for  silk  sports  skirts  to  be  worn 
with  the  jacquette  blouse  or  sweater  and 
is  planning  a  range  of  models  developed 
in  heavy  weight  silks  in  sports  colors. 
Crepe  ide  chine  skirts,  pleated  to  give  the 
required  weight,  will  also  be  exception- 
ally smart,  in  both  white  and  delicate 
shades. 

Soft  Belts  Attached  to  Skirts 

A  style  prediction  from  New  York 
with  regard  to  separate  skirts  is  worth 
the  consideration  of  retail  buyers.  "Sep- 
arate skirts  for  spring  will  largely  fea- 
ture the  soft  belt  owing  to  the  fact  that 
women  are  wearing  the  lightest  possible 
corsets  if  any  at  all,  and  for  this  reason, 
stiff  belting  is  no  longer  necessary.  Be- 
sides, with  the  vogue  for  overblouses 
the  silhouette  is  apt  to  be  spoiled  by  a 
slight  bulge  at  the  waist  caused  by  stiff 
belting." 

Leading  New  York  skirt  manufactur- 
ers are  sponsoring  homespuns  for  separ- 
ate skirts  for  Spring,  especially  in  pat- 
terned effects  which  will  replace  the 
solid  colors  of  last  year.  White  homespuns 
figured  in  well  blended  color  effects  are 
spoken  of  as  promising  well  in  simply 
tailored  styles  finished  with  buttons  and 
pockets. 


f  X/"llH  Fifth  Avenue  designers  stag- 
VV  mg  fashion  revues  to  feature  tne 
humble  wash-dress  it  is  not  to  be  won- 
dered at  that  Canadian  manufacturers  of 
these  useful  garments  are  following  in 
their  steps  and  creating  models  which 
are  as  far  removed  from  the  old  style 
calico  wrapper  as  the  sun  is  from  the 
moon.  One  Montreal  firm  which  has 
specialized  for  some  years  in  porch 
dresses  is  showing  a  range  of  these 
frocks  for  spring,  1923,  which  fairly  ra- 
diate style  points,  yet  which  are  priced 
most  inexpensively.  Buyers  are  becom- 
ing more  ancD  more  fastidious,  this  firm 
informed  Dry  Goods  Review,  regarding 
this  type  of  ready-to-wear,  and  demand 
that  the  porch  dress  shall  reflect  the 
season's  fashion  tendencies  as  faithfully 
as  does  the  jersey  or  flannel  frock. 
"Buyers  used  to  claim  that  they  wde 
obliged  to  visit  the  American  market  for 
novelty  dresses  of  this  description,"  re- 
marked a  member  of  the  firm,  "but  we 
are  assured  that  it  is  no  longer  neces- 
sary to  go  outside  Canada  or  even  Mon- 
treal in  search  of  smart  and  becoming 
wash  frocks  for  wom:n  and  children. 
Moreover,  it  is  a  year-round  business 
with  us  now,  which  aga'n  proves  that  it 
is  possible  to  obtain  new  models  even  in 
the  winter  season.  Women  now  like  to 
wear  a  dainty  wash  dress  round  the 
house  during  the  mornings  because 
homes  are  heated  so  evenly  in  winter 
that  most  cloth  dresses  are  rather  heavy. 
On  this  account,  present  business  is  good 
and  we  anticipate  that  the  spring  de- 
mand will  open  early  as  retail  buyers 
like  to  freshen  up  their  departments 
right  after  the   New  York." 

This  firm  is  advocating  the  fact  that  it 
is  possible  to  develop  smart  frocks  out 
of  such  fabrics  as  gingham,  rat'ne,  and 
other  wash  materials,  and  is  planning  to 
show  models  in  a  range  of  nearly  ten 
colors,  besides  white. 

Many  of  these  frocks  are  designed  in 
slip-over-the-head  style  and  feature 
the  low  waist  line  effect  in  many  cases. 
Combination  effects  in  white  and  colors 
are  an  important  style  in  one  range  seen 
by  Dry  Goods  Review,  these  frocks  being 
finished  with  a  spray  of  hand  embroid- 
ery on  the  front  developed  in  colored 
floss.  These  were  developed  in  ratine 
in  a  full  range  of  colors  and  admit  of  the 
possibility  of  wear  as  sports  frocks  as 
well  as  house  models.  Ginghams  will 
be  featured  largely  in  small  check  ef- 
fects, though  a  few  stripes  are  shown. 
Stripes,  however,  have  not  as  yet  attain- 
ed any  real  popularity  in  Canada. 
Sateens  which  were  predicted  as  succes- 
sors to  cretonne  and  other  novelties  have 
not  taken  well  with  Canadian  stores,  be- 
ing considered  more  suitable  as  aprons. 
But  the  range  of  dainty  ginghams  and 
smart  ratines,  etc.,  is  so  comprehensive 
that  all  tastes  can  be  easily  met  this  sea- 
son. 
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The  J.  A.  Haugh  Mfg.  Co.,  Ltd 


TROUSERS  Manufacturers  and    Originators 

WORK   PANTS  of    Utility    Suits    for    Kiddies. 
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"Yes,  Madam,  Your  Husband  was  a  Careful  Investor" 

Will  your  banker  be  able  to 
give  your  widow  this  assurance  ? 


YOU  do  not  save  money 
for  the  mere  joy  of  hav- 
ing it.  You  have  a  definite 
purpose  in  view.  It  may  be 
to  protect  your  own  later 
years;  to  educate  your  child- 
ren and  start  them  out  in  life 
or  to  sustain  your  widow  and 
dependents  should  you  your- 
self pass  on. 

For  these  purposes  you  save 
— and  invest  what  you  save. 
It  is  a  sacred  trust.  To  ful- 
fill it  you  must  put  that 
which  you  save  where  it  will 
be  safe,  first,  and  produce  a 
good  income,  second.  You 
do  this  by  investing. 

Only  carefully  made  invest- 
ments will  achieve  your 
ends.  Careful  investing  re- 
quires reliable  information. 


You  can  get  this  necessary 
sound  information  and  ad- 
vice weekly  in  The  Financial 
Post. 

Nine  thousand  other  Cana- 
dian business  men  subscribe 
to  it  and  look  to  it  for  news 
and  advice  concerning 
stocks,  bonds,  mortgages, 
insurance  and  business  poli- 
cies in  general. 


Do  the  same  yourself.  Sub- 
scribe to-day.  Lay  the  foun- 
dation of  your  fortune  on 
the  solid  rock  of  knowledge. 

When  you  have  filled  in  this 
coupon  and  attached  your 
cheque  for  $5  you  have  as- 
sured yourself  of  52  issues 
full  of  meaty,  intelligible, 
readable  business  and  invest- 
ment news.  Better  do  it 
now. 


THE    FINANCIAL    POST. 

143    University     Avenue,    Toronto. 

Send  me  The  Post  for  one  year   (52  i 

I  enclose  $5   (or  you  may  draw  on  me). 

NAME     

ADDRESS    
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DEBENHAMS     (CANADA)      LIMITED 


Spring  Showing  of 
Coats  and  Suits 

Our  opening  display  of  coats  and  suits  will 
take  place  the  first  week  in  January,  19 2 3 
at  our  Montreal  and  Toronto  showrooms. 


Finest  hand  tailored  garments  are  now  being  designed  and 
manufactured  in  Canada  by  Debenhams  (Canada)  Lim- 
ited. These  are  garments  of  the  better  class  and  are  made 
throughout  from  cloths  and  linings,  etc.,  exclusive  to  the 
Debenham  organization.  The  Debenham  standard  is  the 
guarantee  of  their  quality. 


NOVELTIES 

Important  displays  will  be  made  in  our  Novelty  Department 
during  the  next  few  months  of  imported  laces,  trimmings 
and  extreme  French  novelties. 

IMPORTED  DRESSES 

Interesting  displays  of  imported  French  Model  Gowns  are 
made  from  time  to  time. 

DRESS  GOODS  AND  SILKS 

Our  piece  goods  departments  are  now  showing  large  assort- 
ments of  plain  and  fancy  materials,  featuring  active  selling 
lines  for  Spring. 

RATINES  CREPE  DE  CHINES 

ORGANDIES  POIRET  TWILLS 

CANTON  CREPES  PERLAINES 

FLAT  CREPES  MATELASSES 


DEBENHAMS  (CANADA)  LIMITED 

QUEBEC         MONTREAL        TORONTO  OTTAWA 

64  St.  Joseph  St.      21  St.  Helen  St. 66  Wellington  St.,  W.  in  Sparks  St. 
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A  Consumer  Goes  to  The  Market 

Experiences  of  a  Young  Lady  Who  Went  to  Buy  a  Hat  and  Was 

the   Victim   of  "Intensive  Persuasion" — Was  Dictated   to   and 

Patronized — Sale  Finally  Made  by  Saleswoman  Who  Had  Good 

Sense  to  Say  She  Was  There  to  Serve 

By  LAURA  ELSTON 


APROPOS  of  salesmanship,  and  the 
discussion  with  advice  to  clerks  In 
the  last  issue  of  "Dry  Goods  Re- 
view," I  pride  myself  on  being  a  fairly 
polite  and  courteous  person.  My  inten- 
tion upon  entering  a  shop  is  to  conduct 
my  business  as  efficiently  as  is  consistent 
with  satisfaction.  At  the  same  time,  I 
have  very  definite  ideas  as  to  what  I 
want,  and  what  is  becoming;  naturally, 
one  must  concede  something  to  the  queer 
and  capricious  dictates  of  fashion,  but  I 
refuse  to  be  a  slave  to  them. 

All  of  which  is  preliminary  to  what  I 
have  to  say  regarding  saleswomen  and 
their  methods  of  dealing  with  the  aver- 
age customer — not  the  neurotic,  dis- 
agreeable, unreasonable  one — just  the 
ordinary  garden  variety,  for  such  am  I. 
My  pocket  book  is  not  so  elastic  that  I 
can  afford  everything  bearing  the  label 
of  Jenny,  Paquin,  Lanvin  or  s'ome  other 
equally  famous  Parisian  couturiere,  nor 
is  it  so  hard  and  fast  closed  that  I  can- 
not buy,  occasionally,  an  expensive  gar- 
ment. I  never  buy  cheap  things — there- 
fore I  call  myself  an  average  customer. 

Not  a  Flapper 

My  wardrobe  does  not  include  the 
merely  foolish  article  of  weai-ing  apparel 
— so,  starting  out  to  look  for  a  hat  re- 
cently I  had  two  objects  in  view — first 
I  wanted  a  pretty  hat — I  am  so  tired  of 
the  almost  universal  turned-up  round, 
felt  hat  which  spells  flapper  all  over — 
because  so  many  wihose  flapper  days 
have  long  since  passed  still  persist  in 
wearing  them — but  I  did  not  want  a  hat 
so  gaily  caparisoned  with  tinsel,  or  sil- 
ver lace  or  folds  of  tissue,  that  I  would 
feel  either  like  a  poor  imitation  of  a 
Hindu  princess',  or  a  Christmas  tree,  so 
at  once  I  told  the  clerks  politely  and 
firmly  that  this  type  of  hat  was  out  of 
the  running.  Invariably  the  answer  was, 
"But  my  dear,"  or  "madam,"  depending 
on  the  age  of  the  assistant,  "that's  a 
beautiful  hat — and  so  smart."  The  lat- 
ter word  is  almost  the  sole  adjective  in 
the  vocabulary  too  many  of  the  present 
day  millinery  saleswomen  use.  Overlook- 
ing the  fact  that  I  might  make  a  smart 
rejoinder,  I  continued  my  search.  With 
some,  I  tried  not  to  bother  them  until 
I  saw  just  the  type  of  hat  I  wanted,  but 
could  not  evade  them  and  had  to  try 
the  hats'  on — only  to  be  told  that  they 
were  all  most  becoming,  the  very  latest 
style,  the  cheapest  thing  I  could  pos- 
sibly find  (and  this  in  spite  of  the  fact 
that  I  was  very  well  dressed  and  had 
never  mentioned  price)  that  the  sales- 
woman's sister  or  she  herself  had  one 
just  like  it,  that  in  that  particular  shop 


nothing  was  ever  sold  but  French  models 
or  exclusive  designs,  and  that  I  cou'ld 
make  no  mistake  in  taking  a  certain  hat 
as  I  would  never  have  a  chance  again, 
if  I  did  not  take  it,  I  would  be  an  un- 
mitigated— well  they  never  really  said  it, 
but  they  certainly  expressed  by  shrugs 
and  uplifted  eyebrows  the  sort  of  person 
I'd  be  if  I  passed  up  the  opportunity  to 
buy  at  each  of  those  shops. 

As  a  matter  of  fact,  all  the  hats  I  tried 
on  at  these  shops'  were  more  or  less  be- 
coming— it  happens  that  I  can  wear  sev- 
eral shapes  and  colors,  but  I  had  a  very 
definite  purpose  in  getting  a  certain 
type — therefore,  others,  no  matter  how 
attractive,  were  of  no  use  to  me.  Since 
the  average  person  likes  a  little  assist- 
ance, it  sems  to  be  very  creditable  in  a 
saleswoman  to  give  some.  But  when 
suggestion  becomes  over-persuasive,  and 
slightly  patronizing,  it  is  apt  to  be  offen- 
sive. Allowing  for  the  difficult  custom- 
er, who  neither  knows  what  she  wants, 
nor  how  much  she  wants'  to  pay  for  any- 
thing, as  well  as'  for  the  chronic  "just 
looking  around"  people  with  no  inten- 
tion of  buying,  (for  the  woman  whom 
nothing  suits  but  who  wants  to  see 
everything  in  the  shop) — the  first  quali- 
fication for  the  clever  saleswoman,  is 
good  judgment.  This  is  required  in 
order  to  size  up  a  prospective  customer 
correctly,  not  judging  by  her  dress  or 
evident  prosperity,  as  nothing  is'  moie 
deceptive  at  the  present  time  than  the 
manner  in  which  women  dress — gentle- 
women, more  often  than  not,  are  either 
quietly,  richly  and  conservatively  attir- 
ed, or  they  are  forced  by  circumstances 
to  wear  things  which  the  average  wage- 
earner  despises.  At  the  same  time,  the 
former  is  justified  in  expecting  and  re- 
ceiving   exactly    the    same    attention    as 


the  woman  who  can  afford  to  spend  a 
sum  which  savors'  of  a  high-salaried  fe- 
male executive  or  a  movie  queen. 

Avoid    Patronizing  Ways 

Of  course,  it  requires  a  great  deal  of 
character,  good  nature  and  real  sales 
ability  to  combine  all  these  assets  and 
many  people  would  never  attain  success', 
if  it  were  absolutely  necessary  to  have 
these  qualifications — but  from  the  view- 
point of  the  customer,  no  self-respecting 
woman  will  allow  herself  to  be  dictated 
to,  patronized,  and  almost  forced  into 
buying  by  an  over-zealous  and  affected 
saleswoman.  The  assistant  should  re- 
member that  she  is  there  to  sell  her 
employers'  goods,  to  give  satisfaction 
and  to  please  the  public — difficult  as  it 
may  sometimes  be,  the  person  who 
serves  does  owe  the  customer  defer- 
ence, respect  and  unfailing  courtesy,  no 
matter  whether  the  customer  is  pleasant 
or  otherwise. 

Courtesy   First 

There  is  infinite  variety  in  customers 
and  in  saleswomen — but  first  of  all,  the 
shop  assistant  must  remember  that  the 
A. B.C.  of  her  profession  is  courtesy.  In 
my  case,  preferring  my  own  judgment 
and  idea  of  fashion  to  the  millinery 
saleswomen's,  in  several  shops  I  refused 
to  buy  any  of  their  suggestions,  and 
afterwards  spent  a  great  deal  more 
money  than  any  of  the  sums  they  quot- 
ed for  a  hat  which  suited  me  admirably, 
sold  by  a  woman  who  had  the  tact  and 
good  judgment  to  suggest  politely,  and 
courteously  that  she  was  at  my  service, 
but  that  I  was  to  be  suited,  first,  last 
and  always.  This  young  woman  has  a 
good  customer,  who  will  also  bring  her 
several  others — she  is  clever  and  will 
probably  make  a  lot  of  money. 

From  the  saleswoman's  viewpoint,  cus- 
tomers are  only  rich  or  poor,  easy  or  hard 
to  suit — they  forget  the  infinite  variety 
of  human  nature  and  that  theirs  is  one 
of  the  most  trying  jobs  on  earth. 


ARE  YOUR  SALESPEOPLE  PROPER- 
LY INSTRUCTED? 

The  great  majority  of  Dry  Goods  mer- 
chants are  desh'ous  of  avoiding  any  form 
of  misrepresentation  of  goods  to  the  pub- 
lic— says   The   Dry   Goods   Economist 

Have  you  instructed  your  salespeople 
as  to  the  use  of  terms  which  tend  to  mis- 
lead customers  as  to  the  true  nature  of 
the  goods  they  buy?  If  not,  are  your 
customers  getting  what  they  think  they 
are  getting? 
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Five  Reasons  for  Buying  a  Hat 

Points  That  the  Saleswoman  Should  Remember  When  a  Lady 
Comes  in  to  Have  a  Look — Figuring  Out  One's  Stock  Mathe- 
matically Shows  Its  Possibilities  of  Appeal — Volume  of  Sales 
Not  in  Hats  But  in  Impulses 


EVERY  successful  millinery  sales- 
woman will  tell  you  the  same  thing 
when  you  ask  whether  women's 
headwear  is  really  an  important  line  of 
merchandise  to  be  featured  in  the  aver- 
age store.  "Volume  of  sales  in  millin- 
ery is  not  measured  in  single  hats,"  said 
one  successful  woman  to  Dry  Goods  Re- 
view, "but  in  the  different  impulses  to 
buy  that  the  millinery  stock  gives  those 
who  come  in  to  look  at  hats."  This 
same  milliner  went  on  to  explain  that 
any  store  is  lucky  if  it  has  1000  pros- 
pects and  sells  half  of  them  in  a  sea- 
son.    Shp  explained  herself  thus: 

"I  lock  upon  the  merchandizing  of 
millinery  in  this  way.  Suppose  I  have 
500  hats  in  stock  at  the  beginning  of  a 
season,  comprising  50  distinct  styles 
among  them  and  I  have  some  thousand 
customers  who  can  be  counted  upon  to 
call  at  the  store,  why  that  means  the'e 
are  50,000  selling  chances  in  my  favour. 
Let  us  suppose  that  I  have  500  hats  in 
stock  for  these  one  thousand  women 
to  choose  from,  in  the  ratio  of  one  hat 
for  each  two  women. 

,4I  probably  have  50  designs  alto- 
gether, about  ten  in  each  model  but  trim- 
med differently,  that  is,  there  may  be  50 
small  shapes  with  an  assortment  of  ten 
different  trimmings  in  the  50,  so  as  to 
make  sure  that  there  is  a  choice  of  as 
many  as  ten  models  for  every  shopper 
who  is  looking  for  a  hat.  Likewise,  I 
have  the  same  number  in  large  shapes 
or  toques  or  evening  hats  or  sports  mo- 
dels as  I  think  best.  One  woman  sees  a 
hat  she  likes  and  finds  there  are  50 
varieties  of  this  model,  not  copies  or  du- 
plicates, mind  you,  but  just  style  varia- 
tions or  treatments  of  current  style. 

Five  Reasons  for  Buying 

"There  is  something  else  to  be  con- 
sidered in  addition  to  this.  Every  wo- 
man who  goes  shopping  for  a  new  hat 
does  so  from  one  of  five  different  mo- 
tives. First,  she  may  really  need  a  new 
hat;  second,  she  may  be  interested  in 
the  fact  that  a  certain  hat  is  smart  and 
becoming;  third,  she  may  want  a  hat  for 
a  specific  reason  such  as  a  fur  trimmed 
model  to  accompany  her  fur  coat,  or  a 
wide  brimmed  shade  hat,  etc.,  fourth,  it 
may  appeal  to  her  because  it  is  entirely 
new  in  fashion  and  fifth,  because  it  fills 
a  distinct  individual  need  such  as  a 
mourning  hat,  a  bridesmaid's  model,  an 
extra  large  head  sized  shape,  etc. 

"Every  one  of  these  five  shopping 
motives  can  be  counted  upon  to  help 
make  a  sale  and,  furthermore,  when  a  hat 


is  actually  sold,  the  customer  should  be 
satisfied  on  all  five  points  that  her  pur- 
chase is  correct.  Therefore,  if  a  hat  is 
properly  sold  it  cannot  help  but  give 
satisfaction  because  the  need  which 
prompted  the  purchase  has  been  met. 

"There  is  another  way  of  looking  at 
the  same  thought.  Every  hat  in  stock 
should  appeal  to  customers  in  five  dif- 
ferent ways  and  with  a  stock  of  500 
to  figure  out  how  many  more  selling 
possibilities  there  are  in  a  seemingly 
small  range  of  hats  than  were  at  first 
considered. 

Play   Up   Selling   Impulses 

"That  is  what  I  meant  when  I  said 
that  the  volume  of  sales  in  millinery 
should  be  measured  by  the  different  im- 
pulses to  purchase  which  the  hat  stock 
possesses,  rather  than  merely  in  single 
hats.  Naturally,  I  have  used  the  figure 
of  500  and  one  thousand  in  relation  to 
hats  and  prospective  buyers  just  for 
convenience  sake,  but  the  principle 
works  out  just  the  same  when  any  num- 
ber of  hats  is  considered.  And  it  should 
never  be  forgotten, "  she  concluded,  "that 
every  one  of  these  five  selling  points 
about  a  hat  must  be  made  to  count  by 
the  saleswomen  because  hat  styles 
change   so  quickly." 

To  state  the  above  outlined  points 
more  fully,  the  millinery  buyer  should 
remember  that  millinery  has  many  es- 
tablished uses  as  an  item  of  feminine 
wearing  apparel.  First,  it  covers  the 
head.  Second,  it  is  the  distinguishing 
element  of  dress  and  completes  the  at- 
tire no  matter  how  formal  or  informal 
the  occasion.  That  is  why  we  have 
street  hats,  evening  hats,  dress  hats, 
sports  hats  and  so  on.  Also,  millin- 
ery is  a  special  manifestation  of  cur- 
rent fashion,  inasmuch  as  every  new 
hat  of  a  season  adapts  itself  to  the  cur- 
rent fashion  in  dress.  Hence,  we  wear 
wider  brims  when  skirts  are  longer  and 
vice  versa.  Another  point,  millinery 
helps  women  to  individualize  their  ap- 
pearance in  terms  of  seasonal  styles,  a 
most  important  matter  in  connection 
with  merchandizing.  Finally,  apart 
from  the  fashion  element  suggested  in 
the  point  preceding,  choice  of  a  becom- 
ing, up  to  date  hat  gives  extra  style 
value  to  everything  else  a  woman  may 
happen  to  be  wearing,  such  as  her  suit, 
neckwear,  gloves,  etc.,  and  will  either 
make  or  mar  the  effect  of  the  whole. 

Where  the  Store  Gains 

It    may    be    of    interest    also    to    sum- 


marize the  advantages  which  the  store 
may  be  said  to  gain  in  making  a  sale  of 
a  hat. 

There  is,  of  course,  the  profit  which  the 
price  of  the  model  includes,  but  in  ad- 
dition, there  is  the  opportunity  of  sup- 
plying other  goods  from  other  sections 
of  the  store  which  may  be  suggested  by 
the  purchase  of  a  new  hat.  Among 
these  might  be  included  a  veil,  new 
gloves,  neckwear  or  even  a  suit.  Then 
there  is  the  publicity  given  to  the  de- 
partment through  the  customer,  who 
wears  the  hat,  for  she  is  certain 
to  tell  where  she  bought  it.  The 
last  two  items  are  worth  considerably 
more  to  any  store  than  the  actual  amount 
received  for  the  hat  and  should  not  be 
ovei  looked  by  the  millinery  saleswoman 
who  may  feel  inclined  to  hurry  over  a 
sale  which  does  not  promise  to  be  espe- 
cially  profitable. 


FORTUNE  FOR  A  HAT 

Mile.  Cecile  Sorel,  the  well-known  ac- 
tress of  the  Comedie  Francaise,  has  just 
left  her  native  country  for  a  two  months' 
tour  in  the  United  States  and  Canada, 
appearing  in  French   classical  plays. 

She  will  give  a  series  of  lectures  in 
New  York,  Chicago  and  Montreal  on 
Parisian  fashions  and  Parisian  life,  and 
for  the  purpose  of  her  exhihitbn  she 
has  taken  with  her  forty-eight  gowns 
and  about  as  many  hats.  This  superb 
wardrobe  has  been  packed  in  thirty- 
four  large  trunks,  and  insured  for  3,000,- 
000  f.  One  hat  which  is  being  carried 
in  a  special  case,  sealed  and  entrusted  to 
the  care  of  a  detective,  is  said  to  be  the 
finest  if  not  the  most  extravagant  piece 
of  millinery  in  the  world. 

A  Paiis  correspondent  says  that  it  ;s 
made  of  gold  lace,  and  its  brim  has 
been  ornamented  by  a  jeweller  with 
diamonds  and  small  emeralds.  It  has 
been  insured  for  1,000,000  fr.  (£17,240 
at  the  present  rate  of  exchange).  Lloyds, 
it  is  said,  only  consented  to  write  a  spe- 
cial policy  for  the  amazing  "bonnet"  on 
condition  that  whenever  it  is  not  on  the 
actress's  head  it  will  be  under  the  guard 
ianship  of  a  detective. 


Management  of  Gordon's  Limited, 
Victoria,  B.  C,  has  been  taken  over  by 
W.  A.  Pickard,  a  well-known  business 
man  of  Western  Canada.  He  was  born 
in  Ontario,  but  has  been  in  Calgary  since 
1910.  He  has  recently  been  connected 
with  the  firm  of  Pickard  and  Tuck, 
Calgary. 
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"A  Novelty  Year"  in  Fur  Demand 

So  Says  Authority  on  the  Trend  in  the  United  States — Caracul 

Leads  All  Other  Furs  in  American  Market — Publicity  for  the 

Hudson  Seal — Linings  Running  to  Simpler  Effects 


CARACUL  is  leading  all  other  furs 
this  season  in  the  American  mar- 
ket, according  to  late  reports  from 
New  York,  and  is  being  worn  to  such  an 
extent  that  it  has  displaced  Hudson  seal 
in  the  eyes  of  many  wearers  of  furs 
throughout  the  United  States.  This 
year's  consumption  of  Astrakhan  and 
Chinese  kid  combined  have  undoubtedly 
excetded  by  far  any  previous  demand 
felt  in  the  wast  three  years.  On  every 
hand  fur  garments  of  lamb  or  caracul 
are  being  offered  and  eagerly  bought 
by  the  woman  of  fashion  to  such  an  ex- 
tent that  a  large  section  of  the  fur  in- 
dustry regards  the  situation  with  a 
certain  degree  of  alarm  and  is  institut- 
ing a  nation-wide  campaign  to  bring 
the  Hudson  seal  coat  back  into  favor.  In 
the  current  December  magazines  which 
have  come  to  hand  may  be  noticed  ad- 
vertisements enlarging  on  the  merits  of 
Hudson  seal  fur,  its  durability,  its  styl- 
ish effect,  its  unsurpassed  draping  qual- 
ities, etc.— all  this  being  propaganda  of 
a  well  planned  character,  designed  to  ed- 
ucate the  consuming  public  regarding 
this  pelt  which  has  so  suddenly  taken 
second   place   in   fashion. 

There  are  few  members  of  the  fur 
trade  who  hold  the  opinion  that  the 
Hudson  seal  garment  is  really  pnssee. 
Even  the  most  pessimistic  hold  out  hopes 
that  in  a  few'  years  at  most  Hudson 
seal  will  again  enjoy  its  erstwhile  lead- 
ership in  fashion.  In  the  meantime 
there  is  much  money  tied  up  in  the  seal 
dressing  and  dyeing  industry  and  it  is 
estimated  that  in  Hudson  seal  dyed  rats 
alone  as  much  as  $3,750,000  was  invest- 
ed in  1922  in  the  United  States. 

Outside  of  New  York 

Outside  of  New  York,  however,  Hud- 
son seal  is  still  holding  its  own,  espe- 
cially where  staple  styles  are  concerned. 
The  short  coats,  of  course,  favour  the 
use  of  new  furs  and  caracul  has  received 
its  initial  impetus  under  this  heading. 
One  of  the  features  of  the  season  accord- 
ing to  an  authority  on  the  fur  market 
has  been  the  marked  demand  for  better 
grades  of  furs  and  the  number  of  fine 
coats  that  are  selling.  In  exclusive  New 
York  specialty  shops  and  stores  of  retail 
furriers  many  private  customers  are 
buying  capes  of  luxurious  pelts.  Coats 
which  wrap  around  the  form  and  are 
suitable  for  either  davt'me  or  evening 
wear  are  much  called  for,  nart;cularly 
in  caracul  and  broadtail.  Ermine  and 
mink,  which  formerly  composed  manv  a 
fur  garment  de  luxe  for  the  smart  New 


York  woman  now   take  second   place  as 
well. 

Fur  lined  capes  of  cloth  are  exceeding- 
ly smart  in  New  York  this  winter,  the 
linings  being  of  various  novelty  furs 
rather  than  the  once  fashionable  squir- 
rel. Where  regular  fur  graments  are 
concerned,  American  manufacturers  re- 
port that  linings  of  silks,  etc.,  have  un- 
dergone quite  a  number  of  changes  in 
fashion  and  the  simplest  effects  are  now 
the  only -choice  of  the  fashionable  wo- 
men. Where  broadtails  and  caracul  are 
concerned,  a  soft  velvet  brocade  chiffon 
lining  is  preferred  in  such  colors  as  gray, 
soft  blues  or  fuchsia.  Mole,  squirrel  and 
Hudson  seal  are  being  lined  mostly  with 
=elf  silk  brocades  in  grays,  tans  and  mul- 
berry shades.  Satin  crepe  is  a  new  lin- 
ing favourite  because  it  possesses  lustre 
and  is  really  durable.  The  short  length 
caots  or  jacquettes,  in  novelty  furs  are 
usually  lined  with  gay  colored  silks  such 
as   flowered  taffetas,  etc. 

Sports   Models 

Where  sports  models  are  concerned  the 
old  reliable  raccoon  and  muskrat  style 
are  as  popular  as  ever  with  college  girls 
and  the  younger  generation  for  motor- 
ing and  general  wear.  Leopard  coals, 
civet,  and  a  new  fur  called  "Baron  Duki" 
are  also  strongly  emphasized  in  the  fur 
apparel  worn  in  New  York  at  the  pre- 
sent time. 

Characterizing  the  season  as  a  whole, 
a  fur  authority  sums  it  up  in  the  words 
"a  noveltv  year."  No  indication  of  this 
sudden  craze  for  unusual  pelts  and  de- 
signs was  apparent  until  late  in  Octo- 
ber when  the  trend  of  demand  suddenlv 
veered  away  from  staples  entirely. 
Firms  which  a  few  months  back  were 
complaining  of  the  scarcity  of  business 


in  their  lines,  namely,  high  quality  mer- 
chandise, now  have  all  they  can  attend  to, 
while  makers  of  medium  priced  staple 
garments  are  finding  the  call  for  their 
goods  so  materially  lessened  that  lay- 
offs of  help  are  deemed  necessary. 
Again,  many  firms  had  stocked  up  heav- 
ily in  Hudson  seals  without  anticipating 
the  way  that  popular  demand  would 
turn,  and  were  considerably  surprised 
at  the  unexpected  call  for  caraculs  and 
lamb  furs. 

Price  Tendency  Conservative 
Where  raw  skins  are  concerned,  re- 
ports from  the  New  York  market  indi- 
cate that  there  is  a  strongly  conservative 
tendency  in  prices,  only  the  most  want- 
ed pelts  manifesting  an  upward  trend. 
Signs  of  upward  moving  prices  which 
seemed  probable  at  the  time  of  the  Mon- 
treal auction  have  become  stabilized,  the 
New  York  auction  occurring  shortly  af- 
ter. As  a  result  of  the  St.  Louis  auctions 
which  followed,  the  trend  of  prices  was 
in  the  majority  of  cases  slightly  lower 
and  on  the  average  the  recession  was 
estimated  at  10'/c.  Beaver  has  shown 
some  signs  of  revival  whenever  a  satis- 
factory oriee  can  be  got,  but  in  the 
main  prices  asked  for  this  pelt  remain 
high.  Marten  is  changing  hands  freely 
in  the  expectation  that  next  spring  will 
bring  a  good  demand  for  chokers.  Rac- 
coon has  been  slow  this  fall  also  and  a 
disappointment  to  those  who  anticipated 
a  heavier  demand. 


SELLING  MUFFS 

For  the  retailer  who  has  on  hand  a 
number  of  fur  muffs  which  seemingly 
cannot  be  disposed  of  this  fall,  there  is 
a  suggestion  in  a  recent  sales  advertise- 
ment featured  by  the  fur  department  of 
Almy's  Limited  of  Montreal,  which  sold 
off  100  wolf  muffs  id  less  than  a  day  by 
the  simple  expedient  of  offering  to  make 
the  muffs  over  into  collars.  The  muffs 
Were  priced  at  the  low  figure  of  $2.98 
each,  and  that  alone  had  something  to 
do  w'th  the  remarkable  response  which 
attended  the  sale,  but  the  sight  of  these 
nrwly  acquired  muffs  being  cut  up  into 
collars  and  cuffs  as  soon  as  bought  was 
unusual  to  say  the  least.  Saleswomen 
were  instructed  to  rip  apart  the  muffs 
if  desired  and  adjust  the  fur  in  the  de- 
sired form  to  suit  the  customer,  after 
wh;ch  the  work  was  completed  in  the 
store  workrooms  and  the  finished  collar 
or  set  delivered  to  the  customer.  The 
charge  for  the  work  was  extremely  mod- 
erate and  customers  who  bought  these 
muffs  captured  one  of  the  bargains  of 
the    season. 
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January  Sale  Has  Big  Promise 

Poorer  Business  in  October  and  November  Leaves  Larger  Sur- 
plus to  Cash  in  on  in  January — The  Appeal  of  Economy  Will 
be  a  Strong  One — Mistakes  to  be  Avoided — The  Evil  of  Mis- 
representation Still  an  Outstanding  One 


DJRING  an  interview  with  a  Mon- 
real  fur  house  this  month  Dry 
Goods  Review  ascertained  that 
the  volume  of  sales  on  the  average  this 
autumn  has  not  been  up  to  the  same 
standard  as  that  felt  during  1921.  For 
example,  this  firm  stated  that  during 
the  month  of  October  1922  sales  had 
only  amounted  to  60  per  cent,  of  last 
year's  volume,  while  for  November  the 
proportion  was  just  80  per  cent,  in  com- 
parison with  a  year  ago.  In  addition, 
calls  for  furs  in  storage  were  delayed 
until  nearly  the  end  of  November  and 
in  some  cases  even  later  this  year,  an 
unprecedented  occuirenee  in  fur  stor- 
age history.  The  weather,  of  course, 
was  held  responsible  for  this  slackness 
of  business  and  wholesale  furriers  en- 
tertain the  opinion  that  although  the 
season  has  begun  so  unsatisfactorily, 
yet  it  will  in  all  probability  develop  into 
a  biisk  and  profitable  period  for  all  con- 
ce:ned  once  the  Winter  really  sets  in. 

This  leads  to  the  question  of  January 
sales  which  are  likely  to  be  of  more  than 
usual  significance  to  the  public  owing  to 
the  fact  that  retail  stocks  will  be  some- 
what larger  than  usual  and  most  fur- 
riers will  be  desirous  of  clearing  them 
as  speedily  as  possible. 

Economy  Appeal  Never  Fails 

The  appeal  of  thrift  promises  to  be  as 
important  a  business  factor  during  the 
coming  year  as  it  was  in  the  past  twelve 
months.  People  have  just  so  much 
money  to  spend  and  if  the  price  of  a 
fur  garment  is  beyond  their  means  they 
usually  turn  to  the  consideration  of  a 
cloth  co^at,  fur  trimmed,  or  a  fur  fabric. 
The  majority  of  people  are  however 
mainly  interested  in  the  purchase  of  a 
practical,  warm  and  durable  fur  gar- 
ment in  preference  to  any  other  this 
year  and  from  the  retail  standpoint,  the 
most    genuine    reductions    and    the    best 

merchandise  values  will  have  to  go 
hand  in  hand  next  January  if  the  mer- 
chant wishes  to  come  out  on  the  right 
side  next  Spring. 

In  discussing  the  prospects  for  the 
coming  January  sales  with  one  or  two 
Montreal  furriers  Dry  Goods  Review  is 
impressed  with  the  fact  that  such  fac- 
tors as  the  above  price  reductions  and 
values  are  not  so  easily  assured  for 
January  1923  as  might  seem  at  first  to 
be  the  case.  In  planning  such  a  fur 
sale,  the  furrier's  desire  to  conduct  an 
extensive  and  successful  event  must  not 
be   permitted   to   lead   him  astray.     It   is 

better  for  the  retailer  who  finds  whole- 


sale prices  so  high  that  he  cannot  make 
reasonable  reductions  on  such  new  goods 
as  he  may  purchase,  to  first  try  out  a 
sale  on  a  smaller  scale  on  the  basis  of 
the  stock  he  has  on  hand  for  clearance 
before  buying  more  furs. 

This  year  when  the  economy  appeal 
predominates,  coats  of  the  staple  and 
serviceable  kind  should  predominate  in 
the  clearance  sale.  It  shc-uld  be  re- 
membered that  the  department  stores 
and  others  will  be  largely  interested 
in  disposing  of  all  suiplus  stocks  of 
Winter  cloth  coats  and  wraps  and  this 
will  prove  to  be  a  serious  rival  to  the 
fur  sale  in   some  cases. 

Many  fur  stores  make  it  a  practice 
to  appeal  to  those  women  who  have  had 
a  gift  of  money  for  Christmas  or  the 
New  Year.  Such  customers  are  prim- 
arily interested  in  the  economy  appeal, 
and  will  think  twice  before  spending  the 
money.  Therefore,  advertisements  or 
window  displays  which  appeal  to  a 
sense  of  thrift  will  be  a  strong  deciding 
factor  in  attracting  this  class  of  trade 
in  Januaiy. 

There  is  a  large  class  of  women  also 
who  practise  economy  as  a  matter  of 
course  the  year  round,  and  these  also 
would  be  attracted  by  the  same  methods 
as  those  suggested  above.  These  people 
usually  have  a  savings  bank  account, 
it  is  found,  and  once  they  are  satisfied 
reagrding  the  durability  and  service  of 
a  garment  they  will  make  a  wise  choice. 

January  and   August   Sales  Differ 

The  January  sales  appeal  to  a  dif- 
ferent type  of  customers  to  that  reached 
by  the  August  sales,  it  is  found.  The 
woman  who  thinks  of  buying  a  fur  coat 
in  January  is  not  primarily  interested 
in  style  or  she  would  have  selected  her 
model  in  August  while  stocks  were  most 
complete.  January  is  logically  the 
month  when  the  public  may  expect  re- 
ductions on  fur  coats  that  have  been  in 
stock  through  the  season.  Many  a 
woman  is  known  to  have  saved  for 
months  in  anticipation  of  the  event  and 
her  purchase  is  regarded  in  the  light  of 
a  real  investment. 

During     the    coming    sale    season,     as 


never  before,  the  retailer  must  guard 
against  any  form  of  misrep:esentat!on 
which  has  been  termed  the  "retailer's  one 
cardinal  sin."  A  fur  store  must  get  the 
confidence  of  its  patrons,  for  without  it, 
all  the  factors  of  merchandising,  dis- 
play and  advertising  will  avail  noth- 
ing. For  this  reason,  comparative  pri- 
ces are  a  risk  to  the  furrier,  just  as  is 
the  custom  of  guaranteeing  a  fur  gar- 
ment or  neckpiece  to  wear  for  a  specified 
period.  Furs  a;e  not  like  the  majority 
of  garments  in  this  respect,  it  is  im- 
possible to  predict  accurately  and  hon- 
estly how  long  a  fur  piece  will  wear, 
so  much  depends  upon  the  kind  of  care 
it  receives  and  there  is  no  standard  by 
which  the  life  of  a  piece  of  fur  can  be 
estimated. 

Avoid    Misrepresentation 

Misrepresentation  is  so  rampant  in 
certain  fur  stores  that  it  is  found  neces- 
sary once  more  to  point  out  the  harm 
that  comes  through  such  a  policy,  even 
though  it  be  unintentional.  This  ap- 
plies to  all  classes  of  trade,  as  well  to 
the  retailer  who'  sells  an  electric  seal 
coat  as  to  the  one  who  displays  chin- 
chilla. A  painstaking  explanation  re- 
garding the  origin  of  the  fur,  of  the 
quality  of  the  dyeing  and  dressing,  etc., 
will  satisfy  a  customer  so  well  that  she 
will  appreciate  the  honesty  and  sincer- 
ity of  the  store  and  in  all  probability, 
become  a  permanent  patron. 

It  is  impossible  to  predict  what  will 
be  the  popular  choice  of  furs  at  the 
January  sales  as  preferences  differ  in 
each  locality,  but  in  Montreal  it  is  found 
that  Hudson  seal  and  Persian  lamb  are 
close  rivals,  with  the  various  imitation 
seals   also  much   wanted. 


Laidlaw    Firm    Helps    Blind 

The  firm  of  John  Laidlaw  and  Son, 
Kingston,  Ont.,  has  recently  been  featur- 
ing garment's  made  by  the  National  In- 
stitute for  the  Blind  in  Toronto.  To  in- 
terest customers,  a  blind  girl  was  placed 
in  the  window.  She  operated  a  power- 
driven  sewing  machine  as  rapidly  and  as 
deftly  as  the  average  sighted  operator. 
The  garments  she  made  were  sold  as 
fast  as  they  were  completed  and  a  stock 
shipped  later  from  Toronto  was  also  dis- 
posed of. 

The  products  made  by  the  people  of 
this  institution  are  labelled  "Hope  Gar- 
ments" and  one  of  their  btest-known 
lines  is  Pollyanna  apron.  Retailers  who 
Interest  themselves  in  this  merchandise 
report  in  every  case  that  they  are  meet- 
ing with  splendid  success. 
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Knowledge  Means   Power— Efficiency 

Customers  Buy  Corsets  for  Woikmanship  and  to  Know  How  They 
are  Made  is  to  Double  the  Efficiency  of  the  Sales  Staff — Descrip- 
tion of  the  Process  of  Manufacture. 


SALESPEOPLE  who  understand  how 
corset?,  are  made,  are  said  by  one 
expert,  to  be  twice  as  efficient  as 
those  who  do  not.  There  is  no  article 
of  wearing  apparel  which  repays  a  thor- 
ough knowledge  of  its  construction  as 
the  corset  does  because  customers  buy 
this  garment  for  its  workmanship 
rather  than  for  its  appearance  as  they 
do  most  things. 

The  question  is  very  often  asked  by 
buyers,  what  makes  one  corset  so  much 
more  expensive  than  another?  Putting 
aside  all  consideration  of  style  and 
quality  of  merchandise,  which  after  all 
may  be  obtained  as  ordered  in  almost 
every  brand  offered  nowadays,  the 
quality  of  the  work  is  the  determining 
factor  in  the  classification  of  corsets. 

Cut  By   Hand 

The  best  corsets  are  cut  by  hand  in 
most  factories.  Machines  have  been 
tried  out  on  various  occasions  but  they 
do  not  do  the  work  as  cleanly  as  the 
ordinary  knife.  In  speed,  machines  are 
about  equal  to  the  knife  but  never  fast- 
er when  the  latter  is  in  the  hand  of  an 
expert  cutter.  A  man  who  has  had 
training  can  cut  through  a  two-inch 
thickness  of  material,  cutting  so  closely 
to  the  pattern  that  not  a  single  uneven 
line  or  stray  thread  can  be  seen  on  the 
resulting  pieces.  A  good  eye  and  a 
great  deal  of  muscle  are  the  principal 
requirements   of  an   expert  cutter. 

Corsets  are  made  in  sections,  each 
section  or  sometimes  each  pair  of  sec- 
tions requiring  a  different  pattern.  The 
pattern  is  first  made  on  cardboard  and 
then  transferred  to  galvanized  iron, 
which  will  stand  up  against  the  pressure 
to  which  cutting  subjects  it.  The  pat- 
tern is  held  firmly  over  the  material  by 
an  iron  bar  and  the  section  cut  away  in 
much  the  same  way  as  a  pie  is  cut  out 
of  paste. 

Sections  Correspond  to  Steels 

If  salespeople  who  read  this  article 
will  study  several  pairs  of  corsets,  they 
will  see  that  for  every  steel  used  there 
is  a  section  of  material.  (The  extra 
steel  at  the  front  to  close  the  corset 
makes  one  more  steel  than  section  in 
every  case.)  Every  steel  requires  a 
reinforcement  of  material  wherever  it 
is  placed  and  this  is  made  possible  by  the 
sectional  joining.  From  6  to  15  sec- 
tions are  used  in  the  best  grades.  Forty- 
eight  of  each  are  cut  at  a  time  and  then 
divided  in  lots  of  24 — sufficient  for  12 
pairs  of  corsets.  The  sections  are  then 
placed   in   neat  cotton  bags  in   quantities 
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which  will  make  exactly  one  dozen  pairs 
of  corsets.  If  rubber  is  to  be  used,  this 
is  also  bagged  so  that  when  the  ma- 
terial goes  to  the  operating  room,  each 
worker  knows  that  the  quantity  re- 
quired for  one  dozen  pairs  passes 
through  her  hands.  Moreover,  every 
bag  is  tagged  with  a  card  which  bears 
a  list  of  the  66  operations  used  in  the 
factory.  As  each  is  completed  the  op- 
erator responsible  placesi  her  fnumlber 
on  the  card.  One  section  of  each  cor- 
,  set  is  also  stamped  with  the  identifica- 
tion number  on  the  card;  ix  complaints 
are  received  from  the  retailer,  the 
trouble  may  be  traced  to  the  very  oper- 
ation   which    was    at    fault. 

Major    Operations 

The  first  operator  folds  the  edge  of 
the  material  making  a  narrow  hem. 
This  greatly  facilitates  the  work  of  the 
seamers.  After  the  sections  are  join- 
ed, the  next  operation  is  the  reinforce- 
ment of  the  points  where  the  steel  and 
bones  are  to  be  inserted.  This  is  call- 
ed "stripping"  and  means  adding  two, 
three  or  even  four  thicknesses  of  cot- 
ton material  and  rubber  webbing  at  cer- 
tain places.  In  stitching  the  strips, 
from  two  to  four  needles  are  operated 
at  one  time,  depending  on  whether  two 
bones  or  one  are  to  be  inserted.  Two 
are  as  a  rule,  more  flexible  than  one 
and  for  that  reason  are  used  on  corsets 
which  are  particularly  stressed  for 
comfort. 

The  binding  of  the  corset  at  top  and 
at  bottom  follows:  the  garters  being 
caught  in  with  the  binding.  This  secur? 
the  garters  better  than  if  they  were 
sewn  on  afterwards.  If  rubber  is  used 
as  is  frequent  in  the  better  corsets,  it 
is  inserted,  in  straight  bands  and  fn 
gores.  The  machines  whidh  do  the 
goring  are  most  interesting.  They  have 
two  needles  which  may  be  used  or  lift- 
ed as  required.  For  example,  in  stitch- 
ing the  sides  of  the  gore,  the  two 
needles  are  required,  while  at  the  point 
of  the  gore  only  one  is  used.  Close 
examination  of  gores  will  reveal  this. 
In  earlier  days  in  the  industry  a  sec- 
ond machine  was  required  to  do  the  two- 
needle  work  but  now  by  a  clever  device, 
the  needles  may  be  raised  or  lowered 
at  will. 


The  belt  or  waistline  tape  is  pasted 
in,  the  steels  are  inserted  by  hand  (this 
is  still  found  to  be  the  quickest  and 
most  satisfactory  method  I  and  the  run- 
ning number  is  then  stamped  on  the 
back  section  of  the  corse:. 

Punching    Holes    and    Inserting    Hooks 

Holes  are  inserted  and  hooks  put  on 
as  a  rule  by  separate  machines.  This  is 
usually  the  case  for  the  hooks  just  be- 
low the  front  steels.  For  the  laces, 
however,  the  punching  and  eyeleting  is 
done  on  a  machine  which  has  a  capacity 
of  200  dozen  corsets  a  day.  On  this 
the  two  operations  are  done  at  once. 

The  bones  are  then  inserted,  this  work 
being  also  done  by  hand  and  aided  by 
the  occasional  use  of  wax  to  make  them 
slip  in  easier. 

So  far  there  have  beer,  three  severe 
examination  t  ests  made  of  each  cor- 
set, one  after  the  hooks  are  attached, 
a  second  after  the  boning  and  a  third  af- 
ter the  eyeleting. 

Final   Processes 

In  order  to  make  the  corset  perfectly 
free  from  wrinkles  of  any  kind,  it  is 
ironed  after  being  sprayed  with  a  fine 
spray  of  water  forced  by  air-pressure. 
A  gas  iron  which  moves  with  an  electric 
motion    is    used. 

Lace  is  usually  sewn  on  by  hand  as 
are  the  silk  bows  which  most  corsets 
have.  Embroidery,  however,  is  put  on 
by  machine  at  the'  same  time  a«  the 
binding  is  done. 

A  final  examination  for  flaws  is 
made  before  the  corset  is  boxed. 

Non-Elastic   Sections   in   Webbing 

The  elastic  webbing  used  has  alter- 
nate sections  which  are  of  cotton  ma- 
terial containing  no  rubber.  This 
means  that  a  corset  with  goVes  of  elas- 
tic will  not  stretch  out  of  all  propor- 
tion after  a  certain  amount  of  use.  There 
is,  of  course,  a  great  deal  of  waste  as 
the  non-elastic  parts  are  not  always 
woven  at  the  same  place  on  each  strip 
but  the  users  of  this  improved  webbing, 
believe  it  is  well  worth  while.  It  en- 
sures a  perfect  fit  during  the  whole  life 
of  the  corset  and  the  webbing  is  said  to 
outlas.t  the  rest  of  the  material  in  the 
corset  because  the  strain  is  not  as 
great  as  when   it   is  of  all-elastic. 

Garters  are  made  of  the  same  ma- 
terial. An  interesting  point  in  regard 
to  garters  is  that  no  stitching  is  used 
in  making  them.  Each  of  the  nickeled 
parts  is  adjusted  by  a  skilful  manipu- 
lation which  locks  them  in  place  at  the 
same   time. 
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REVOLUTIONIZING    THE  BLOOMER  BUSINESS 

Bloomers  are  recognized  as  a  staple  in  the  undergarment  trade.  The  problem,  of  service  has  been  solved  by 
them.  Here  is  a  new  bloomer  which  adds  comfort  and  endurance  as  well.  It  is  called  the  Comfi-Nick  bloomer. 
Note  the  test  to  which  it  has  been  put  in  the  above  illustrations.  In  the  centre-top,  centre  and  lower 
right  pictures,  stunts  have  been  tried  whAch  are  the  supreme  test  of  any  bloomer.  In  none  of  thest  is  there 
the  least  strain  on  the  seams.  The  lower  left  and  the  lower  centre  pictures  illustrate  how  the  wearer  can 
stand,  sit,  walk,  jump  and  kneel  without  altering  the  position  of  the  bloomer.  It  will  not  pull  down  at  the  waist- 
line  or  u)>   at   the   knee.     There   is  no   possibility   of  its  tearing  at  seat  or  crotch. 

The  pictures  on  the  upper  left  and  upper  right  show  the  secret  of  this  garment.  The  crotch  meets  the  body 
snugly,  there  is  no  sagging  or  bunching  of  material  between  the  thighs  nor  across  the  front.  Most  important  in 
a  strictly  tailored  garment,  the  crotch  does  not  overhang.  It  is  cut  so  that  all  the  fullness  is  in  the  seat,  where 
it  is  needed.  There  are  no  sea/ms  at  the  back,  as  this  entire  section  is  cut  out  of  one  piece  of  material. — Made 
by  the  J.  B.  Hutchins  Company,  Ltd.,   Toronto.     Sole    Canadian    manufacturers. 
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DOLLAR    CORSETS 

and  a  front  lace  model  for  $12.50  per  doz. 

HERE  THEY  ARE 

New  Warner  models  made  up  in  qualities  to  retail  for  $1.00  at  $8.50  per 
dozen,  and  other  styles  at  $10.50  and  $12.50  that  represent  unusual  values, 
with  an  appearance  that  makes  them  rapid  sellers.  Wherever  they  have  been 
shown  their  success  has  been  instantaneous.  Four  rubber  button  hose  support- 
ers, and  made  with  non-rusting  metal  parts  throughout. 

On  account  of  the  rising  cotton  market,  prices  are  only  guaranteed  on  orders 
received  prior  to  January  1,   1923.     Which  samples  would  you  like  to  see? 

Style  701.      White     or     pink.       Made     of  Style  70.3.     Pink  only.     Strong   jean  witn 

strong  jean,  low  bust,  for  average  figures.  novelty  elastic  insert  in  bust.     For  slender 

Embroidery  trim.     Sizes  20-30.     $8.50  per  figures.     Sizes   19-26.     $8.50   per  dozen, 
dozen. 


Style  704.  Pink  only.  Strong  jean  with  frill  elastic  insert 
in  bust.  For  average  figures,  considerably  larger  than 
Style  703.  Mercerized  embroidery  trim.  Sizes  20-30.  $10.50 
per  dozen. 


Style   705.       Pink     only.       Finely     woven  Style  706.     White  or  pink.     Finely  woven 

coutil,   with    all   rubber   top.      For   slender  coutil.     Medium  bust,  standard  model  with 

and    averitrp  ficr„res      Trimmed   with   rib-  long  skirt"     For  average  figures.     Mercer- 

and   a>erage  figures.      1  rimmed  with   rib  ized  embroidery  trim.     Sizes  20-30.    $12.50 

bon  bow.     Sizes   19-28.     $12.50  per  dozen.  per  dozen. 

Style  707.     A  brocade  model  on  same  pat-  Style  708.     Pink  only.    A  front  lace  model, 

.                  r,ni        •*■       -ii          u     -j  made   of   strong   jean,   with   rubber   insert 

tern    as    701,    with    silk    embroidery    trim.  .      .         .  .   P_* , '    ...  , 

J  in  bust,  and  trimmed  with  mercerized  em- 

For  average  figures  and  a  real  leader  at  broidery.     Average   figures.     Sizes   20-28. 

the  price.     Sizes  20-30.     $12.50  per  dozen.  $12.50   per  dozen. 

Terms  6%  40  days,  5%  60  days.   F.O.B.  Montreal 


The  Warner  Brothers  Company 

356  St.  Antoine  Street  -  Montreal,  P.  Q. 
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"Just  to  Remind  You 
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DURING  the  first  ten  months  of  this  year  DRY 
GOODS  REVIEW  passed  along  to  its  readers 
ONE  HUNDRED  AND  SIXTY-EIGHT  mer- 
chandising ideas  that  have  been  tried  out  in  different  stores  in 
Canada  and  the  United  States.  These  include  many  articles 
on  salesmanship. 

It  has  passed  along  to  them  ONE  HUNDRED  AND 
NINETY-SIX  articles  containing  style  information  for  the 
various  departments  dealt  with  in  DRY  GOODS  REVIEW. 

It  carried  NINE  special  articles  on  advertising  written  by 
advertising  experts. 

It  has  given  its  subscribers  TWELVE  articles  on  methods 
of  display  used  by  some  of  the  best  display  men  in  this  country. 

It  has  shown  TWO  HUNDRED  AND  SIX  illustrations 
of  new  goods,  the  output  of  Canadian  and  United  States  manu- 
facturers. 

It  has  shown  FIFTY-SEVEN  interior  and  exterior  displays. 

It  has  had  specially  written  TWENTY-SIX  articles  dealing 
with  the  manufacturing  process  employed  in  various  lines  of 
merchandise  handled  by  the  dry  goods  dealer. 

And  it  has  carried  a  special  series  of  articles  on  the  Art  of 
Showcard  Writing,  written  by  a  staff  member  of  the  best 
Toronto  College. 

All  of  these  articles  and  stories  were  written  for  a  special  de- 
partment, so  that,  whether  you  own  a  general  department  store 
or  specialize  in  millinery,  fancy  goods  or  ready-to-wear,  the  in- 
formation and  the  ideas  are  all  ready  to  fit  your  needs. 

For  instance,  in  millinery  during  this  time  there  were 
eleven  articles  on  merchandising,  nineteen  on  styles  and  seven- 
teen on  new  goods  on  the  market.  In  corsets  and  lingerie, 
eight  articles  on  special  merchandising,  sixteen  on  style  and 
twenty-two  on  new  goods.  In  ready-to-wear,  fifteen  articles 
on  special  merchandising,  twenty-seven  on  style,  twenty-five 
on  new  goods  and  fifty-seven  on  display.  And  so  on  for  all 
the  departments. 

—Pretty  good  results  for  the  $2.00  you  invested  a  year 
ago,  isn't  it?  And  it  is  our  earnest  purpose  to  give  an  even 
larger  and  if  possible  a  more  practical  service  with  1923. 

Have  You  Remembered  to 
Send  in    Your   Renewal? 


mms^uM^^.^M'+^^^AL-'^-  ,-,-:  a: 


I  7f.(    . 


Dealer  Helps 


£ 


| 
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Jfc&exAdA,  No.   1020 
A  Popular  Model 

Our  service  department  will  gladly  assist 
you  to  boost  your  corset  sales  with  Dealer 
Helps,   Show  Cards,   Mats,  etc. 

I 
Tell  us  your  needs — we  will  help  in  every 

way  possible. 


CORSET  CO. 

LIMITED 
St.  Hyacinthe,  Que. 


SALES    OFFICES: 

Coronation    Bldg.,    Montreal 

TORONTO:    York  Bldg.  WINNIPEG:    Canada  BIdg. 
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Christmas  Accessories  in  Paris 

Fashion  Centre  Takes  on  Gay  Air  for  Festive  Season  Though 
Pennies  Are  Being  Couinted — Many  Novelties  for  the  Hair — 
Articles  Suitable  for  Bobbed  Hair — Buckles  Again  Coming  to 

the  Fore 


Paris,   November   1922. 

XMAS  time,  and  shopping  days  are 
near  at  hand,  now,  and  the  win- 
dows of  the  large  Dry  Goods 
stores  are  getting  ready  for  the  bustle 
they  always  anticipate  at  this  time  of 
the  year.  As  everything  is  still  expen- 
sive, the  question  of  Xmas  presents  is 
worrying  many  housewives.  Yet,  in 
those  days  of  balls,  theatres,  and  even- 
ing parties,  so  many  trifles  are  required 
besides  evening  gowns,  that  amongst 
them  it  is  fairly  easy  to  find  something 
suitable  for  one's  friends'  tastes,  at  a 
reasonable  figure.  A  small  thing,  pret- 
ty and  good  value,  will  always  be  more 
appreciated  thin  a  more  elaboi-ate  pre- 
sent, gaudy  and  lacking  taste. 

As  far  as  gentlemen  are  concerned, 
it  is  not  so  difficult  to  please  them: 
pipes,  tobacco  pouches,  portfolios,  shirt 
studs,  etc.,  are  amongst  the  most  popu- 
lar Xmas  presents.  Ladies  are  more 
particular  and  apt  to  criticise  the  gifts 
made  to  them.     Yet,   as  you  will  see  by 


the  enclosed  sketches,  there  are  many 
items  for  choice,  and,  as  plenty  of  vari- 
eties can  be  found  in  each  style,  pretty 
well  all  tastes  ought  to  be  satisfied. 

Hair  Dressing  Articles 

Let  us  take  for  instance,  all  articles 
connected  with  hair  dressing:  whether 
a  young  lady  goes  to  the  theatre  or  to 
a  ball,  she  will  insist  on  having  a  head- 
gear matching  her  dress,  whenever  pos- 
sible, or  at  least  made  of  pretty  beads 
or  flowers.  Ladies,  too,  enjoy  a  thea- 
tre "coiffure,"  and,  in  sketches  enclosed 
you  have  a  few  specimens,  simple,  yet 
very  stylish,  and  suitable  for  any  pur- 
pose: 

(a) — Is  a  kind  of  diadem,  made  of 
fancy  beads,  and  closely  covering  the 
forehead:  It  is  fastened  behind  under 
the  hair.  As  a  rule,  it  is  supposed  to 
match  the  dress;  jet,  with  a  black  vel- 
vet gown,  jade  with  a  green  one,  dia- 
monds, or  pearls  with  light  shades.  A 
necklace   of  the   same  beads,  as  seen   on 


design,  will  be  effective,  too,  and  all  the 
more  so,  if  double  row.  Such  necklaces 
are  still  very  much  favoured.  Others 
more  simple,  but  much  more  valuable, 
are  thus  devised:  a  narrow  black  moire 
ribbon  bears  either  a  real  jade  motif 
or  a  beautiful  ivory  flower  carved  as 
natural  flowers  are.  Tiny  lockets,  of 
the  Japanese  or  Chinese  style,  to  carry 
a  drop  of  strong  perfume,  are  also  worn 
in  the  same  manner.. 

(b) — Is  a  similar  headgear,  only  more 
pointed,  and  with  a  strap  across  the 
head,  that  catches  the  bottom  part  of 
the  apparel.  It  suits  equally  well  a 
young  lady  or  her  mother. 

(c) — Is  a  very  modest,  yet  dainty 
crown  of  roses  around  the  twisted  hair, 
and  just  what  a  debutante  should  love, 
if  she  has  good  taste. 

Combs  for  Bobbed  Hair 

The  fashion  for  bobbed  hair  being  now 
quite  gone,  our  maids  let  their  hair 
grow,  and  until  it  is  long  enough  to  be 


£ 


Q 


K 


Above  are  shown  the  illustrations   referred   to   in   the  accompanying    letter    from    our    Paris    correspondent, 
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done  just  as  thty  want,  they  must  use 
■combs  to  keep  them  in  place:  hence  the 
fashion  for  all  sort  of  combs,  for  this 
special   purpose. 

In  sketch  "d"  you  have  a  specimen  of 
a  large  curved  comb,  trimmed  with  fancy 
feathers,  to  be  worn  at  the  theatre.  It 
is  generally  made  of  tortoise  shell,  al- 
though ivory  or  painted  horn  are  very 
often  used.  We  have  also  fancy  comhs, 
simply  used  for  ornaments,  and  amongst 
them  I  must  mention  all  those  that  re- 
mind one  of  the  Spanish  high  comb, 
used  to  prop  up  the  mantilla,  which  is 
the  only  head  dress  of  Spanish  women. 
These  combs  are  extremely  fashionable 
just  now,  and  some  are  most  beautiful 
pieces  of  work.  Sketches  "e"  and  "f" 
are  staple  specimens  of  the  kind:  one 
has  verv  short  teeth,  while  the  other  is 
much  longer. 

Earrings  Again  Popular 

Another  fancy  accessory  is  earrings. 
While  diamonds  and  pearls  have  never- 
been  out  of  fashion,  on  account  of  their 
great  value,  it  was  not  considered  a 
fault  in  dressing,  up  to  now,  not  to  wear 
any:  they  are  becoming  very  popular 
again,  now,  and  are  very  fanciful,  and 
as  a  rule  not  very  valuable,  which  al- 
lows oftener  changes.  There  are  vari- 
ous styles,  but  the  most  often  seen  are 
either  the  very  large  circular  one,  as  in 
"g,"  made  of  beads  of  two  shades,  hang- 
ing on  a  long  pendant.  I  have  even 
seen  some  attached  to  a  fancy  bonnet, 
on  each  side,  close  to  the  ear. 

"H"  are  also  very  pretty  and  are 
generally  made  of  mother  of  pearl 
worked  into  beads,  or  jade,  amethyst, 
jet,  etc.,  the  three  beads  being  joined  by 
a  silver  or  gold  chain.  These  are  nice 
presents  to  make. 

Theatre  sets,  in  the  shape  of  a  fancy 
portfolio  containing  powder,  rouge,  and 
perfume  find  a  ready  sale  for  Xmas.  The 
latest  novelty  consists  of  a  square  .pouch 
as  in  "i,"  made  of  beautiful  Arabian 
leather  with  fine  work,  in  gold  or  paint- 
ed designs. 

In  the  same  Dept.,  one  will  find  all 
kinds    of  bags,   always   in    demand.     "J" 


for  instance,  is  a  rather  nice  shape,  made 
of  grey  or  tan  suede,  deeply  gathered 
on  plain  clasp  of  ivory,  or  tortoise  shell, 
and  a  leather  strap.  The  same  could  be 
devised  in  silk,  or  velour  de  laine  to 
match  a  suit. 

"K"  is  another  type  of  leather  bags, 
with  a  short  strap,  on  which  is  the  sil- 
ver monogram. 

Umbrellas 

Amongst  other  useful  presents,  I  must 
mention  umbrellas,  which  are  always 
expensive,  and  therefore  can  constitute 
valuable  gifts.  The  latest  novelty  in 
this  line  consists  of  a  small  umbrella, 
called  "torn  pouce,"  as  shown  in  "1"  and 
"m."  If  you  compare  the  size  of  these 
with  one  of  the  handles  close  by,  you 
will  have  a  fairly  good  idea  of  the  size. 
They  are  very  clumsy,  are  very  thick, 
with  hardly  any  tip,  and  are  rolled  in 
a  country  style  very  amusing.  I  men- 
tion them  as  they  are  new,  but,  myself 
I  don't  think  they  will  last  very  long, 
as  they  are  too  short.  The  handles  are 
always  elaborate,  and,  are  cut  either 
from  fancy  wood,  duly  carved  into  bull 
dog's  heads,  cats,  birds,  etc.,  or  made 
of  ivory,  with  Chinese  and  Japanese  en- 
gravings as  seen  on  sketch  "n,"  or  made 
of  wood  covered  with  fancy  leather,  cut 
and  carved.  A  wrist  handle  made  of 
plaited  leather  straps,  and  a  tassel, 
crmpletes  it. 

Buckles  Again  Fashionable 

I  think  I  told  you  in  a  previous  letter 
that  buckles  were  coming  into  fasnion 
again.  One  of  the  reasons  for  this  is 
that  with  the  tendency  for  drapings  in 
dresses  and  coats,  buckles  Would  be 
found  useful  to  hold  such  drapings  in 
place.  This  is  one  of  the  main  rea- 
sons. But  the  fashion  has  immediately 
extended  itself  into  the  fur  Dept.,  where 
scarfs,  coats  are  fastened  by  means  of 
buckles,  into  the  belt  Dept.,  and  all 
those  that  were  used  in  the  shoes  Depts. 
are  more  than  ever  in  demand. 

They  are  made  of  all  kinds  of  materi- 
als; for  shoes,  strass  is  preferred,  while 


on  dresses,  steel,  either  chased,  or  with 
marcassite  beads  is  used,  also  jet,  and 
on  fur  coats,  mantles,  it  is  galalith  that 
prevails  in  the  same  shades  as  the  ma- 
terials, just  like  buttons  match  them. 
"P"  and  "q"  are  two  fancy  specimens 
of  buckles  threaded  in  a  ribbon,  the 
former  is  in  galalith  with  bead  inser- 
tions, while  the  latter  is  made  of  steel 
with  marcassite  beads,  that  are  very 
stylish. 

Next    month,    I    will    tell    you    about 
House  Linen. 

Yours   very   truly 

Jeanne  Gsell. 


Above  is  re-produced  a  ribbon  window  arranged  by  E.  C.  Stuart  for  Nation 
cf:  Sheivan,  Limited,  of  Brandon,  Manitoba.  '  The  dress  worn  by  the  figure 

is  also  of  ribbons. 


Take  Space  at 

Industries  Fair 

Canadian  Chamber  of  Commerce  So  De- 
cides— Show    at    London    and 
Birmingham 

That  the  Canadian  Chamber  of  Com- 
merce in  London  has  decided  definitely 
to  take  space  at  the  ninth  annual  British 
Industries'  Fair,  to  be  held  in  London 
and  Birmingham  from  19th  February  to 
2nd  March,  is  the  information  received 
by  cable  by  F.  W.  Field,  British  Govern- 
ment Trade  Commissioner  at  Toronto. 
The  Chamber  of  Commerce  will  organize 
sections  of  the  Canadian  manufactures 
both  at  London  and  Birmingham  and  de- 
sire the  co-operation  of  Canadian  manu- 
facturers in  order  to  make  their  repre- 
sentation as  comprehensive  as  possible. 
Applications  for  space  should  be  sent  to 
the  British  Government  Trade  Commis- 
sioner  at   Toronto. 

The  British  Industries'  -  Fair  is  the 
largest  annual  fair  in  the  world.  It 
surpasses  in  the  number  of  exhibitors 
and  diversity  of  products  any  other  trade 
fair  of  its  kind.  Buyers  from  all  the 
principal  markets  attend  the  Fair.  This 
is,  therefore,  an  excellent  opportunity 
for  Canadian  manufacturers,  who  have  an 
article  for  export,  to  get  in  touch  not 
only  with  buyers  in  Great  Britain  but 
also  with  buyers  from  many  other  coun- 
tries who  visit  the  Fair  to.  make  pur- 
chases there. 

The  British  Industries'  Fair  is  not  an 
exhibition.  It  is  a  Trade  Fair,  to  which 
admittance  is  restricted  to  trade  buyers. 
Everybody  at  the  Fair  is  there  on  busi- 
ness, and  exhibitors  and  buyers  are  con- 
sequently able  to  transact  their  affairs 
unhampered  by  crowds  of  sightseers. 

In  addition  to  organizing  the  Fair  the 
Department  of  Overseas  Trade  (which 
is  a  Department  of  the  British  Govern- 
ment) places  its  resources  at  the  dis- 
posal of  both  buyers  and  sellers.  A  fully 
staffed  office  is  opened  in  the  Fair, 
where  officers  specially  qualified  to  ad- 
vise in  connection  with  all  the  trades 
represented  may  be  consulted,  and  where 
'Tiformat;on  on  all  matters  affecting 
crmme-ce  throughout  the  world,  such  as 
tariffs,  shipping,  transport,  etc.  can  be 
obta'ned. 
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THE  PLACE  OF  THE 
HEADDRESS 

Few  of  the  noted  beau- 
ties appear  in  evening 
wear  this  year  without 
mi  attractive  ornament 
for  the  hair.  Here  is 
Miss  Gloria  Swanson 
with  a  bandeau  sur- 
mounted by  a  sweeping 
in  rai  gement  of  burnt 
ostrich.  The  dinner 
gown  she  wears  is  of 
rich  brocade  in  Persian 
design — a  fabric  which 
is  always  new  and  al- 
ways effective. — Photo 
by  courtesy  Famous 
Players  Canadian  Cor- 
poration, Ltd.,  Toronto. 


Former  Novelties 

Are  Now  Staples 

Care  Should  Be  Taken   In  January   Sale 
Not  To  Sacrifice  Such   Lines 

Dry  Goods  Review  had  an  interesting 
chat  recently  with  the  buyer  for  base- 
ment and  fancy  good;1  of  the  store  of 
Hens  and  Kelly,  Buffalo,  N.  Y.  Tlie 
subject  under  discussion  was  the  prob- 
lem of  January  sales,  a  topic  in  which 
all  merchant''1  are  most  interested  just 
now.  Our  informant  thinks  that  sales 
in  departments  carrying  china,  brass- 
ware,  lamps  and  most  novelty  lines 
should  be  featured  during  this  month 
provided  not  too  many  sales1  have  been 
held  during  the  year.  Moreover,  he  has 
found  it  wise  to  clear  at  cost  or  under 
only  goods  which  are  not  to  be  stocked 
again. 

As  an  example  of  this  he  mentioned 
dishes.  His  department  carrie  60  din- 
ner patterns  in  the  regular  stock.  Each 
year  a  few  new  ones  are  added  to  the 
list.  This  means  the  clearing  out  in 
January  of  as  many  of  the  patterns  of 
the  previous  year  as  will  keep  the  num- 
ber up  to  60.  Even  though  only  a  few 
sets  of  certain  designs  have  been  sold 
during  the  year,  the  remainder  are  dis- 
posed of  in  the  January  sales  at  half 
price. 


Thi:  buyer  is  of  the  opinion  also  that 
too  many  merchants  still  regard  gift 
and  art  goods  as  novelties  instead  of 
regular  merchandise.  He  mentioned 
lamps  and  candlesticks  in  this  connec- 
tion. The.  e  sell  all  the  time  if  given 
prominence  and  there  is  therefore  no 
need  to  consider  them  as  dead  lines  af- 
ter Christmas.  The  "Art  and  Gift 
Shop"  idea  which  is  spreading  so  much 
in  the  United  States  and  has  had  a  fair 
beginning  in  Canada,  h,<  one  of  the  best 
promoters  of  all-year  business  that  he 
knows  of.  Let  the  merchant  who  does 
not  want  to  take  losses  in  this  type  of 
merchandise,  make  a  clo  e  survey  of  his 
stock  immediately  after  the  Christmas 
season,  find  out  which  things  are  pos- 
sible staples  and  let  hi.-  customers  know 
that  he  has  these  for  their  convenience 
on  every  day  of  the  year. 


New   Stores 


Mrs.   Webster,  Birch   Cliff,  Ont. 

Children's  Toggery  Shop,  2310  Bloor 
St.  West,  Toronto. 

Miller    &    Tick,    888    King    St. 
Hamilton,  Ont. 

A.    McLean,    Beaches     Toggery 
Queen   St.  East,  Toronto. 

A.  J.  Herres,  Upstairs  Dress  Goods 
and   Silk   Store,   Kitchener,  Ont. 

John  M.  Gallanger,  successor  to  Rice' 
&  Gallanger,  220  Ossington  Ave  ,  To- 
ronto. 


East, 


Shop, 


First  Fashion  Show 

Was  Successful 

Ward   &    Deward  of   Oshawa    Use    Local 

Theatre    for    Displaying    Latest 

Fashions 

Ward  &  Deward  of  Oshawa,  tried  out, 
for  the  first  time,  a  fashion  show  with 
live  models  displaying  the  season's  la- 
test creations.  They  made  use  of  the 
Regent  Theatre  on  the  evenings  of  thj 
15th  and  16th  of  September.  The  dis- 
play was  made  following  the  presenta- 
tion of  the  feature  picture  of  the  even- 
ing and  lasted  about  half  an  hour.  About 
th'rty  garments  were  shown  each  even- 
ing, including  coats,  suits,  street  and 
evenirtg  dresses. 

The  theatre  has  a  seating  capacity  of 
1,200  and  was  packed  on  both  nights. 
For  several  days  after  Ward  &  Deward 
were  complimented  on  their  display. 
Moreover,  they  state  that  they  have  felt 
the  result  of  the  display  all  through  the 
season.  Their     ready-to-wear     sales, 

they  report,  have  b. en  considerably 
higher  than  last  year  or  the  year  before 
and  they  are  convinced  that  this  is  a 
very  profitable  form   of  advertising. 


A.  W.  Moyer  &  Co.  have  moved  to  a 
new  off'ce  and  warehouse  at  204-6  King 
Street,  east,  Toronto. 
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" Receipt  Tax  Will  Handicap  Trade" 


Says  Secretary  Dominion  Board  R.M.A. — Penalty  for  Person 

Who  Divides  Amount  Paid  With  Intent  to  Evade  Tax — What 

Constitutes  a  Receipt — Exemptions — Will  Hamper  Trade 
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,HIS  ACT  will  give  the  retail 
trade  of  Canada,  as  well  as 
other  interests,  a  staggering 
blow  when  it  comes  into  operation.  It 
will  disrupt  every  cash  and  credit  sales 
slip  and  cash  register  system  that  is 
now  in  existence  throughout  Canada,  and 
it  will  add  more  expense  in  a  great  many 
cases,  to  the  office  staff  of  retail  mer- 
chants than  the  amount  that  will  be 
paid  to  the  government  by  them  in 
stamps." 

The  foregoing  observations,  together 
with  others  of  like  nature,  are  made  in 
a  memorandum  on  the  question  of  the 
operation  of  the  tax  on  receipts  which 
comes  into  effect  the  first  of  January, 
1923,  which  has  just  been  issued  by  E. 
M.  Trowern,  secretary  of  the  Dominion 
Board,  Retail  Merchants'  Association  of 
Canada. 

Special  mention  is  made  of  the  fact 
that  a  penalty  is  provided  for  the  per- 
son who  separates  or  divides  the  amoun1 
paid,  with  intent  to  evade  the  tax. 

Retailers    Should    be    United 

Every  retail  merchant  in  Canada  is 
urged  to  take  a  deep  personal  interest 
in  this  matter.  The  Dominion  Board 
feels  that  the  measure  should  be  defeat- 
ed if  possible,  and  therefore  calls  upon 
all  merchants  to  work  together  and  act 
together  under  one  common  direction. 

The  memorandum  follows: 

What  the  Act  Requires 

According  to  the  Special  War  Revenue 
Act  which  was  passed  at  the  last  session 
of  the  Dominion  Parliament,  and  which 
will  come  into  operation  on  January  1st, 
1923,  upon  ail  receipts  of  ten  dollais 
($10.00)  and  upwaids  there  must  be  af- 
fixed thereto  an  adhesive  stamp  of  two 
cents  (2c),  or,  unless  there  is  impressed 
thereon  by  means  of  a  die,  a  stamp  of 
the  value  of  two  cents  (2c),  which  is  to 
be  cancelled  by  the  person  by  whom  the 
receipt  is  given  before  he  delivers  it  out 
of  his  hands.  Cancellation  shall  be  ef- 
fected by  the  person  who  cancels  the 
stamp,  writing  or  impressing  his  name 
or  initials  on  or  across  the  stamp,  to- 
gether with  the  true  date  of  such  writ- 
ing or  impressing. 

What  a  Receipt  Means 

A  receipt  means  any  note,  memoran- 
dum or  writing  whereby  any  money 
amounting  to  ten  dollars  or  upwards,  or 
any  bill  of  exchange  or  promissory  note 
for  money  amounting  to  ten  dollars  or 
upwards,  is  acknowledged  or  expressed  to 
have  been  received  or  repaid,  or  where- 
by any  debt  or  demand,  or  any  part  of  a 
debt  or  demand,  of  the  amount  of  ten 
dollars    or    upwards    is    acknowledged    to 


have  been  settled,  satisfied  or  discharged, 
or  which  signifies  or  imports  any  such 
acknowledgment,  and  whether  the  same 
is,  or  is  not,  signed  with  the  name  of 
any  person. 

Exemptions 

The  receipts  which  are  exempted  un- 
der the  Act  are  as  follows: 

(a)  A  receipt  lor  any  money  deposited 
in  any  bank  to  be  accounted  for  to  the 
person  to  whose  credit  the  money  is  de- 
posited. 

(b)  A  receipt  or  document  in  the  na- 
ture of  a  receipt  which  is  taxable  un- 
der any  other  section  of  this  Act. 

(c)  An  acknowledgment  by  a  bank  of 
the  receipt  of  a  bill  of  exchange  or  prom- 
issory note  for  the  purpose  of  being  pre- 
sented for  acceptance  or  payment. 

(d)  A  receipt  for  or  upon  the  payment 
of  money  paid  for  an>  purpose  to  or  by 
His  Majesty  for  or  out  of  the  Consoli- 
dated Revenue  Fund  of  Canada  or  for 
or  out  of  the  Consolidated  or  General 
Revenue  Fund  of  any  Province  of  Can- 
ada. 

(e)  A  receipt  endorsed  or  otherwise 
written  upon  or  contained  in  any  instru- 
ment liable  to  stamp  duty,  and  duly 
stamped,  acknowledging  the  receipt  of 
the  consideration  money  therein  ex- 
pressed. 

All  Legislation  Should  be  Made  Clear 

"Sub-section  (b)  of  the  exemption 
clauses  is  not  clear,"  says  Mr.  Trowern. 
"We  took  it  up  with  the  Department  but 
found  that  no  rulings  have  been  made 
yet.  We  suppose  they  mean  that  when 
a  cheque  is  received  in  payment  for  an 
article  or  in  payment  of  an  account,  that 
when  stamps  have  been  put  on  the  cheque 
it  is  not  necessary  to  put  them  on  the 
receipt.  This  is  another  evidence  of 
poor  legislative  drafting,  and  we  contend 
that  all  legislation  should  be  drafted 
in  plain,  simple  language." 

Penalty   for   Violation 

Any  person  who  violates  any  of  the 
provisions  of  the  above  sections  of  the 
Act,  or  who  refuses  to  give  a  receipt, 
duly  stamped,  or  who,  upon  the  receipt 
of  a  payment  to  the  amount  of  ten  dol- 
lars or  upward,  gives  a  receipt  for  a  sum 
not  amounting  to  ten  dollars  (when  the 
actual  amount  received  is  over  ten  dol- 
lars) or  who  separates  or  divides  the 
amount  paid  with  intent  to  evade  the 
tax,  shall  be  liable  to  a  penalty  of  not 
exceeding  one  hundred  dollars. 

It  Will   Disrupt  Every  Cash   and  Credit 
Sales  Slip 

"This  Act  was  passed  by  the  Govern- 
ment   on    June    27th,    1922,    and    it   will 


come  into  operation  on  January  1st, 
1923,  if  the  Government,  in  the  mean- 
time, does  not  see  fit  to  have  its  opera- 
tions suspended,  which  we  hope  they 
will,"  says  Mr.  Trowern. 

"This  Act  will  give  the  retail  trade  of 
Canada,  as  well  as  other  interests,  a 
staggering  blow  when  it  goes  into  opera- 
tion. Only  those  engaged  in  the  retail 
trade  have  any  idea  of  what  it  means  to 
carry  out  the  provisions  of  this  Act. 
It  will  disrupt  evevy  cash  and  credit 
sales  slip,  and  cash  register  system  that 
is  now  in  existence  throughout  Canada, 
an  1  it  will  add  more  expense,  in  a  great 
many  cases,  to  the  office  staff  of  retail 
merchants  than  the  amount  that  will  be 
paid  to  the  Government  by  them  in 
stamps. 

"Its  operations  will  cut  both  ways.  In 
the  case  of  fruit  and  produce  dealers, 
when  retail  merchants  purchase  fruit, 
vegetables,  produce,  poultry  or  eggs, 
etc.,  from  farmers  and  market  gardeners, 
it  will  be  necessary  for  the  farmers  and 
market  gardeners  to  carry  at  all  times 
postage  or  revenue  stamps  with  them, 
so  that  they  can  place  them  on  the  re- 
ceipts they  give  to  the  retail  merchants 
for  the  goods  they  sell  to  retail  mer- 
chants when  they  want  a  receipt  for  the 
same.  If  the  farmers  and  market  gard- 
eners re-fuse  to  place  stamps  on  their  re- 
ceipts and  to  cancel  the  same  they  will 
be  subject  to  a  fine  not  exceeding  one 
hundred  dollars.  Or  take  the  case  of 
a  retail  merchant  who  takes  a  receipt 
from  his  employees  for  salaries  received, 
the  employees  must  also  carry  a  supply 
of  stamps  so  as  to  place  stamps  on  the 
receipts  they  give  for  their  salaries,  and 
cancel  the  same,  or  they  will  be  sub- 
ject to  a  fine. 

Trade  Must  Not  be  Hampered  by  Gov- 
ernments 

"There  are  a  large  numbere  of  other 
illustrations  that  could  be  given  but  the 
above  are  sufficient  to  show  that  this  is 
another  piece  of  annoying  and  badly  con- 
sidered legislation,  that  will  not  only  an- 
noy retail  merchants  but  will  add  to 
the  cost  of  doing  business  without  giv- 
ing the  Government  the  amount  they 
could  secure  by  a  less  expensive  sys- 
tem, as  far  as  retail  merchants  are  con- 
cerned. No  effort,  as  far  as  we  knov, 
was  made  by  the  Government  to  ascer- 
tain what  effect  this  complicated  sys- 
tem would  have  on  the  retail  trade;  it 
has  evidently  been  merely  recommended 
by  someone  unfamiliar  with  retail  trade 
conditions,  and  it  was  then  thrust  upon 
us  when  the  budget  was  brought  down, 

(Continued    on    page   93) 
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Canada's  Oldest  and 
Original  Trimming  House 

THE  MOULTON 
MANUFACTURING  CO.  LTD. 

Wish    You 

A  Merry  Christmas 

and  All  Success  During  the 

New  Year. 

Place  your  orders  with  us  for  Braids,  Drops, 
Ornaments,  Tassels,  Cords,  Girdles  and  Trim- 
mings of  all  kinds.  We  manufacture  all  the 
goods  we  sell. 

OUR  GUARANTEE 

Each  order  slip  filled  out  is  as  much  our  personal 
guarantee  for  the  rightness  of  goods  and  prices 
as  though  issued  personally.  We  count  this  per- 
sonal responsibility  and  the  confidence  it  begets 
as  the  basis  of  our  success. 


4  INSPECTOR  ST. 


MONTREAL 


Have  You  0 

ne    of  These  Departments? 

Intelligence 

In  search  for  ideas,  new  business 
or    new    markets    we    can    help 
you — 

Research 

Statistical 

Detail 

Sales 

Advertising 

Service 

When  you  want  to  learn  the  amount 
of  publicity  on   any  subject  or 
other   business    information   we 
can  supply  you — 

We  collect  data,  advance  informa- 
tion,   market    reports    or    any- 
thing  the   newspapers    of   Can- 
ada say  on  any  subject — 

Give  your  staff  the  opportunity  to 
do  better  work  by  using  a  real 
service.     Suggestions  and  rates 
gladly  given. 

CANADIAN 
PRESS  CLIPPING  SERVICE 

143-153  University  Ave.,  Toronto 

IMPORTERS  and  MANUFACTURERS 

Art  Needlework  and  Fancy  Goods 

"Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Artificial  Silk 

Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA    HAND  EMBROIDERED 
LINENS  and  HANDKERCHIEFS 

Campbell,  Metzger  &  Jacobson 

932-938  Broadway  NeW  York  Cor.  22nd   St. 

Canadian  Showroom  and  Factory  : 

Bay  and  Wellington  Sts.,         -        Toronto,  Canada 
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Cut  Out  This  Space  ' 

Paste  it  on  the  front  of  the  copy  and  see  I 
if  it  does  not  help  your  staff  and  depart-  ' 
ment  heads  to  get  better  acquainted  with 
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Initial  and  pass  to  next  department 

Dress  Fabrics  Corsets  and  Lingerie 

Knitted  Goods  Dress  Accessories 

Ready  to  Wear  Home  Furnishings 

Millinery  Fancy  Goods  and 


L  Millinery  fancy  uooas  ana 

Furs  Notions 
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Write  us  for  Prices  on  this  Hair  Net 

before  placing  your  requirements  for  next  season 

Put  up  in  attractive  packages  as  shown  above  it  becomes  a  special- 
ized unit  of  sale  that  carries  forceful  and  individual  appeal.  Each 
net  in  separate  envelope,  and  every  net  guaranteed. 

Colors:  Dark  Brown,  Medium  Brown,  Light  Brown,  Auburn, 
Black  and  Blonde. 

Anv  "Fairy  Queen"  Hair  Net  found  imperfect  on  opening  will  'be 
replaced  free  of  charge  if  returned  at  once  in  original  envelope. 

A  trial  order  will  convince  you  of  the  value  of  this  net. 

&o  ttje  general  expressions  of  goob 
toill  ttjat  abounb  at  ttjts  season, 
toe  abb  our  Readiest  goob  toistjes 
for  tfje  continueb  toell=faeing  anb 
prosperity  of  all  our  frienbs. 

G.  R.  GREGG  &  COMPANY,   LIMITED 

50-52  YORK  STREET, 

TORONTO 

Montreal  Winnipeg  Vancouver 
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A  Study  of  Oriental   Rugs 

Canadian  Trade  Evinces  More  Interest  in  Them  Than  Formerly 
— Complete  History  of  Them  Would  Require  Life  Time  of  Effort 
— How   Value   is   Estimated — Some   Distinguishing   Marks   Be- 
tween Oriental  Rugs  and  Imitations 


ORIENTAL  rugs  are  being  taken 
far  more  seriously  among  the 
Canadian  trade  than  they  were 
i  year  ago,  says  an  authority  on  this 
subject.  That  part  of  the  buying  pub- 
lie  which  is  interested  in  the  artistic, 
h.-;j  .  o\v  turned  its  attention  to  rugs  in 
iis  (Torts  to  make  beautiful  homes. 
Tin.-  development  has  been  very  grad- 
ual and  to  those  who  have  watched  it, 
not  at  all  unexpected.  It  comes  as  part 
of  the  gradual  evolution  of  every  coun- 
try from  the  days  of  pioneering  and 
early  settlement  to  those  of  increasing 
leisure  and  luxury. 

The  difficultyr  now  is  in  getting  rugs 
to  meet  the  demand.  The  Great  War 
and  the  recent  one  in  the  Near-East, 
have  added  to  the  difficulties  of  those 
who  have  been  interested  in  the  trade. 
In  fact  the  shortage  will  be  felt  for 
many  years  yet;  one  department  store 
in  Toronto  has  disposed  of  all  of  its 
supply  of  one  type  originally  ordered 
for  next  year's  business.  The  buyer 
does  not  believe  that  he  can  get  any 
now  for  Spring. 

Oriental  rugs  are  not  a  line  only  for 
the  large  dealer  or  for  the  specialty 
house.  Any  store  which  shows  the  bet- 
ter grade  of  carpets  can  carry  them 
without  chance  of  loss.  In  fact  the 
high  price  which  is  asked  for  Axminster 
and  Wilton  rugs  to-day  makes  the  total 
of  sales  in  the  Oriental  very  much  lar- 
ger than  before  the  war.  It  two  out- 
standing qualities  of  beauty  and  endur- 
ance mak  e  the  Easte.  »ng  p  "cod 
foundation  stone  for  the  dealer  who  is 
trying  to  build  up  a  high-class  home- 
furnishing  trade. 

It  is  claimed  by  students  that  a  com- 
prehensive study  of  Oriental  rugs  would 
take  a  life-time.  Reading,  travelling 
among  the  actual  weavers,  and  the  close 
observation  of  the  various  types  over  a 
long  period  are  necessary.  For  those 
merchants  to  whom  this  business  is  com- 
paratively new,  one  who  is  interested 
in  the  development  of  the  business  has 
given  the  following  suggestions  which 
can  be  applied  to  the  selling  and  hand- 
ling of  rugs  to  the  mutual  advantage  of 
dealer   and   consumer. 

Values 

The  value  of  an  Oriental  rug  cannot 
be  gauged  by  measurement  any  more 
than  a  fine  painting  can.  It  depends 
upon  the  number  of  knots  to  the  square 
inch,  the  fineness  of  the  material,  the 
richness  and  stability  of  its  colors,  the 
amount    of    detail    and    design,    and,    not 


by    any   means    last   in    the   order   of   its 
importance,  the  age. 

From  the  time  a  rug  leaves  the  wea- 
ver's hands  until  it  reaches  the  final 
buyer,  there  are  at  least  five  profits  paid 
and  sometimes  seven  or  eight.  In  this 
country,  good  curable  rugs  may  be 
bought  from  60  cents  to  ten  dollars  per 
square  foot;  in  England  they  are  much 
less.  Though  thirty  years  ago,  Orient- 
al rugs  were  almost  unknown  on  this 
continent,  there  are  collections  in  some 
homes  in  the  United  States,  valued  as 
high  as  $,'5,000,000. 

There  was  a  time  in  the  recent  his- 
tory  ef  rugs,  when  antiques  wer  pre- 
ferred to  modern  Orientals.  No  matter 
how  ragged  the  edges  the  old  pieces 
were  a. ways  in  demand.  In  order  to  be 
classed  as  an  antique,  a  rug  had  to  be 
at  least  fifty  years  old,  which  meant 
that  it  was  made  before  the  introduc- 
tion of  aniline  dyes.  With  the  excep- 
tion of  a  few  old  pieces  in  the  palaces 
of  Eastern  potentates  the  Orient  has 
now  been  stripped  of  its  antiques  and 
collectors  have  had  to  be  satisfied  with 
modern  ones.  In  their  eagerness  for 
business,  present-day  weavers  have  be- 
come imbued  with  a  clever  cunning 
which  often  deceives  even  those  who 
understand  rugs.  The  substitution  of 
aniline  dyes  for  vegetable  ones  is  their 
greatest  offence.  There  is  a  class  of 
modern  rugs  of  good  quality,  good  ma- 
terial and  vegetable  dyed,  which,  being 
too  bright  for  Oriental  taste,  are  treated 
to  give  the  appearance  of  age.  These 
are  called  "washed"  rugs  and  are  not 
"doctored."  The  dealer  must  know  the 
difference  if  he  wants  to  handle  Orien- 
tal rugs  to  his  advantage.  The  "wash- 
ed" rug  has  been  treated  with  water, 
acid  and  alkali  in  such  a  way  that  a 
more  subdued  mellow  tone  is  given 
without  injury  to  the  material.  The 
"doctored"  or  "faked"  rug  may  have 
been  treated  with  any  of  the  following: 
hot  rollers,  chloride  of  lime,  oxalic  acid 
or  lemon  juice,  coffee  grounds,  g'ycer- 
ine  or  paraffin  wax,  water-color  paints, 
burying  in   the  ground   for  a  time. 

Teaching    Public    to    Distinguish 

So  many  rugs  copy  Eastern  patterns 
that  many  customers  are  satisfied  with 
the  former,  simply  because  they  have 
never  been  shown  the  difference.  Here 
are  some  of  the  points  which  distinguish 
them  from  the  cleverest  imitations: 
First,  Oriental  rugs  show  their  who'e 
pattern  on  the  back;  this  is  evident  in 
both    detail    and    in    color.     Second,    the 


pile  is  composed  of  rows  of  distinctly 
tied  knots,  which  are  made  plainly  vis- 
ible by  separations.  Third,  the  sides  are 
either  overcast  with  colored  wool  or 
have  a  narrow  selvage.  Fourth,  the 
ends  have  either  a  selvage  or  a  fringe 
or  both.  The  weight  test  is  also  good. 
Oriental  rugs  are  always  heavier  in 
proportion  to  their  size  than  domestic 
ones. 

The  distinction  between  two  rugs, 
both  of  which  are  of  Eastern  origin,  is 
much  more  difficult.  Crookedness  in 
the  weaving  detracts  considerably.  The 
more  knots  to  the  square  inch  and  the 
firmness  with  which  they  are  tied  in- 
creases the  value.  Loose  weaving- 
means  poor  wearing  qualities.  Whether 
the  rug  has  been  dyed  with  aniline  or 
with  vegetable  dyes  must  be  considered. 
Vegetable  dyes  usually  fade  to  lighter 
shades  of  the  original  color,  while  ani- 
lines fade  to  different  colors,  one  or  an- 
other of  the  dyes  used  in  combination 
entirely  disappearing  at  times.  Vege- 
table dyed  rugs  are  ten  to  fifteen  times 
more  valuable. 

A  good  test  of  the  quality  of  the  wool 
used  in  rugs,  may  be  made  by  burning. 
If  the  wool  is  good,  the  small  part  singed 
by  a  match  can  be  removed  without  the 
slightest  trace  of  the  burn.  The  rela- 
tive strength  may  also  be  determined 
by  knowing  that  the  warp  should  be 
heaviest  and  strongest,  the  pile  next  and 
the  woof  the  lightest. 

General   Classification 

In  the  general  market  are  found  over 
fifty  different  kinds  of  Eastern  rugs, 
most  of  which  are  named  after  the 
towns  or  districts  in  which  they  are 
made  o-  wr-e~e  th'v  a-,e  mark  ted.  For 
various  reasons,  however,  there  is  no 
strict  nomenclature  for  rugs,  which 
means  that  there  has  always  been  con- 
siderable disagreement  on  the  subject 
among  authorities.  From  a  geographi- 
cal standpoint,  rugs  may  be  divided  in- 
to the  following  classes:  Persian,  Tur- 
kish, Caucasian,  Turkoman,  Beluchistan 
and  Chinese.  (Indian  rugs  are  by  some 
connoisseurs  not  considered  Orientals 
as  they  are  wholly  modern  creations 
made  upon  a  trade  basis  and  often  by 
machinery.)  Then  there  are  divisions 
of  each  of  these  six  families  of  rugs, 
and  subdivisions  of  these  again  so  that 
there  are  from  fifteen  to  thirty  different 
types  of  each  class,  varying  in  color- 
ings, designs,  principles  of  weaving  and 
in  materials  used  by  adhering  in  general 
to  the  type  after  which  they  are  named. 
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Two  views  of  the 
new  Oriental  Rug 
Galleries  of  T.evon 
Babayan,    Si     King 

St.,    East,     Toronto. 


They  were  model- 
led after  some  of  t.'ie 
finest  showrooms  in 
New  York  and  ore 
said  to  be  one  of  the 
most  artistic  galler- 
ies in  Canada. 
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Goes  to  Market  for  New  Ideas 

Manager  of  Out-of-Town  Department  Visits  Larger  Stores  and 
Finds  Out  She  is  Behind  the  Times— The  Value   of  Travel— 
"Department  of  Interior  Decoration"   Instead  of  Drapery  De- 
partment— New  Thoughts  on  Display 


RIGHT  after  Christmas  the  holiday 
toy  department  or  the  fancy  goods 
gift  shop  which  was  introduced 
during'  December  disappears  as  though 
by  magic,  and  in  its  place  is  found  all 
too  often,  the  same  prosaic  showing  of 
home  furnishings — rugs,  blinds,  curtains, 
and  so  on,  just  as  they  were  before,  de- 
void of  all  the  glamour  and  atmosphere 
which  radiated  from  the  self -same  de- 
partment a  week  before.  The  scene  is 
set  for  a  stock  reducing  sale  and  not  a 
thought  is  given  to  display  or  new  ideas 
for  the  time  being. 

Most  buyers  agree  that  it  seems  im- 
possible to  think  up  any  new  ways  to 
present  the  goods  which  come  under  the 
head  of  home  furnishings  so  that  renew- 
ed interest  may  be  injected  into  the  de- 
partment. It  is  admitted  by  some 
that  there  is  too  much  similarity  of  sales 
methods  and  that  house  furnishings  de- 
partments are  apt  to  be  cold  in  appear- 
ance aid  lacking  in  sales  suggestions. 
The  prchlem  is  to  discover  the  right 
ideas  which  are  practical  and  at  the 
same  time,  easy  to  adapt  in  the  average 
store  during  the  coming  season. 

During  a  recent  visit  to  such  a  de- 
partment last  month  in  a  Montreal  store, 
a  staff  member  of  Dry  Goods  Review 
ran  up  against  a  woman  who  is  in  charge 
of  the  drapery,  curtains,  etc.,  in  a  small 
maritime  province  store.  "I'm' just  walk- 
ing round  getting  some  fresh  ideas  to 
start  in  with  after  Christmas,"  she  ex- 
plained, and  added  with  enthusiasm, 
"Really  I  had  no  idea  I  was  so  far  behind 
the  times.  Why  it's  just  an  inspiration 
to  come  to  Montreal  and  see  how  clever- 
ly the  stores  are  featuring  such  goods 
as  draperies,  china  and  all  the  rest.  I 
must  try  to  get  up  every  year,  one  gets 
so   stale,  you  know." 

This  candid  admission  that  there  was 
something  lacking  in  one  such  depart- 
ment at  least  led  to  further  conversation 
with  buyers  in  house  furnishing  sec- 
tions for  the  (purpose  of  finding  out  how 
interest  is  so  well  maintained  and  where 
the  new  ideas. which  are  so  frequently- 
tried  out,  come  from. 

Constant    Demand   for    Home    Needs 

"The  idea  of  giving  the  house  furnish- 
ings department  a  big  send  off  in  the 
Fall  and  then  letting  it  take  care  of  it- 
self for  the  next  half  year  or  more,  is 
qu;te  exploded  to  my  way  of  thinking," 
said  one  buyer  interviewed.  "I  believe  in 
keeping  the  various  lines  carried  in  stock 
well  to  the  fore  continually  in  both  out- 
advertising as  well  as  in  the  windows, 
even  if  it  can  only  be  one  or  two  items  a 


day.  After  all,  everybody  has  a  home 
instinct  and  perhaps  it  is  because  home 
things  are  familiar  to  everyone  from  the 
child  up  to  the  grandmother  there  is  a 
natural  human  appeal  that  is  easily- 
translated  into  dollars  and  cents,  if  you 
go  about  it  the  right  way. 

"The  main  thing  to  remember  nowa- 
days is  not  to  stop  with  the  fall  or  spring 
season.  Keep  hammering  away  on  this 
thing  and  that,  until  the  average  house- 
wife cannot  help  but  associate  the  store 
with  whatever  she  may  need  in  the  home. 

"I  always  try  to  get  around  in  between 
times  to  see  what  other  departments 
are  doing,"  continued  this  buyer,  "and  I 
try  to  pick  up  the  best  of  their  ideas  and 
yet  vary  them  sufficiently  to  make  them 
really  novel.  I  find  it  is  the  practical 
idea  that  sells  merchandise  to-day  and 
which  counts  with  people  who  want  to 
beautify  their  homes.  The  average 
woman  is  not  very  well  posted  I  find, 
but  she  is  readily  responsive  when  we 
suggest  things  to  her.  The  store  now- 
adays must  do  more  than  provide  mer- 
chandise, it  must  provide  reasons  for 
buying  it." 

Seasonal   Angle   Promotes   Sales 

With  January  sales  close  at  hand  it 
seems  worth  while  to  quote  the  opinion 
of  a  merchandise  manager  who  was  con- 
sulted on  the  same  subject.  "I  have  al- 
ways favored  showing  house  furnish- 
ings in  seasonal  ways,"  he  said,  "and  I 
recommend  that  linens  be  shown  on 
tables,  curtains  against  windows,  or 
blankets  and  sheets  on  beds.  I  do  not 
think  that  many  stores  nowadays  at- 
tempt to  sell  goods  in  the  old-fashioned 
way,  us'ng  shelves  and  keeping  the  goods 
rolled  up  out  of  sight.  Every  bit  of 
drapery  or  curtain  goods  in  our  depart- 
ment is  shown  out  on  tables  or  over 
wicker  chairs  if  it  is  summer,  and  we 
have  done  away  with  all  the  shelving  we 
could  possibly  dispense  with.  We  prefer 
to  call  the  section  our  department  of  in- 
terior decoration  rather  than  stress  the 
word  'furnishing,'  because  after  all,  most 
people  want  to  beautify  their  homes 
rather  than  just  furnish  them." 

There  is  no  reason  why  the  winter 
season  should  not  be  good  from  the 
standpoint  of  profits  in  home  furnish- 
ings. Wants  crop  up  all  the  year  round 
in  the  average  home  and  many  a  need  is 
put  aside  until  after  Christmas  is  over 
and  then  must  be  attended  to  without  de- 
lay. Such  items  as  door  mats,  cocoa 
matting,  bathroom  fittings,  table  oil- 
cloth for  the  kitchen  tables,  a  new  win- 


dow shade  somewhere,  or  fresh  glass 
curtains  to  replace  the  pair  torn  in  the 
laundry,  new  glass  towels,  etc.  These 
are  among  the  things  which  must  ba 
bought  by  every  housewife  at  some  time 
or  other  during  the  winter  and  which 
should  be  suggested  by  a  daily  or  even 
weekly  suggestion  from  the  house  fur- 
nishing  department  in  its  advertising. 

Start  1923  with  a  rousing  sale  of 
household  needs  and  then  keep  the  fact 
in  mind  that  a  home  is  a  home  the  year 
round  and  don't  stop  with  this  one  ef- 
fort. It  is  worth  while  to  remember  at 
the  same  time  that  when  house  furnish- 
ings sell  well,  the  rest  of  the  general 
volume  of   sales  also   mounts. 

Push   Slow   Sellers   in   Draperies 

One  special  point  was  brought  out  by 
the  merchandise  manager  already  quot- 
ed in  this  article.  "Watch  the  slow  sell- 
ing drapery  goods  carefully  and  push 
any  lines  which  do  not  seem  to  go  as 
well  as  they  should,  before  they  get  old- 
fashioned.  If  for  any  reason  certain 
drapery  goods  seem  to  stick,  concentrate 
on  them  until  they  go,  suggest  ways  that 
they  can  be  used,  and  it  will  result  in 
clearing  the  shelves  of  those  much- 
dreaded  stickers  which  give  any  section 
an  atmosphere  of  being  behind  the  times. 
When  a  pattern  is  too  large  in  a  cer- 
ta:n  cretonne,  for  instance,  we  show  the 
goods  along  with  unbleached  muslin  and 
suggest  cutting  out  the  flowers  for  ap- 
•jlique  work.  Or  else  we  advertise  it  as 
correct  for  rooms  with  high  ceilings. 
When  certain  madrases  or  reps,  etc.,  do 
not  seem  to  go,  we  try  making  them  up 
into  pretty  curtain  effects,  in  pairs  run 
on  brass  rods,  and  offer  to  adapt  them 
to  any  windows  desired,  whether  for  cot- 
tages or  apartments,  etc.  We  found  that 
our  cushion  forms  were  not  moving 
quickly  either,  one  month,  and  so  we  hac) 
a  rack  made  to  hold  an  assortment,  which 
could  be  wheeled  from  any  part  of  the 
floor  to  the  other  and  we  placed  it  by 
the  elevators.  As  customers  got  on  or 
off  they  caught  sight  of  round,  square. 
oblong  and  bolster  forms  and  close  at 
hand  a  table  of  remnants  of  various 
draperies.  A  show  card  invited  them  to 
pick  any  form  for  69  cents  and  take 
their  choice  of  any  remnant  to  cover  it, 
at  50  per  cent,  discount  off  the  regular 
price.  We  gave  lessons  on  covering 
pillows  in  the  department  as  well,  and 
the  result  was  that  we  had  to  re-order 
on  these  forms  which  promised  to  be 
slow  sellers." 
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Curtains  Fit  Most  Difficult  Windows 


Manufacturers  and  Importers  Have  Created  Designs  for  Every 

Shaped  Window — Novelty  and  Yardage  Goods  in  About  Equal 

Demand — New  Use  for  Curtain  Selvage  in  Making  Rag  Rugs — 

Pie-Christmas  Selling  Good  in  Retail  Stores 


"G 


URTAIN  business  is  about  even- 
ly divided  between  novelty  and 
'yardage  goods,"  was  the  state- 
ment made  to  Dry  Goods  Reveiw  this 
month  by  a  Montreal  curtain 
manufacturer.  "We  are  busy  with 
orders  for  the  new  dado  novel- 
ty curtains  developed  in  marquisettes 
with  lace  panels  inset  across  the  lower 
section.  The  retail  trade  reports  a 
marked  revival  of  interest  in  these  goods 
this  month,  which  up  to  now  have  been 
moving  in  more  or  less  limited  quanti- 
ties during  the  fall,  and  it  is  said  that 
the  retail  idea  of  promoting  house  fur- 
nishings actively  during  the  weeks  pre- 
ceding Christmas  has  had  a  great  deal 
to  do  with  the  sudden  picking  up  of  de- 
mand. Housewives  are  readily  respon- 
sive to  the  suggestion  to  beautify  and 
renovate  their  homes  prior  to  the  Christ- 
mas festivities  and  seemingly  turn  to 
the  curtain  department  in  order  to  car- 
ry out  their  plans  of  home  improvement." 
The  majority  of  the  lace  panels  im- 
ported by  this  curtain  manufacturer  for 
making  up  into  dado  curtains,  reproduce 
beautiful  antique  or  mediaeval  designs 
which  are  especially  appropriate  for  for- 
mal rooms.  Such  curtains  are  sold 
either  in  pairs  or  singly  as  the  retailer 
requires  and  it  should  not  be  forgotten 
that  the  makers  welcome  special  orders 
of  such  novelty  curtains,  made  to  fit 
difficult  windows.  Cupids,  peacocks, 
Grecian  figures,  etc.,  are  all  to  be  found 
among  the  motifs  of  these  curtains  and 
are  made  up  in  either  simple  or  elaborate 
effects  to  fit  a  range  of  prices  such  as 
will  appeal  to  all  classes  of  retailers. 
Little  change  is  reported  in  the  styles 
of  yardage  curtain  materials,  which  con- 
tinue to  sell  in  lace  edged  styles,  with  or 
without  insertions,  as  well  as  in  hem- 
stitched effects.  Yardage  curtain  ma- 
terials are  essentially  a  line  to  push' 
when  fashion  decrees  Dutch  draperies 
such  as  are  so  strong  at  present,  as  var- 
ious good  effects  can  be  obtained  in  the 
way  of  over  valances  or  centre  sections 
with  no  waste  of  material. 

Rag    Rugs    From    Curtains 

A  Montreal  curtain  manufacturer  has 
discovered  a  way  of  utilizing  the  selvage 
cut  off  the  various  marquisette  and 
scrim  materials  utilized  in  manufactur- 
ing these  lines,  which  he  is  turning  to 
good  account.  This  consists  of  making 
rag  rugs  of  the  scraps,  which  are  first 
dyed  and  woven  together  to  produce 
dainty  color  combinations  in  round,  oval 
and  oblong  shapes  suitable  for  use  in 
bedrooms,  bathrooms,  nurseries,  etc. 
Either  fr'nged  or  plain  edges  are  shown 
in  this  range  of  mats  which  can  be  sold 


pro  itably  at   $3  apiece   re' ail,   in   a   size 

approximately  33  x  23  inches. 

The  same  firm  reports  a  good  demand 
for  crettonne  bureau  or  dresser  scarves 

made  of  pretty  designs  in  appropriate 
colors  and  edged  with  curtain  laces  of 
heavy  or  light  qualities.  Some  of  these 
scarves  are  insert  with  lace  insertions 
while  others  are  plain.  They  are  es- 
pecially good  sellers  this  month,  retai'- 
ing  at  about  $1  apiece. 

Difficult  Market  to  Satisfy 

Apropos  of  the  subject  of  curtains,  it 
is  of  interest  to  note  that  curtain  manu- 
facturers are  unlike  most  others  in  this 
respect — they  have  to  produce  a  line  of 
merchandise  for  which  there  is  no  really 
definite  standard  of  size  in  demand.  The 
maker  of  bedspreads  for  example,  knows 
that  beds  are  usually  of  some  three  or 
four  sizes,  the  table  cloth  maker  likewise 
eonf.'nes  himself  to  a  standard  range  of 
measurements,  and  so  on,  but  although 
2J2  yards  is  the  accepted  length  in  cur- 
tains, it  rarely  happens  that  a  woman  can 
be  satisfied  with  this  length.  In  the 
newer  homes  to-day,  we  find  all  sizes 
and  styles  of  windows,  each  calling  for  a 
different  size  and  kind  of  curtain.  In 
one  house  we  may  find  windows  which 
are  high  and  narrow,  others  which  are 
broad  and  low  and  we  may  find  single 
windows  and  groups  in  the  same  room. 
Vestibules  also  present  difficulties  owing 
to  the  different  shapes  of  glass  used  by 
the  builders  in  front  doors.  Then  again, 
the  habit  of  placing  radiators  under- 
neath windows  has  had  not  a  little  to  do 
with  the  demand  for  short  lengths  and 
it  is  not  considered  correct  for  a  novel- 
ty curtain  to  hang  below  the  sill  in  any 
case. 

According  to  a  curtain  manufacturer 
who  has  given  the  matter  some  thought, 
it  would  be  well  nigh  impossible  to  give 
a  standard  size  for  windows  that  would 
hold  good  for  the  entire  Dominion.  The 
normal  sizes  for  homes  in  the  eastern 
provinces  are  not  the  sizes  prevailing  out 
west  and  in  Vancouver.  However,  some 
approximate  measurements  can  be  given 
as  follows: 

Width  of  windows— 2  ft.,  2  ft.  6  in.,  2 
ft.  8  in.,  to  3  ft. 

Height  of  windows — 5  ft.  to  5  ft.  2in. 
for  the  first  floor;  4  ft.  6  in.  to  4  ft.  8  in. 
for  the   remaining  floors. 

It  will  require  skilful  and  artistic  dis- 
play to  make  people  see  that  there  are 
possibilities  in  the  lace  or  novelty  cur- 
tain which  they  had  not  realized.  The 
retailer  must  educate  his  community  to 
the  fact  that  it  is  possible  to  express 
the  utmost  indiv:duality  in  curtain  ma- 
terials  an  I   yet  to  harmonize  such  drap- 


eries with  any  style  of  interior  furnish- 
ing. 

Great  Advances  in  Curtain  Trade 

Some  twenty  years  ago  the  curtain 
manufacturer  would  make  up  a  large 
stock  of  four-yard  Nottingham  curtains 
with  heavy,  massive  roses  sprawling 
across  the  entire  surface,  and  he  felt 
sure  that  these  goods  would  sell  read- 
ily. To-day  this  assurance  is  unfounded, 
for  curtains  have  gradually  been  short- 
ened until  the  prevailing  lengths  are 
now  from  2  to  2%  yards  and  they  are 
still  too  long  for  many  windows. 

When  the  first  wave  of  period  decor- 
ating came,  the  lace  curtain  designs  did 
not  harmonize  with  the  various  periods, 
and  so  people  were  forced  to  look  into 
other  lines  for  their  requirements.  It 
was  found  that  there  were  a  number  of 
other  materials  that  would  serve  the  pur- 
pose and  would  fit  in  nicely  with  the 
decorative  scheme,  lending  it  an  air  of 
individuality.  Thus  was  established  a 
broader  field  for  curtain  manufacture 
and  nowadays  the  prospective  buyer  of 
curtains  is  not  limited  to  but  two  or 
three  fabrics  for  a  choice.  She  may  pur- 
chase a  curtain  made  in  such  fabrics  as 
scrim,  either  bordered  or  printed,  Scotch 
madras,  cretonne,  dotted  muslin  and 
grenadine;  ruffled  marquisette;  ging- 
hams; casement  cloth,  nets,  etc.  In 
fact  there  is  a  curtain  material  for  every 
possible  requirement  and  a  style  for 
every  room  in  the  home  if  only  the 
householder  can  be  brought  to  study  the 
resources  of  the  store's  curtain  depart- 
ment properly. 

Makers  Offer  Every  Facility 

It  will  require  expert  salesmanship  dur- 
ing the  months  to  come  in  order  to  get 
the  maximum  amount  of  business  in  this 
section  of  the  store,  but  provided  the  re- 
tailer's stock  is  well  supplied  with  nov- 
elties and  full  advantage  is  taken  of  the 
manufacturer's  willingness  to-day  to 
make  up  curtains  to  order  to  meet  any 
price  basis  demanded,  no  difficulties 
should  be  allowed  to  stand  in  the  way 
of  getting  business. 

There  is  a  vital  need  for  better  sei-vice 
in  the  matter  of  curtain  salesmanship 
in  stores  in  Canada,  and  a  survey  of  the 
situation  in  your  community,  together 
with  a  publicity  campaign  will  bring  to 
l'ght    a    comparatively   untouched   field. 


The  Hudson's  Bay  Company  of  Cal- 
gary, Alta.,  have  found  that  meetings 
held  at  8.30  in  the  morn.ng  at  whick 
management  and  staff  are  present,  are 
profitable  from   every  point   of  view. 
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Fast    Stitch 

Lace   Curtains 
Lace   Nets 
f^m?      Casement   Nets 

Fast     Colour 

Madras   Muslins 
Delhi    Muslins 

A  pattern 
book  contain- 
ing a  selec- 
tion of  "Beau- 
Fast"  designs 
will  be  sent 
to  any  reliable 
Draper  or 
Furnisher  who 
writes  for 
same.  Write 
to  Glasgow. 

"Beau-Fast" 
Filet  Nets 
Tuscan  Nets 


MANUFACTURED  BY 


C.    &    J.    Robertson 

87  McAlpine  Street 
Glasgow 


Factories:     Galston,  Ayrshire. 
London  Office:     42  Gutter  Lane. 

CANADA 

Edgar  Fenton 

718  Empire  Buildings 

64  Wellington  Street  W. 

TORONTO 


$50,000  at  50? 

Will  you  have  $50,000  at  50?  Are  you  systemat- 
ically building-  an  estate  of  sound  income  bearing 
inves'ments  ? 

Just  as  the  giant  skyscraper  must  be  solidly  built 
from  foundation  to  cornice  so  must  your  estate  be 
firmly  built  if  it  is  to  withstand  financial  stress. 

Bond  upon  bond,  stock  upon  stock,  insurance  policy 
upon  insurance  policy — you  must  exercise  care  and 
discretion  in  building  your  fortune. 


Turning    Knowledge 
Into  Profits 

Such  is  the  basis  of  all  busi- 
ness endeavor.  The  more  thor- 
oughly you  understand  the 
fundamentals  of  your  business 
the  more  quickly  you  will 
achieve  financial  success  in 
that  business.  So  it  is  with 
investing.  The  more  thorough- 
ly you  understand  investment 
fundamentals  and  financial 
conditions  the  more  quickly 
will  you  achieve  the  aims  of 
your  thrift — whatever  they  are 
— comfort  in  old  age,  educa- 
tion of  your  children,  pro- 
vision for  your  family  or  what 
not. 


Here  is  the  Dependable 
Guide  You  Need 


For  sixteen  years  THE  FINANCIAL  POST  has  been 
leading  the  way  for  Canadian  investors.  Its  expert 
analyses  of  industrial  conditions  and  of  the  business 
outlook,  of  individual  securities,  of  all  matters  per- 
taining to  personal  financial  af- 
fairs have  given  it  the  largest 
circulation  "of  any  Canadian  in- 
vestment   paper. 


Send  the 
Coupon 

Today 


It  is  the  investment  newspaper 
you  have  been  looking  for.  Sub- 
scribe to-day  and  prepare  to  lay 
your  investment  plans  of  1923  on 
solid   foundations. 


j -CLIP  HERE. - 

THE     FINANCIAL    POST, 

N3    UNIVERSITY    AVE..    TORONTO. 

snni  me  The  Financial  Poal  for  one  year,  "'2  Issues.     You  may 

draw    ""    me   for   $.V00.      (Or   enclose   rlicque*. 


L 


J 
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Originality-Comfort-Charm-Economy 

Four  reasons  why  so  many  import- 
ant stores  find  it  profitable  to  feature 

KENWOOD  S£  BED  BLANKETS 


A  new  type  of  blanket  in  which  loftier,  more  resilient  yarn 
creates  greater  warmth  in  comparison  to  weight.  Patterns 
and  colorings  distinctly  Kenwood.  Blankets  pre-shrunk  at 
mill  for  long-wearing  serviceability. 

Write  for  particulars. 

Kenwood  Mills  Ltd.,  Arnprior,  Ontario 
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tsrweff  wffie  takes  the  not/on- 
to re- arrange  the  room 


Here  are  pictures  every  dealer  should  study,  for  they 
visualize  what  takes  place  more  or  less  frequently  in 
the  average  home. 

Their  message  for  you,  Mr.  Merchant,  is  that  Linoleum 
— the  clean,  bright,  easily-sold  floor  covering,  will  make 
a  strong  appeal  to  housewives,  particularly  those  who 
must  do  their  own  housework.  For  these  reasons  it 
sells  readily — how  readily  being  dependent  upon  the 
use  you  make  of  its  strong  selling  point. 

MAKE  DOMINION  LINOLEUMS 
A  LEADING  LINE-IT  WILL  PAY  YOU 


Our  Magazine  and  Farm  Paper  Advertising  is  helping 
place  Dominion  Linoleum  in  thousands  of  Canadian 
homes.  Link  your  sales  efforts  with  this  advertising; 
put  in  a  Dominion  Linoleum  display.  Window  trimming 
material  will  be  supplied  you  free.  Feature  Dominion 
Linoleum  in  your  newspaper  "ads."  We  will  gladly 
supply  you  with  electros  and  suggestions.  Others  are 
increasing  their  sales,  so  can  you.  Write  our  Advertising 
Department  for  suggestions. 


DOMINION  OILCLOTH  &  LINOLEUM  CO.,  LIMITED 

MONTREAL 
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Cfjrtatmaa 


j£eto  gear 


Our  sincere  wish  is  that  your  Yule 
Tide  may  abound  in  happiness,  and 
that  Peace  and  Prosperity  shall  be 
yours     throughout     the     New     Year. 

We  take  this  opportunity  of  thanking:  you  for  your  patronage  and  shall  endeavour  to 
merit   your   appreciation    and   confidence   in    increasing-    measure,    by    co-operation    and 

service,  during-    1923. 


T.  I.  BIRKIN  <&  CO. 

of  Nottingham,  Eng. 

275  CRAIG  ST.  W.,  MONTREAL 


KING'S  CELEBRATED 
SCOTCH  WINDOW  HOLLANDS 


have  been  made  for  one 
are  recognized  throughout 
most  saleable  shading.  They 
are  unshrinkable,  fast  colors 
and  widths.  To  insure  get 
ers  are  advised  to  Examine 
Also  inside  Holland  Tab  on 
that    each    bears    name    of 


hundred  and  forty  years  and 
the  world  as  the  best  and 
are  unequalled  for  quality, 
and  made  in  all  colorings 
ting  genuine  goods,  custom- 
Tickets  and  Paper  Bands. 
end  of  each  piece  and  sec 
"John  King  &  Son." 


SOLD  BY  ALL  LEADING  WINDOWSHADE  JOBBERS 


Made  by 


JOHN  KING  &  SON 

GLASGOW,  SCOTLAND 

Established  1775 
Canadian  Representatives  :  CAMPBELL,  SMIBERT  &  CO.,  MONTREAL  and  TORONTO 
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DARVEL,  SCOTLAND 

is  known  all  over  the  world  as  the  chief 
Madras  manufacturing  centre  in  Scot- 
land. 

We  are  large  manufacturers,  and  our 
business  has  been  built  by  a  combin- 
ation of 

Superfine  Material  Finest  Finish 

Artistic  Colorings  Reasonable  Prices 

and  every  piece  GUARANTEED  against  fading  through  exposure  or 

washing. 
When  you  can  get  a  Guaranteed  Service, 
Why  Trust  to   Luck? 

Send  at  once  for  particulars  and  prices  to 
our   Canadian  representative 

Gabriel  S.  Young 

303  Southam  Buildings,  128  Bleury  Street, 
Montreal. 

MESSRS.  MORTON  BROTHERS  LIMITED 


Madras  Manufacturers, 


Darvel,  Scotland 


UON  CREST  FABRICS 


CASEMENTS 

We  keep  up  our  large  variety  in  27in.,  30in.,  and  50in. 
casements.     Best  value  on  the  market. 

CRETONNES 

Extensive  range  in  30in.     Domestic  and  Sateens. 

Specially  in  50in.  Reversible  and  50in.  Taffeta  Duplex 
High  class  and  latest  styles. 

Through  Wholesale  and  Shipping  Only. 

JAUFFRED  &  GARIEL 

Manchester,  England. 

CANADIAN  REPRESENTATIVES 
George  H.   Napier,  417,  Coristine  Building,  MONTREAL 
Andrew  Wilson     -     -     -     91,  Albert  Street,  WINNIPEG 


"  Old  Bleach  " 

for 

January  White  Events 

THE    WHITE    SALE-one    of  the  &reat  mer- 
chandising events  of  the  year. 

It  pays  to  make  it  memorable ! 

It  pays  to  exhibit  and  sell  "Old  Bleach"  Linens. 

For  these  linens  are  the  finest  obtainable, 
made  of  pure  selected  flax  and  leisurely  bleached 
by  the  sun. 

Though  fine  they  are  not  frail.  The  lon£ 
wear  of  "Old  Bleach"  is  never  forgotten.     _^ 

This  applies  equally  to  Table  Damasks,  em- 
broidery  linens,    towels    and    hemstitched  &oods. 

White — when  it  rules  your  store  in  January 
make  it  a  rule  to  feature  "Old  Bleach." 

Stocks  for  prompt  shipment. 


,„..»»»."lu,'-.^-'<>W 


;-;4*fe 


MEMBER  IRISH  LINEN  SOCIETY 


m 


VL 


4446  Ecut  2)tb  Street  Ken  York 

Canadian  Representative : 

W.  H.  STELEY 

22  West  Wellington  Street,  Toronto,  Ont. 


Turn  v  yum  s 


m 
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This  Circulating  Library  Pays 

Murray-Kay's,  of  Toronto,  Have  Operated  One  for  Fifteen  Years 
Which  More  Than  Pays  for  Itself — Is  a  Service  Much  Appre- 
ciated— Have  One  Thousand  Members — Does  Not  Compete  With 
Other  Libraries — How  It  Succeeds 


CIRCULATING  librarls:  i  .1  de- 
partment and  dry  goods  stores  are 
and  always  have  been  the  subject 
of  many  arguments.  Some  merchants 
look  upon  them  as  a  nuisance,  others 
think  of  them  only  in  the  light  of  an 
advertising  medium,  while  some  have  at- 
tempted and  abandoned  them.  In  spite 
of  this  there  are  stores  in  the  United 
States  and  Canada  to-day  which  look 
upon  these  as  important  factors  in  their 
schemes  for  store  service  and  as  live 
revenue-getters  when  viewed  as  a 
money-making  unit. 

The  Murray-Kay  Company  of  Tor- 
onto is  an  example  of  a  department  store 
which  regards  its  circulating  library  as 
an  asset.  It  has  been  in  existence  for 
fifteen  years  and  has  a  very  prominent 
place  of  honor  among  the  reading 
people  of  that  city.  Miss  Beatrice  Cur- 
ry, who  has  been  in  charge  for  the  past 
eleven  years,  has  the  following  to  say 
in  regard  to  the  success  of  such  a  library 
which  we  pass  on  to  our  readers  as 
something  worth  considering  when 
plans  for  the  new  year  are  being  made. 

Viewpoint   of    Service 

A  circulating  library  takes  the  same 
place  among  a  store's  clients  that  a  pub- 
lic library  does  in  the  general  communi- 
ty. It  gives  customers  "something  for 
nothing."  Omnivorous  readers  and  nsw 
book  friends  can  rarely  afford  to  buy 
every  new  book  that  comes  on  the  mar- 
ket. Besides  the  regular  customer,  which 
includes  the  business  man  who  has  only 
a  few  minutes  at  lunch  time  in  which 
to  select  a  book,  the  business  girl  and 
the  woman  shopper,  there  is  the  tran- 
sient reader.  Situated  as  the  Murray- 
Kay  store  is,  directly  opposite  the  King 
Edward  Hotel  and  not  far  from  the 
Prince  George  Hotel,  it  lends  books  to 
a  great  number  of  people  who  would 
otherwise  spend  lonely  evenings  and 
week-ends.  They  appreciate  this  ser- 
vice. It  brings  them  in  for  casual  pur- 
chases and  with  this  class  of  customer, 
shopping  amounts  are  worth  while. 

Advertising  and  Revenue 

The  library  is  listed  under  the  adver- 
tising department,  for  that  was  the  main 
object  in  opening  it.  Its  principal  part 
in  publicity  giving  is  in  drawing  atten- 
ton  to  merchandise.  The  library  is 
moved  frequently  from  one  position  to 
another;  sometimes  it  is  placed  in  a 
department  to  help  move  lines  that  are 
slow  and  at  other  times  it  is  used  to 
promote  new  goods.  Space  is  given  it 
occasionally  in  the  newspaper  advertise- 
ments so  that  it  is  the  means  of  bring- 


ing customers  to  the  store  just  as  much 
as  a  bargain  is.  No  books  are  delivered. 
This  means  that  not  a  book  goes  out 
without  the  chance  of  a  purchase  through 
actual  contact  with  the   customer. 

The  library  pays  a  small  profit  each 
year,  amounting  of  course  to  only  a  few 
hundred  dollars,  but  nevertheless  profit 
in  that  it  is  over  and  above  the  cost  of 
the  books,  the  losses  on  them  and  the 
librarian's  salary.  How  this  is  accom- 
plished may  possibly  be  gleaned  from 
the  following  hints  on  the  operation  of 
it. 

What  Makes  It  a  Success 

Miss  Curry  keeps  only  the  latest 
books  in  her  library.  In  this  way  she 
is  not  running  in  opposition  to  the  pub- 
lic libraries  where  readers  can  get  books 
of  every  class  and  of  every  period.  There 
is  no  advantage  to  a  store  in  courting 
competition   of  this  kind. 

There  are  two  thousand  books  in  the 
department  at  one  time.  During  the 
first  years  of  its  existence  many  more 
were  kept  but  this  number  is  now  con- 
sidered sufficient  where  the  stock  is 
turned  every  few  months.  From  8  to 
10  copies  of  books  which  are  promised 
best  sellers  are  stocked  and  this  is  where 
according  to  Miss  Curry,  the  secret  lies. 
Public  libraries  keep  people  waiting  for 
months  before  they  can  supply  new 
books;  the  store  library  cannot  do  this 
for  the  ordinary  reader  has  less  patience 
with  the  store  where  the  fee  is  compara- 
tively larger  than  with  the  free  library. 

"How  do  you  prevent  a  run  on  some 
books  amounting  to  a  great  many  more 
than  the  10  copies  you  have?"  asked 
Dry  Goods  Review.  "We  do  not  adver- 
tise the  latest  books  through  the  library. 
We  leave  this  to  the  book  department. 
This  means  that  it  gets  the  bulk  of  the 
demand  while  we  get  the  reflection  of 
it,  which  we  try  always  to  meet.  A 
great  many  people  are  satisfied  with 
others,  unless  the  new  ones  are  impres- 
sed upon  them.  Too  much  stressing  of 
the  new  ones  would  bankrupt  the  library 
in  a  short  time." 

Books  which  the  librarian  considers 
have  become  old  stock  are  sold  in  the 
hook  department  at  35c  each.  This  us- 
ually covers  a  fair  proportion  of  the 
cost. 

Charges  and  the   Art  of  PJeasing 

Membership  in  the  Murray-Kay  cir- 
culating library  costs  $7.00  a  year.  This 
entitles  the  holder  to  as  many  books  as 
he  or  she  desires.  Half-yearly  members 
pay  $4.00  and  monthly  ones  75c.  Allow- 
ance is  always  made  for  the  time  when 


a  member  is  out  of  town  if  due  notice 
is  given.  This  is  necessary  in  a  com- 
munity which  has  a  great  many  people 
going  away  for  a  time  in  the  Summer 
or   South  for   part   of  the  Winter.   • 

Transients  pay  $1.00  deposit  and  a. 
few  cents  a  day  for  the  use  of  a  book. 
This  relieves  the  store  of  loss  where 
the  book  is  not  returned. 

Two  qualities  are  necessary  for  a 
successful  store  librarian:  these  are  ex- 
perience in  library  work  and  love  of 
books.  In  a  small  library  of  this  kind, 
the  librarian  is  usually  the  buyer  so  he 
or  she  must  know  what  the  public  wants. 
Miss  Curry  believes  that  it  is  best  not 
to  attempt  to  train  readers  but  to  please 
them,  for  training  may  lose  many  a  good 
customer. 

There  are  the  people  who  like  to  se- 
lect for  themselves  and  these  she  allows 
to  rummage  around  through  the  books. 
There  are  those  who  depend  on  the  li- 
brarian's choice  and  here  is  where  that 
person  must  use  all  the  ingenuity  and 
tact  that  can  be  mustered.  Business 
men  like  light  fiction,  particularly  de- 
tective and  western  stories,  according  to 
Miss  Curry,  while  women  prefer  the 
books  dealing  with  problems.  Non-fic- 
tion is  not  really  necessary  for  the  suc- 
cess of  a  store  library  though  welcomed 
by  some  readers. 

Circulating  libraries  will  succeed  if 
there  are  not  too  many  of  them  in  one 
community  and  if  the  aim  is  to  give 
readers  the  latest  book  at  the  first 
possible  moment.  More  than  2,000 
books  are  not  advocated  by  this  librarian 
and  regular  clearance  is  essential.  The 
store  which  carries  even  a  few  old  books 
in  stock  runs  the  danger  of  being  con- 
sidered in  the  class  with  regular  circu- 
lating libraries. 

Place  in  Christmas  Scheme 

Of  one  thousand  people  on  the  Mur- 
ray-Kay library  lisi,  at  the  present  time, 
nearly  four  hundred  have  received 
membership  certificates  through  Christ- 
mas and  birthday  gifts.  The  store  en- 
courages these  in  its  advertising.  The 
usual  gift  is  for  six  months  and  in  nine- 
ty per  cent,  of  cases  the  recipient  con- 
tinues as  a  member  after  that  time.  To 
the  store  it  means  not  the  selling  of  one 
gift  but  the  live  possibilities  of  a  hund- 
red sales,  so  far-reaching  are  the  effects 
of  every  membership. 


.1.  M.  Robertson  Knitting  Company. 
Limited,  after  the  first  of  December  will 
occupy  new  quarters  at  129  Spadina 
Ave.,  Toronto. 
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The  Making  of  Leather  Bags 

Eighteen  Grades  of  Real  Leather  Used  and  a  Great  Variety  of 
Substitutes — Skins  of  Animals  From  European  Countries  Said 
to    be    Superior    Owing  to    Climatic    Conditions — -The    Process 

Described 


FANCY  goods  counters  nowadays 
display  such  a  bewildering  assort- 
ment of  styles  in  women's  hand- 
bags that  it  is  becoming  a  difficult  mat- 
ter to  keep  track  of  the  various  leath- 
ers, styles  and  shapes  each  season,  so 
quickly  do  new  styles  make  their  ap- 
pearance and  take  the  place  of  the  old. 

A  study  of  the  manufacture  of  hand- 
bags brings  to  light  an  intricate  com- 
bination of  manufactures,  intricate,  be- 
cause in  every  stage  from  tanning  the 
leather  to  finishing  a  bag  there  are  in- 
numerable   processes    to    be    considered. 

To  begin  with,  there  are  about  18 
varieties  of  real  leather  used  for  hand- 
bags as  well  as  numberless  kinds  of  ar- 
tificial leathers,  so  that  there  is  never 
likely  to  be  much  sameness  about  Mi- 
ladi's  handbag  insofar  as  its  fabric  is 
concerned. 

Real  leathers  include  such  varieties 
as  splits,  pigskin,  sheep,  goat,  seal,  wal- 
rus, fishsking,  lizard,  calfskin,  alligator, 
crocodile,  snake,  etc.  As  can  be  judged 
by  the  foregoing  list  of  names,  the  skins 
used  in  making  handbags  come  from  all 
over  the  world.  It  is  said  that  the  skins 
of  animals  from  European  countries  are 
superior  to  domestic  skins,  for  the  rea- 
son that  all  animal^  that  live  where 
there  is  a  widely  varying  climate  sub- 
ject to  strong  winds,  have  very  tough 
hides,  while  the  finest  qualities  come 
from  hilly,  mountainous  districts.  There- 
fore, cattle  and  sheep  fattened  to  pro- 
duce good  beef  and  mutton  do  not  yield 
strong  thick  hides  and  are  not  much 
in  demand  for  high  grade  leather. 

How  Quality  is  Judged 

The  quality  of  the  leather  depends  up- 
on the  condition  of  the  animal  when  it 
is  killed,  as  well  as  upon  the  tanning 
and  dressing  process.  In  its  raw 
state  the  skin  is  not  leather  at  all  but 
becomes  so  when  it  is  dehaired,  cleaned, 
tanned,  preserved  and  dyed.  The  natur- 
al color  may  of  course  be  used  just  as  it 
results  from  the  tanning  process  but 
most  leathers  are  colored  by  dyes. 

People  are  accustomed  to  speak  of  the 
word  "grain"  as  applied  to  leathers,  and 
this  means  the  outer  or  hair  side  of  the 
skin,  different  fiom  the  inner  or  flesh 
surface.  Such  terms  as  seal  grain,  linen 
grain,  cross  grain  as  applied  to  de- 
scribe the  finish  of  handbags  simply 
mean  that  these  effects  are  embossed 
by  hot  plates  on  the  surface  while  it  is 
still  damp  from  being  tanned. 

Why  Skins  are  Tanned 

There  are  two  main  tanning  proces- 
ses, mine  al  and  vegetable,  tanning  be- 


ing necessary  to  prevent  decay  by  means 
of  coating  the  fibres  of  the  skin  with 
some  insoluble  vegetable  or  mineral 
substance.  Finishing  the  leather  entails 
many  processes,  varying  in  number  all 
the  way  from  10  to  50,  depending  upon 
the  kiiid  of  leather  that  is  to  be  pro- 
duced. The  most  artistic  effects  in 
leather  are  found  in  the  natural  grain 
itself,  enhanced  by  soft  rich  colors  and 
the  handsome  finishes  to  which  high 
grade    leather    lends    itself. 

Some  leathers  are  decorated,  and  this 
process  must  be  applied  with  hand  tools 
by  a  skilled  artist,  or  else  embossed  by 
machines  from  dies  which  print  on  the 
leather  a  design  copied  from  a  hand- 
tooled   piece. 

It  is  interesting  to  note  that  the  cus- 
tom of  stamping  or  embossing  leather 
goods  in  ornamental  designs  dates  back 
some  3,000  years  and  was  much  practic- 
ed in  Egypt  as  well  as  in  Europe  in  the 
13th  century.  It  is  difficult  to  detect 
the  hand  tooled  work  from  the  machine 
tooled  design,  one  resembles  the  other 
so  closely. 

After  the  leather  is  cut,  the  sections 
are  sent  to  the  factory  where  the  tooling 
is  done.  This  is  really  hand  carving  on 
leather  and  requires  skilful  handling  of 
a  very  sharp  knife  and  is  usually  done 
by  foreigners  who  possess  the  requi- 
site patience  for  this  type  of  work. 
Tints  and  shadings  of  leathers,  not 
found  in  plain  leather,  are  done  by  an 
air  brush,  being  blended  as  required. 
Any  final  coloring  is  later  added  by  hand 
and  designs  are  thus  brought  out  effec- 
tively. 

Making    the    Bag 

After  all  this  art  work  is  accomplish- 
ed the  leather  is  returned  to  the  fac- 
tory where  the  edges  are  cut  thin  to  do 
away  with  awkward  bulkiness.  Most 
handbag  manufacturers  of  course,  buy 
their    leathers    dressed    and    ready    for 


WE 
Wish  You  and    Yours 

A 

Very  Merry  Christmas 

and  a 

Prosperous  1923 

PUGH  SPECIALTY  CO.,    LTD. 

38  to  42  Clifford  St., 

Toronto,  Canada 


special  finishing,  as  well  as  their  mounts 
and  metal  tops  with  the  catches  or 
trimmings  already  attached.  All  that 
has  then  to  be  done  is  to  plan  the  style 
and  size  of  the  bag  and  the  decorations 
and  finish.  Patterns  of  different  sec- 
tions aie  cut  out  and  laid  on  the  skins. 
A  number  may  be  cut  at  once  by  mach.n- 
ery,  and  lining,  padding  and  pockets  are 
cut  out  at  the  same  time. 

Pockets  and  other  inside  conveniences 
are  first  fitted  and  attached  to  the  lin- 
ing. The  outside  parts  are  sewed  to- 
gether, often  as  in  the  case  of  the  hea- 
vier bags,  with  a  welt  between  the  two 
sides  of  the  leather  and  the  base  and 
sides.  This  adds  strength  and  finish  to 
the  appearance.  Next  the  prepared  lin- 
ing and  outside  are  carefully  fitted  to- 
gether with  padding  between  and  are 
attached  to  the  frame  by  a  method  sim- 
ilar to  the  following:  There  is  a  space 
between  the  sides  of  the  frame  which  is 
usually  brass,  steel  or  tin,  called  the 
"channel.''  Into  this  the  operator  forces 
the  upper  edges  of  the  fitted  parts,  and 
when  the  body  is  properly  fitted  the 
channel  is  clamped  tight. 

The  handle  is  finally  attached  to  the 
bag  and  is  well  finished  and  strong  if 
the  bag  is  of  good  quality.  Silk,  such 
as  heavy  moire,  gros  grain,  or  faille  is 
much  used  as  lining,  while  satins  are 
also  employed  in  better  qualities.  Mer- 
cerized cottons  and  linens  likewise  make 
good    linings. 

Nowadays  mounts  and  trimmings  are 
most  important.  Nickel,  brass,  gun 
metal  or  oxidized  silver,  as  well  as  ster- 
ling silver  and  14  karat  gold  are  all  used 
for  mounts.  In  many  novelty  bags  com- 
position materials  such  as  shell,  galal- 
ith,  amber,  etc.,  are  much  used,  especial- 
ly in  bags  of  artificial  leather  which  is. 
much  employed  in  making  cheaper  bags. 
Artificial  Leathers 

Artificial  leathers  have  a  fabric  base 
and  are  sold  by  the  yard.  They  provide 
an  excellent  substitute  for  real  leather 
for  many  purposes,  such  as  for  uphol- 
stery, traveling  bags,  etc.  Cotton  fab- 
ric is  dyed  scientifically  and  then  coat- 
ed by  a  special  process  to  give  the  feel- 
ing of  leather.  One  artificial  manufac- 
turer claims  to  be  able  to  produce  45. 
different  grains  in  6  different  finishes  in 
250  different  colors.  That  this  number 
of  varieties  is  not  unduly  large  is  easily 
recognized  when  it  is  recalled  how  many 
varieties  of  handbags  there  are  to-day 
on  the  market,  including  the  vanity  bag, 
the  party  case,  shopping  bag,  swagger 
or  sports  bags,  overnight  cases,  bill 
folds,  envelope  bags,  kodaks,  etc. 
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"Salt  and  Pepper"  in  Daily  Routine 

Little  Things  That  Please  the  Customer,  Improve  the  Store  Ser- 
vice, Cut  Down  Overhead  Expenses  and  Make  Better  Sales- 
persons— A  Talk  From  L.  N.  Poulin,  of  Ottawa,  to  the  Members 

of  His  Staff 


A  STAFF  member  of  Dry  Goods 
Review  was  recently  a  guest  at 
one  of  the  informal  talks  on  store 
service  held  each  week  in  the  L.  N. 
Poulin  store,  of  Ottawa,  given  by  Mr. 
Poulin  himself  for  the  benefit  of  the 
entire  staff.  These  talks  are  intimate 
family  affairs  conducted  from  6  to  7  p. 
m.,  usually  on  Mondays.,  during  which 
any  and  all  points  which  concern  store 
service  come  up  for  discussion.  The  staff 
gathers  round  Mr.  Poulin  in  one  of  the 
departments  on  the  main  floor  and  in 
an  informal  but  interesting  manna-  he 
chats  with  them  on  the  problems  which 
have  come  up  during  the  preceding- 
week's  business.  Mr.  Poulin  makes  it 
distinctly  understood  that  these  talks 
are  not  lectures  nor  even  criticism  of 
individual  members  of  the  staff.  On  the 
contrary  he  gives  each  discussion  a  title 
which  arouses  the  curiosity  of  the  lis- 
teners and  stimulates  their  imagination. 
The  talk  in  question  was  entitled  "Salt  and 
Pepper"  and  referred  to  the  variety  of 
little  things  which  are  of  trifling  im- 
poitance  in  themselves  yet  which  go  to 
perfect  and  improve  the  service  render- 
ed by  the  store  as  a  whole. 

Most  of  the  ideas  discussed  would  be 
well  heeded  by  the  sales  staff  of  other 
stores,  particularly  at  the  holiday  sea- 
son, and  are  handed  on  for  this   reason. 

Deliveries 

tt'^p  HE  quest  on  of  deliveries  is  im- 
A  portant  at  this  time  of  year,"  said 
Mr.  Poulin.  "Our  regular  deliveries  are 
at  10  a.  m.  and  at  4  p.  m.  until  further 
notice.  Keep  in  mind  therefore,  that 
though  we  want  to  send  everything  we 
can  for  customers,  we  must  not  forget 
our  drivers,  and  so  anything  bought  af- 
ter 4  p.  m.  must  be  held  over  until  thy 
next  morning  if  the  customer  is  willing 
to  wait.  But  in  special  cases  consult  the 
department  head,  of  course,  and  in  ail 
cases  please  suggest  that  customers  car- 
ry small  parcels  with  them." 

"Watch  the  measurements  of  yard 
goods.  Do  you  know  that  thousands  of 
dollars  can  be  lost  in  cutting  ribbons 
and  other  materials  continually  on  a 
slant?  I  would  ask  you  all  to  cut  across 
accurately  so  that  this  costly  if  trifling 
waste  of  a  few  inches  is  avoided.  Also 
watch  the  amount  that  you  measure  off, 
and  when  a  customer  buvs  a  yard  and 
seven  eighths,  do  not  give  her  two 
yards." 

"Be  alert  at  this  time  of  year  to  watch 
for  pilfering.  To-day  for  example,  a 
bottle  of  French  perfume  priced  at  $6.75 
was  taken   out  of    its  case  by  someone, 


while  two  imported  jet  girdles  were  ruin- 
ed by  having  the  tassels  torn  off  them 
by  some  person  who  was  anxious  to  pos- 
sess them  without  paying.  Even  if  you 
have  no  selling  to  do,  there  is  pknty  to 
do  to  watch  over  your  department  in 
this  respect." 

"Be  very  careful  not  to  misrepre- 
sent merchandise.  It  will  not  be  toler- 
ated in  this  establishment.  Sell  goods 
exactly  as  they  are,  and  never  for  a  mo- 
ment sell  union  goods  for  linen  or  mer- 
cerized for  silk.  If  you  are  not  sure 
ask  someone  to  tell  you." 


"I 


WOULD  advise  the  new  comers 
to  our  selling  staff  to  study  the 
store  directory  carefully.  Have  it  by 
heart  if  possible  so  that  you  can  direct 
customers    readily   and    accurately." 

"Use  judgment  in  distributing  Christ- 
mas boxes.  Perhaps  you  do  not  real- 
ize that  these  boxes  cost  a  store  on  the 
average  of  $1,400,  on  which  there  is  no 
return.  Therefore  be  careful  of  them 
and  see  that  they  are  used  with  the 
right  goods  and  with  discretion." 

"If  you  are  called  on  to  serve  in  an- 
other department,  do  so  willingly  and 
cheerfully  even  though  you  dislike  the 
idea  of  a  change.  The  management  is 
continually  having  to  supply  extra  ser- 
vice in  one  department  or  another  and 
it  is  all  for  the  good  of  the  store  and 
yourself,  particularly  if  I  can  draw  on  ex- 
perienced clerks  instead  of  new  recruits 
for  special  work.  One  cannot  know  too 
much  about  anything." 

"If  it  is  necessary  to  get  something 
out  of  the  window  to  please  a  customer 
it  is  preferable  that  one  of  the  display 
men  should  do  it  for  you  lest  in  some  way 
you  disturb  the  window.  Yesterday 
somebody  knocked  over  a  unit  and  spoil- 
ed a  window  just  by  reaching  for  an  ar- 
ticle in  the  front  instead  of  asking  a  dis- 
play man  for  it." 

"Remember  just  now;  when  the  store  is 
crowded  with  shoppers  that  customers 
must  be  given  the  preference  where  the 
elevators  are  concerned  to  avoid  conges- 
tion and  also  when  standing  in  the  aisles, 
be  sure  you  are  parallel  with  the  coun- 
ters rather  than  facing  across.  This  at- 
titude takes   less   room." 

"Do  not  exchange  goods  for  your  in- 
timate personal  friends.  This  store  re- 
serves the  right  to  decide  in  all  matters 
relating  to  exchange  of  merchandise  and 
consequently  all  cases  must  be  brought 
to  the   attention  of  the  executive." 

"AT  ALL  t;m;s,  be  sure  you  repeat 

■**•  the  amount  of  money  given  you  by 

a  customer.   This  saves  friction   in   cases 


of  mistake  in  change.  Likewise,  be 
sure  you  repeat  the  name  oi  the  street 
address,  since  in  Ottawa  there  are  doz- 
ens of  streets  which  sound  like  others 
and  lead  to  endless  errors  unless  watch- 
ed. Also  be  sure  to  make  out  the  sales 
check  before  wrapping  the  parcel  and 
see  that  the  customer  gets  the  duplicate. 
If  the  customer  does  not  get  a  duplicate 
she  cannot  make  an  exchange  later  and 
this  naturally  destroys  her  confidence  in 
the  store." 

"Remember  that  none  of  you  are  judg- 
ed by  the  amount  of  money  that  you 
take  in  but  rather  by  the  standard  of 
service  that  you  give  the  customer  and 
the  way  in  which  you  sell  the  merchan- 
dise. The  amount  of  an  individual  sale 
is  nothing  in  comparison  with  the  feel- 
ing of  goodwill  that  you  help  to  build 
u-)." 


"W 


ATCH  that  your  counters  and 
ledges  are  kept  spotlessly  clean, 
as  it  adds  much  to  the  attractive  appear- 
ance of  the  store.  To-day  I  noticed  that 
two  of  the  oldest  counters  in  the  building 
both  of  which  are  fully  30  years  old  and 
have  never  had  a  coat  of  varnish,  have 
the  appearance  of  being  new  and  just 
painted,  just  because  the  head  of  this 
department  keeps  them  polished  and 
shining  by  the  aid  of  a  duster  every  day. 
Be  proud  of  your  department  even  if  the 
fixtures  are  not  new." 

"Remember  that  r.obody  knows  it  all 
in  retail  merchandising.  Sometimes  a 
customer  may  know  much  more  than 
you  do,  and  it  is  never  wise  to  adopt  an 
attitude  of  superior  knowledge.  We  re- 
ceive complaints  sometimes  from  cus- 
tomers because  our  sales  clerks  make 
statements  which  are  exaggerated  or  un- 
founded. Be  accurate  and  bear  in  m'nd 
that  none  of  us  can  know  everything." 
"Be  satisfied  with  your  job  and  try  to 
realize  that  in  the  retail  store  you  have 
the  greatest  opportunity  in  the  world 
for  advancement.  There  is  no  work  so 
pleasant,  and  with  hundreds  of  appli- 
cants literally  besieg'ng  me  for  posi- 
tions in  the  store  I  can  only  urge  upon 
you  to  make  the  most  of  your  job  if  you 
like  it  and  if  you  do  not.  why  let  some- 
one else  have  it.  Watch  how  enthusias- 
tic the  demonstrators  are  who  visit  the 
store  from  time  to  time.  They  havp 
to  sell  just  one  line  all  the  time  and 
keep  at  it  from  morning  to  night,  yet 
they  show  the  greatest  enthusiasm  con- 
stantly and  one  would  think  it  was  all 
fresh  and  new  to  them.  Study  how  they 
sell  and  you  will  learn  much  that  will  bo 
of  use." 

(Continued    on    next    page) 
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"RECEIPT   TAX    WILL    HANDICAP 
TRADE" 

(Continued    from    page    18) 

in  the  most  autocratic  manner,  to  take 
effect  on  January  1st,  1923.  In  our 
opinion,  it  should  te  suspended,  and  as 
we  are  an  active  part  of  the  electorate 
•of  the  Dominion,  every  retail  merchant 
should  do  all  within  his  power  to  let 
the  legislators  of  our  Dominion  Parlia- 
ment understand  that,  as  loyal  citizens, 
we  want  to  help  to  pay  every  cent  of  our 
war  debt,  but  we  must  not  be  hampered 
and  annoyed  in  our  daily  business  t  ans- 
actions,  and  be  subjected  to  paying 
heavy  fines.  In  other  words,  Govern- 
ments must  be  told  to  keep  their  hands 
off  business,  and  allow  it  to  flow  as  free- 
ly and  as  rapidly  as  possible  through  the 
natural  channels   of  trade. 

"Before  we  are  asked  to  pay  we  should 
be  consulted  as  to  what  effect  any  pro- 
posed system  would  have  on  our  business, 
as  the  more  unnecessary  expenses  that 
are  put  upon  us  the  more  the  public 
will  be  called  upon  to  pay  in  the  end. 
Every  retail  merchant  knows  that  when 
postage  stamps  are  placed  on  receipts 
or  cheques,  or  any  other  documents,  for 
the  purpose  of  paying  our  war  debts, 
that  it  is  an  unbusinesslike  system,  as 
we  have  been  led  to  believe  that  postage 
stamps  and  Inland  Revenue  war  stamps 
are  for  entirely  different  purposes,  and 
if  they  cannot  be  kept  separate — and  it 
appears  that  they  cannot — this  fact  alone 
should  be  sufficient  to  condemn  that 
method  of  the  collection  of  revenue.  The 
present  system  of  placing  stamps  or 
cheques,  drafts,  notes  and  bills  of  ex- 
change is  bad  enough,  and,  in  our  opin- 
ion, should  be  abolished  without  adding 
the  further  annoyance  by  adopting  the 
same  system  on  receipts. 

"This  legislation,  if  it  goes  into  exfect 
on  January  1st  next,  will  affect  all 
classes  alike — farmers,  manufacturers, 
wholesalers,  retailers,  bankers,  the  labor- 
ing classes  and  all  municipalities  and 
corporations.  We  are  well  aware  that 
the  Government  wants  money  to  j  ay  our 
war  debts  but  we  wart  it  raised  in  the 
least  annoying  manner,  i.nd  we  consider 
that  when  we  are  made  partners  with  the 
Government  in  order  to  collect  it,  we 
should  be  consulted  as  to  how  we  think 
the  money  should  be  raised,  without  dis- 
turbing- our  commercial  operations. 


SALT  AND  PEPPER  IN  DAILY 
ROUTINE 

(Continued  from  previous  page) 
A  QUESTION  box  is  maintained  by 
-£*■  the  Pculin  store  in  which  all  quer- 
ies relative  to  store  problems  are  drop- 
ped by  the  staff  and  are  taken  up  dur- 
ing the  weekly  conference.  In  this  way 
individual  problems  are  solved  without 
the  need  of  calling  attention  to  any  one 
individual. 

The  staff  enjoy  these  talks  given  by 
Mr.  Poulin  and  here  and  there  a  note  is 
jotted  down  for  future  reference.  Every- 
body part'eipates  in  the  gathering  from 
the  littlest  cash  girl  to  the  head  him- 
self,  and   results    are    noticeable    almost 


The  New  Anti-Combines  Bil 


BILL  No.  207,  An  Act  for  the  Bet- 
ter Prevention  of  Certain  Commer- 
cial Agreements,  which  was  given 
its  first  reading  in  the  Ontario  Legis- 
lature on  April  6  last  and  which  was  to 
have  come  into  force  on  the  first  day  of 
July,  1922,  has  been  completely  altered. 
As  a  matter  of  fact,  according  to  infor- 
mation received,  nine  of  its  eleven 
sections  have  fallen  by  the  wayside,  all 
that  remains  of  the  original  bill  being: 

"No.  207  1922 

BILL 

"An  Act  for  The  Better  Prevention  of 
Certain  Commercial  Agreements. 

"1.  This  Act  may  be  cited  as  The  Com- 
mercial Agreements  Act,   1922. 

"2.  In  this  Act: 

"  'Agreement'  shall  include  contract, 
arrangement,  understanding,  combina- 
tion and  conspiracy  whether  written, 
verbal  or  tacit." 

Now,  the  alternative  sections  making 
up  the  balance  of  the  new  bill  are  as  fol- 
lows: 

"3.  Upon  the  Attorney  General  filing 
an  affidavit  of  any  person  setting  forth, 

(a)  that  an  agreement  such  as  is  de- 
scribed in  section  4  is  in  existence; 

(b)  that  the  deponent  verily  believes 
that  such  agreement  is  unlawful; 

(c)  that  certain  persons,  naming  them, 
are  parties  to,  or  have  knowledge  of 
such  agreement  or  circumstances  con- 
nected therewith. 

"The  Supreme  Court  either  before  or 
after  action  brought  as  hereinafter  pro- 
vided may  make  order  on  the  ex  parte 
application  of  the  Attorney  General,  en- 
titling him  to  examine  under  oath  the 
persons  so  named  and  to  have  production 
of  all  books,  documents,  records,  mem- 
oranda, letters  or  other  writings  relat- 
ing thereto  in  accordance  with  the  con- 
solidated Rules  of  Practice  of  the  Su- 
preme Court  governing  discovery. 

"4.  An  action  may  be  brought  by  the 
Attorney  General  of  Ontario  in  the  Su- 
preme  Court  for  a  declaration   that   an 


immediately,  particularly  in  the  case  of 
the  extra  sales  clerks  taken  on  for  the 
holiday  season. 

C.  Telford,  formerly  of  Peterboro,  has 
joined  the  staff  of  the  C.  H.  Smith  Co., 
Ltd.,  of  Windsor,  as  manager  and  buyer 
for  the  china,  giassware  and  basement 
<]■  parment. 

John  Stockton,  formerly  with  the  firm 
of  J.  Mickleborough,  St.  Thomas,  Ont., 
has  returned  to  that  city  as  buyer  and 
manager  for  trie  carpet  and  drapery 
department  of  J.  H.  Gould,  Ltd.  Mr. 
Stockton  has  been  with  the  Neilson 
Furniture  Company,  Calgary,  for  the 
past  11  years. 


agreement. — 

(a)  constitutes  a  conspiracy  in  re- 
straint of  trade  as  being  an  agreement 
between  two  or  more  persons  to  do  or 
procure  to  be  done  an  unlawful  act  in 
restraint  of  trade;  or 

(b)  is  an  agreement  to  unduly  limit 
the  facilities  for  transporting,  produc- 
ing, manufacturing,  supplying,  storing 
or  dealing  in  any  article  or  commodity 
which  may  be  a  subject  of  trade  or  com- 
merce; or 

(c)  is  an  agreement  to  restrain  or  in- 
jure trade  or  commerce  in  relation  to  any 
such  article  or  commodity;  or 

(d)  is  an  agreement  to  unduly  limit 
or  restrain  the  manufacture  or  produc- 
tion of  any  such  article  or  commodity  or 
to  unreasonably  enhance  the  price  there- 
of; or 

(e)  is  an  agreement  to  unduly  pre- 
vent or  lessen  competition  in  the  pro- 
duction, manufacture,  purchase,  barter, 
sale,  transportation  or  supply  of  any 
article  or  commodity,  and  that  such 
agreement  is  unlawful  and  void  and  for 
an  injunction,  mandatory  order  or  other 
relief. 

"5.  If  the  Court  finds  that  such  agree- 
ment comes  within  any  of  the  clauses 
from  (a)  to  (e)  of  section  4  it  shall  de- 
clare such  agreement  illegal  and  void  to 
all  intents  and  purposes  and  the  Court 
may  make  such  order  with  respect  to 
past  and  future  dealings,  rights  or  obli- 
gations of  the  parties  to  such  agreement 
as  may  be  deemed  just  and  expedient 
having  in  view  the  course  of  business 
between  the  parties,  the  degree  of  good 
faith  manifested  by  them  in  entering 
into,  acting  under,  or  carrying  out  such 
agreement  and  the  protection  of  the 
public  interest,  and  may  make  such  fur- 
ther order  as  the  circumstances  require 
to  prevent  the  carrying  out  of  such 
agreement  or  any  similar  agreement. 

"6.  This  act  shall  come  into  force  and 
take  effect  on  the  first  day  of  Jun?, 
1923." 


"Kent-McClain  Again" 

H.  C.  Wallace,  Toronto 

In  his  new  premises  on  Ronces- 
valles  Avenue,  Mr.  H.  C.  Wal- 
lace has  installed  very  beautiful 
window  backs.  Black  walnut 
panelling  provides  an  appro- 
priate setting  for  the  tasteful 
arrangement  of  Women's  and 
Children's  Wear,  and  attracts 
the  favourable  attention  of 
every  passerby.  These  window 
backs  were  designed  and  built 
by  Kent-McClain,  Limited  (Tor- 
onto Show  Case  Company). 
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WM.  E.  WRIGHT  SAYS: 

"Home  sewers  seem  to  like  our  sewing  books  showing 
them  new  uses  of  WRIGHT'S  Bias  Tape.  Almost  sixty 
thousand  of  them  wrote  in  to  us  for  this  book  this  year. 
Apparently  they  have  acquired  the  habit  of  sending  for 
our  sewing  books  as  they  appear. 

"I  told  you  last  month  in  this  column  that  we  were 
putting  out  an  extra  Christmas  Gift  Book  and  asking 
10  cents  for  it.  We  were  delighted  to  find  that  our 
correspondence  is  proportionately  as  heavy  on  this 
special  book  as  it  has  been  previously  on  the  regular 
books   distributed  without   charge. 

"For  years  we  have  been  educating  home  sewers  to  use 
WRIGHT'S  Bias  Tapes  intelligently  so  that  they  save 
time,    save    money    and    have   better    looking   and    better 

wearing  wash 
clothes  for  them- 
selves and  their 
children.  We  are 
now  seeing  the  un- 
mistakable results 
of  this  effort. 
WRIGHT'S  tape  is 
the  familiar  friend 
of  home  sewers;  it 
is  the  tape  they 
know,  the  tape 
they  like,  the  tape 
they  ask  for  at 
the    counter." 


Send  for  Color  Card  of 

WIIflRlliroiMi 

with  full  description  of  widths  and  materials  for  reference  — 
showing  our  full  line  of  fast  colored  percales  in  13  plain  colors, 
7  colors  checked  and  6  colors  striped;  also  taffeta  silk  in  6  plain 
colors  and  white   and  black. 

The  Bias  Tape  with  the  Greatest  Elasticity. 
"It's  in  the  Making." 

WM.  E.  WRIGHT  &  SONS  COMPANY 


Manufacturers 

350-370    Scotland 

Road 

Orange,  N.J. 


WRIGHTS 
BIASFOLDTAPE 

v  It  turns  itself  i 


How  much  am  I 
offered  for  this  ? 


TOURING  the  eleven  months  of  this  year  Men's  Wear  Review 
^  has  passed  along-  to  its  readers  ONE  HUNDRED  AND 
TWENTY-EIGHT  merchandising  ideas  that  have  been  tried 
out  in  different  stores  in  Canada  and  the  United  States. 
These  included  many  articles  on  Salesmanship. 

It  has  had  TWELVE  special  articles  on  advertising,  writ- 
ten by  advertising-  experts. 

It  has  given  to  its  subscribers  SIXTY-NINE  window  and 
interior  displays   from   Canadian   and   American   sources. 

It  has  shown  them  FIFTY-NINE  illustrations  of  new 
goods,   the   outcome   of   Canadian  manufacturers. 

And  it  has  given  them  a  half-dozen  specially  written 
articles  dealing  with  the  manufacturing  processes  of  different 
lines   in  men's   wear. 

It  has  carried  a  special  series  of  articles  on  The  Art  of 
Showcard  Writing,  written  by  a  staff  member  of  the  best 
Toronto    College. 

— Pretty  good  returns  for  the  $2.00  they  invested  a  year 
ago,  isn't  it?  And  it  is  our  earnest  purpose  to  give  an  even 
larger  and  if  possible  a  more  practical  service  with   1923. 


Am  I  offered  S2.00-  for  such  a  service  for    1923  ? 


Subscribe  now — while  you're  thinking  about  it! 


1922 


MEN'S  WEAR  REVIEW, 

143-153  University  Ave.,  Toronto. 
Please  enter  my  name  to  receive  regularly  the  monthly  copies 
of  Men's  Wear  Review  for  1923.     It  is  understood  that 
by  subscribing  now  I  get  the  December,    1922,   issue  as  well. 

I   am  enclosing, $2. 00 — or  you  may  bill  me  at  the  first  of 
the  year  for  that  amount. 


Nc 


Addr 
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We  desire  to  extend  to  you  the 
compliments  of  the  season  and  express 
our  sincere  wishes  for  your  prosperity 
during  the  coming  year. 

It  is  our  earnest  desire  to  have  a 
continuance  of  the  cordial  relations 
existing  between  us. 

Dale  Wax  Figure  Co.,  Ltd. 

Canada's  Leading  Display  Fixture  House 
86  York  Street  -  Toronto 


Agents : 


MONTREAL— P.  R.  Munro,  New  Birks  Bldg.     WINNIPEG — O'Brien,  Allen  & 
Co.,  Phoenix  Block.    VANCOUVER— E.  R.  Bollert  &  Son,  501  Mercantile  Bldg. 


We  wish  our  customers,  present  and  prospective  a 

STopou*  Cfjristmas; 

and  a 

fSrogpfrousi  J^eto  §pear 
DELFOSSE  &  COMPANY 

247-249  Craig  St.  W„  Montreal 


"Canada's  Oldest  Fixture  House" 

A.  S.  Richardson  Co.,Limited 

BELLEVILLE,  ONTARIO 


Let  us  figure  your  Display  Fixture  wants. 

Papier-mache     forms,     wood     and     metal 
fixtures,     hangers     and     silent     salesmen. 

AGENCIES— Halifax,     Montreal,     Ottawa,     Toronto, 
Windsor,  Winnipeg,  Regina,   Calgary,   Vancouver. 


Make  Your  Show  Windows  Pay  Your  Rent 

A  Chest  Full  of  Interchangeable 

Window  Display  Fixtures 

For  Displaying  All  Kinds  of  Merchandise 
That  Will  Give  10  Years  Service  at  Little  Cost. 
Ask  for  Catalog.  Enough  Good  Oak  Fixtures  to  Fill  Your  Windows. 

Shipped  Thru   Jobber  or  Direct  from  Hamilton,   Patented   and   Made  in   Canada 

The  Oscar  Onken  Co.     3851  i,hst.     Cincinnati.O. 
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The  Art  of  Showcard  Writing 

Describing  the  Layout  and  Lettering  for  Posters  and  Showcards 
Advertising  the  January  Clearance  Sales — How  to  Obtain  At- 
tractive  Effects,   Design   and   Coloring — Ornamental   and   Con- 
ventional Styles 


By  JALEXO 


Wr  E  have  seen  enough  and  to 
spare  of  +he  sale  poster  that 
flaunts  cranes  in  a  sky  and 
ducks  in  a  pond.  That's  the  kind  of 
poster  one  looks  at  but  seldom  reads. 
There  is  a  certain  other  kind  of  poster 
however,  that  is  made  to  be  read  and 
remembered;  it  is  the  poster  that  sub- 
ordinates the  decoration  to  the  letter- 
ing. As  weeds  are  a  drawback  in  the 
ground  where  flowers  should  grow,  so 
is  excessive  decoration  a  detriment  on 
the  poster  where  lettering  should  show. 

There  should  be  no  difference  in  the 
poster  used  in  the  cities  from  that  used 
in  the  smaller  towns  where  the  agitation 
of  the  cities  does  not  reach.  The  poster 
that  looks  attractive  in  one  place  is 
bound  to  look  equally  attractive  in  an- 
other. There  is  no  exclusiveness  about 
city  posters  that  cannot  be  obtained  in 
the  country. 

Appropriate   Sizes   and   Shapes 

The  most  satisfactory  poster  delivers 
its  message  readily  and  at  the  same 
time  focuses  one's  attention  on  the  win- 
dow. The  depth  of  such  a  poster  should 
not  reach  below  the  level  of  the  eye. 
In  other  words,  the  bottom  of  the  poster 
ought  to  be  at  least  six  feet  from  the 
ground.  This  permits  a  clear  view  of 
the  window  and  its  contents  and  on  the 
whole  is  infinitely  more  presentable  to 
both  the  customer  and  the  store.  The 
poster  requires  careful  handling.  Noth- 
ing so  mars  the  effect  of  a  sale  as  un- 
sightly window  announcements.  The 
poster  might  easily  be  large  and  im- 
pressive and  yet  appear  neat  and  pleas- 
ing. 

The  average  poster  takes  an  oblong 
shape,  and  many  desirable  effects  may 
be  worked  out  in  this  style.  This  kind 
of  poster  may  show  display  lines 
straight  or  curved,  and  the  same  rules 
hold  good  for  the  poster  work  as  for 
showcards.  The  dominating  words 
should  be  made  to  stand  out  in  bold  re- 
lief so  that  he  who  runs  may  read.  The 
lettering  should  be  clean-cut  so  that 
there  will  be  no  doubting  the  purpose 
of  the  message. 

In  the  case  of  a  poster  measuring  nine 
feet  long  by  three  feet  deep  with  the 
inscription,  "Great  January  Clearance," 
the  size  of  letters,  border  and  coloring 
may  take  any  one  of  a  number  of  forms. 
The  writer  recalls  one  particularly  at- 
tractive poster  containing  the  before- 
mentioned  inscription  and  has  had  it  re- 
produced in  the  accompanying  illustra- 
tion.    The  lettering  was  done  in  an  ex- 
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cellent  poster  style  showing  an  attrac- 
tive brown  color  with  an  outline  of  yel- 
low striped  around  each  letter.  The 
poster  itself  was  in  a  tan  shade  and  was 
decorated  with  a  wavy  line  border  done 
in  a  color  slightly  darker  than  the 
poster.  The  entire  color  scheme  pre- 
sented quite  a  striking  appearance  and 
is  worthy  of  repeating  in  any  store  to- 
day. 

The  "Pre-Inventory  Sale"  poster  was 
sufficiently  attractive  to  warrant  repro- 
duction in  this  treatise.  The  poster  in 
this  case  was  tinted  in  a  pale  green.  The 
lettering  was  done  in  ultra  marine  blue 
showing  a  yellow  stripe  running  through 
the  component  parts  of  each  character. 
The  sketch  of  the  "sweeper"  and  the  rib- 
bon border  effect  were  both  done  in  a 
harmonizing  shade  of  dark  green.  This 
on  the  pale  green  ground  produced  a 
pleasing  poster.  A  character  sketch  of 
the  sort  reproduced  on  this  poster  is 
easily  sketched  even  by  one  who  has 
little,  if  any,  artistic  ability. 

Another  poster  quite  as  remarkable  as 
the  foregoing,  and  which  is  likewise 
reproduced  herewith,  contained  the 
words  "January  White  Sale."  It  was  a 
study  in  blue  and  white.  The  poster  was 
white.  The  border  lines  were  done  in 
pale  blue.  The  curtain  effect  above  the 
oval  was  done  in  a  shade  of  blue  some- 
what darker  than  the  borders  yet  not 
so  dark  as  the  lettering.  The  lettering 
was  in  royal  blue  and  overshadowed 
everything  else.  The  modified  style  of 
lettering  was  less  severe  than  the  plain 


block  and  was  decorative  without  being 
freakish.  The  size  of  this  poster  was 
approximately  3x3%  feet. 

The  illustration  which  shows  the  man 
and  the  box  is  simple  and  realistic.  The 
box  offers  a  tempting  surface  for  em- 
bellishment, so  we  have  "Clearance 
Sale"  lettered  on  it.  This  attti active 
sketch  done  in  red  and  black  on  a  card 
22  x  22  inches  attracted  considerable  at- 
tention. The  color  scheme  was  some- 
thing after  this  fashion:  The  man,  let- 
tering and  box  were  in  black,  a  al  the 
border  lines  were  in  light  red.  This  kind 
of  card  as  you  can  see  is  not  difficult  to 
do.  The  color  scheme  might  be  altered 
to  meet  any  requirement.  The-  box 
could  be  in  natural  shade  with  blue 
lettering;  the  man  In  black  and  the 
border  lines  in  pale  blue;  all  on  a  white 
card. 

Since  the  lettering,  borders  and 
sketches  on  these  posters  are  inter- 
changeable, the  showcard  writer  ought 
to  find  no  difficulty  in  producing  differ- 
ent effects,  according  to  his  Individual 
ideas.  The  examp'e  shown  here  will 
give  the  reader  some  idea  regarding  the 
extent  to  which  the  decorative  motifs 
may  be  carried  out  without  detracting 
from  the  legibility  of  the  poster.  Each 
example  contains  as  much  art  work  as 
the  subject  will  bear,  and  to  add  further 
embellishment  migjht  seriously  impair 
the  balance  and  technic  of  the  work. 

The  season  of  clearance  sales  will 
soon  be  upon  us.  There  will  be  posters 
(Continued  on  page  99) 
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Inaugural  Meeting  of  Display  Men 

Claude  Forsyth,  of  Kitchener,  Entertains  Toronto  Display  Men's 
Club  to  Complimentary  Banquet  at  King  Edward— Gives  Instruc- 
tive Address  on  Value  of  Display  Work  in  Greater  Distribution 
of  Merchandise — Outlook  for  Spring  Good 


TORONTO'S  newly-organized  Dis- 
play Men's  Club  got  off  to  a  good 
start  on  the  evening  of  the  20th 
of  November  when  Claude  Forsyth,  of 
Kitchener  entertained  the  members  of 
the  Club  and  many  other  display  men 
who  are  likely  to  become  members,  to  a 
complimentary  banquet  given  at  the 
King  Edward  Hotel.  Many  expressions 
of  appreciation  of  the  hospitality  of  Mr. 
Forsyth  were  heard  on  every  side,  and 
it  was  felt  that  he  had  done  a  real  ser- 
vice to  the  promotion  of  better  display 
work  in  this  city  by  bringing  these  men 
together  and  interesting  them  in  an  or- 
ganization whose  in  luence  may,  in  the 
not  far  distant  future,  become  Dom.nion 
wide.  During  the  course  of  a  very  in- 
teresting address  on  window  display 
work,  the  host  of  the  evening,  from  his 
wide  experience  as  a  traveller  from 
coast  to  coast,  dwelt  upon  the  necessity 
of  a  greater  appreciation  of  the  value 
of  display  work  in  merchandising,  and 
expressed  the  wish  that  newly-formed 
Display  Men's  Club  would  be  the  nuc- 
leus of  a  wider  organization  embracing 
display  men  from  one  coast  to  the  o-ther. 
Upwards  of  a  hundred  men  sat  down 
to)  the  banquet.  President  Lacey  oc- 
cupied the  chair  and  seated  with  him  at 
the  table  were  the  other  officers  of  the 
Club.  Following  the  dinner,  Mr.  For- 
syth gave  an  address  on  Window  Dis- 
play work. 


In  his  opening  remarks,  the  speaker 
•  expressed  the  hope  that  this  organiza- 
tion would  lead  to  the  larger  develop- 
ment of  display  work  not  only  in  Tor- 
onto but  over  all  the  country. 

The  problem  of  the  retailer,  he  said, 
vas  the  problem  of  greater  distribution 
of  merchandise  and  anything  that  coil- 
la  ibutad  to  the  solution  of  that  problem 
was  an  asset  to  his  business.  Window 
display  was  synonymous  with  advertis- 
ing and  the  window  display  manager 
should  be  considered  as  much  an  adver- 
tising man  as  the  advertising  manager. 
He  believed  the  display  man  would  do 
well  to  make  a  careful  study  of  adver- 
tising in  all  its  phases.  In  the  year 
1920,  he  said,  $1,284,000,000  had  been 
spent  in  the  United  States  in  adver- 
tising and  of  this  amount  $20,000,000 
had  been  spent  in  window  display  and 
interior  display  work.  It  was  an  im- 
portant item,  constituting  about  5  per 
cent  of  the  total  amount  spent  on  pub- 
licity. 

A  97  Per  Cent.  Chance 

Mr.  Forsyth  quoted  the  Dry  Goods 
Economist  as  showing  that  97  per  cent, 
of  all  the  sales  made  over  the  retail 
counter  were  the  result  of  the  effort  of 
the  retail  internal  organization  and  only 
3  per  cent,  due  to  advertising.  He  be- 
lieved   it    was    well    for    :he    retailer    to 


realize  that  he  had  97  chances  out  of 
one  hundred  to  influence  the  consumer. 
In  a  recent  analysis  that  had  been  made 
as  a  result  of  a  vote  given  by  the  retail 
trade  in  the  United  States  on  three 
phases  of  merchandising — window  dis- 
play, direct  by  mail  advertising,  and 
newspapers — it  had  been  shown  that  58 
per  cent,  of  those  who  voted  favored 
window  display,  30  per  cent,  direct  by 
mail  advertising  and  12  per  cent,  news- 
papers. The  speaker  added  that  the 
window  and  the  store  front  were,  per- 
haps, the  most  valuable  mediums  of  ad- 
vertising. 

Three   Factors 

Mr.  Forsyth  pointed  out  that  there 
were  three  factors  for  the  retailer  to 
consider  in  securing  this  97  per  cent, 
opportunity  to  reach  the  consumer. 
These  were  location,  salesmanship  and 
the  character  of  his  merchandise.  He 
gave  the  experience  of  a  western  retail- 
er who,  by  the  closest  of  observation,  dis- 
covered that  of  the  90  per  cent,  of  the 
people  who  passed  his  store  only  25 
per  cent,  of  them  were  customers.  By 
improving  his  store  front  and  making 
better  displays  in  the  windows  he  found 
that  he  was  adding  25  new  customers 
per   week.     To  bring   the   lesson    of  the 

(Continued  on  page  99) 
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Upwards  of  one   hundred  men  sat  down  to  the   inaugural  banquet  of  the  Toronto  Display  Men's  Club  at  the  King 
Edward   on   Nov.   20th.    Claude   Forsyth  of  Kitchener  was  "Mine  Host." 
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Color  and  Combination  in  Display 


A.  L.  Bronskill  Gives  Interesting  Address  to 
Toronto  Display  Men's  Club  Dealing  With  Layout 
of  Window  and  Method  of  Securing  Proper  Bal- 
ance— Club  Members  to  Hold  Dance  in  January 


c 


OLOR  and  Composition"  was 
the  subject  of  a  very  interest- 
ing address  given  by  A.  L. 
Bronskill  to  the  Toronto  Display  Men's 
Ciub  on  the  evening  of  December  4th. 
Mr.  Bronskill  is  a  designer  of  fixtures 
and  this  work  has  brought  him  in  very 
close  contact  with  some  of  the  prob- 
lems of  the  window  display  man.  Dur- 
ing the  course  of  his  address,  Mr.  Bron- 
skill developed  the  idea  that  the  dis- 
play man  should  plan  his  window  on 
paper  before  he  actually  starts  the 
work.  At  first,  he  said,  this  would  be 
difficult;  but  in  time  when  he  became 
accustomed  to  proportionate  spaces  in- 
dicated on  the  paper  plan,  he  would 
know  exactly  what  amount  of  merchan- 
dise would  eo  in  the  window — a  very 
useful  bit  of  information  for  the  display 
man  when  he  was  asked  to  put  in  a  sale 
window,  for  instance,  when  quantity 
merchandise  was  required. 

Work   By   Plotting 

In  his  opening  remarks  the  speaker 
said  that  any  window,  in  respect  to  the 
fixtures  to  be  used  or  the  elevation, 
could  be  worked  out  by  plotting  on  the 
square  plan  just  as  the  surveyor  went 
about  his  work.  The  window  and  the 
background  could  be  squared  off  as  a 
checkerboard.  By  doing  this  it  would 
be  found  that  there  was  usually  space 
for  each  article  that  was  to  be  displayed. 
In  this  kind  of  layout,  however,  there 
was  a  danger  of  having  it  too  well  bal- 
anced, there  would  not  be  enough  var- 
iety; this  could  be  overcome  by  running 
diagonals  both  ways  which  would  make 
a  diamond.  Of  course  this  did  not  mean 
that  one  article  should  go  on  each 
square;  one  article  might  take  four- 
squares and  one  single  square  might 
be  used  on  each  of  four  squares  in  the 
corners  of  the  window.  This  would  give 
a  fair  window  composition.  Mr.  Bron- 
skill pointed  out  that  there  were  such 
articles  as  scarfs,  draperies,  ties,  etc., 
that  could  not  be  laid  straight  on  these 
squares;  but  with  these  a  corner  of  the 
square  might  be  taken  and  the  article 
worked  around  this  corner. 

Unbalanced   Balance 

Mr.  Bronskill  referred  to  the  unbal- 
anced balance  that  sometimes  developed 
out  of  a  too  well-balanced  window 
planned  on  this  square  idea.  To  over- 
come this,  he  suggested  that  a  very  tall 
article  might  be  put  in  one  corner  with 
a  much  smaller  one  in  the  other.  This 
would  give  the  unbalanced  balance 
around  which  the  symmetry  of  the  whole 
window  could  be  developed.  The  speak- 
er said  that  in  working  on  this  square 
pl?n  it  might  be  found  that  there  was 
too    much    space    between    articles.      He 


advised  working  in  threes;  in  this  way 
it  would  be  found  that  the  odd  numbers 
were  the  squares  to  show  goods  on. 

Colors 

In  speaking  of  colors,  Mr.  Bronskill 
said  that  yellow  gave  the  strongest  light 
and  reflection;  if  the  sun  were  not  yel- 
low, he  said,  we  would  not  have  nearly 
as  much  light  as  we  have.  In  using  red, 
one-third  more  might  be  used  than  yel- 
low, but  in  the  case  of  blue  there  was  a 
drop  in  its  value  because  it  lacked 
strength  and  vividness.  Only  about  25 
per  cent,  of  blue  should  be  used.  This 
proportion  would  about  evenly  balance 
the  color  scheme  of  any  window. 

Making  a  Plan  On  Paper 

Mr.  Bronskill  advocated  the  planning 
of  the  window  on  paper  before  the  work 
was  actually  done  in  the  window.  For 
some  months,  he  said,  this  would  be  dis- 
appointing until  the  scale  of  the  window 
was  thoroughly  understood  from  the 
paper  sketch.  After  a  time,  however, 
this  would  give  the  display  man  an  ac- 
tual control  of  the  window,  and  no  mat- 
ter what  merchandise  was  to  be  dis- 
played, he  would  know  what  quantity 
would  go  in  the  window  and  the  actual 
spot  it  would  take  in  the  complete  dis- 
play. This  would  come  in  very  useful, 
he  said,  when  a  sale  window  was  to  be 
arranged  and  when  quantity  merchan- 
dise was  the  principal  thing  to  be  con- 
sidered. The  display  man  would  know 
in  a  minute  whether  all  the  merchan- 
dise that  the  department  manager  or  the 
proprietor  might  desire  to  use  would  go 
into  the  window  space. 

Are  Holding  a  Dance 

The  newly-formed  club  got  off  to  a 
good  start  at  this  meeting.  There  were 
about  fifty  members  there  and  the  of- 
ficers have  now  enrolled  over  sixty-five 
members.  Much  interesting  business 
was  transacted  and  the  announcement 
made  that  the  club  is  endeavoring  to 
secure  Clement  Keiffer  Jr.,  of  Buffalo, 
for  one  of  the  early  meetings  of  the  club. 
It  was  also  decided  to  hold  &  dance 
sometime  in  January  and  the  amuse- 
ment committee  is  taking  steps  to  make 
all  arrangements  for  the  same.  It  was 
decided  to  hold  the  meetings  until  furth- 
er notice  at  Hunt's  store  near  Bloor 
Street. 

A  pleasant  feature  of  the  meeting  was 
the  attendance  of  two  window  display 
men  from  Oshawa. 


The  Congoleum  Company  of  Canada, 
Montreal,  report  the  completion  of  an 
addition  to  their  plant  which  will  allow 
an  increase  in  output  of  fifty  per  cent. 


CARDINAL    POINTS    IN    ADVER- 
TISING 

(Continued  from  November  issue) 

Department  store  advertising  is  no 
job  for  the  chicken  hearted;  it  is  no  job 
for  the  bluffer  or  make  believe.  There 
are  many  positions  where  a  man  can 
make  good  if  he  applies  himself  to  his 
work  and  is  industrious,  but  department 
store  managers  are  not  willing  to  al- 
low any  man,  however  good  his  inten- 
tions, to  learn  his  trade  at  a  cost  of 
from  250  to  500  dollars  a  day;  and  as 
the  only  test  of  store  advertising  is, 
"Does  it  sell  merchandise?"  an  ineffic- 
ient advertising  manager  has  but  a 
short  life,  and  that,  far  from  a  merry 
one. 

Protecting    the    Public 

And  there  is  another  phase  of  our 
work,  our  most  important.  Our  respon- 
sibility to  the  public.  Speaking  of  my 
profession,  I  can  say  in  all  seriousness 
that  we  protect  the  public  from  misrep- 
resentations. No  store  can  possibly 
progress  unless  it  keeps  faith  with  the 
public. 

Occasionally  a  buyer  can  put  one  over 
us,  but  heaven  help  him  if  he  does. 
Every  piece  of  copy  he  may  subsequent- 
ly send  in  is  questioned,  every  fact 
doubted,  every  piece  a  matter  of  sus- 
picion, and  in  glaring  cases  he  is  dis- 
missed. A  case  in  point:  Some  years 
ago,  I  advertised  guaranteed  pure  silk 
hose  at  95c.  a  pair.  The  Better  Busi- 
ness Bureau  of  the  city  bought  a  pair  of 
these  stockings,  submitted  them  to  an 
expert  who  declared  them  to  be  not  pure 
silk.  The  Bureau  came  to  the  store 
with  the  hose  and  the  report.  I  took 
the  matter  up  at  once  with  the  general 
manager  and  the  buyer  at  fault  was 
dismissed.  Incidentally  I  got  a  calling 
down  afterwards  for  inserting  the  copy 
without  first  seeing  the  merchandise. 
Another  lesson   learned. 

The  old  Latin  maxim  "Vox  Populi, 
Vox  Dei"  is  the  law,  the  whole  law  and 
nothing  but  the  law,  governing  a  depart- 
ment store's  advertising,  and  sales  man- 
ager. Unless  you  give  the  people  what 
they  want,  when  they  want  it,  at  a  price 
they  will  pay  for  it,  you  might  just  as 
well  pull  down  the  blinds.  You  can 
lead  a  horse  to  the  water  but  you  can't 
make  him  drink. 

Service 

Then  there  is  the  question  of  Service. 
I  may  be  a  lone  prophet,  but  I  believe 
that  many  stores  now  giving  excessively 
extravagant  service  are  carrying  a  need- 
less expense.  My  experience  is  that 
most  sales  are  made  to  persons  who 
come  to  your  store  with  a  fairly  good 
kba  of  what  they  want — not,  of  course, 
an  exact  idea  always,  but  a  fairly  good 
idea  of  what  they  want,  and  how  much 
they  will  pay  for  it.  And  when  they 
have  bought  it  they  want  it  sent  home 
by  your  next  delivery.  They  do  not  ex- 
pect you  to  wrap  up  their  parcel  in  a 
gold  leaf  and  send  it  to  their  house  by 

(Continued  on  next  page) 
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value  of  display  nearer  home,  Mr. 
Forsyth  said  that  he  had  had  one  of  his 
city  men,  Mr.  Partridge,  stand  at  the 
corner  of  Temperance  and  Yonge  streets 
during  three  different  half-hours  on 
three  different  days.  The  average  num- 
ber of  people  who  passed  a  given  win- 
dow was  2,200.  Estimating  that  the 
window  worked  16  hours  per  day  this 
meant  that  70,000  people  passed  that 
window  in  a  day,  but  not  to  over-esti- 
mate the  figure  he  would  place  it  at  50,- 
000.  In  figuring  out  the  yearly  cost  of 
rental  and  maintenance  of  a  21-foot 
property  on  Yonge  street,  the  speaker 
placed  it  at  $24,000.  A  fixed  expendi- 
ture of  $24,000  a  year  with  a  daily 
clientele  of  50,000  people  gave  some 
indication  of  the  tremendous  value  of 
window  display  work  and  what  it  should 
do  to  help  in  the  wider  distribution  of 
merchandise. 

Value  of  Lighting 

Mr.  Forsyth  again  cited  the  case  of  a 
New  York  retailer  who  increased  his 
sales  by  installing  a  better  lighting  sys- 
tem. The  first  lighting  that  had  been 
installed  cost  him  $70.00  at  which  time 
his  revenue  was  $16,000.  He  then  in- 
stalled a  better  system  which  increased 
the  cost  to  $160.00,  with  the  result  that 
his  revenue  from  the  window  went  up 
to  $20,000;  and  by  a  still  further  im- 
provement, bringing  the  total  cost  to 
$400  his  revenue  had  increased  to  $23,- 
000.  This  meant  that  by  an  expendi- 
ture of  an  extra  $330  he  had  increased 
his  revenue  by  $7,000 — surely  a  good  in- 
vestment. 

Spoiling  Good  Will 

In  referring  to  many  of  the  sales  win- 
dows that  had  been  used  during  the  last 
few  years,  the  speaker  contended  that 
many  retailers,  by  their  methods,  were 
destroying  the  good  will  of  the  store. 
He  had  found  this  out  by  talking  with 
many  consumers.  For  instance,  a  re- 
tailer would  have  a  sale.  In  his  win- 
dows he  would  put  well-known  branded 
lines  of  merchandise.  When  the  cus- 
tomer came  in  to  purchase  as  a  result 
of  seeing  these  well-known  lines  in  the 
window,  he  would  be  shown  a  variety  of 
promiscuous  merchandise  from  which 
he  might  make  a  selection,  but  the  selec- 
tion, in  many  instances,  was  net  of  the 
branded  lines  shown  in  the  window.  If 
it  did  not  give  satisfaction,  the  custom- 
er remembered  the  circumstances  under 
which  the  purchase  had  been  made  and 
this  "dissatisfaction"  would  result  in 
avoiding  this  store  in  future.  It  was  in 
this  way,  the  retailer  fostered  ill-will 
against  his  own   store. 

Encourage   Better  Dressed   Men 

Mr.  Forsyth  believed  that  every  re- 
tailer should  encourage  men  to  be  bet- 
ter dressed.  He  held  that  men  were  not 
as  well  dressed  as  they  were  five  years 
ago.     Many    of    them    would    not    hesi- 


tate to  spend  several  hundreds  of  dol- 
lars during  the  year  on  their  automo- 
biles and  keeping  them  in  order  but  they 
would  register  an  objection  to  paying 
$55  for  a  suit  of  clothes  when  they 
thought  it  should  be  only  $45.  They 
believed  that,  so  long  as  they  had  a  nice 
car,  it  did  not  make  any  difference  how 
they  looked.  Clothes  still  made  the 
man,  made  his  appearance,  and  retail- 
ers should  throw  all  their  energy  into 
encouraging  men  to  be  better  dressed 
than   they   were. 

The  Outlook 

Casting  his  eye  toward  the  Spring, 
the  speaker  expressed  the  opinion  that 
we  would  see  much  better  times  then. 
In  the  United  States  there  had  been  more 
improvement  during  the  last  four 
months  than  there  had  been  in  any  sim- 
ilar time  since  the  depression.  The 
Labor  Bureau  of  the  U.  S.  showed  in 
May  that  employment  was  slightly  over 
normal.  The  demand  for  freight  cars 
in  the  U.  S.  was  such  that  on  September 
15th  there  was  not  an  available  car  to 
be  had  and  he  believed  that  by  Decem- 
ber there  would  be  a  marked  shortage 
of  tars.  The  normal  price  of  cotton  was 
13  cents;  this  was  the  price  in  October 
1921.  The  present  price  was  25% 
cents.  The  revival  in  trade  across  the 
line,  like  the  depression,  was  likely  to 
follow  in  six  months  time.  "Business 
men  in  the  United  States,"  said  the 
speaker,  "look  forward  to  the  best  busi- 
nes  they  have  had  in  the  history  of  their 
country  during  the  coming  Spring  and 
1  believe  there  will  be  a  gradual  re- 
vival of  business  in  all  lines  by  Spring." 

Following  Mr  Forsyth's  address,  Mr. 
Hollinsworth,  who  is  considered  the 
father  of  window  display  in  Toronto, 
gave  a  talk  on  the  organization  work 
and  its  value  to  the  display  man. 


THE  ART  OF   SHOWCARD  WRITING 

(Continued  from  page  96) 

galore  attesting  all  manner  of  sale  an- 
nouncements. It  is  not  a  bit  too  soon 
to  begin  planning  your  posters  for  the 
big  event.  The  store  that  embodies 
some  attractive  color  scheme  and  let- 
tering in  its  posters  will  be  in  a  fair  way 
to  secure  more  attention.  After  all  it 
is  largely  a  matter  of  a  little  extra  time 
and  care  to  turn  out  something  differ- 
ent in  posters.  The  card  writer  should 
be  too  much  of  an  enthusiast  to  relax 
his  efforts  without  succeeding  in  his 
object.  So  this  coming  season  let  us 
have  posters  that  are  uniquely  smart. 


not  specific,  and  if  your  stoic  sells  the 
merchandise  the  customer  wants  at  a 
price  they  want  to  pay,  thsy  will  come 
again  and  again.  If  you  don't,  an 
elaborate   service  will  not  attract   th  m. 

Comparative  Prices 

And  then  there  is  the  big  question  of 
comparative   prices. 

We'll  take  just  one  line  of  merchandis- 
ing as  an  example.  Let's  take  men's 
overcoats,  seeing  it  is  something  you  all 
know   something   about. 

Supposing  we  sell  a  man's  overcoat 
for,  we'll  say  $45.00,  $45.00  giving  the. 
department  their  regular  mai'k  up,  or 
in  your  language,  their  proper  percent- 
age of  profit. 

I  inaugurate  a  sale.  I  send  for  the 
buyers.  "Mr.  Robinson,  in  two  weeks' 
time  I  am  going  to  put  on  a  special  sale. 
What  can  your  department  offer?  How 
about  a  man's  overcoat  about  $35.00  in- 
stead of  $45.00." 

Well,  he  doesn't  know,  he'll  see  what 
he  can  do.  First  he  goes  the  rounds  of 
the  Montreal  manufacturers.  He  is  not 
looking  for  inferior  merchandise.  He  is 
trying  to  find  a  wholesaler  who,  we'll 
surmise,  has  manufactured  1,000  over- 
coats and  has  sold  960.  That  man  will 
s?ll  him  the  40  overcoats  he  has  on  hand 
at  a  lower  figure  than  the  960  to  gat  rid 
of  them.  If  there  is  nothing  doing  in 
Montreal  he'll  go  to  Toronto  or  Hamil- 
ton to  find  what  he  wants.  Maybe  some 
firm  ordered  a  supply  and  because  of 
late  delivery  or  faulty  credit,  or  a  1001 
reasons,  the  manufacturer  has  some 
coats  on  his  hands  which  he  is  only  too 
glad  to  let  go  at  a  much  smaller  profit 
than  he  usually  gets. 

The  point  is  this.  When  such  a  sale 
is  staged  the  regular  $45.00  overcoat 
offered  for  $35.00  is  really  a  $45.00  coat, 
but  as  I  have  shown,  the  buyer  for  the 
store  has  found  ways  and  means  of  buy- 
ing that  coat  oh  a  era  tr  than  usual,  and 
you  save  $10.00.  I  contend  that  under- 
such  circumstances  I  am  fully  justified 
in  using  a  comparative  price,  and  telling 
the  public  I  offer  them  a  $45.00  coat  for 
$35.00.  No  reputable  store,  and  all  of 
Montreal's  departmental  stores  are  re- 
putable, would  sell  a  coat  for  $35.00  an  1 
say  it  was  worth  $45.00  if  it  contained 
faults  of  workmanship,  faults  of  mater- 
ial or  faults  of  style. 


The  firm  of  Robins  _m  &  Co.  of  Winni- 
peg, and  ninety-one  of  the  older  employ- 
ees gave  a  banquet  in  honor  of  W.  H. 
Rennie,  a  department  manager  for  12 
years.  Mr.  Rennie  was  also  presented 
with  a  gold  watch  and  chain  in  apprecia- 
tion of  his  faithful  service  with  the  Rob- 
inson Company. 


CARDINAL    POINTS    IN    ADVER- 
TISING 

(Continued  from  previous  page) 
a  gold  braided  messenger  in  a  taxi.  If 
for  certain  reasons  they  want  it  sent 
home  by  special  messenger,  I  am  always 
ready  to  do  so,  but,  generally  speaking, 
a  woman  or  man  wants  general  service, 


The  Alaska  harvest  of  fur  seals  this 
season  will  be  worth  $3,600,000,  accord- 
ing to  advices  from  the  federal  sealing 
grounds  of  the  Pribilof  islands  to  Harry 
Christoffers,  Seattle  agent  of  the  bureau 
of  fisheries. 

The  natives  employed  by  the  govern- 
ment have   killed   30,000   since  June. 
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First  Installation  Proves  Value  of  New 
Lamson  Automatic  Cable  Desk 


THE  results  that  merchants  are 
getting  from  the  new  Lamson 
automatic  cable  desk  show  it  to  be 
one  of  the  most  important  recent  im- 
provements in  store  service  systems. 

The  first  installation,  in  the  store  of 
the  Howard  R.  Ware  Corporation, 
New  Rochelle,  N.Y.,  is  proving  a 
great  success.  Mr.  Knapp  ot  the 
Ware  Company  says  of  the  system: 

"In  our  new  desk,  our  cashiers  are 
handling   more    transactions     with 


greater  ease.  For  example  an  hour's 
record  recently  for  one  cashier  was 
248  transactions — 1369  for  the  day, 
and  the  service  was  uniformly  fast. 

"Charges  come  direct  to  the  aufh- 
orizer.  The  relaying  process  is  done 
away  with  and  as  a  consequence  we 
can  give  as  quick  service  on  charges 
as  on  cash." 

It  will  pay  you  to  investigate  this 
new  system.  Our  representative  will 
show  you  how  it  will  serve  your 
needs. 


The  Lamson  Company 

Toronto:  123  Wellington  St.  W.  Vancouver:  104  Empire  Bldg. 


«, ,  ■■.!.---■ 


Lamson  improved  service 


Flexibility        Economy 
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105th  Annual  Meeting  of  Bank  of  Montreal 

Sir  Vincent  Meredith,  President,  Takes  View  That  on  the  Whole  Trade  Conditions 
More  Satisfactory  Than  a  Year  Ago. 


Sir   Frederick   Williams-Taylor,   General  Manager,    Shows   Necessity    for   Bringing 
Down  Cost  of  Living  in  Canada — Reviews  Features  of  Annual  Statement. 


At  the  annual  meeting  of  the  Bank  of  Mont- 
real, Sir  Vincent  Meredith,  Bart.,  the  President, 
in  his  address,  gave  a  comprehensive  review  of 
Canadian  and  foreign  conditions,  and  said  the 
outlook  was  for  reasonably  profitable  operations 
in  most   lines  of  business. 

Sir  Frederick  Williams-Taylor,  the  general 
manager,  in  dealing  more  particularly  with  do- 
mestic conditions,  said  that  if  Canada  were  to 
make  the  progress  which  they  all  hoped  for  it 
was  imperative  that  taxation  and  the  cost  of 
living  should  be  reduced  to  the  level,  at  any  rate, 
of   that  obtaining   in  the   United  States. 

In  referring  to  the  Merchants  Bank,  Sir  Vincent 
said : 

"To  the  incidents  connected  with  this  trans- 
action it  is  not  necessary  to  refer,  nor  to  the 
criticism  it  evoked,  further  than  to  say  that,  in 
my  judgment,  the  prompt  action  of  your  direct- 
ors, subsequently  ratified  by  you,  averted  a  sit- 
uation What  migbt  otherwise  have  proved  serious 
to  the  country  at  large,  and  secured  the  share- 
holders of  that  institution  from  losses  greater 
tfhan  were  suffered.  It  will  interest  you  to  know 
that  the  work  of  co-ordinating  the  staffs  with  a 
view  to  economies  is  proceeding  with  all  possible 
celerity,  and  that  the  acquisition  of  the  Mer- 
chants Bank  is  reasonably  realizing  the  expecta- 
tion of  your  Board.  Under  our  own  organization 
and  with  the  economies  that  have  been  effected. 
tfhe   future,  gives    promise   of   increased  earnings." 

FARMERS'   BUSINESS 

He  expressed  gratification  at  the  fact  that  the 
government  had  embarked  on  an  energetic  immi- 
gration   policy    and    contimed: 

"Statements  have  been  made  in  the  public  press 
by    uninformed    jreopl?    that    debtors,    especially   in 


the  West,  are  being  subjected  to  undue  pressure 
by  the  Banks,  Loan  Companies  and  other  cred- 
itors. So  far  as  this  Bank  is  concerned,  every 
consideration  and  great  latitude  have  been  given 
to  debtors,  who,  through  bad  harvests  or  other 
mischance,  have  been  unable  to  meet  their  obliga- 
tions. This  is  and  at  all  times  has  been  the 
policy  of  the  Bank,  and  never  has  that  policy 
been  more  forcibly  impressed  upon  our  managers 
than    during    recent    critical    years. 

"Banks  are  business,  not  benevolent,  institu- 
tions. They  are  expected  to  pay  their  share- 
holders a  reasonable  return  on  their  investment, 
which  includes  the  Rest  Account — the  accumula- 
tion of  many  years — as  well  as  the  Capital  of 
the  Bank.  The  rate  of  dividend  is  not  dispropor- 
tionate to  that  investment  and  certainly  has  not 
proved  so  lavish  as  to  encourage  capital  to  seek 
the  banking  field.  As  a  matter  of  fact,  the  dis- 
tributions to  shareholders  in  Canadian  Banks  is 
substantially  less  than  that  made  by  banking  in- 
stitutions in  Great  Britain   or  the  United   States." 

SIR     FREDERICK     WILLIAMS-TAYLOR'S 
ADDRESS 

Sir  Frederick  Williams-Taylor,  the  General  Man- 
ager, in  his  annual  address,  dealt  more  especially 
with  the  affairs  of  the  Bank  and  conditions  at 
home  in  Canada.  Sir  Frederick  emphasized  par- 
ticularly the  need  for  a  readjustment  of  living 
costs  in  the  country,  when  he  referred  to  the 
economic  position  of  the  Dominion.  In  this  con- 
nection,   Sir   Frederick    said  : 

"Canada's  economic  position  is  not  satisfactory. 
How  could  it  be  satisfactory,  with  the  whole  fin- 
ancial world  out  of  joint?  As  everyone  is  aware, 
our    troubles   have   partly   been    the   result   of   this 


universal  condition  ;  partly  the  result  of  the  war. 
It  is  well,  however,  to  bear  in  mind  that  our 
problems   are   largely   of  our   own   creation. 

"Readjustment  will  come  in  time,  for  this  is 
a  country  of  virility  and  untold  resource* ;  yet 
one  thing  stands  out  signally,  in  my  opinion, 
namely,  that  Canada  cannot  go  ahead  again  as 
she  should  while  taxation  and  the  cost  of  living 
are  higher  in  this  country  than  they  are  in  tne 
United   States   of   America. 

"Canada  is  one  of  the  best  countries  in  the 
world  to  live  in,  to  work  in,  to  play  in — in  point 
of  stability,  security  and  comfort  it  is  an  earthly 
paradise  as  compared  with  Europe — but  we  must 
not  stand  still,  and  in  order  to  progress  the  cost 
of  living  and  taxation  must  be  diminished  ;  other- 
wise, we  will  fail  to  attract  immigration:  p.nd  im- 
proved conditions  are  largely  dependent  upon  in- 
creased   population. 

"As  to  ways  and  means,  they  are  obvious  to 
all  who  reflect,  and  the  necessity  thereof  is  now 
being  brought  home  to  the  heedless,  by  the  piti- 
less  but  unerring  teacher,   necessity." 

SOUND  BANKING  SYSTEM 

In  conclusion  Sir  Frederick  stated  that  the 
manner  in  which  Canadian  banks  generally  had 
come  through  the  agitating  times  since  1914  must 
be  taken  as  evidence  of  the  fundamental  sound- 
ness of  the  Canadian  banking  system.  There  was 
reason  to  be  thankful  that  no  great  commercial 
breakdown    had    occurred. 

Senator  Foster,  in  proposing  a  vote  of  tihanks 
to  the  president,  general  manager  and  direc- 
tors, said  he  was  sure  that  shareholders  would 
gladly  join  in  a  vote  of  thanks  to  the  president, 
general  manager,  and  directors  of  the  bank. 
There  were  people,  he  said,  who  were  under  the 
impression  that  when  they  bought  a  share  of  bank 
stock  in  some  mysterious  way  it  found  its  way 
into  the  coffers  of  the  bank,  and  proceeded  with- 
out efforts  on  the  part  of  anybody  to  earn  as 
much,  or  more,  than  they  could  make  the  money 
earn  themselves,  but  those  who  know  anything 
of  the  bisiness  of  the  bank  could  appreciate  that 
the  statement  that  had  been  presented  that  day 
could  only  have  been  produced  as  a  result  of  co- 
operation and  splendid  effort  on  the  part  of 
everybody    in    the   institution. 


Every  Week 

in  the 

Financial  Post 


A  Library  on    Investing 

That  Cannot  be  Duplicated 

Announcing  a  Series  that  Every  Canadian  Investor 

Will  Want  to  Read 

There  are  books  for  the  American  investor  and  books  for  the  British 
investor.  But  none  of  them  answer  the  problems  of  the  Canadian  in- 
vestor— problems  that  you  meet  with. 


Three  Valuable 
Records  Sent   FREE 

A  recent  number  of  The  Financial 
Post  contained  accurate  financial 
statistics  concerning  every  Can- 
adian province  and  municipality. 
If  you  buy  government  and  muni- 
cipal bonds  this  supplement  would 
be   invaluable. 

Another  supplement  was  devoted  to 
the  mining  industry  and  to  the 
buyer  of  mining  stocks  gives  a 
wonderful  service. 
Shortly  we  will  publish  a  supple- 
ment giving  the  present  position 
and  prospects  of  all  Canadian  in- 
dustrial corporations  of  importance. 
If  you  subscribe  now  -we  will  send 
all    three    to   you    without    charge. 


Realizing  the  need  of  in- 
vestment literature  that 
gets  down  to  Canadian  fun- 
damentals THE  FINANCIAL 
POST  is  starting  a  weekly 
series  of  articles  on  invest- 
ment. The  articles  will  be 
fundamental  rather  than 
elementary.  You  will  be 
told  what  you  want  to  know 
about  bonds,  stocks,  mortgages,  insurance. 
Reading  these  articles  you  can  avoid  loss 
on  unsound  investments;  and  get  the  larg- 
est income  from  your  savings.  You  can 
adjust  your  personal  finances  to  give  your- 
self the  sense  of  security  that  comes  from 
prosperity  and  lack  of  worry. 
These  studies  will  be  a  valuable  contribu- 
tion to  the  financial  and  investment  litera- 
ture of  Canada.  Read  them  weeklv  in  THE 
FINANCIAL    POST. 

They    are    just    one    additional    reason    why 
you      should     subscribe      to-day     for     THE 

You  Need  Canada's 
Leading  Investment  Paper 


FINANCIAL  POST.  Al- 
ready it  is  the  dominant 
investment  paper  in  Canada 
with  over  9,000  paid  sub- 
scribers, including  leading 
retail  merchants  from  coast 
to   coast. 

Fill  in  the  coupon  to-dav 
and  get  the  first  of  this 
valuable  series  of  invest- 
ment articles  on  the  A.  B.  C.  of  Investing. 
You  want  facts,  truth,  guidance.  THE 
FINANCIAL   POST  gives   them   to   you. 


r 


This  Coupon  and  $5   Does   It 
THE    FINANCIAL    POST, 

143    University    Ave..    Toronto. 

Send    me  THE    FINANCIAL   POST   for  one  year 
issues).      I   enclose  $.1.00   (Or  you   may  draw  on  me). 

Enclose  also  the  special   supplements   I  have   mai 

Government    and    Municipal  

Mining  

Industrial  

NAME   


I 

(52       I 

If,  I: 
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DOUBLE 


,,-....>,..    -.,:./  •'. 


The  McEIroy  Mfg.  Co.,  Ltd. 

MAKING 


FAMOUS  FOR  THEIR 
Fit,  Cut,  Style, 

Hang  and  Finish 
HEAD  OFFICE: 
47  Simcoe  St.  -  Toronto 


BRAND 

(REG.) 

•DRESS  FABRICS'" 

F.  A.  RODDEN  &  CO. 

Dry  Goods 

Commissioners  and  Importer* 

52  Victoria  Square  MONTREAL 


GIMP  your  PATTERNS 


With  Hardaker's 

"EASICUT" 

MACHINES 

It     makes     them     more     attractive. 
Economical.    Fast,    Practical,    Neat. 

E.  W.  McMARTIN 

45   St.   Alexander  St.  MONTREAL 


DISTANCE    PHONE    SERVICE 
FREE 

The  Jas.  A.  Ogilvy  store,  of 
Montreal,  has  inaugurated  a  plan 
whereby  residents  in  outlying 
suburbs  can  telephone  their  orders 
to  the  store  without  any  long  dis- 
tance telephone  charge.  All  they 
have  to  do  is  to  call  a  certain  num- 
ber and  they  are  instantly  con- 
nected with  the  Personal  Service 
Dept.  of  the  store. 


Cleveland  Style  Features 


THAT  the  tendency  of  the 
western  manufacturers  is 
away  from  the  sports  type 
and  toward  more  elaborate  styles 
was  indicated  by  the  models  dis- 
played at  the  semi-annual  style 
show  of  the  National  Cloak,  Suit 
&  Skirt  Manufacturers'  Associa- 
tion. Except  for  an  occasional  top 
coat,  the  costumes  were  all 
cut  and  trimmed  on  more  decor- 
ative lines  than,  for  instance,  the 
tweeds  and  sports  apparel  of  a 
year  ago. 

Variations  of  the  straight  sil- 
houette, ranging  from  draped 
effects  and  bloused  backs  to  the 
flaring  lines  of  a  pla'ld  motor  coat, 
excited  interest  among  the  as- 
sembled designers  and  manufac- 
turers and  led  to  comment,  both 
appreciative  and  adverse  on  the 
individual  styles. 

The  simultaneous  appearance  of 
three  models  whose  costumes 
showed  the  three  distinct  types  of 
suits  planned  for  Spring  was  an 
interesting  feature.  The  blouse 
suit,  the  boxy  suit  and  the  tailored 
or  semi-tailored  suits  were  the 
three  classifications  emphasized 
and  it  was  pointed  out  that  either 
of  the  first  two  groups  may  have 
Its  silk  blouse  and  constitute  a 
three-piece  costume.  Wrapped 
and  draped  skirts,  forming  the  un- 
even hem  line,  predominated  for 
wear  with  the  box  or  bloused  jac- 
ket. 

Suit  coats  were  shorter  and 
suit  skirts  longer  than  last  sea- 
son. There  was  a  jauntiness  about 
many  of  the  suit  jackets  but  a 
more  dignified  note  was  struck  by 
a  three-piece  suit  of  tiJlcotine,  in 
the  new  pampas  shade,  which  had 
deep  pockets  incrusted  with  cord- 
ed trimming  and  which  displayed 
the  same  motif  on  the  edges  of  its 
flaring  sleeves. 

The  narrow  standing  collar 
shared  honors  with  the  dropped 
Dutch  neck  and  an  occasional  cav- 
alier collar,  cut  to  button  under 
the  chin  when  desired. 

A  tailored  suit  had  for  its  only 
trimming  rows  of  pin  tucking 
which  formed  a  double  panel  down 
the  back  of  the  jacket,  ran  the 
length  of  a  narrow  band  which 
accented  the  dropped  waistline, 
and  then  appeared  in  vertical  rows 
below  this  belt. 


The  manufacturers  t  eeog  lize  in 
their  style  recommendations  the 
inevitable  popularity  >f  navy,  but 
they  sponsor  as  well  the  tan 
shades,  biege,  pampas,  sand  and 
graystone.  Poiret  twill  and  twill 
cord  will  prevail,  with  some  new 
emphasis   on   jacquard. 

Apparently  it  is  hard  to  say 
whether  next  Spring  is  to  be  a 
coat  or  a  suit  season,  for  equal 
emphasis  has  been  put  on  both 
lines. '  The  coat  designs,  like  the 
suits,  were  divided  into  three 
groups:  The  wraps,  the  capes  and 
the  straightline  models.  Many  of 
the  wraps  showed  a  marked  cape 
influence  and  had  only  an  open- 
ing for  the  arms.  The  bloused 
back  appeared  repeatedly,  lending 
its  grace  to  wraps  and  straight- 
line  coats. 

Contrasts  of  light  and  dark  fa- 
brics formed  some  of  the  most 
striking  coats  on  exhibition. 

The  soft,  clinging  fabrics  make 
the  draped  and  more  formal  mo- 
dels graceful,  while  the  topcoats 
shown  were  of  large  patterned 
plaid  or  polaire  cloths.  The  sea- 
son's silks  are  to  be  brocade,  faille 
and  matelasse  effects,  according  to 
the  report  of  the  style  committee 
of  the  association.  The  pattern 
silks  used  for  blouses  of  three- 
piece  suits  were  colorful  in  most 
cases  and  suggestive  of  Indian 
shawls  and  Oriental  embroideries. 
The  linings  were  of  plain  color, 
many  in  lighter  or  constrasting 
shades.  Figured  crepes  and  bro- 
caded satins  in  solid  color  were 
shown  in  the  heavier  garments. 


$1,000,000   TO   CHARITY 

The  five  brothers  of  the  late 
Jacob  Gimbel,  Philadelphia,  who 
was  head  of  the  Gimbel  Corpora- 
tion operating  stores  in  New  York. 
Philadelphia  and  Milwaukee,  have 
arranged  to  give  away  more  than 
$1,000,000  which  would  have  come 
to  them  as  residuary  legatees  un- 
der the  terms  of  their  brother's 
will.  This  money  will  go  to 
charities,  Jewish  and  non-Jewish, 
and  to  nieces  and  nephews  of  Mr. 
Gimbel.  so  that  his  brothers  may 
carry  out  what  they  believe  to 
have  been  his  desires  expressed 
shortly  before  his  death. 
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COMFORTERS 

COTTON-DOWN-WOOL 
FILLED 

The  Toronto  Feather  &  Down  Co.  Ltd. 

2154-56-58  Dundas  St.  W.,  Toronto 

(Tljc   Cattiiiuati   ICit&ji  Press  (Co., 

"JCimitcii 

Kitchener,  One. 

Manufacturers  of 

"The  Canadian  Lady   Dress" 

Ginghams,  Crepes,  Chambruys,  Prints 
Write  us  for  catalogue  and  Prices 

WILL  P.  WHITE,  LIMITED 


Montreal 
137  McGill  Street 


Head  Office: 

Toronto 
65  Simcoe  St. 

Manufacturers'   Agents  and    Distributors 

Textile     and   Smallwares    S.js:ii  < 

o/boiessle »nd  Manufacturers  Only  Sullied 


"HOOSIER" 

The  best  36-inch  brown 
domestic  in  America 

Buy  it  by  the  bale; 
•ell  it  by  the  bolt 

Indiana   Cotton    Mill 

Cannalton.Ind.  .U.S.A. 


To  Buy  or  to  Sell  in  Canada 

USE 

Fraser's  Trade  Directories 

For  Sample  Copy  Address 

Head  Office— 128  Bleury  St.,  Montreal 
Branch  "  —122  Wellington  W.,  Toronto 

(The  Sii  Specialized  Red  Directories  of  Canadian 
Trade.) 


LARGEST  MANUFACTURERS 

Artificial  Flowers,  Plants  and  Vines, 
Window  Decorations,  Japanese  and 
Chinese  Decorations,  Papier  Mache 
Novelties.  Electric  Lighted  Flower 
Bashes.  Write  for  our  Catalogue.  It's 
free  for   the  asking. 

The  Botanical  Decora  ting  Company 
(Incorporated) 

208  W.  Adams   St..  Chicago,  111. 


Fred  Jones  &  Company 

Manufeeturtrs  and  Importer* 

Babies'  Hand  Crochet  Goodi  Notions 

Babies*  Hand  Knit  Goods  Novelties 

Art    Needlework  Materials 

Room  712  Empire  Building 

U  WELLINGTON  ST.  WEST,  TORONTO 


D  B.  Fisk&Co. 


Chicago 

New  York  Salesroom : 
Open  Throughout  the  Year 
411  Fifth  Avenue 


A.  E.  GREENE  SALES  CO. 

Merchandise  Sales  Soecialisls.     Conduct  business - 
building,    reduction    or   complete   ''losing- out    sales 

for     retail     merchants.       Terms,     ■laics,     etc.,     no 
obligation. 

216  E.  Main,  Jackson,  Mich.,  U.S.A. 


GRADING   SILVER  FOX    PELTS 

W.  H.  Bennett,  representing  the 
London  banking  house  of  Fred'k 
Huth  &  Co.,  who  conduct  fur 
auction  sales,  addressed  recently  a 
meeting  of  fox  men  in  Summer- 
side,  P.E.I.,  on  fur  marketing  prob- 
lems  which   are  vexing  buyers. 

Mr.  Bennett  suggested  that 
skins  should  be  graded,  and  cata- 
logued by  grade,  in  probably  bun- 
dles of  four  or  five,  as  to  color. 
These  would  be  full  silver,  three- 
'quarter  silver,  and  black.  Mr. 
Bennett  explained  the  difficulties 
the  fur  buyers  work  under  with 
the  present  system.  There  are 
only  a  small  number  of  buyers  for 
each  grade  of  pelt  going  to  the 
London  sales,  and  these  buyers  are 
forced  to  wait  while  many  classes 
of  pelts  in  which  they  are  not  in- 
terested are  offered  until  they 
reach  the  ones  they  wish.  The 
result  of  this  is  that  the  buyers' 
nerves  are  often  on  edge,  and 
when  at  last  the  auctioneer  rea- 
ches the  class  of  furs  that  he  is 
there  to  buy,  he  has  lost  a  good 
deal  of  his  interest  and  as  a  con- 
sequence he  does  not  bid  as  high 
as  he  otherwise  might.  Under 
the  present  system  the  fur  buyers 
experience  the  greatest  difficulty 
in  selecting  skins.  The  mental 
strain  of  looking  through  hun- 
dreds of  skins  to  find  twenty-five  or 
thirty  skins  a  buyer  wants  is 
great.  The  fox  sale  only  occupies 
a  short  time,  and  the  buyer  has 
not  the  opportunity  of  selecting 
properly,  and  therefore  he  does  not 
offer  the  price  he  probably  other- 
wise would. 


THIRD  LARGEST  CARRIER  OF 
INSURANCE 

James  C.  Penney  is  to-day 
third  among  all  the  millionaires 
in  America  on  the  amount  of  life 
insurance    carried. 

Penney,  who  is  head  of  the  J. 
C.  Penney  Corporation,  which  op- 
erates a  string  of  clothing  stores 
in  twenty-nine  states,  has  life  in- 
surance totaling  $3,000,000.  The 
largest     individual     insurance     is 


CLIMAX  PAPER 
BALERS 

ALL  STEEL-FIREPROOF 
"7"urn»     Wait* 

into  Profit" 

12  SIZES 
Send  for  Catalog 

CLIMAX  BALER  CO. 
Hamilton,     Ont. 


Red  Seal  Zephyr  Ginghams 

Everett    Classics 
Eden  Cloth-Fe§£y  Cloth-  Blankets 


SmilkfeG 


(115  Worth  St,  N.Y 
775ummer  SI.  BoMon 
72b  West  Adam  5t0i«^o 


Artist  Supply    Co.,    Ltd 

Room  50,  77  York  St., Toronto 
Complete   Show   Card    Material    Dealers 
Write   for   Price   List. 


RIRRONS    OF    DISTINCTION 

"J-C"  Ribbons  have  peculiar 
charm.  Widely  advertised  to 
the  consumer  under  Ihelr 
trademark  names  for  the 
protection  of  the  dealer. 


"SATIN     DE     LUXE" 

"TROUSSEAU' 

"LADT    FAIR" 

"SANKANAC"    "VIOLET 

"DEMOCRACY" 

JOHNSON.    COWiDLN    *   CO..     40   E.    JOth    St. 

Htm  Tort.    N.T.  Made  In    U.S.A. 


HABERDASHERY 

Every     description     of     Haberdashery      and 

Smallwares      for      Drapery,      Dressmaking. 

Millinery,     Fancy     Needlework,     Outfitting 

and  Tailoring:  Trades. 

FREDERICK  NEWTON  &  CO. 

8&0 Hamsell  Street,  London  E.C  I. 

EttablUhedl871 


MESH     BAGS 

In  Silver,  Gun  Metal  and  Green 
Gold  Finish,    Metal  Frames  for 
Ladies'  Hand  Bags. 

Made  in  Canada  for  the  Canadian    '    i 

WHITING  &  DAVIS  CO. 

SHERBROOKE,     QUEBEC 


VEILINGS  and 
SILK  NETS 

HODGES  &   LETTAU 

14  St.  Helen  St.  Montreal 


that  of  Rodman  Wanamaker,  for 
$4,500,000.  Pierre  Du  Pont  is  se- 
cond with  $4,000,000. 
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Timely  Helps  in  Taking  Inventory 

Suggested  Forms  That  Might  be  Used  to  Simplify  Stock-Taking 
and  Arrive  at  Correct  Results — How  Should  the  Inventory  be 
Taken?— The  Facts  Should  be  Fairly  Faced  When  Physical  As- 
sets Are  Listed 


AN  inventory  is  a  part  of  a  state- 
ment of  the  financial  and  operating 
condition  of  a  business  upon  a  cer- 
tain day.  And  yet  anyone  at  all 
familiar  with  actual  conditions  will 
agree  that  the  inventory  is  usually  the 
most  dubious  figure  in  the  financial  state- 
ment or  balance  sheet.  It  may  look  very 
precise,  but  it  commonly  covers  a  multi- 
tude of  sins.  The  entire  process  is  often 
full  of  guessing  and  juggling;  and,  to 
cap  it  all  off,  a  thoroughly  unsound 
scheme  of  valuation  may  be  employed. 


What  An  Inventory  Should  Include 

The  influence  of  the  closing  invent- 
ory figures  upon  the  showing  of  net  in- 
come and  financial  position  is  so  great 
as  to  demand  the  most  searching 
scrutiny  of  inventory  practices,  and  the 
insistence  upon  the  use  of  principles  and 
procedures  which  are  as  rational  and 
accurate  as  possible.  Especially  in 
these  days  of  heavy  income  taxes  has  the 
inventory  process — both  taking  and 
pricing — become  a  matter  of  utmost 
significance  to  all  business  men. 

Hence  our  endeavor  should  be  to 
ascertain,  not  alone  how  to  take  the 
inventory  so  as  to  eliminate  mistakes, 
but  also  the  best  manner  in  which  to 
price  the  inventory  after  it  is  taken. 
What  we  should  be  interested  in  is  get- 
ting at  the  facts,  whatever  they  may  be. 
We  want  to  know  what  the  goods  on 
hand  on  a  certain  day  are  worth  as  an 
asset  of  the  business. 

Pricing  At  Cost  or  Market 

Where  the  method  is  used  of  pricing 
goods  at  cost  or  market,  whichever  is 
lower — it  becomes  necessary  to  set  up 
three  price  columns  on  the  inventoi'y 
records,  designated  as  "Cost,"  "Market," 
and  "Lower,"  as  illustiated  by  Figure  1. 
The  cost  per  item  or  unit  should  be 
entered  in  the  first  column;  the  market 
price,  in  the  second  column;  and  the 
lower  of  the  two  preceding  figures,  in 
the  third  column.  The  number  of  units 
of  each  item  appearing  on  the  inventory 
sheets  are  then  extendea  at  the  values 
showing  in  the  third  column. 

Market  is  defined  as  the  current  bid 
price  prevailing  at  the  date  of  the  in- 
ventory for  the  particular  merchandise. 
In  establishing  a  "bid"  price  it  is  neces- 
sary to  show  actual  tradings  in  the 
particular  merchandise,  goods  or  ma- 
terials at  the  prices  used.  Getting  at 
the  market  price   is  sometimes   difficult, 


By  G.  W.  HAFNER 

but  there  is  no  mystery  about  getting 
such  values.  Quotations  can  always  be 
secured  for  the  merchandise  on  hand 
which  is  sold  in  the  same  form  as  it  is 
bought. 

The  material  part  of  any  manufactured 
product  would  also  be  priced  at  market, 
plus  labor  and  overhead.  In  labor  and 
overhead  the  use  of  "market"  also  ap- 
plies. These  are  usually  measured,  of 
course,  by  the  actual  payments  for  labor 
during  the  period,  and  by  actual  over- 
head for  the  period,  or  by  an  average 
rate  or  a  standard  rate  of  overhead. 
Thus  the  labor  represented  in  the  goods 
being  inventoried  may  have  been  at  a 
higher  rate  than  that  obtaining  at  the 
close  of  the  year.  The  actual  burden 
rates  at  the  end  of  the  year  may,  like- 
wise, be  lower  than  the  rates  applied 
when  the  products  were  manufactured. 
In  such  cases  the  lower  rates  in  effect 
may  be  substituted. 

This  whole  matter  of  pricing  the  in- 
ventory will  be  simplified  and  clarified,  if 
it  is  borne  in  mind  that  the  inventory  is 
in  the  nature   of  a  photograph,   a   snap- 


shot, of  the  value  of  the  stock  on  a  par- 
ticular day.  It  is  not  an  impression- 
istic painting  that  brushes  into  the 
values  either  the  hopes  or  the  fears  of 
the  future.  Neither  is  it  a  forecast  of 
what  the  business  will  be  in  a  week,  r. 
month,  or  six  months  hence. 

It  is  advisable,  then,  from  every  con- 
ceivable standpoint  that  inventories  be 
valued  by  the  method,  "cost  or  market, 
whichever  is  lower."  As  an  indication  cf 
financial  condition  on  a  specific  date,  ac- 
tual cost  is  not,  in  the  very  nature  of 
the  case,  a  satisfactory  valuation.  Price 
changes  between  purchase  and  invent- 
ory dates,  are  quite  likely  to  be  so  strik- 
ing as  to  render  "cost"  an  extremely 
dubious  representation  of  the  true  eco- 
nomic position  of  the  concern.  Especial- 
ly during  a  phase  of  depression,  with  the 
trend  of  prices  constantly  downward, 
such  as  that  we  are  now  experiencing, 
it  would  put  a  valuation  upon  the  in- 
ventory entirely  too  high. 

Taking  the  Inventory 

The  taking  of  a  true  physical  in- 
ventory involves  some  considerable  prep- 
aration.    This  matter  of  preparation  is 


Tags  like  these  together  with  the  inventory  sheet  shown  on  the  next  page  are  all  that 
is  necessary  in   taking  an  inventory. 
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INVENTORY 

f'Tf                                                                     IO                  MTAIl  S    OF 

SHEET 

FIRST 
RV                                      CXTfNSlON 

SHEET    NO. 

FINAL 
FKTPNCION 

STOCK 

1 
1 
1 
1 
1 
1 

SHEET 

so 

INVENTORY 
TA«    NO. 

BE3CBIPTION 

UNIT 

UN  IT    PR1C  E 

PINAL, 

EXTENSION 

V 

1 
J. 

EKTENSION 

V 

COST 

MARKET 

LOWER 

1 

_ 

V 

4- 

^ — -           -             1 

Simple  yet  comprehensive  inventory   sheet  for  Iist'ngr  the   information   found   on   various   tags  attached   to   the   merchandise. 


a  governing  factor  in  securing  accurate 
quantities.  If  you  want  an  exact  in- 
ventory you  must  begin  some  time  in 
advance.  A  definite  plan  of  procedure 
must  be  laid  out,  definite  instructions 
sent  to  all  officials  and  employees,  and 
every  one  must  familiarize  himself  with 
the  instructions.  For  the  guidance  of 
business  men  in  this  respect,  the  follow- 
ing general  instructions  are  presented: 

Physical  Inventory  Instructions 

The  following  instructions  outline  the 
means  of  taking  a  physical  inventory  of 
stock  at  the  close  of  business  December 
31st,  1922.  In  order  to  obtain  depend- 
able information,  these  instructions  must 
be  understood  by  the  executives  of  the 
company,  as  well  as  by  ALL  the  indiv- 
iduals who  will  handle  the  detail  work 
of  counting,  checking,  pricing,  recording 
and  extending  the  inventory. 

The  general  manager  will  assume  the 
entire  direction  and  responsibility  for 
properly  carrying  out  instructions  and 
taking  inventory.  He  will  determine 
that  all  persons  in  any  way  connected 
with  the  work  understand  the  instruc- 
tions, and  are  thoroughly  familiar  with 
just  what  will  be  required  of  them. 

The  department  manager,  or  individual 
in  charge,  in  each  department  will  be 
held  l-esponsible  for  the  count  of  all  mer- 
chandise which  is  within  the  boundary 
of  his  department  at  the  time  of  taking 
inventory. 

Each  department  manager  will  assign 
certain  individuals  in  his  department, 
who  are  competent,  to  the  various  sec- 
tions to  make  the  count  of  all  stock 
within  such  section.  Since  the  depart- 
ment manager  will  be  held  responsible 
for  the  accuracy  of  this  work,  he  should 
use  care  in  choosing  men  who  write  leg- 
ibly, know  the  stock  thoroughly  and  are 
careful  and  accurate. 

The  men  shall  work  in  gangs  of  two, 
one  counting  the  stock,  and  the  other 
writing  up  the  description  and  other 
necessary  information  on  the  tags,  and 
attaching  such  tags  to  the  proper  lot 
of  merchandise;  the  tag  marked  "Goods 
in  Process"  (figure  2)  for  all  products, 
if  any,  in  course  of  manufacture,  and 
the  tag  marked  "Supplies"  (figure  3) 
for  sundry  items  of  supplies  on  hand. 

Every  tag  will  be  numbered,  and  all 
of  them  must  be  accounted  for.  In  case 
an  error  is  made  in  writing  a  tag.  under 
no  circumstances  must  it  be  destroyed.  It 


shall  be  marked  void,  and  given  to  the 
department  manager. 

As  soon  as  an  entire  department  or 
section  has  been  completed,  the  depart- 
ment manager  will  notify  the  general 
manager  or  whoever  is  acting  as  in- 
ventory inspector,  who  will  make  a 
sufficient  examination  to  determine  that 
all  stock  has  been  tagged,  that  the  de- 
scription on  each  tag  is  correct,  that 
the  quantities  appearing  on  the  tags  are 
correct. 

As  this  is  done,  the  inspector  will  tear 
off  the  bottom  portion  of  the  tag,  place 
initials  in  the  space  marked  "Checked 
By,"  and  turn  the  tag  over  to  the  de- 
partment     manager.     The      department 

lillllMIIIIIMIMIMIIIMIIIIIIIMIIIllMIIIIIIIIIIIIIIIIIIIIMIIIIIMIIIIIIIIIIIIIIMIIIIIIIIIIIMIIIIIIIIIMI 


Taking  inventory  is  one  of  the 
new  year  problems  of  large  and 
small  dealers  alike.  Not  only  is 
this  required  by  law,  if  correct  re- 
turns are  to  be  made  to  the  govern- 
ment in  respect  of  the  various  taxes 
that  are  levied  during  the  year,  but 
it  is  essential  if  a  dealer  is  to  have 
that  intimate  knowledge  of  his  busi- 
ness which  he  should  have.  This 
article  is  very  suggestive  in  ways 
and  means  of  taking  inventory  and 
shows  some  simple  forms  that  can 
be  duplicated  in  a  few  minutes' 
time  and  used  with  effect  in  taking 
the  inventory  of  all  lines  carried. 
It  applies  to  the  small  as  well  as 
the  larger  business. 
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manager  will  see  that  all  tags  received 
by  him  are  accounted  for,  and  will  then 
turn  them  over  to  the  office,  for  checking 
with  the  issue  records.  The  stubs  must 
remain  with  the  merchandise,  and  no 
stock  shall  be  removed  until  all  tags  are 
accounted  for. 

When  the  tags  are  received  in  the 
office,  and  are  checked  with  the  issue 
records,  they  will  to  turned  over  to  the 
pricing  clerks,  who  will  price  the  tags 
under  the  direction  of  the  general  man- 
ager. 

When  all  the  tags  are  accounted  for 
and  priced,  they  shall  be  assorted,  first 
by  the  following  classifications,  and 
then  by  particular  items: 


1.  General  stock. 

2.  Goods  in  process. 

3.  Supplies. 

Having  been  thus  assorted,  they  shall 
be  listed  on  inventory  sheets  (Figure  4) 
and  the  first  extension  made  on  the  stub 
of  these  sheets. 

After  this  extension  has  been  made, 
all  sheets  will  be  numbered,  the  stub  to 
bear  the  same  number  as  the  sheet.  The 
stub  will  then  be  torn  off  and  the  final 
extensions  made  in  the  column  provid- 
ed on  the  sheet  proper.  By  comparing 
the  total  of  each  sheet  with  the  total  of 
its  respective  stub  a  proof  of  the  cler- 
ical accuracy  of  extensions  and  foot- 
ings will  be  obtained. 


MERCHANT    PRINCE    MOURNED 
UNIVERSALLY 

John  Wanamaker,  the  man  who  revol- 
utionized the  retail  bus  ness  in  America, 
died  at  his  home  in  Philadelphia,  on 
December  12.  As  a  philanthropist, 
churchman,  statesman,  and  individualist, 
Wanamaker  has  been  accorded  probably 
the  highest  place  that  any  merchant  has 
ever  reached. 

John  Wanamaker  was  a  man  who 
made  an  institution  of  a  r.tail  business. 
Early  in  his  career,  he  laid  down  prin- 
ciples which  were  gradually  increased  in 
number  and  which  he  religiously  follow- 
ed in  his  after  life.  At  a  time  wh:n  it 
was  traditional  to  pay  employees  in  mer- 
chandise and  work  them  long  hours,  John 
Wanamaker  came  with  a  new  ideal. 
which,  many  years  later,  was  reflected 
in  refinements  of  welfare  work  :•.  1  ' 
cial  activities  among  the  workers.  At  a 
time  when  to  enter  a  shop  was  taken  by 
the  merchant  at  a  promise  to  purchase 
and  when  buying  was  a  contest  of  wits 
between  the  customer  and  the  retailer, 
John  Wanamaker  laid  down  the  creed  of 
"one  price  to  all,"  at  that  time  a  start- 
ling innovation  in  merchandising. 


Wanamaker's  Business  Creed 

First. — Cash  payments  on  the  spot  to 
workpeople  on  completion   of  the  work. 

Second. — Shorter    business    days. 

Third. — Not  two  prices — one  price  and 
only  one. 

Fourth. — To  take  back  anything  sold 
ar.d  return  the  money,  if  desired. 
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News  of  the  Dry  Goods  Review 


The  cost  of  the  new  addition  to  the 
plant  of  Penman's,  Limited,  Paris,  Ont., 
will  be  $60,000. 


The  Milton  Worsted  Yarn  and  Spin- 
ning Mills  Co.  is  opening-  a  factory  in 
Hamilton,  Ont. 

The  Trudell  Fur  Manufacturing  Co.  of 
Edmonton  and  Lethbridge,  is  opening  a 
new  store  in  Blairmore,  Alta. 

Abraham  Lipson,  president  of  the  Can- 
ada Garment  Co.,  Ltd.,  Toronto,  died  in 
Ottawa,  on  November  11.  He  was  a 
brother  of  Meyer  Lipson  of  Nu  Vogue, 
Ltd.,  Ottawa,  Ont. 

Wm.  N.  Marsden,  aged  56,  for  years 
a  foremost  figure  in  the  silk  industry, 
died  recently  at  his  home,  in  Amster- 
dam, N.  Y.  His  connections  have  been 
with  the  following  silk  firms:  Amster- 
dam Silk  Mills,  Julius  Kayser  &  Co., 
and  Fownes  Bros.  &  Co.  He  was  con- 
sidered by  his  associates  to  have  been 
possessed  with  a  thorough  knowledge  of 
the  silk  industry. 


Official  Opening 

The  Empire  Cotton  Mills'  new  exten- 
sion was  officially  opened  on  Nov.  20  in 
St.  Catharines,  Ont.,  in  the  presence  of 
the  Rotarians  and  prominent  citizens. 
Luncheon  was  served  by  the  members 
of  the  Welfare  Club  in  the  Empire  Club 
Rooms.  Complimentary  speeches  inter- 
mingled by  community  singing  followed. 
The  new  addition  will  find  employment 
for  another  one  hundred  and  fifty.  A 
quarter  of  a  million  dollars  will  be  ad- 
ded annually  to  the  payroll  in  conse- 
quence. 


Leslie  Hamilton  Gault,  president  of 
the  former  firm  of  Gault  Bros.  Co.,  Ltd., 
wholesale  dry  goods  merchants,  Mon- 
treal, died  in  England  on  Nov.  14.  He 
had  been  living  there  for  the  last  ten 
years. 

Born  in  Montreal,  the  son  of 
Matthew  H.  Gault,  Strahane,  Ireland, 
and  Elizabeth  I.  Bourne,  England,  Mr. 
Gault  was  educated  at  Montreal  High 
School.  He  entered  the  firm  of  Gault 
Brothers  and  Co.,  general  dry  goods 
merchants,  in  1871;  became  a  partner 
in  1883,  director  in  1896  and  president  in 
1903.  He  was  a  director  in  Gault's, 
Limited,  Winnipeg;  Gault  Bros.,  Ltd., 
Vancouver;  Crescent  Manufacturing  Co., 
Montreal;  Van  Allen  Co.,  Ltd.,  Hamil- 
ton, and  had  connection  in  the  cotton  in- 
dustry of  Canada. 


The  Community  Clothing  Company,  of 
Montreal,  is  opening  in  Hull,  Que. 

An  addition  costing  $30,000  is  being 
made  to  the  T.  F.  Kingsmill  Dry  Goods 
Company's    store   in   London,    Ont. 

Another  case  of  damage  by  fire  was 
that  in  the  Genevieve  Gown  Shop,  67 
Bloor  St.  West.  Toronto. 

Macdonald's  Limited,  of  Winnipeg, 
have  opened  their  new  store  at  the  cor- 
ner of  Portage  Ave.  and  Kennedy  St. 

A  fire  in  Amdur's  Limited,  St.  John, 
N.  B.,  resulted  in  damage  estimated  at 
$40,000,  about  one-half  being  covered 
by  insurance. 

The  death  occurred  on  Nov.  31  of  J.  J. 
Westgate,  who  founded  the  Hudson  Bay 
Knitting  Company  in  1889.  Mr.  West- 
gate  was  61  years  old. 

More  than  half  a  million  dollars  is 
estimated  to  have  been  the  loss  caused 
by  fire  in  the  Elman  block,  Moncton, 
N.  B.,  on  Nov.  21.  It  was  caused  by  a 
short  circuit  of  electric  wires  in  the 
Marr  Millinery  Company's  establish- 
ment. 

Stanley  M.  Knox  of  the  Canada  Veil- 
ing Co..  Toronto,  and  Wm.  Edwards  of 
Edwards  and  Edwards  Leather  Goods 
Co.,  Toronto,  have  the  distinction  of 
bringing  down  the  only  albino  deer 
which,  as  far  as  we  know,  has  been  shot 
in  Canada  this.  year.  It  was  three- 
quarters  white  and  was  captured  north 
of  Haliburton,  Ont. 

A  new  silver  fox  ranch  has  just  been 
completed  in  Sackville.  N.  B.  This 
makes  the  fourth  one  located  on  the 
Upper  Fairfield  Road.  The  first  to  be 
built  was  that  of  the  Dominion  Black 
Foxes,  Limited;  the  next  that  of  Can- 
ada Foxes,  while  last  year  Fairfield 
Foxes,  Ltd.  came  into  existence.  The 
three  older  ranches  at  present  contain 
about  350   silver  foxes. 

The  Welland  Cotton  Mills,  Ltd.,  with 
an  authorized  capital  of  $1,000,000,  and 
head  office  at  Welland,  Ont.,  has  been 
incorporated  for  the  purpose  of  manu- 
facturing cotton  yarns.  The  first  of 
two  units  will  be  erected  shortly,  and 
will  be  devoted  to  the  manufacture  of 
coarse  cotton  yarns,  suitable  for  car- 
pets, rugs,  hammocks,  and  general  cot- 
ton knitting  trade.  In  this  unit  the 
company  will  also  manufacture  hose 
and  belting  duck  and  the  minimum 
capacity  will  be  2,300,000  lbs.  of  finish- 
ed goods  per  annum. 


The  store  of  E.  Roberts  &  Co.,  Twill- 
ingate,  Newfoundland,  was  destroyed  by 
fire  on  Nov.  25. 

The  L.  R.  Steel  Company  have  opened 
another  of  their  5c  to  $20  stores  in  Ham- 
ilton, Ont. 

The  High  Park  Millinery  has  opened 
at  1578  Bloor  St.,  West,  Toronto.  Mrs; 
H.  Whitney  is  the  proprietress. 

Stock  estimated  at  $50,000  was  ruin- 
ed by  fire,  smoke  and  water  in  the  dry 
goods  store  of  E.  Woods,  Limited,  Oril- 
lia,   Ont. 

In  order  to  provide  more  fully  for  the 
requirements  of  women  qnd  misses,  the 
firm  of  Scott-Holmes  have  opened  a  se- 
cond shop  in  Toronto  at  228  Yonge  St. 

George  Hawkins,  founder  of  the  Van- 
alien  Shirt  Co.,  Hamilton,  Ont.,  died  re- 
cently in  that  city  at  the  age  of  82.  Mr. 
Hawkins  had  the  distinction  of  being 
the  first  man  to  make  the  one-time  pop- 
ular hoop  skirts  in  Hamilton. 


CORRECT  TYPE  OF  STOUTWEAR 

Miss  Evelyn  D.  Hansen,  in  a  series  of 
lectures  on  women's  dress,  spoke  on  the 
correct  type  of  clothing  the  stout  woman 
should  wear.  The  remarks  were  illustrat- 
ed by  the  use  of  living  models. 

In  her  hints  for  decreasing  size  by 
means  of  dress  and  not  by  diet,  Miss 
Hansen  warned  as  follows:  "Don't  wear  a 
costume  of  material  with  a  sheen  to  it, 
such  as  satin.  Avoid  figured  materials 
and  light  colors.  Shun  velvet,  velour  and 
duvetyn.  Crepe,  Poirtt  twill,  tricotine, 
cashmere  and  chiffon  are  the  stout  wo- 
man's allies. 

"A  circle  is  the  enemy  of  the  stout 
woman  and  the  triangle  offers  the  same 
antagonism  to  the  thin. 

"An  unbroken  skirt  line  from  the 
waist  to  hem  adds  to  height. 

"A  stout  person  must  keep  bright  col- 
ors away  from  the  waistline. 

"Kimono  sleeves  are  only  for  the  slen- 
der woman. 

"The  long  skirt  with  the  irregular 
hemline  is  good  for  the  tall,  heavy  wo- 
man who  has  pretty  ankles.  If  her  ankles 
are  unattractive  let  her  adhere  to  the 
straight  hemline. 

"Narrow  panels  on  a  dress  give  height 
to  the  short,  stout  woman. 

"Never  select  a  hat  while  seated.  Such 
an  action  makes  possible  a  full  length 
contour,  suggestive  perhaps  of  an  open 
umbrella  or  a  door  and  its  knob. 

"Sleeves  pointing  down  toward  the 
hands   make  the   arms   appear  thinner." 
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Novel  Method 

of  Inspiration 

Salespeople     Told     of     Possibilities     of 
Betterment  Their  Pos't.ons  Hold 

How  to  get  clerks  to  take  a  greater 
interest  in  their  work;  how  to  get  them 
to  be  enthusiastic  about  ther  jobs;  how 
to  get  them  to  really  try  to  sell  goods 
—these  are  the  problems  that  every  mer- 
chant is  up  against.  And  so  it  will  be 
of  interest  and  probably  of  value  to 
other  merchants  to  learn  of  the  way  in 
which  Eugene  Frank,  of  the  Frank  Dry 
Goods  Co.,  of  Fort  Wayne,  Ind.,  has 
solved  this  problem. 

"We  formerly  had  a  considerable  lot 
of  difficulty  in  getting  our  employees  to 
take  more  than  a  casual  interest  in  their 
jobs,"  said  Mr.  Frank.  "As  is  the  case 
in  so  many  instances  our  employees  look- 
ed on  their  jobs  only  as  a  means  of 
earning  a  livelihood.  They  could  see  no 
reasons  for  particularly  exerting  them- 
selves on  their  jobs  and  their  enthus- 
iasm for  their  work  was  nothing  wonder- 
ful. Consequently  they  were,  really, 
more  like  clerks  than  like  salespeople. 

"We  pondered  over  this  matter  for 
some  time.  Then  I  got  the  idea  of 
compiling  a  list  of  all  the  salespeople 
who  have  come  up  from  the  ranks  in 
our  establishment  and  become  buyers 
and  department  heads  and  all  who  have 
gone  from  our  store  to  other  stores  to 
assume  responsible  positions.  And  I  also 
conceived  the  idea  of  compiling  a  list 
of  the  successful  merchants  in  our  city 
who  have  gotten  to  be  owners  of  stores 
after  beginning  as  clerks. 

"When  I  started  in  on  this  self-ap- 
pointed task  I  was  surprised  at  the  num- 
ber of  people  who  had  advanced  from 
their  positions  as  salespeople  in  our 
store.  And  I  was  also  surprised  at  the 
number  of  folks  in  our  city  who  had 
started  as  clerks.  When  I  had  this  ma- 
terial together  I  called  the  salespeople 
to  a  staff  meeting  and  addressed  them. 

"  'You  people  who  are  behind  the 
counters  selling  goods  at  this  store  have 
a  splendid  opportunity  for  gaining 
knowledge  which  will  help  you  make  a 
big  success  in  life.  I've  got  the  defi- 
nite, specific  material  here  in  my  hand 
which  will  prove  this  to  be  a  fact. 

"  'Many  people  are  cf  the  opinion  that 
a  job  as  a  salesperson  in  a  department 
store  leads  nowhere.  But  such  folks  are 
very  badly  mistaken.  A  salesperson's  job 
does  lead  somewhere — it  leads  to  high 
executive  positions  or  it  leads  to  the 
ownership  of  stores  of  your  own. 

'  'The  employees  who  have  been  in 
this  store  who  have  had  a  vision  of 
the  positions  to  which  the  knowledge 
gained  here  would  lead  them  have  all 
gone  higher.  I  hold  in  my  hand  a  list 
of  21  former  salespeople  in  this  store 
who  are  now  buyers  or  department 
heads  in  this  establishment  or  in  other 
stores  or  who  own  stores  of  their  own. 
And  I  also  hold  in  my  hand  a  list  of  18 
prominent  local  merchants  who  now  own 


stores  of  their  own  who  began  their 
business  careers  as  salespeople. 

"  'Isn't  this  an  incentive  for  you  to 
get  all  you  can  out  of  your  jobs?  I'll  be 
glad  to  show  these  lists  to  any  of  you 
who  are  interested  and  to  talk  to  you 
about  salesmanship.' 

"Right  away  this  made  the  sales- 
people sit  up  and  take  notice  and  it  in- 
spired at  least  a  third  of  our  employees 
to  actually  try  to  sell  goods  instead  of 
just  waiting  on  customers." 


DYE      INDUSTRIES      STANDARDIZE 
COLORS 

A  leview  of  the  work  accomplished 
in  standardizing  the  colors  used  in  the 
United  States  dye  industry  since  1914 
has  been  issued  by  the  Textile  Color 
Card  Association  of  the  United  States 
with  headquarters  at  New  York.  Fol- 
lowing the  elimination  of  competition 
from  Germany  in  that  year,  the  United 
States  dye  interests  felt  the  time  oppor- 
tune to  restrict  their  output  to  a  series 
of  definite  shades  and  tints,  thus  reduc- 
ing expense  anj  increasing  profits.  As 
the  chief  medium  in  this  activity  the 
association  devised  the  Standard  Color 
Card  of  America. 

This  card  is  a  collection  of  133  well 
known  colors  on  fabric.  Each  color  is 
given  a  name  and  number  and  wherever 
possible  United  States  nomenclature  is 
followed.  These  cards  are  now  in  use 
by  upwards  of  fifty  Canadian  dye 
works. 


Seen  at  the  St. 
Andrew's  Dance 


Montreal's  smart  set  turned  out  in 
full  force  on  the  night  of  November  the 
30th  to  render  homage  to  the  patron 
saint  of  Scotland,  St.  Andrew,  on  the 
occasion  of  the  annual  ball  held  at 
the  Windsor  Hotel.  This  affair  which 
is  accounted  the  most  brilliant  social 
event  of  the  season  in  Montreal  was  at- 
tended by  over  700  guests  and  present- 
er a  pageant  of  color  seldom  if  ever 
seen  at  social  gatherings  of  late  years. 
Dancing  took  place  in  the  new  ball 
room  recently  opened,  which  was  de- 
corated with  palms  and  flags.  Jade 
and  tangerine  were  the  predominating 
hues  noticeable  among  the  gowns  of 
the  ladies  present,  with  a  wealth  of 
chiffon  velvets,  elaborately  draped,  as 
well  as  metallic  cloths  of  brilliant  col- 
orings as  the  leading  materials  chosen. 
Gold  and  silver  cloths  were  likewise  no- 
ticed in  considerable  numbers  with  many 
gorgeous  effects  in  spangled  and  beaded 
tunics  besides.  Hairdresses  favoured 
pearl  bandeaux  and  metallic  flowers  and 
fruits  and  jewels  were  never  more  lav- 
ish and  superb.  Probably  never  was 
such    attention    given    to   the    matter   of 


footwear  and  hosiery  as  on  this  occasion 
and  many  a  pair  of  slippers  sparkled 
with  rhinestone  buckles  or  diamond 
clasps. 

Owing  to  the  fact  that  the  majority 
of  the  men  guests  wore  uniform  the 
scene  was  still  further  enhanced  by  the 
brilliance  of  their  scarlet  jackets  and 
the   kilts. 

A  gathering  of  almost  equal  brilliance 
is  anticipated  on  the  20th  of  this  month 
when  the  management  of  the  new 
Mount  Royal  Hotel  will  hold  a  formal 
ball  in  honour  oT  the  opening  which  oc- 
curs on  that  date. 


OF   INTEREST  TO  WOMEN   CLERKS 

Of  one  hundred  and  seventeen  mer- 
chants who  were  asked  whether  women 
had  the  same  opportunities  open  to  them 
in  the  department  store  field  as  men, 
ninety-two  replied  with  an  unhesitating 
yes,,  thirteen  of  them  with  a  qualified 
answer  and  only  twelve  with  a  definite 
negative. 

There  are  probably  few  forms  of  busi- 
ness which  offer  the  ambitious,  untrained 
girl  more  chances  for  advancing  herself 
than  the  large  store  with  its  many  de- 
partments. 

A  department  store  has  a  variety  of 
interesting  jobs  which  women  can  han- 
dle; there  are  several  highly-paid  jobs 
in  the  merchandising  section,  and  the 
girl  who  works  as  clerk  or  assistant 
buyer  can  gain  a  good  knowledge  of  the 
type  of  thing  her  store  carries.  A  good 
saleswoman  who  keeps  her  eyes  open 
concerning  the  workings  of  her  store, 
stands  a  good  chance  of  working  into  a 
well-paid  position  in  this  department. 

The  Advertising 

Then  there  is  the  whole  advertising 
department,  the  section  of  a  store  which 
seems  to  appeal  most  to  the  girl  with 
an  imagination.  There  are  positions  for 
girls  who  can  write  clear  and  concise 
copy,  positions  that  pay  well,  and  are 
interesting.  There  are  three  jobs  in  the 
advertising  department  of  the  average 
department  store  which  may  be  regarded 
as  stepping  stones  to  the  position  of 
copy  writer  and,  thence  upward;  the  first 
is  that  of  stenographer  or  secretary — 
for  the  girl  who  seizes  her  occasional 
chances  to  do  a  bit  of  copy  writing  can 
impress  her  ability  upon  the  people  high- 
er up.  The  second  position  is  that  of 
clerk  in  the  department,  and  the  third, 
that  of  statistician. 

In  the  store  service  section  are  inter- 
esting jobs.  The  girl  who  starts  as  mes- 
enger  or  clerk  can  work  herself  up,  if 
she  has  enough  ambition,  to  being  the 
head  of  some  department — the  shopping, 
theatre-ticket,  or  something  of  the  sort. 
The  store  restaurant,  also,  offers  many 
opportunities;  the  woman  who  manages 
the  restaurant  earns  a  good  salary. 


A.  Farquhar,  of  Thompson  Lace  and 
Veiling  Company,  Toronto,  has  left  on 
a  buying  trip  to  Europe. 
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Dry  Goods  Review 

wishes  you 
A   Merry  Christmas 


ani 


A  Happy,  Prosperous 
New  Year. 
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THE  INQUIRER'S  CORNER 

You  may  want  to  know  where  a 
certain  line  of  merchandise  in  the 
Dry  Goods  Trade  can  be  procur- 
ed; you  may  have  on  your  hands  a 
problem  in  connection  with  your 
business  that  is  difficult  to  solve. 
Dry  Goods  Review  can  render  you 
a  service  and  will  cheerfully  do  so 
if  you  will  fill  in  this  blank. 


Dry  Goods  Review, 

15S  University  Are., 

Toronto,  Ontario. 


INFORMATION  WANTED 

Date 


1922 


Please   tell  me 


Name    . 
Address 
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A 

Acme  Glove  Works,  Limited   IT 

Albion    Knitting  Co.,   Ltd 56 

Allen  Bros.  Co.,  Ltd 6 

Allen   Silk  Mills.  Ltd 6 

Amalgamated   Cotton    Mills   Trust, 

Limited    42 

B 

Baker,   Richard   L.,  &   Co 4-5 

Bank  of  Montreal   . 101 

Bates  &  Innes,  Ltd.   55 

Belding  Corticelli,  Ltd Back  Cover 

Bird  Woollen  Mills  Co.,  Ltd.,  The..     55 

Birken,  T.  1 87 

Botanical  Decorating  Co.,  Inc.,  The  103 
Bradford  Dyers  Assoc,  Ltd.,  The  .  .     39 

Bradshaw,  A 42 

Brock  Co.,  W.  R.    (Montreal)    21 

Brock  Co.,  W.  R.   (Toronto)    23 

Butterf ield,  Fred,  &   Co.,   Inc 41 

Butterfly  Hosiery  Co.,  Ltd 57-58 

C 

Campbell,   Metzger  &   Jackson    78 

Canada    Veiling   Co.,    Ltd 8 

Canadian  Lady  Dress  Co.,  Ltd.,  The  103 
Canadian  Handkerchiefs  Limited   .  .      18 

Carnall,  J.  F.,  &  Company   52 

Celtic   Knitting  Co.,  Ltd.,  The    55 

Chipman   Holton  Knitting  Co.,  Ltd.     22 
Clatworthy  &  Son,  Ltd.    .  .    Front  Cover 

Circle-Bar  Knitting  Co.,  Ltd.  oO 

Climax  Baler  Co 103 

Clinton  Knitting  Co.,  Ltd.,  The 52 

Congoleum  Co.  of  Canada,  Ltd 

Inside  Back  Cover 

Craftana    56 

D 

Dale   Wax  Figure   Co.,   Ltd 95 

Dawson,  Joseph   54 

Debenhams    (Canada)    Limited    65 

Delfosse   &   Co.    9;' 

Dods  Knitting  Co.,  The    48 

Dominion    Oilcloth    &   Linoleum    Co.  86 


E 

E.  T.  Corset  Co.,  Ltd 73 

F 

Fisk.   D.   B.,  &   Co. 103 

Fraser   Publishing  Co.,   Ltd 103 

G 

Garland,  John   M.,   Son  &  Co 3 

Gipe-Hazard  Store  Service  Co.,  Ltd.  110 

Gibson,  Wm,  &  Sons,  Ltd 56 

Godde,  Albert  Bedin  &  Cie 38 

Gregg,  G.  R.  &  Co.,  Ltd 79 

Griffin    Gloves   Limited    4-5 

Greenshields,  Ltd 1 

Greene,  A.  E.  Sales  Co 103 

H 

Hambly    &    Wilson     

Haugh,  J.  A.,  Mfg.  Co 64 

Hawley,  A.  E.  &  Co.,  Ltd 24 

Hawthorn   Mills,   Ltd 43 

Heron    &    Taylor    il 

Hodge  &  Lettau 103 

Hodgeson,   Sumner  &   Co.,   Ltd 10 

Hoyle,  Joseph,  &  Son,  Ltd 40 

Hoover  Suction  Sweeper  (Jo.  of  Can.  7 

I 

Indiana    Cotton    Mills 103 

International   Trades   Exhibition    .  .     45 

J 

Jauffred  &  Gariel  *?£ 

Jennens,  Welch  &  Co.,  Ltd 42 

Johnston,  Cowdin  &  Co 1-83 

Jones   &    Co.,    Fred    10* 

K 

Kelly.  T.   K.,   Sales   System    .  .    13-14-15 
Kent-McClain,  Ltd., 

Inside  Front  Cover    62-93 

Kenwood    Mills,    Ltd 85 

King,  A.  S.,  Silk  Co.,  Limited   ^ 

King,   John    &    Son    87 

L 

Lace  Goods  Co.,  Limited   . 19 

Ladies  Wear  Limited    lr> 

Lamson   Co.,   The    100 


London  Hosiery  Mills,  Ltd 4-5 

London  Directory  Co.,  Limited   ....  42 

Lazare  &  Novek 59 

M 

McMartin,  E.  W 102 

Morton  Bros.,  Limited 88 

Moulton   Mfg.   Co.,   Ltd :  78 

Muser  Bros.    (Can.)    Limited  9 

N 

North  American  Dye   Corp 11 

Newton,   Frederick,   Co 103 

O 

Onken,   Oscar,   Co.,   The    95 

Old   Beach   Linen    89 

Oxford  Knitting  Co.,   The    53 

P 

Peerless   Underwear   Co.,   Ltd 50 

Pugh    Specialty    Co.,    Ltd 91 

R 

Racine,  Alphonse,  Ltd 12 

Richardson,  A.  S.  Co.,  Limited   ....  95 

Ritchie,  John   E.,  &  Co 42 

Rodden,  F.  A.,  &  Co 102 

Robertson,    C.   &  J 84 

Robertson,  J.  M.,  Knitting  Co 49 

S 

Scott,   Peter  &  Co.,   Limited    51 

Silks,    Limited     20 

Smith,  Hogg  &  Co 103 

St.    Catharines    Silk    Mills,    Limited  4-5 

Stoffell    &    Co 11 

T 

Toronto   Feather  &   Down   Co.,   Ltd.  103 

Turnbull,    C,    Co.,    Ltd 52 

V 

Venus  Silk  Mills,  Ltd 4-5 

W 

Warner    Bros.,    Co.,    The    72 

Whiting  &  Davis  Co 103 

White,    Will    P.,    Ltd 103 

Wright    Sons,   Wm.    E.,    Co 94 

Westlake    Bros 78 


Further  information 
for  the  asking.  All 
kinds  of  wire  cash 
and  parcel  carriers 
and    pneumatic  tubes. 

Gipe-Hazard    Store    Service 
Co,  Limited. 

113    Sumach    St.,   Toronto, 

Ont. 
Also  318  Homer  St.,  Van- 
couver, B.C. 


Here  is  a  Carrier  affording  the  merchants  better  service  in  return  for  the 
money  it  cost  than  does  any  other  of  its  type  ever  produced.  It  is  also  more 
compact   and   handsome. 

Note  that  it  has  no  cords,  pulleys,  elastic  springs  or  other  frail  cumber- 
some and  unsightly  toggery,  and  its  means  of  propulsion  are  not  only  the 
most  simple,  but  afford  more  power  than  any  other  made,  and  therefore  the 
Carrier  is   more   rapid  and  dependable. 

There  are  many  users  of  these  machines  throughout  Canada,  and  you  are 
invited  to  inspect  and  make  inquiry  about  them  from  any  one  of  these. 
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Gold-Seal  Congoleum  Window  Displays 

Are  Sure-Fire  Sales  Winners 


That  Congoleum  displays  pay,  and  pay 
big,  is  attested  by  the  hundreds  of  letters  we 
have  received  from  our  dealer  friends. 

A  few  quotations  chosen  at  random  will 
interest  you: 

"Congoleum  sales  are  getting  better  all  the  time  and  our 
window  displays  help  make  this  possible." 

"We  believe  that  fifty  per  cent  of  our  sales  for  Congoleum 
Rugs  during  this  week  were  brought  in  through  our 
window  display. 

"I  am  mailing  you  a  duplicate  picture  of  my  Congoleum 
window  which  more  than  tripled  my  sales. 

"This  window  put  across  big  sales." 

"I  counted  over  100  people  in  front  of  the  Congoleum  window 
several  times. 

"The  window  has  attracted  more  than  unusual  interest.  Quite 
frequently  have  had  to  ask  the  people  to  move  on  owing 
to  the  congestion.  Our  sales  to  date  have  been  more 
than  satisfactory." 
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Gold  Seal 

(Bngoleum 

Made  in  Canada 
by  Canadians for  Canadians 


And  so  these  letters  run.  Elaborate  or 
difficult  displays  are  not  necessary,  as  is 
evidenced  by  the  photo  shown  above. 

Make  the  women  who  pass  your  store  real- 
ize that  they  can  buy  in  your  store  the  rugs 
they  have  seen  advertised — that  your  estab- 
lishment is  Qold-Seal  Congoleum  Headquarters. 

And  there's  no  better  and  quicker  way  to 
do  this  than  by  an  attractive  window  display 
of  Gold-Seal  Congoleum  Rugs.  Congoleum 
displays  make  comers  -  in  of  passers-by. 

We're  always  ready  to  help.  Call  on  us  for 
suggestions  and  free  window  display  ma- 
terial. Among  other  things,  we  have  display 
cards  in  both  English  and  French.  Our 
advertising  department  is  always  ready  and 
willing  to  serve  you. 

Congoleum  Company 
of  Canada,  Limited 

1270  St.  Patrick  St.,  Montreal,  Quebec 
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